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Abstract

With the rapid development of tourism in Xinjiang, home-stays have gradually become an important
choice for tourists’ travel. However, the phenomenon of “hot season, cold stay” caused by their insuf-
ficient marketing capabilities has restricted the sustainable development of the industry. This study
takes Xinjiang home-stays as the object, focusing on the marketing predicament of cold-selling home-
stays. Through big data analysis, typical cases with low annual sales and seasonal imbalance between
supply and demand were screened out. Combined with field investigation and questionnaire survey
methods, data were collected from three perspectives: operators, tourists’ expectations, and tourists’
satisfaction. And based on the 7P marketing theory, this paper conducts a systematic diagnosis of el-
ements, such as home-stay products, pricing, channels, and promotions. The research finds that there
are core pain points within home-stays, such as outdated facilities, homogeneous services, and insuf-
ficient exploration of cultural connotations. In terms of pricing strategies, the absence of a dynamic
adjustment mechanism and the imbalance in channel management further intensify the contradiction
between supply and demand. In addition, the lack of creativity in promotional activities, the insuffi-
cient professionalism of staff, and the absence of regional characteristics in tangible displays also sig-
nificantly affect the tourist experience. In response to the above problems, this study proposes a
phased optimization plan based on the 7P marketing theory: On the product side, it is suggested to
incorporate elements of Xinjiang ethnic culture and enhance the differentiated competitiveness
through the design of theme rooms and the experience of folk activities; On the pricing side, a dynamic
price model is constructed, and differentiated strategies are formulated based on the elasticity of sea-
sonal demand, such as off-season discount packages. In terms of the channels for homestays, it is nec-
essary to optimize the management of online platforms, allow multiple platforms to enter, jointly de-
velop theme tourism routes with scenic spots and travel agencies, and deepen offline cooperation. At
the same time, on the promotion platforms released by the homestayj, it is necessary to design creative
activities, carry out joint promotion with cultural festivals, expand communication channels, and ex-
pand short video content marketing. In terms of personnel, it is necessary to strengthen staff training
to enhance professionalism and stability. The research conclusion provides a systematic path for
homestay operators from short-term operation optimization to long-term brand building, offering
practical references for the high-quality development of Xinjiang’s cultural and tourism industry.
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1. BEREEUEHRBR
1.1. fIRER

2HT, FEERTSRARAO AR, RAE RIS KA AT IR R R RO IR 2 2 I AU S i
NG AR S5 BIA I, SR 2 AT S AR AN AL~ S [1]. AT 7T H K2 BLUE HH RE 1 = 89 1 R
TELE B AT E MRV, BAESHUVE TRCE A QU E 7 O R &8 R IR 4 e /KT Ak
S 2T MR A TE RIS KUY F AR AT H (KIRT 7T P4 7508 I RS R 2 e B SBEBILAT 5t X N SR A R
s A7 RGN EHT RHE, IF BRI RIX R MR Eh 0], b
IR E 7 SRR A T e (RIS BEAT S5 52 A 7 3RO T X3y BT 3 Ty 2GR 4 S8 e 4
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s BEAT R B, R 7P BRI IEAE[2], DARA TR E AR B TR RE S E S
FRVERIE ST, did A 1) A 5 7 SR B A R LA T SR D T (4R 2R T 7 SR T8 R R R M R
PR T R WA £ [3].

12. #xBER

121 TREEEZEHEM

BRI IR T JE[E 2 #11) B & B (bed and breakfast), R A S48 ML TE 1O X BENRTE[4]. @ T/
R 8 & IBIHL AT CUE A 7 AR B AT PR AT SR AL, X35 5 M Eh LS & B4 E 3R
WS AN AR 55 BT o BF T Y B R 22 SR S A

1.2.2. LHIREREER

SETH TR 2 OROB SRR (0 3 R A, B FEARIFEIAL BRI (BRI | R T X
PR VRN SR R P SR BT BRI I SE R B, SR X R W SR A iF R
25 E . R Ml &R T NS T S 5 DU AL I S B R 3R

