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Abstract

Within the framework of China’s rural revitalization strategy, the protection and transformation of
traditional villages have become critical issues for both policy and scholarship. Zhenshan Village, a
Bouyei settlement in Guizhou Province, is noted for its stone-slab architecture and ethnic traditions
but has long faced population decline, industrial stagnation, and cultural disruption. Drawing on
the lens of “localized growth,” this study examines how Zhenshan has mobilized cultural resources,
multi-actor collaboration, and business model innovation to develop rural tourism. Findings show
that the Beautiful Courtyard initiative and art-led rural regeneration have cultivated a brand iden-
tity grounded in vernacular symbols and everyday aesthetics, shifting tourism from sightseeing to
diversified experiential consumption. Moreover, wellness-oriented and immersive tourism has fos-
tered a transition from “spatial consumption” to “co-created lifestyles,” strengthening community
agency, extending visitor stays, and upgrading cultural value chains. The case highlights how rural
tourism marketing and branding, when anchored in locality and authenticity, can generate a virtu-
ous cycle linking economic gains, cultural preservation, and community development.
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Figure 1. Zhenshan Village leverages the hearth to foster a “warmth economy” (Photo by the author)
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Figure 2. Decorative elements within traditional residential architecture (Photo by the author)
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