Z

MARKETING PLAN: YOUYANG,

2009-2012
CHONGQING PROVINCE

Belle Tourism International Consulting
May 2009
www.belletourism.com




The Youyang Marketing Plan was completed by Belle Tourism International
Consulting, in cooperation with Davost Intelligence Group, Beijing. The project
consisted of a Marketing Plan, a key component of a comprehensive Tourism
Master Plan to assist Youyang County, Chongging, in attracting both domestic

and foreign tourist markets.

The Youyang area is a new destination with unspoiled natural and human
resources. Youyang is home to two minority populations, one of which is the Tujia

Minority. The region has been given the name of the Home of Tujia Culture.

The Marketing Plan included priority market identification, unique selling point
(USP) development, integrated communication tactics, and careful planning of
products and programstos upport the sustainabl e devel

tourism industry while attracting diverse markets.
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THE GOALS

Transform Youyang and region into a first-class destination with a world-
famous tourism image through the creation of attractive programs and
targeted communication schemes, and featuring complete supporting

infrastructure, progressive regulations and high quality service.

Positioning, Image,

and Branding (PIB)

APut into practice and
effectively
communicate
innovative and clear
positioning, image
and brand.

Integrated Marketing
Communications

(IMC)

Astructure a
communications plan
utilizing a multi-
channel IMC
approach.

Partnerships and

Cooperative
Marketing

Aldentify and facilitate
strategic cooperative
activities among

industry, stakeholders
and other internal and
surrounding regions.

AGuarantee rational
identification of and
approach to targets,
increasing the
number of visitors
especially those from
priority markets.

Internet Marketing

ADesign and
implement effective
communications to
selected markets.

ADevelop a quality
certification program
as a reference point
of quality guarantee.

APrepare systematic
and relational
databases covering
travel trade
intermediaries,
visitors, media
representatives, and
image library.

Relationship and Product
A = Database Marketing Development

Amprove visitor
experiences through
the adaptation and
creation of proper
hardware and
software that act as
tourism activity
supports.

Programming

ARe-structure existing
and develop new
market-driven
programs.

Packaging

ADevelop packages
and supporting
programs in line with
the needs and
expectations of
priority markets.

Human Resources

and Training

AQuialify human
resources with
international and
customer-oriented
standards.

Marketing Research

ACreate and
implement an annual
systematic research
process for market
analysis and
evaluation.

Marketing Control and Evaluation

APlan a practical and recurring evaluation and feedback system.



PRIORITY MARKETS

The major priority domestic and international markets were identified. Purpose of
trip, tourism desires and motivations and tourist origin research were carried out.
A staged process to attract the following priority markets must be followed:

L
Domestic, Priority Oceania, North Priority -
expatriates, America, and European
compatriots, United natioﬁs
and East Asia Kingdom

Domestic Priority
Markets (1st)

Sichuan Hubei
Chongging
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