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Abstract

In recent years, the rural B&B industry has played an increasingly important role in helping the
implementation of the rural revitalization strategy. In China, the rural B&B industry is in a state of
rising development, and the rural B&B industry in many areas has begun to form its own advan-
tages, which has promoted the development of rural tourism resources in their respective regions.
However, some villages are still facing the loss dilemma of unbalanced development of B&B in-
dustry, insufficient endogenous motivation in the operation of B&B industry management me-
chanism, and “no one goes on holidays”, which is not only not conducive to the prosperity of rural
B&B industry and the sustainable development of local rural tourism, but also affects the in-depth
promotion of rural revitalization strategy. Based on the on-the-spot investigation of Huaxi Village
in Wenling, Taizhou, Zhejiang Province, this paper studies the marketing strategy of the rural B&B
industry from the current development status. Based on SWOT analysis, it studies the marketing
strategy of the rural B&B industry from the four aspects of products, pricing, channels and promo-
tion, with a view to designing more feasible and practical solutions for the problems existing in the
development of the rural B&B industry. Really realize the attraction and retention of tourists in
rural B&B, provide a steady stream of power for the sustainable development of rural B&B indus-
tries, and help comprehensively promote rural revitalization.
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