1.2.3. EIFTEA

RN HL A T8 b5 A BT 7 e T 3 P 1 S PR R I 5 U3 AR SR 5L, FRAT TR (O B P T — T %o
L 58 0BT 5 2 R AR 1) A5 A A 5 30, B R R RIS S5 IR N R A At AT D% B N A B 1 ) R it 2 S 1
B, BT IRE— R 5 B A BAREANME B S PR(E

2. MRFGF*
2.1, kiR E

Y S BBESCHR,  JF B SCHR AT TR BN SR AR T . B e TORHE L,
AL SR A OG- RSCIR PR STIR BRSO TIPS . BORSCiE FrE s .
YO W B I SCHRBEAT IR A B AN 734, SR B s R B AR INE R . WA ig. RIEET 3
WA T, MdE TR s R E BB HESE, AR S SHIERT TR Bt BB A f5eJm i ad SCHR AT
W ER e E M AR e s . AFAE R R BB DL ST E I LI AP .

22. FEREZX

BRI T =A%, Al RRIGEEHESIHER S 5 R EEE 1 6 A 5 ok 88 Rra i =
WG, RmEE HE S AR GRS 57 fr, KBFEATHAME TIUA RIGEE . I REE
TSt 287 4y, F RS M B R S X A7 DL SRR BRI T W AR A i o T 2 B Tl i P WA B A 2 )
% 236 13, IMAEFEARMNE T S Bua RISk SE 1T W B AE (18 e 2 A, 0Bl 200 DA R 0
EAA R . e =0 R B8R LR IE E A 2 24k, 4a NN A

2.3, SEHFEE

S B FRARTTUERA I O GO AL I SEPrdh i rh, Tl RS, Uik, MG RE. MESE
27 5], RTINS RIS — T 506, TR 1A SO RASEPR B AT URAIE . AT 5=
SRR M. XTSRS SR S S S E RS, RERSPICE N s, Ak, EzhHiE
MR, B T OUKEE = T ORI e kAT Ik 5 AEVE6]. AW HUH s AL, X
PIZFAERNE RAE AT SRS, BB BILE T KB &R, SRE 70 M B A R AT o il
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3. FiRlEE
3.1 REELEEOEWEST

LA A SR 75 30 AR — SRR S T 57 ARG, AR BRI TS S E AT A ]
BHITZE, RRAHEF DR . ERGRITT, HRR AR MZE XS ORI .
FLUON BRAE BTG OUEAT — € B Tk, ELan s G BL . AT T2 A8 AT A e T Jee '8 4905 50 56077 T 1Y)
R BT A N o B Ja W 2B AR 2B R rh SRR AT R

311 RBEXRER

Wi R SR, BEERR, I =4E(2022~2024) Tk B HE 38.6%, 2018 4ERG ALY &
5.26%, FRITIITEPUEY HKAHERZ K2 E LA R . 11 31.58% 14 5 H &1 2018~2020 /i r T
i, KREZHAEFH LA 2022~2024 FIF /8 7RG, 1MAE 2018 4 LART O R ANB>, A 5.26%.
BEWEMABRKNEEZTIND FHERBERNEEZTIN, TR RIE Sor s mA—, B
2022~2024 FH B, HOLRMRIEH 2 .

MR B KE, 11~15 (85 B ETE & i w5 (33.33%),  15~20 [A] 55 5 28.07%, 1~5 [a] 51 20 [A] LA
b5 BRI (14.04%. 12.28%). AT Wi AP AR (11~20 [A))SE 2 88 H ik,  BERESEHI A, Y AERALE & A
). FBGRER, MEABUEENT, G 64.91%, hEMZERED DG 21.05%F1 14.04%.
G H PR T R PRI NI S50 R, 7 RS A 89.47%F1 78.95%, {ELNT 51 1% I 5 AR 45 F AR
A, X 52.63%. EWREIELELFET, S8 H S KRR E R R EEFN TSRS HE—AE
B, (HARARIL T RTE IS, ASGIEIEIRFEE R E O R TEIIE RS

