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Abstract 
With the improvement of people's material and spiritual pursuits in recent years, 
tourism has ushered in a new golden period of development. With the further 
popularization of the Internet, UGC (user-generated content) communities, whose 
content is "produced by users," have gradually become the trendsetter. Taking 
Xiaohongshu as an example, the knowledge or information actively shared by users 
provides new ideas for various enterprises to market their content, including the 
promotion and marketing of tourist attractions, online stores, and B&B around the world. 
In this work, through a questionnaire survey of user groups, the study found that this 
new way of promoting tourism has provided users with diversified travel routes and 
entertainment while creating significant economic and social value. 
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1. Research on Tourism in the Context of the Internet 

1.1. The Current Development of Tourism in the Internet Era 
Nowadays, in the 21st century, people are living in an Internet era. From life and work to 
entertainment, many tedious tasks that used to be time-consuming and labor-intensive can be 
left to artificial intelligence instead. At the same time, the Internet has also bred many new 
industries, creating more possibilities for people's lives. Along with social and economic growth, 
the consumption structure of the people has changed qualitatively compared to that before the 
popularization of the Internet. Tourism, as a tertiary industry reflecting people's living 
standards, has attracted a large number of people who meet the criteria, desire to explore the 
world, and are eager to enjoy themselves with its inclusiveness and entertainment diversity, 
making tourism becoming the essential lifestyle and consumption pursuit for people besides 
their daily work. According to the relevant data of China Statistical Yearbook 2020, the number 
of domestic tourists have reached 6 billion in 2019. Nowadays, the Internet is fast and real-time, 
with excellent user feedback mechanism and characteristic of high content diversity, favored 
by both enterprises and users, and with the further popularization of user-independent sharing 
platforms such as Xiaohongshu and TikTok, the strategy of tourism achieving the purpose of 
marketing by Internet commercials has gradually become the trend of the market, following by 
a continued increase in the number of tourists. In this way, the tourism industry and the 
national economy have been promoted, driving up regional economic levels across the country 
and people's living standards, forming a virtuous cycle. 

1.2. Internet Tourism Marketing is Different from Traditional Marketing 
Compared with traditional tourism marketing methods, the advantages of tourism marketing 
on the Internet are more significant. Its characteristics are not only limited to the convenience, 
high-speed, and diversity of the Internet, but more importantly, the emergence of Internet 
marketing has brought about a mutually beneficial win-win situation for travel companies, 
changing the disadvantages of inefficiencies and single content while also forcing companies in 
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tourism industries to be innovative in their marketing methods to attract more tourist, thus 
promoting the development of the sector as a whole. The benefits to consumers are reflected in 
all aspects of travel. Users can now search for tips via the Internet before traveling and 
customize their travel plans according to their interests and financial situation, avoiding the 
inflexibility and uncertainties of traditional travel. 

2. UGC Communities on the Internet 

2.1. Concept and Definition of UGC Community 
User-generated content (UGC), abbreviated as UGC, refers to content created by users and 
published on the Internet, containing images, videos, text, music, and other forms. In the context 
of Web 2.0, UGC is a new creation method and organization of network resources, but the 
premise is the support and service of related technology platforms.[1] In the rapid development 
of we-media nowadays, many users enjoy the self-satisfaction and status of creating knowledge 
and recording their lives on social media. The number of likes and followers is one of the most 
intuitive social statuses of contemporary individuals. In addition, interests, altruism, identity, 
and material needs influence individuals' use of UGC. Currently, there are many short video 
apps, including TikTok, YouTube, and so on, and typical UGC communities, such as Xiaohongshu 
and Instagram, which also have many loyal users. In these apps, you can not only share and 
record your personal life or create knowledge, but the public can also use these platforms to 
keep up with the trend of the times, meet the needs of daily entertainment and recreation, and 
even achieve the purpose of learning a new field of knowledge. 

