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[bookmark: _Toc122121906][bookmark: _Toc122122245]Executive Summary
With the outbreak and spread of the COVID-19 in early 2020, the OTA market, in which Ctrip is located, received a direct impact and, coupled with increased competition in the industry, Ctrip's performance came under pressure, although it remained the industry leader. Against this backdrop, there is a need at the company level to re-examine the environment in which the company is operating and the strategies it is currently adopting. The article uses the PEST, Porter's Five Forces, Value Chain and VRIO models to analyse Ctrip's internal and external environment, and finally uses the SWOT matrix to summarise and reason: although the short-term environment is not optimistic, Ctrip's OTA industry is still very promising in the long term. Among the many core resources of Ctrip, customer service is the real core competence and resource of Ctrip, which can provide the company with sustainable competitiveness. Therefore, the company should focus on customer service strategy options, and furthermore, Hyperpersonalization of customer care is a very important strategic direction for customer service upgrading.

[bookmark: _Toc122121907][bookmark: _Toc122122246]1. Introduction
Ctrip is an Online Travel Agent(OTA) founded in 1999 and headquartered in Shanghai, Ctrip's share of the OTA market in China reached 50.2% in 2021, with the parent company accounting for 36.3% and its subsidiary Where to Travel accounting for 13.9% (Fastdata, 2022). Ctrip is the largest online travel service company in China and the second largest in the world by market capitalisation. Currently, the company's main business includes air ticketing, hotel booking, scenic spot ticket booking, travel holiday, business travel management and travel information services, etc. According to the company's interim report in 2022, air ticketing and hotel booking business accounted for 42.16% and 34.54% of revenue respectively (Trip.com Group, 2022). This thesis focuses on these two businesses.
The travel industry, in which Ctrip is located, is a type of service industry that focuses on providing appropriate services based on customers' travel needs, and the core competency of the business is in the handling of relationships with customers. Before the outbreak of the COVID-19, China's economy was developing rapidly and people's demand for travel was booming, so companies in the travel industry began to pursue high-volume, low-unit-price, short-term profitable projects, doing only first-hand deals and slowly ignoring customer feelings, leading to rapid development of the industry but increasingly poor customer feelings, which was not conducive to the long-term development of the industry in the long run. the COVID-19 that broke out in early 2020 hit the travel The industry has been hit hard, with the travel industry experiencing a wave of withdrawals and a generally large and significant drop in performance, making the market even more competitive and forcing travel companies to re-examine the environment in which they operate and the strategies they currently adopt.(PwC,2020).
Now, not only the online travel service industry, but also major companies are beginning to move towards a more personalised customer service company strategy, with McKinsey and Company, a leading global consultancy firm, arguing that hyper-personalised services can enhance sustainable competitiveness and are also the future trend for each company (McKinsey, 2020). Focusing on providing innovative customer service seems to be one of the key strategic choices to improve the sustainability of companies during the normalisation of the impact of the epidemic.
Ctrip has long made brand awareness and integration of the entire industry chain its core competencies, and although it has achieved a wide business layout and a wide range of products, forming a spiderweb group structure, the outbreak of the epidemic has caused a significant decline in Ctrip's performance in the short term, and in the long term, as competition in the industry intensifies and the rail-air direct sales model deepens, the company's core competencies will be impacted, so reshaping the company's strategic direction, with quality customer-focused service, may be one of the important tools for companies that maintain value for their stakeholders in a rapidly changing environment.
The thesis will first analyse the external macro environment, industrial environment and internal environment faced by Ctrip to determine the current strategic environment of the company as well as the strategic environment, then make strategic choices as well as assess the possibility of customer service strategy choices based on the analysis, and finally make recommendations for the implementation process of a hyper-personalised service strategy.
[bookmark: _Toc122121908][bookmark: _Toc122122247]2. Analysis of the external environment
This section will first analyse the macro environment in which Ctrip operates using the PEST model, and then use the Porter's Five Forces model to discuss the current industry development environment and the competitive environment in which Ctrip operates.
[bookmark: _Toc122121909][bookmark: _Toc122122248]2.1 PEST Analysis
PEST analysis is an analysis of the current macro environment faced by companies in terms of four factors: P political, E economic, S social and T technological to analyse the industry background and the development situation faced by companies (Wikipedia, 2022).
[bookmark: _Hlk122122293]Table 1 Summary of PEST analysis
	