312 REEHOER

HERRMEEPEREE, A1l dit 71.93%, £ZF{L 5 28.07%; HEZEE ML 200~299 e+, ik
36.84%, M AIE M IXIE] L b gD . RBLE T, 82.46% M4 E il i AL I B 51 & I8, 78.95%
PR EIRIIE, 1Y 49.12% 2 KM m A B R . B K2 RS 8o ok B2 LIE RS 7ok 5 2
#, HILBIA 82.46%, H R FAILL TG B GLLER T 80.7%, H2& RGN EMM b LK,
WA 28.07. BWRE RIS EHHFFEL FaiE RE TE L—RIVEH T, RAEDMH&EH T
REELL T B

IE BT, KIS & EH A EEREFNGE, H R 92.86%1E Bl m b6, HIUEHEFREIAT]
7 91.07%, XA EREEENAFILEN, HIGERE M WG &, #A3) 1 80.36%. FrzsHAh, H
R S RAE I 5 LR R 41.07%. RIS 2, ERMIEREEE S REEHITE.

MAELR N IE A P EoR, BN N B8 22 BRI &1, 5 HIAR] T 80.85%44 5 &
A, HHER T 70.21%. BREIHAL, BIETIREAT RHARES T, erh A 31.91%.
A R LR 2 28 FH BRI, PIH 86.67%( di bk, H R ILALRF IR 7%, A 83.33%(1)
G, TTSE TS Sh R LA NG R 7798 R A 33.33%I1 B, AR T LES] T SR, A 50%[0
b 2HAEF AT TESEONHEL, 4P % i S m A T, 1878 A = W) 2
JE 1R, HAN N 2 R R =

3.2. REHRHFIOEBES

3.2.1. HEAERHEAEHER
ARRAESE 287 N FEEPTE 90 /5. 80 5 70 FIX=AFERE, A1l b ik 69.34%., H
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W1, 90 Jg i N 23.69%, VK 80 JE N 23%R1 70 JE N 22.65%. 1M 25 % LA R A 20.91%,
NHERZ 5 EERNE . RIE B IS0, AR5 R, 53T 16.03%, Higedl
X AAERTHLIX, 7393l 5 15.33%F11 13.94%. AR AL =44 F it pg dh X 1 LG AT, $297E 13.59%F1 13.94% 2
[fo W, M. GHXILEIRAE, N 1.74%.

3.2.2. F4AEEAREX

MR AL IR, B2 2 Vi & BB SRR (1) B e 2215, (5 L 37.28%. H KRS, L 30.31%.
KM IEFAR D, 435108 21.25%H1 11.15%. 33X 3 B KB4 32 17 & W IR SRR A . AR B
FEMHEFME FAE .

TE T 25 X0 T SR Ui 45 7 THD PRV AR B e R P MRS SRerp, A8 R 2 HCZ U5 #OME T T R R AN, T
Bl ik 77.06%. KA 22.94% )52 Ui & 2 7~ 755 o A3 J7 T (0039 755 P o7t P S8 O RSt A e o 3 2 1) R A5
N 44.95%, 1T AN ) B U s 55.05% .

3.2.3. MRE X MRHFHIEIN

T2 B o ST R G IR AR S AN S BE, CAERTHR SRR 44 B s IRSS4RTIIT I, A SR THIR K
SORRARSS 7K A RS2 06, RIS VSR T SO I iR 55 5 E B A AT RIE b, WPl iRAT b 2
TF AR B SORAR R S St A PRAR AT, EORSETHIRIFE B 5 N SRE ), BO8 W BB 583
HREGK.

33 HEREREESH

S i) 2 LR 98 A A W R B A L, SR 25 TERRLE , R R AE L A AT S5
NS ANCILPN 8o

331 HEAEBRHAMRK

AW — LU EE W35 236 1, A 2UAG 214 1. BrEEAHVR IR B AR 24.58%, [E Py I
X &R A7 b 73.31%, HEAMNKIR A EE 2.12%. 18 % KDL R AFREL 8 N, (HAFEAER 3.39%. 19~35 %
SERBLIINECN 124 N, (5 EGEL 52.54%. 36~50 % 87 A, (Ll 36.86%. 50 & LA L 17 A, [tk 7.2%
(L7 1),

