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Abstract

In 2023, the No. 1 central document pointed out that we should strive to increase the proportion of
rural revitalization subsidies used for industrial development to more than 60%, focusing on
making up for technology, facilities, marketing and other weaknesses. With the rapid develop-
ment of information technology and the rise of short video platforms, rural tourism destinations
have ushered in new marketing opportunities. This article focuses on typical tourist destinations
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in Wanzhou District through questionnaire surveys and field research, aiming to explore how ru-
ral tourist destinations can effectively utilize short videos for marketing and communication. By
analyzing the marketing and communication effects of short videos and combining them with the
resource characteristics of rural tourist destinations, targeted marketing strategies are proposed
to promote the development of rural tourism.

Keywords

Rural Tourism Destinations, Rural Revitalization, Marketing, Rural Characteristic Tourism

Copyright © 2024 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0/

1. 518

e DN S HIEAT 2 ARG S BT A, R 2 Rk 2 BhitE 2 Ak e i 2L A2 1] [2] 1N
AN G HRFNL K B3], 2 MIRIEASE 1SS L S, A BT e mL R EiE RS 2
Fo FEIRIEZ) 260 J5>EHARNS . KER AT LUK RE 2 A iikiie ™ olk, 2 AR 38 70) R . FE LK
AS, AL LS B AR SR, SO TiRiFE I BT B, LR Y, 2 MK
e AR AR A2 3E -2 AL I BT A AR T AU AR, TR B A A 58 G 25 35 i A w1
e XFtE, BFFE LA X 3T 2 MR ORI SN B, SRR AR AL 3t 2 A IR E B, B
FUAR BRI SIUE B SR E o AT BN 2 MR HOIG 98 5] 77, SRE 1737 S 450 R ) ek A i 4

2. RMREMRIGZE

(—) BHRNZR

DA PR 5 M X SR 2 R AR S R G, SR FH 7 (58 B AL RE AR 23 2 BE LR ARE Sl 1 5 K
B WA RJBELE R I 3 A2 MR, ¥ &4 E 2 FRIFE SRE(Z). BERIRN AL 2Rk
WRie 2 8. RN SRR R TR, 3A X, AN Ak B — 2 (AR S A

(Z) BT

1. SEHb AL

RN AR, BEAYHE SR AR, SRICGE—F 50kl RAEEMATRIER,
HRAE VT R SR N R TE RS v, BRI U5 E AR, AT TR 2 MR A R SRR AT 3 )
MR8 T FAR SRR

2. [ A

TESCHO R BE AL b, EERTER TS, TAEX RONIER, T RF 2 Wit e b %) 65 BN A4 7 5w i
RIS JJFIBCR o 045 T 2023 4F 2 A HFaR4k BT, #Z 2023 4F 3 A A 1045 B 20 5] 1457 43 11
&, ARG 1446 4y, PSR SE RLEL 361 3 i dh .

3. AMXBRE 2 FnRirE RSN E SRR IR

AR 2B T ENLBOR B A T AN WA AL, FLANSE AN A SE 2 A 5 I 25 A RV T 7 A2 AN R R AR [4]
TR BRI AR 2215 BRI AR SR B “FE R L IS R R[5l I

DOI: 10.12677/jc.2024.124178 1164 B AR R


https://doi.org/10.12677/jc.2024.124178
http://creativecommons.org/licenses/by/4.0/

AR, R

HIX LA 2 MR R IS S £33 DN BESRERIRE, 1P B =S R, Pos(E
FEACHIRAF = S AE B, I R AT 7 I 3K 75 3R [6] -

(—) FAMREBA

R E RO BN RN S BT A AR AR RS IRT AR & B AE H
R R R . TN R ERIE T & MK 5 208 “ IMNRBEA 7, FEN X &M H A EEE) .
ik 2023 4 3 7, K5I kAT 25 AMEa, SRR 24.3 w, #ezE 1 w. HA BN R E A
A AR CEIL S 3.6 we MNZE b, BB @M GRIRA . PSS T XU TH A5 SR T i J A, () 5
SIS AR A A, R ERAT S R, S AE RO MESE I I, TR R R A S .
2022 9 A, JIMRIERAT AT T DML RO 32 R R A, — 7 B 28 i RUIRBE AL 2o FHE 81, P
DL “HERKRLLER LT, — B N TRRS 7 BISCZE, 3R19 1 2.5 w BEBCE A 861 &1TFie, A/DMAPFL:
CRIEF R IR, KK e

(Z) =B

MR PE KSR CLMAAWEREE” , WA T SR A ALE, NN JE AR
HIRNE T 2B H, & EAREN: a0 BIEw b, £ X AA LTRSS 0T,
LGP EMIREGIE. B 2023 423 H, “ZMmeiRi” LA T 11 SKFMBE S, 58 R %2
BRI . 2 M iRklE S RN 2N, @MW, KN, S 5EREEE NIRRT, B
SRV IR A, (R P EAARVER L. NI K-S R AT IR AR S R, ik Llw, 2RI
X Hh 3 E BRI A H M2 E BT XMt ARR, Bl S X BB BUF AT 5%,
TEAEAS W88 2 G el i 5 A ) O AT SR, BOHEAR 7 Wb (24

(=) REERWL

KUEAE S LS B KRS 208 “OIMRBAE R L5 X7, B RVEASCY 3, EEA AR XIS |
XA, RENES) . BRI R css. ik 2023 4£ 3 1, IKSIA AT 96 MES, MIEME 3 w
PLK AT 3356 f i, B PIRE. s E A TR R, [N, Ry AN E T Cmx
B, BERE AR B FiE 10 NBItER U LT RE, A B AEET . e Em
A 200~300 76, RAEMMHE 597 7o, FHEERZIA 6388 1, H PP 1807 %. b in&4i R, MH
S S X i B 87.82% . — @ R AR S R U LR B S R R

4. AMX B 2 Fhcr T E SHAT R

(—) ETHEEERRSEBR5HT
GEE MBS ROLE 1 AE 2), 5l b, B G 44%, P 56%, 5 tplraxT& .
EER T, 19~30 FER BT G 49.7%, FHIRZ 30~45 SR 45~60 HFIHEENEZL .

45

Figure 1. Gender analysis
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Figure 3. Educational background analysis
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Figure 4. Occupational analysis
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Figure 5. Revenue analysis
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Figure 6. Channels of concern for respondents
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Figure 7. Phoenix flower and fruit mountain questionnaire
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Figure 8. Evaluation of new media promotion by respondents in the phoenix flower and fruit mountain questionnaire
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Figure 9. Respondents sharing with others or social platforms
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