2.2. UGC Community with Xiaohongshu as an Example 
2.2.1. The Development Status of Xiaohongshu 
Xiaohongshu is one of the most popular social platforms for today's youth in China. Data shows 
that as of October 2019, there are as many as 300 million registered users in Xiaohongshu, while 
about 3 billion new notes are exposed to the public every day. Users themselves entirely create 
nearly 70%. [2] In the Xiaohongshu community, the users can share their notes through text, 
pictures, and videos to record young people's positive and fashion lifestyles in the Internet era. 
Xiaohongshu provides a platform where users can show themselves and observe the world. 
Now it has become a helper in making consumption decisions, i.e., users can better find what 
they want to get through the introduction and recommendation of opinion leaders in 
Xiaohongshu, such as beauty experts. In today's competitive Internet commerce, where choices 
are overwhelming, this kind of app helps modern "choose-disabled" people make satisfying 
choices in a better and faster way, and the number of users will only increase in the future. 
2.2.2. Content Marketing about Tourism in Xiaohongshu 
Content marketing refers to the business marketing process in which companies create and 
deliver valuable and compelling content to attract potential customers, aiming to prompt 
customers to make purchase decisions and bring profits to the company.[3] In Xiaohongshu, 
content marketing is mainly manifested in posting and sharing, such as travel tips with pictures 
and text and travel reviews. Processing photos and modifying text can trigger the public's 
interest and longing for the destination. Then the users can click "like" and collect all the 
contents in their "personal folders." As of July 2021, when users looked up the word "travel" in 
Xiaohongshu's search engine, there were 3.52 million posts related to it. The superiority of this 
marketing model is evident, as it can deliver valuable information to the public. To a certain 
extent, it can also educate and satisfy the daily spiritual needs of the people, such as 
popularizing the history of the attractions and introducing the facilities of the attractions to 
attract the target group. It also uses the mere exposure effect in psychology. For instance, it can 
enhance the impression of the product in the minds of viewers through the bulk placement of 
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seemingly different but identical contents, so that the public will have an instinctive tendency 
when they are exposed to the same contents in the future, thus realizing extensive content 
marketing in the platform of Xiaohongshu. Not to mention whether the users consume the 
product or not, content marketing is a low-cost, efficient, value-rich, and creative marketing 
strategy compared to traditional marketing. 

3. Practical Application of the New Shared Social Media (Xiaohongshu) in 
Promoting Tourism 

3.1. Main Expressions 
Xiaohongshu adopts the posting style to share and exchange ideas, which is different from the 
short video app of TikTok, and the main text sharing app of Quora and its benefits are 1. Each 
post in the "home page" is presented in the way of cover image as the central part and title name 
as the supplement, while one page can accommodate up to four pieces of content at the same 
time, in addition to the use of sliding down, which dramatically increases the efficiency of users 
to browse and select their favorite content. 2. Each post has moderate-ratio pictures, making 
the product content more comprehensive and clear for the readers. Xiaohongshu's post has a 
clear word limit (1000 words), image limit (9 pictures), and video length limit (15 minutes), 
which ensures the conciseness and intuitiveness of the posts from the format, reducing the 
readers' time spent on the same post, laying a stronger foundation for the rapid content 
marketing. 3. The platform suggests bringing the tag of topics to increase the exposure of each 
post. The benefit is that readers can search for this content only by clicking or searching for the 
tags. 4. The function of liking, collecting, and commenting promotes the two-way interaction 
between authors and readers. The post's content will influence readers to some extent, and 
authors can get feedback from users to adjust their future creations. At the same time, many 
companies can also better understand and grasp the market orientation, then change their 
products and marketing strategies. 
For content marketing of traveling, this kind of post-like presentation has significant 
advantages in reflecting the uniqueness of travel destinations. First of all, users of Xiaohongshu 
are more likely to be attracted by the beautiful cover images. Compared with other content 
pictures, pictures of traveling are often more colorful and eye-catching, not only because web 
celebrities pay more attention to shooting and processing pictures, mainly cover pictures, to 
improve the click rate and exposure rate, such as splicing pictures, adding filters, etc., but also 
because this area perfectly conforms to people's "eat, drink and play" entertainment attributes, 
so that people enjoy reading them. Second, the implantation of popular keywords in the title 
dramatically increases the exposure of the notes. It is observed that many titles of travel-related 
notes in Xiaohongshu are with popular keywords, such as "travel," "full guide," "store 
exploration," etc. Therefore, when users search for keywords, the notes included these 
keywords will appear on the page of Xiaohongshu. In addition, travel content is sometimes 
edited with numbers in the title of the notes, such as price per capital. There is no doubt that 
cost performance is one of the most critical concerns of the public. The people would prefer 
seeing travel destinations within the acceptable price, exciting and entertaining when they are 
looking for them. It also saves users unnecessary time and avoids tedious work, such as clicking 
into each note to find the price. 