	Opportunity
	Threat

	Politics
	1.At present, the world is peaceful and the political situation is stable
2.National tourism policy support
	1.Due to the prevention and control of the COVID-19, production and work stoppages, entry and exit restrictions and other policy risks
2.In anti-monopoly considerations, platform Internet companies anti-monopoly policy risks

	Economy
	1.The economy is developing rapidly and disposable income is increasing
	1.The coronavirus pandemic has slowed economic growth, affecting the incomes of most people
2.China's housing prices are too high, which dampens consumption

	Society
	1.The population base is large and the market is broad
2.More attention is paid to the spiritual level, and the demand for services has increased
3.Consumer psychology and consumption structure have changed, and they prefer to experience new things
	1.Chinese prefers to save and advocate frugality


	Technology
	1.Information technology such as 5G, big data, and artificial 2.intelligence is developing rapidly
3.Popularity of smart devices
4.High-speed railway network layout and route opening
	1.Data security risks



In summary, the PEST analysis shows that, against a backdrop of political stability and economic development, people's disposable income has increased, the economic base has determined the superstructure and people have become more concerned about their spiritual fulfilment, while at the same time, with the advancement of science and technology, high-speed railways and airlines have made travel more convenient, providing a very good basis and background for the tourism industry to flourish. With the spread of the internet and smart mobile devices, more and more people are willing to make their travel arrangements online, which has led to the rapid growth of online travel service companies such as Ctrip. In China, for example, the online travel market is vast, with national tourism revenues reaching RMB 2,919.1 billion in 2021 (National Bureau of Statistics of China, 2022).
However, with the outbreak of the COVID-19, China's tourism industry has been hit hard. Some policies restricting people's travel and people's health concerns have directly affected tourism revenue, and a large number of travel refunds have followed, while on the other hand, the sudden epidemic has shut down work and production in many places, affecting people's income. In the face of the current limited tourism consumer market and overall low market sentiment, Ctrip needs to make timely shifts in its corporate, business and functional strategies (Johnson et al. 2017, p. 7) to enhance its sustainability and improve its competitive advantage.
[bookmark: _Toc122121910][bookmark: _Toc122122249]2.2 Porter's Five Forces Analysis
Before conducting the Porter's Five Forces analysis, it is necessary to position the market in which Ctrip is located (Smart Insights, 2022). Ctrip is the leading online travel service company in China and has the highest market share in the Chinese industry based on the transaction value calibre. However, the industry is currently highly competitive, with Meituan and Flying Pig growing rapidly in recent years and making frequent inroads into the lower and mid-tier markets. Ctrip is currently marketed as a mid-to-high-end butler-style travel service provider, and then has laid out the whole industry chain by integrating into the upstream industry hotels, the same industry segments, and the financial industry to provide one-stop services to its customers, with an audience of mainly higher net worth individuals.
The Porter's Five Forces are the five forces that Michael Porter, the "father of competitive strategy", believed existed in the early 1980s to determine the degree and scale of competition in the market (Porter, 1979, p.140). The following article will analyse the industrial environment of the online travel industry in which Ctrip is located in terms of the competitive ability of existing competitors, the ability of potential competitors to enter, the substitution ability of substitutes, and the bargaining power of suppliers and buyers in the context of industrial development.
Table 2 Summary of Porter's Five Forces
	
	Opportunities
	Threats

	Potential entrants
	1.Entering the online travel industry requires traffic support in the early stage
2.The industry pattern has been formed, and all have relatively fixed customer groups

	1.There are no technical barriers, and the need for funds does not need much
2.Low industry conversion costs
The tourism market has broad prospects, and many business giants are eyeing it

	Alternatives
	1,Online services are in line with the current market needs
2.There are low-end and mid-to-high-end markets, and it is difficult to replace them

	[bookmark: _Hlk121932970]1.The direct sales model of upstream enterprises impacts the ticketing agency business
2.The sinking market is more cheap

	Suppliers
	1.Platform companies are prone to economies of scale and have strong bargaining power over suppliers
	1.Concentration of suppliers
2.Supplier direct sales model, easy to integrate forward

	Buyers
	1.Service industry, easy to form user stickiness
	1.Standardized product conversion costs are low
2.Consumers have more information

	Industry competition
	1.The future market of the tourism industry is broad and the demand is large
	1.There are evenly matched competitors in the industry, and the industry is highly competitive
2.The degree of product homogeneity is high