Table 1. Overall situation of tourist sources

1 FRERRRDEER

2l N i H
HriEA 58 24.58%
PN LA 3 X 173 73.31%
= 4h 5 2.12%

3.3.2. AERIEHBO

1) HEEITWRBERAEERE R SULBRHEREN Lo

TEMW AT R H R R, A =m0 Ao B, R, k. BIIRS . il
. BRTER 5 METEE LA RAG, UOTIRE AT A e = 10055 R R 3R IR

TLE 1) 45 HH S bR i) i 25 B T LR BE I, AR KGRI L 1% 4% 96 N, BIstIX i 89 A, BiHAIliT
X R TG B X AR 3, At AL 45 A SRR 0 R, n] R K A R R], (R 2R 2 T
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th, FITEFRXERE, LEFRFESEE, ARG . A 93 NIEFA@EMER, Sanm# K’
T SR A AL 38 S5 A S A 2 AT AR, BLAERT [R]85 5O B RUA .

T I T 5 SE R R T LT, BT R B ER AT B 5 I PR EE IR i R R B .
kG, R RIE SRS IFE 185 A, “ AR SEIE " mEELLGEA 45.41%, “BS5IXER
7 )9 41.08%, “AIFF]” S 42.7%, X JLASSHIFRA B R I IR AR 5 1 R E Ok B e s m . “N
SRR I PR L1 25.95%, 256 i T4 21 B AE KU R e B s, mI G tHSCA AR DG R 32
SR E RS . R4 kPR LB 38.38%, b AR 7% I JE A0 15 it DR 100 xeh o 2 A
TEAESEA . Horh AT 42 2 AR T AT IR S % FR b AL B, 25 BRTA, WAy B BRBE Xoh BR A 4
HMEA B E R

2) WEN T RAE A HRER B = ST

T 2 TS A A PR O EE AT 1 A R RRIBREE . RS RR = ANERE SE IT,  1T RAE A6 00 2 A 55 R
B MERIE P ANYERE[7]. R T, 23.31% IR A 7 AR B “dEER
R VMY, BHERRIA S 4. EE AR BOME AR 2 R BREL,, =3 5 LI 53.57%,
A BN RS FUHARF, AR b Hik 25%~35.71%. PADRGGEAE A+, “I5H 1487 5“1
7 IR BETHE 80%, RIIRH S/ IRAE7E HH s TAE LRI, FEARW R 5 DA MR
Ko BRERCERTE, “AEHEWHE” 5 PR MHBI3L 5 77.96%, X 2 5 R G R RSO S REE A
BHE B RIS T RS, RERE NI B A 2 R AT, AR IR SR . B IRk
BT R AL TR s K, “ARETHER M TR BRI Y 76.69%. #E— DR G A, R
JF DL 61.029%01) & EAL R A, BT EREE  HE 55.51%, ARSS L B 35.59%, PR EE 5 EE 41.53%, 4
PR SR (5L 36.44%, X UEEHE ABARRS FIRATR A T 5 Ao fERSS AV, “HRHETER” M
R L 75%, SR HEBIRIR S S FESRAF A AT s AEMEIRSS T, CAREEE A TR
5 74.57%, UL ZERIEEH R BEMEN TR B — e R M, “AEEET M CmT 1
IS 17 76.69%, 3 B Z IR TEA A% 8 A 5 AR 45 b S I UL T BB & B, RS N IR S (YA ATl
FOETE PRGSO RS 1% 5 3 B RS B S R BRSO R B 23 1, “JERpRal” i« ik
W7 I 77.12%, U 2 EUIRE Sl R 5 3h 5 7 BN R R SR O R, (R SR THAR S
HIUERASE; B RE R, IR M TR 1515 38.56%, HAREEMH RER S,
{ELE 43 025 A A6 2 I B B s BT e gk — 20 B A 3 XK s 0, DA S 436 R 28 2 BRI 75 R

TE ST 5 6F T8 508 B T RV i BE VPN TR (L2 2), R 20 D o0 i o D 1 (I B A R B s
FE o SR, 5T 11.02%MIBI N “—f%” , 8.4T%MIIIE “ANiE” LA 2.12% % “AR8 A" ,
I 43 I PR SR AT AN 2 AN, S Bt PR 1) R0 T 5 DR — D B T 5 R 5 TR SR B T LE

