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Abstract

Yongning District of Nanning has a long history, with the unique Zhuang culture and antique cul-
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tural landscape. Vigorously developing the eco-tourism industry in Yongning district is a sustain-
able development path that adapts to the changes in people’s ideological concepts and promotes
economic development. By using the methods of literature study, field investigation and relevant
theories, this paper analyzes the current situation of eco-tourism development in Yongning Dis-
trict, and puts forward the main problems existing in eco-tourism brand promotion. Firstly, the
construction and management level of its own tourism infrastructure are not so perfect; secondly,
the market-oriented operation of communication channels needs to be improved. Thirdly, the
dissemination content lacks distinctive tourism products. In view of the above problems, the pa-
per proposes corresponding promotion strategies and suggestions: perfect the construction and
management level of its own tourism infrastructure; broaden the publicity channels and improve
the operational level of the tourism market; vigorously develop distinctive tourism products and
enrich the dissemination content; establish a research and practice base, and create a promo-
tion model of “political Industry-University-Research”. This provides some solutions to effectively
formulate and implement marketing strategies for eco-tourism promotion in Yongning District.
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