[bookmark: _Toc122121911][bookmark: _Toc122122250]2.2.1 Potential entrants
The online travel industry in China is already in the more maturity stage of Product Life-cycle Theory (Hill, 2007, p. 168), and is facing full competition, the industry pattern has been formed, the industry has a relatively fixed group of companies, although there are no technical barriers, the industry conversion costs are low, but the entry into the online travel industry generally requires strong traffic support, which for many potential entrants This is out of reach for many potential entrants.
[bookmark: _Toc122121912][bookmark: _Toc122122251]2.2.2 Substitutes
The current online travel platform industry is already a relatively advanced business model, by providing tourism and travel services online, following the trend of the times, very much in line with current customer needs, but the direct sales model of upstream companies is now impacting the ticketing agency business, which accounts for a high proportion of the company's revenue stream, and in China both railways and airlines are starting to operate their own official APPs, which is seriously squeezing the online travel platform's major revenue space.
[bookmark: _Toc122121913][bookmark: _Toc122122252]2.2.3 Suppliers
On the one hand, Ctrip, Meituan and Flying Pig are all platforms for online travel, all of which are scenario-based and can easily create economies of scale (O'Sullivan et al, 2003). However, in terms of the distribution of suppliers, the top three hotels in the hotel industry upstream of Ctrip, for example, Jinjiang International Hotel Group, Huazhu Hotel Group and Shougang Rujia Hotel Group, account for 20.18%, 13.91% and 9.22% respectively in 2021 (The Forward Economist, 2021), and the concentration of supplier customers weakens the company's bargaining power. The concentration of supplier customers also weakens the bargaining power of the company.
[bookmark: _Toc122121914][bookmark: _Toc122122253]2.2.4 Buyers
The online travel industry belongs to the category of service industry, long time patient operation can form a strong customer stickiness, but the company's ticketing agency business does not have an absolute technical path, can provide travel routes and other ancillary services are mostly offline inherent travel routes, products and a high degree of standardization, customers face a variety of similar services on the market can switch APP use without cost, easy to compare prices, for customers Platform conversion costs are low.
[bookmark: _Toc122121915][bookmark: _Toc122122254]2.2.5 Industry competition
The industry has evenly matched forces such as Ctrip, Meituan and Flying Pig. The competitors have their own advantages, for example Meituan with their high traffic and low customer acquisition costs (Lin et al, 2020, p.90), puts Ctrip under pressure in terms of business, but in the long term, with the development of the economy and at the same time China's rich tourism resources, the future of the travel industry is very good.
Overall, Ctrip faces a very competitive industry environment. The overall market has shrunk due to the outbreak of the COVID-19 and competition has intensified, but in this environment Ctrip needs to rely on its unique industry core strengths to achieve sustainable growth for the company. The next article will look at the company's internal environment to explore the company's core competencies.
[bookmark: _Toc122121916][bookmark: _Toc122122255]3. Internal environment analysis
This section uses value chain analysis and combines the previous analysis of industry competition to derive the core competency options for Ctrip, followed by the use of VRIO criteria to evaluate these core internal competencies and resources to obtain the final internal core competencies. Finally, this section will use SWOT analysis to summarise the previous analysis.
[bookmark: _Toc122121917][bookmark: _Toc122122256]3.1 Value chain analysis
Value chain analysis is a theory proposed by Porter to analyse the competitive advantage of a company. The theory argues that a firm's competitive advantage ultimately comes from the value that the firm creates for its customers in excess of its costs. The theory divides a firm's production and operation activities into basic and supporting activities (Porter, 1985, p.40). As an online travel company, Ctrip's basic activity is to present travel products such as hotels, airline tickets, bus tickets and travel agencies to customers in a more convenient way, avoiding the need for customers to switch between multiple websites and apps to struggle to find the information they need for their travels, so Ctrip's basic activity is to provide convenient online travel services.