Table 2. Overall tourist satisfaction with homestays

®2 RHEBEREHEE

PERENT H=9i4 NHL (EAi7]
JEH R 70 29.66%
WA 115 48.73%
— & 26 11.02%
AN = 20 8.4%
e[S ) 5 2.12%
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4. BHERSH
41 REABERRSZFBTE

4.1.1. &HFRIBSThEE /R

e BorE Wit . %S PARSE T THARE — @ AN, WitbRIa ., WSS RN, RS EsE. If
HAEXS TAIRTTTH, 4 55.88% M52 Vi # A AN M it , 6B BUA 0B P EAN LU AR ERBEIE . (Wi s
R —ANEENB, A 52.94%M 2 V58 X HRRAN, s MR B =R O, thAh, 51.47%(1)
ZUIE R BB A, X EER T B,

T DA R RS DATE A KA, LA 57.14% 00 L o i 2 BN B R 3, o AR o)t
FEAEfE ARG S48 T EEAE . IR, TR SR SRR M 4 Ik T C (HRFRE 2= 2= 08 b5 A id =) A B (5 [
52 FHOTE BATRE) 500 5 48.81%F1 45.24% [ B H T 28 P M RS EaBE B EE B O . HEAETE R IR TE
T TR 1) 2 R S 1) R 0 B B Ak, 5 () PN (R PR AR A R R . AR TR B A R BRI
JeiFH R DRI 2T TR ST I . AR, A SR BN R —, S Z RN R B, A DL
AN R A AR EAE T AT 2 o0 oK

412. BRERRKTE

TEREAEEE NBREF, HE R R ZHIRE RS BN E I, R AMERZER . 5
TAEMRS I FE PR B 7 4230 e 2 I TE TR oK, RS 25 R B P E B AR I e 5« (A e HE S5 1, Gk
ZURF IR SS < SO AR B 21 4R 5 B A% B T 2 A IR PR ARG R P 1 M R 55

4.1.3. XHRFEZHEA

EARHTIBINA F 8 0 RAR SRR, ERIEEF ST RAE T K FE RN o WS TR A0 B 3B AR
IS i, S o R S T R IR B A2 AR AN G 2B, 5 B0 2 X DATE 3 1 Jok 2 o T AR 36 4 b S
TREtn, 5@ AETE b X AN

4.2. REMERIES EERATE

4.2.1. EHRZETSEES

ZEHE N IEHE Lo Z RIEEM T I BURE, M RIGREMIETT . TR RESEEN. 1T
% R R BETE 7025 FE T 37 P 7 O R AN AR A% (KR 00 , R oR B S I 42 i 7 SR DU i A
RIS SR Z AR AL B SR R 51 %, SBCORIRN A Bk . M RIGEE MRS, R
REMERAVIAG 5 57 S AR S5 B, B M R B (R 0Mad fm mT BE A a2 7 A AT LEAR A IR
ST S . AR I AR U AT BE L T 20 RO b ™ AL e (RPN B IR 45 1 S AR 2 1)

4.2.2. irisiERREE
— RGN R S RIE AR50 B0 55 AR R 7 AR AN A% S B = & BV ANE A
25 5T T I R BRI AN, 1 R A 4

43. RERERBITE

431 R ERERBICELEETE

ERBEEHRENSGT, BARZHRECIMNABIL FRENEEN, EAKReE T, Tk
RO RBELRIF T &, 20T BARENEEMZ o FIRERTE. R, & ez
EEHEARE, G RER AR BRREAT. %V E AR W SRR, T
R EM 4 LIRS RT3
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4.32. ZTFREF LA ELEFERAL—

2T RIE R AN S, SiRATAE . R I SR R AL I SRS IR 2, (U
FERRM, BEEBIFREE, MRSBREN FREREL. I HE1ETr X3 2R R T R i IR HERE
R QUHE R S AERR RIS = 05 3, REEFE 0 BEA A T 50, BRI RN, g, &b
LN IREZ SR Z A B S 55, REELIUE BILEMZERIR. B, L NERIEIARE &R
2 Lo QRATEAAMT, KBRS ICE R TS AL S S, SEEEACR AT, B
RIGANET

44. REBRERERZ AENFEE

441 REFNRZESHIHE

REHRE MRS RBOME S, FEERESTI. BN SEM R TFR b, Bz 0lHAmg 5]
1o RBEREARFEN HArg B A, 05 1 HRBSR R B RS s, iR
BOR Ui BT KR
4.42. {REEEIHIER ESHHERE A AE

o R TE AR I LR B B = SRS, R AR 780045 A il T 32 (AR FE 2 R R 25 FT 4T >
B FIR, (EBYimsh i RRSert I KBt A, KRR S B P e A R Sy, BRAREAN R,
] g Joikil 20 2 IR P A2 5 .

