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Abstract

This article takes the branding strategy of ethnic regional characteristic health and wellness tour-
ism in Nanning City as the research content. Firstly, it introduces the development types of health
and wellness tourism such as ecological resource-based, medical technology based, and industrial
resource-based. Then, taking Nanning City as an example, it explores the construction strategies of
ethnic regional characteristic health and wellness tourism brands, including optimizing top-level
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design, ensuring elements, building first-class health and wellness brands based on local resource
characteristics, cultivating talents, leveraging service advantages, adhering to authenticity, and im-
proving tourism product quality. Finally, corresponding conclusions are drawn, hoping to provide
reference for related industries through this study.
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