Value chain analysis proposes that companies wanting to enhance their competitive advantage must create value and reduce costs (Zamora, Elvira A,2016). Ctrip creates value by providing convenient services to customers through one-stop and O2O (Online to Offline) models, using brand awareness to attract traffic and suppliers, reducing the operating costs of the company through economies of scale and the layout of the whole industry chain (Jung SungGwang, 2018), and ultimately realising revenue and creating value.
In summary, based on the analysis of the value chain, we can summarize and conclude that Ctrip's core strategic resources and capabilities are: economy of scale, full industry chain layout, brand awareness, O2O model, and customer service.
[bookmark: _Toc122121918][bookmark: _Toc122122257]3.1.1 Economies of scale.
Ctrip has been cultivating in the industry for many years and has formed the largest scale in the industry. It has a very important say in both upstream and downstream, and can lower the prices of suppliers and raise the prices of its own products and services at the same time. Although the organisational structure of larger companies may be difficult to manage, on balance, companies can still reduce costs and increase revenues through the economies of scale that have been formed.
[bookmark: _Toc122121919][bookmark: _Toc122122258]3.1.2 Layout of the whole industry chain.
Ctrip is an industry leader in the development of the whole industry chain, and it has acquired upstream companies such as Travelodge Hotel and CURLY Hotel by virtue of its capital advantage (Zang Zhen, 2022). The advantage of the industry chain can further reduce the cost of the enterprise and also make the supply chain more stable, while the platform can also channel traffic to the hotels it has acquired and promote the profitability of the hotels. At the same time, it should be noted that, due to the layout of the whole industry chain, the business is more concentrated, the risk is easily transmitted within each enterprise, the ability to resist risk is weak, the impact of the COVID-19 impact may affect the company's business system on a large scale, resulting in a large loss.
[bookmark: _Toc122121920][bookmark: _Toc122122259]3.1.3 Brand awareness.
Ctrip relies on brand awareness to attract the attention of customers from different audiences, increase the traffic of the company's app and website, and bring a constant stream of consumption and profit. High brand value is significant for platform companies and is the pillar on which Ctrip relies for its survival.
[bookmark: _Toc122121921][bookmark: _Toc122122260]3.1.4 O2O model.
Ctrip uses an online + offline model, the core of which is to unite the online virtual economy with the offline physical economy to capture resources in the competition and create as much value as possible for consumers. Although the impact of the epidemic and rising rents have had an obvious impact on offline shops, there is no doubt that the O2O model brings more trust and experience to customers (Yun Ting, 2021).
[bookmark: _Toc122121922][bookmark: _Toc122122261]3.1.5 Customer service.
As an online travel company, the core of the value created by Ctrip is to provide customer service. Ctrip has long positioned itself in the mid- to high-end market, with a strong focus on customer service, the world's largest travel industry call centre and an industry leader in consumer protection (Zhao Yaowu and Sui xin, 2020). High quality services and products have deposited a large number of medium to high consumption level customers, and the stable customer base brings more than the industry average conversion rate for the resource side, forming an overall positive feedback.
[bookmark: _Toc122121923][bookmark: _Toc122122262]3.2 VRIO Model Analysis
This section will follow on from 3.1, using the four key criteria for assessing capability in VRIO - Value, Rare 
, Inimitable or non-substitutional, and Organised to exploit (Knott, P.J. ,2015), to determine which of the five core capabilities and resources mentioned above are key to achieving a sustainable competitive advantage for Ctrip.
[bookmark: _Hlk122122433]Table 3 VRIO Analysis
	Resource or capability
	Value
	Rare
	Inimitable or non-substitutional
	Organised to exploit
	Impact on competitive advantage