443 REHEESHEBREBRAYRTE

FENCEH R RARIE T T, BT AE LRI T & IOHE A A S IR SR B AR, AR IERDN
B, ERVEEAR. (R E SN AR AEIRGIN, AL, AR RZ TS T
I E 5 S A BRI Y, B S S I R LA S 5 A

45 REABAREIERE

451 EWRFEERF

B MM FRIR 2, 305 A T = T R IR 55 R AR Re B I, FEREARIE R AL EE )
PR 525 T R AR AT N, SO ARG . BN, B T iR . SO T RS,
Toid e A SR AR VE L R B IR 55 s AEAL TR PRI, B = A 20K P 90 308 5 175 A0 1) At o
B SEE AWK

452. REEIXE

— S RE B TR AE TS R BIARS F Bont g o M, Bz B RS RAA . RS
WFErR R . BT, PRI T SR N AS K, ASEAR AR T2 5h M i 2 3R A 3 Bh AN SGbR o
453. N\GRININE

ETE AT A7 A5 N RS R B 1 ), X SRR TRMEA R E, RSk LR R E . B i
TNBRG 75 B2 W RS I RGN, AR N RS0 T 85I As,  [RIRtszm 1 [B1BA %R 7
ATAERCR, Bt )RAg IR L E = AR .
46. REEERRUARITETIZE R
46.1. BRTHEFE

BB BTG AE A T s 5 TH A RETe /0 AR B s Se Ak R €, 208 RS AN e R B = ANMERIR S, 53
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ZEHE

48

WAEIE A ITTC R, Toikg e i R AR ZL R A s FOMURE RS0 BT ) T A5 I 9 s L XIS 3R B0
A, RAEEIE SR E RSN R ST R E I . 387 IR TE AR LT RSt R A%,
R FRE S ABERER, BROTRAE P Z s msl 5, &5 B anuT 24
DA R BB FE T o RN, EFOT TS 5% 05 BIEAE RN AR, AR BE SN AT B, [
WEEW. HRANEERFIEE, SR iRAME.

4.6.2. BEFRBENHITFTES ERRRRA K

VP2 R BOA I NL 5835 (5 7 BRBILA il 2 48 (£ 7 o A 4 H 1 i LR B3O R B I i SR AN A
Bo R 2 S5t T IR, ERAE ik = A R )R R SRR AN BRI, BB BNk, U
TR T, T RE TR U A .

5. BEEIN
5.1. SRR AHITEEMHEITESENENEE

5.1.1. BESEHNRRE
ZEF LU T A SE S0 T HE M, SEEHRIENHE, I B DR ZE 5 AT 755K
I HRT DAE 119 B AR SRS LAREARTT 52, XA HEAT — S KB BE

51.2. B

RN IRAE B RA ), BARIEE A [ A BHMRASE, RN SRG 5 R IRTE A &
VOB ARSI SCHRF S5 R3O0 7 i ALK 2 o S T 37 R BT 18 A 3 7 REEAAOGS AN [ 7 i
IMERISIATEIE, HE SENMRERL, BRI 57 fh AR S5 SR AL MO EARULED, SR T+ 2 X 4 A% 14
R SEAHE L FENRIFIEZR BT R H . & S5 5 LSEBLAIE RO R IR M B 5] 1
PN Rt DRI IE, WeoI ks OB 2, SR AR, Flin, WAL S BT AR ATE ., (&
T IR S R R Z2 A ARG, Sl 2 B AT 0T B A 7 I (]

5.1.3. NEREMERTD

RN FC i 117 370 REZ I A 2 POV T AT A, RS HERE IR (RS I L. 78 REZ R I R air #E HE 0T
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