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Abstract

Under the background of the information economy era, tourism enterprises need to update their
marketing concepts and develop network marketing in order to increase their market share.
However, at present, my country’s tourism enterprises have problems in network marketing such
as information asymmetry, insufficient research, lack of differentiated marketing strategies, lack
of innovative marketing methods and content, and lack of compound talents of tourism + market-

SCES|F: EIE, CHRIR. R AL E B AR R I U R R SR ). BT, 2022, 12(8): 1084-1089.
DOI: 10.12677/mm.2022.128145


http://www.hanspub.org/journal/mm
https://doi.org/10.12677/mm.2022.128145
https://doi.org/10.12677/mm.2022.128145
http://www.hanspub.org

EIE, R

ing + information technology. The bigger problem hinders the rapid development of tourism en-
terprises. Therefore, tourism enterprises can accurately locate and subdivide target markets, de-
velop differentiated tourism products, formulate differentiated marketing strategies, use event
marketing to promote tourism websites, and cultivate tourism network marketing by strengthen-
ing online word-of-mouth marketing and conducting sufficient market research. Professional and
technical personnel, building a new network marketing platform, and speeding up the construc-
tion of tourism enterprise groups to better conduct network marketing, increase the number of
tourists, and improve the competitiveness of enterprises. The purpose of this paper is to provide
some solutions for strengthening the network marketing of tourism enterprises and promoting
the healthy development of tourism enterprises.
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