	Economies of scale
	Yes
	No
	Yes
	Yes
	Competitive
Parity

	Layout of the whole industry chain
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	Brand awareness
	Yes
	No
	No
	Yes
	Temporary Competitive Advantage

	O2O mode
	Yes
	Yes
	No
	Yes
	Temporary Competitive Advantage

	Customer service
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive Advantage


According to VRIO, it can be seen that Ctrip's customer service can be a sustainable competitive advantage for the company. Specifically, the online travel industry is about creating value by providing customer-centric services. Although every company has customer service, Ctrip's one-stop and butler-like customer service and complete contact channels for customers greatly increase customer stickiness and lead the industry in terms of service, while good customer service can also have better word-of-mouth, which can promote repeat purchases and attract more customers to use the service (Di Rong et al, 2019). It can also attract more customers to use Ctrip services (Di Rong et al, 2019). Secondly, good customer service is not something that can be achieved overnight, it requires a long period of brand building and call service centre construction, which is also a process that requires the mobilisation of many resources in the industry, as well as taking care of the interests of more common interests, and the layout of the whole industry chain to open up the supply chain for better service, so that customer feelings can be fully taken care of. Finally, all of the above is a complex and systematic process in which multiple subjects and departments work together. Even if the same industry can organise hardware and equipment for customer service, it is difficult to establish an efficient and outstanding service system like Ctrip if there is no suitable and experienced staffing, no integration of existing upstream and downstream resources, and no care for the feelings of multiple stakeholders.
Therefore, customer service is the core competitiveness that Ctrip relies on to survive. At the same time, in the context of the popularity of the COVID-19, Ctrip should pay more attention to the company's service strategy, further improve its services and build on its existing advantages.
[bookmark: _Toc122121924][bookmark: _Toc122122263]3.3 Summary of internal and external environment
This section summarises Ctrip's internal and external strengths and weaknesses using SWOT analysis, which is a balanced analysis that takes into account the combination of a company's internal strengths and weaknesses and the external competitive environment (Helms, M.M. and Nixon J., 2010), and helps companies to focus their resources and positioning on their strengths and directions with the most opportunities, so that they can choose the most optimal business strategy for their current situation. The analysis helps companies to focus their resources and positioning on their strengths and areas of greatest opportunity, and to choose the most optimal business strategy for the company to achieve better market competitiveness (Gupta, G. and Mishra, R.P., 2016).
Table 4 SWOT analysis
	[bookmark: _Hlk122011803]
	HELPUL
(for your objective)
	HARMFUL
(for your objective)

	INTERNAL
(within organization)
	S1.Economies of scale
S2.whole industry chain layout
S3.Brand awareness
S4.O2O mode
S5.Customer Service
	W1.is relatively large and difficult to manage
W2.is weak in risk resistance
W3.offline business is affected by rent and the epidemic


	ANDXTERNAL
(outside organization)
	O1.The broader context of political stability and economic development
O2.Changes in social consumption psychology and consumption structure
O3.The popularization of smart devices and the development of information technology
O4.industry pattern has taken shape
O5.Online services meet the needs of the current market
O6.platform companies are prone to economies of scale
O7.service industry, easy to form user stickiness
O8.The future market of the tourism industry is broad and the demand is large
	T1.Impact of the coronavirus pandemic
T2.Housing prices are too high to suppress consumption
T3.There are no technical barriers in the industry
T4.The direct sales model of upstream enterprises is impacted
T5.Concentration of suppliers
T6.Consumers have sufficient information and are easy to compare prices
T7.  close competitors



[bookmark: _Toc122121925][bookmark: _Toc122122264]4. Strategic positioning and strategic choices
[bookmark: _Toc122121926][bookmark: _Toc122122265]4.1 Strategic positioning
Based on the analysis of Ctrip's internal and external environment, the SWOT tool was then applied to develop strategic directions and options for Ctrip in the context of the COVID-19.
Table 5 SWOT application
	
	opportunity
External environment
	threat
External environment

	advantage
Internal environment
	Growth strategy
（SO）
	Multiple business strategies
（ST）

	inferior position
Internal environment
	Turnaround strategies
(WHERE)
	Defensive strategy
（WT）


