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Abstract. Rural tourism adapts to the unique advantages of the growing demand for short-distance
leisure vacations in the urban agglomerations. It shows a vigorous vitality beyond the general tourism
industry. How to carry out rural tourism marketing and enhance the popularity of rural tourism has
become a top priority. This article takes the Tik Tok as an example to explore why it will become a
new way of rural tourism marketing. And think that content, relationship, users are the key factors for
the marketing innovation of Tik Tok. Based on this, Propose deepening marketing innovation and
promotion strategy: Deepen vertical content and create a brand image; Cultivate fan communities and
bring bee colony effects; Promote value creation and reshape marketing vitality.
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