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Abstract

With the widespread awakening of health awareness globally and the in-depth advancement of the
“Healthy China” strategy, the health industry is reshaping social consumption structures and lifestyles
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with unprecedented vitality. Against this backdrop, the forest health tourism industry has rapidly
emerged as an important direction for the transformation and upgrading of modern health service
and tourism industries. However, this industry also faces core marketing pain points such as severe
product homogeneity, vague customer targeting, insufficient technology empowerment, and an im-
balance between ecological protection and commercial development. This article analyzes the de-
velopment background, policy support, market demand, and current marketing dilemmas of forest
health tourism. It proposes a marketing strategy system of “environmental empowerment” and
“digital drive” to effectively address industry pain points, enhance product differentiation compet-
itiveness, achieve precise marketing reach, strengthen the efficiency of technology support, and en-
sure commercial vitality under the premise of ecological sustainability. It provides theoretical and
practical references for the high-quality development of the forest health tourism industry and
helps achieve the strategic goal of “Healthy China”.
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Figure 1. Market size and forecast of China’s forest wellness tourism (2020~2025)
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Figure 2. Age distribution of forest wellness tourism consumers
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Figure 3. Proportion of main marketing channels for forest wellness tourism
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