As shown in the figure through the SWOT model analysis formed different development strategies, namely SO, WO, ST, WT four different strategies, now further comparison analysis of the four strategies can be judged to adopt what specific program. From the macro environment, although the short-term COVID-19 restricts the development of tourism, but the tourism industry long-term positive general trend has not changed; from the industry environment, although the online tourism industry is fiercely competitive, but the current competition pattern has been determined, the major competitors inherent consumer groups have been formed, at the same time, whether for the upstream suppliers or downstream consumer side of the industry online tourism is in a more advantageous position;. Internal environment, Ctrip's economy of scale, the layout of the whole industry chain, brand awareness, O2O model, customer service five core competitive advantages outstanding, especially customer service has sustainable competitiveness. Therefore, the SO development strategy, i.e. growth strategy, can be the overall main chosen strategy for Ctrip (Yu Jianjun , 2021), and the company should focus more on strategic options in terms of customer service, and can adopt hyper-personalised customer service on top of the existing customer service (Jain, G. et al, 2018).
[bookmark: _Toc122121927][bookmark: _Toc122122266]4.2 Strategic options for hyper-personalised service
Hyper-personalised service refers to the concept of putting the customer first and providing hyper-personalised service to each individual according to the needs and characteristics of different customers (McKinsey, 2020). Hyper-personalised service is necessary for companies, especially Ctrip, to gain a sustainable competitive advantage and can bring many benefits.
[bookmark: _Toc122119819][bookmark: _Toc122121928][bookmark: _Toc122122267]4.2.1 It is necessary to upgrade customer service and continue to leverage Ctrip's core strengths.
After the previous analysis, it can be seen that customer service itself is the core competency of Ctrip for sustainable development compared to other core resources and competencies, and at the same time, the online travel industry itself is a kind of service industry that requires direct contact with customers, so it is necessary to continue to deepen the content of customer service to build up Ctrip's core competencies. Considering that product homogenisation in the online travel industry is serious and customers have more room for self-selection, Ctrip will lose a large number of existing customers if it does not continue to improve its customer service and allow its peers, whose competitive environment is itself fierce, to catch up with it, so it is necessary to upgrade its customer service to play to its core strengths, which is also necessary for industry competition.
[bookmark: _Toc122119820][bookmark: _Toc122121929][bookmark: _Toc122122268]4.2.2 Providing ultra-personalised customer service can continue to improve customer stickiness.
Ultra-personalised services can bring customers an extraordinary experience. Ctrip can better understand customers' needs, preferences and other personal characteristics through the technical means of APP, and then make customer portraits of customers (Veal, R. et al., 2022), which can truly understand their own customers. Based on this, Ctrip can push relevant content based on the personal characteristics of the target customer group, so that the content placed is more accurate, as if it is software specifically tailored for customers, giving them better This gives customers a better experience of browsing the Ctrip App or website. From the specific operational side, Ctrip can also determine the preferences of customers based on the length of time they spend browsing a product or business and the number of clicks they make, which can provide feedback to the customer's feelings. For example, if a customer has been browsing "beach" for a long time and has searched for similar information individually in the software, the app will push something like "special airfares and hotels to beach cities recently", a "white glove" service that tailors solutions, products and services for each customer, which can greatly enhance the customer's good feeling towards the product and thus improve customer stickiness.
[bookmark: _Toc122119821][bookmark: _Toc122121930][bookmark: _Toc122122269]4.2.3 It is economical for Ctrip to provide hyper-personalised customer service. 
The COVID-19 pandemic has led to the requirement to maintain physical distance and shelter in place, the shift to digital service capabilities has accelerated, and people increasingly need to use online platforms more and more often (Zheng, et al., 2020), which is why in recent years Ctrip has started to shrink the number of its own offline shops and continue to develop its online presence with great vigour, while it is worth noting that compared to offline shops, the It is also worth noting that the marginal cost of building an online app platform is rapidly decreasing compared to offline stores (Jiang J. and Liang F., 2014), which is highly conducive to focusing more attention on the online business.
Hyper-personalised customer service offers a high return on investment. Hyper-personalised services can reduce costs and increase revenues in many ways using advanced customer relationship management (CRM) systems and continuous data management (Mao Yucheng, 2017). For example, in terms of cost reduction, more personalised customer service can reduce customer complaints and the use of chatbots can also save the company's call centre costs, and in terms of revenue enhancement, for example, implementing more personalised customer service can increase Ctrip's advertising revenue as the ads pushed are more purposeful and tailored, placed more precisely, and therefore reduce useless consumption of marketing. Ultimately, personalised service can be a great way to pull in the relationship between Ctrip and its customers, increase customer trust and comfort, and win lifelong customers, which is crucial for Ctrip, which is in the service industry.
[bookmark: _Toc122119822][bookmark: _Toc122121931][bookmark: _Toc122122270]4.2.4 Providing ultra-personalised customer service allows for an omnichannel strategy that targets top-tier interaction models.
