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Case Study on the Evolution of Campus

Business Practice Based on the '"Taowo Love"

Project — Analysis of the New Model of Campus

Experience Economy and the Market Promotion
Model Driven by Data

Xia Guangyao, Wang Meng, Mao Ruiyu, Tu Xinlei, Ran Chenrui

( Tianfu College of Southwest University of Finance and Economics, Sichuan, Mianyang 621050 )

Abstract: This study takes the business practice of the "Taowo Love" team in the "Warm Winter Market" as
a case study, and deeply analyzes the unique advantages of campus experience economy compared to traditional
commodity retail and its data—driven promotion model. By comparing and analyzing the financial data of Project 1.0
( Twist Stick Handicraft ) and Project 2.0 ( Bean Making+Water Bullet Shooting+Building Blocks ), the study found
that the campus experience economy has three core advantages: zero marginal cost, high user stickiness, and strong
resistance to price wars. In terms of promotion mode, the project is based on data—driven decision—making using
87 valid questionnaires, and constructs a closed—loop promotion system of "precise profiling agile product selection
dynamic pricing community fission". Finally, the paper constructs a "campus experience economy data—driven
promotion model" suitable for entrepreneurship education in universities.
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