The idea of an omnichannel experience - the company aspires to provide a seamlessly integrated set of channels that cater to customer preferences and actively guide them towards the most effective solutions (Liu Junchao, 2017). While an omnichannel strategy is not easy to implement, Ctrip can identify around three of the most important cross-channel journeys to set up. At an operational level, first collate customer data to analyse the propensity of customers to use multiple channels and the importance of the usage journey to the customer, identify the most important reasons affecting the customer across channels and fix this journey so that the company can quickly increase the customer's experience and the chances of always using the company's products. However, it should be noted that an omnichannel strategy may involve companies gaining endless access to personal privacy in order to compete unfairly, customers become less clear about their choices and companies are prone to moral hazard, while, in this respect, the law is also lacking and should therefore be used with caution.
[bookmark: _Toc122119823][bookmark: _Toc122121932][bookmark: _Toc122122271]4.2.5 Providing hyper-personalised customer service can be very good at dealing with corporate people management issues. 
Although call centres are being replaced by intelligent robots, the ability of call centre staff to empathise with customers is something that technology cannot currently learn, so for staff performing personalised customer service, who are also the first line of contact with customer needs, they have the most concentrated information about customer needs and, at the same time, as the feedback period for providing personalised service is much shorter, the staff handling At the same time, as the feedback period for providing personalised service is shorter, the demand for staff to deal with problems becomes higher, so departments that provide personalised service, such as call centres, are very good places for talent selection and training. For Ctrip, which has merged and acquired a large number of companies across the industry chain and has a haphazard set-up, it is possible to counteract its own talent selection by providing ultra-personalised services.
[bookmark: _Toc122121933][bookmark: _Toc122122272]5. Conclusion
This paper has analysed Ctrip's macro environment, industry environment and internal core competitiveness through PEST, Porter's Five Forces and value chain analysis, respectively, and put forward the strengths and weaknesses faced by Ctrip in a dialectical manner. At the macro level, although the online travel industry has been directly impacted by the COVID-19 virus, the market outlook for the online travel industry is still broad under the long-term background and trend of political stability, economic development, people's increasing focus on spiritual culture, transportation and rapid development of communication technology. At the industry level, although Ctrip is facing a more competitive industry environment caused by the outbreak of the COVID-19, the industry sector pattern has been formed, and industry advantages such as the relatively strong bargaining power of the online travel industry over upstream and downstream, and the large market demand for the industry still exist. At the internal level, Ctrip has the five core competencies and resources of economy of scale, full industry chain layout, brand awareness, O2O model, and customer service, which provide the fundamental guarantee for Ctrip to achieve a competitive advantage.
The article then uses the VRIO model to evaluate the five core competencies and resources, and combines this with a SWOT matrix analysis to conclude that customer service can provide sustainable competitiveness for the company, and that Ctrip should vigorously develop its customer service strategy. Finally, the article also discusses the upgraded customer service - ultra-personalised personal service - and concludes that ultra-personalised customer service is a very good direction for the concrete implementation of customer service strategy.
[bookmark: _Toc122121934][bookmark: _Toc122122273]6. Recommendations
[bookmark: _Toc122119826][bookmark: _Toc122121935][bookmark: _Toc122122274]6.1 Increase service to the low and mid-range markets and tap into the sinking market
Based on the previous analysis, Ctrip's market segmentation is mainly the middle and high-end market, but with the development of online technology, the company should also focus on the middle and low-end, especially the needs of student groups, and also provide them with ultra-personalised services, such as developing travel itineraries with low accommodation costs but rich travel content according to customer needs, with more space for customers to choose, which can achieve both "customer-centric", but also to provide individualised travel and ticketing needs, depending on the individual.
[bookmark: _Toc122119827][bookmark: _Toc122121936][bookmark: _Toc122122275]6.2 Focus on customer hyper-personalised service while focusing on managing internal call centre staff communication
As mentioned previously in the analysis of the internal environment of the company, Ctrip has acquired many companies in the past few years, which has led to a more fragmented management and a longer management structure of the company, so the company can use call centres that carry out ultra-personalised services to select talents and also use this first line of contact with customers as a place for corporate regulation and training.
[bookmark: _Toc122119828][bookmark: _Toc122121937][bookmark: _Toc122122276]6.3 Pay attention to the ethical bottom line of the industry while vigorously developing big data, artificial intelligence and other technologies
Considering that a long personalised service requires high-tech technology as a guarantee, and that the online travel industry itself is an asset-light industry, companies should tend to spend more money on the development of intelligent technologies, such as artificial intelligence robots and big data, for better customer profiling, and also discover new technologies, such as metaverse technology, to present better human-machine interaction, without leaving home, to enhance the customer experience.
[bookmark: _Toc122119829][bookmark: _Toc122121938][bookmark: _Toc122122277]6.4 Enhance social responsibility and look after the interests of a wide range of stakeholders
As a leading company, Ctrip should respond to the country's call to fulfill its sense of social responsibility and actively participate in green construction, energy conservation and emission reduction, such as launching "green tours" and other travel routes that raise people's awareness of environmental protection, while also promoting remote and underdeveloped areas with beautiful scenery, boosting the local economy and working towards We can also promote remote and underdeveloped areas with beautiful scenery to boost the local economy and work towards common prosperity.
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