3.2. Content Marketing Strategy about Travel in Xiaohongshu 
Regarding the content marketing strategy, tourism destinations mainly make use of the 
platform of Xiaohongshu, actively cooperating with the web celebrities on Xiaohongshu, fully 
grasping the trend of "web celebrity effect" to drive the masses into consumption, and 
effectively increasing the exposure of tourism places on the Internet and the trust in the hearts 
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of users. The process tests both travel companies and weblebrities whether they have a strong 
enough foundation to survive in a competitive market or not. In order to achieve a win-win 
situation for both, various internal and external factors must be taken into account as much as 
possible. For travel companies, it is vital to have a unique vision and careful consideration when 
selecting weblebrities, as the pursuit of visitors flow rate and neglecting the authenticity of the 
content can sometimes backfire, resulting in a negative consequence that the company will be 
devoured by public opinion. For web celebrities, when selecting suitable businesses for 
cooperation, it is crucial not to lose one's hear in front of enormous material interests and 
ignore the authenticity of the content itself, which is related to the word-of-mouth marketing 
about the tourist places, such as the huge difference between the pictures of traveling or the 
introduction of the attraction and the reality. It is necessary to avoid eventually losing the 
original fan base and one's image, thus hindering future development. It can be seen that 
content marketing in Xiaohongshu requires both the corporation and the influencer to abide by 
certain principles when cooperating to create a good market reputation to seek double growth 
of both image and interests. 

3.3. Analysis of the Influence of Travel Notes on Users in Xiaohongshu 
3.3.1. Investigation Process 
In this study, multiple groups of Xiaohongshu users in the society were selected as the 
respondents. 21 valid male and 61 female questionnaires were obtained through 
"Questionnaire Star," using the online survey. The questionnaire has a total of 33 questions, 
mainly around the actual influence of Xiaohongshu's content about travel on users. 
3.3.2. Study Results 
1). The specific situation of users browsing travel content 
Xiaohongshu is a sharing platform covering a wide range of fields, which can be summarized 
into nine main categories, including "tourism and food" as the target of the study. Among the 
Xiaohongshu users who participated in the questionnaire survey, 85.37% of them reported that 
the main section they browse in their daily life is "tourism and food" (Figure 1), and 70 
questionnaires were obtained in this area, so the public's interest in tourism and food is evident, 
reflecting the existence of a huge consumer market behind travel-type content marketing. 
 

 
Figure 1. The main browsing content of Xiaohongshu users 

 
In addition, regarding the attractiveness of different categories of travel forms to the public, 
this survey focuses on five forms of expression from the mainstream content for investigation 
and research. The survey results show that the public prefers browsing gorgeous travel 
pictures and detailed text tips, accounting for 75.61% and 68.29% of the total, respectively 
(Figure 2), revealing that future enterprises and content marketing can focus on grasping these 
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two aspects for marketing and promotion, in order to produce more popular Xiaohongshu notes 
for the public. 
 

 
Figure 2. Popular preference for the form of tourism content expression 

 
2). What users actually do after reading travel notes 
According to the data in the questionnaire, there are four main categories of "what people do 
after reading the notes of travel in Xiaohongshu": usually go to places recommended by 
Xiaohongshu (20.73%), sometimes go to places recommended by Xiaohongshu (45.12%), 
seldom go to places recommended by Xiaohongshu (21.95%), and never go to places 
recommended by Xiaohongshu (12.2%) (Figure 3). This study can reflect the high trust of the 
public in Xiaohongshu and the value and operability of content marketing by businesses 
through Xiaohongshu, which has a substantial economic benefit and consumer market because 
those who have never visited the places recommended by Xiaohongshu only account for 12.2% 
of the total population. 
 

 
Figure 3. The actual situation of users arriving at the recommended place of notes 

 
3). Users’ attitude towards travel notes 
The results of the study show that users generally have positive attitudes toward travel-type 
posts on the Xiaohongshu platform (e.g., 39.02% "like it very much" and 47.56% "interested in 
it"), and only a tiny number of cases express negative feelings of no interest and resistance (1.22% 
each). The rest (10.98%) of the population did not show an evident attitude (Figure 4). It can 
be analyzed that the tourism and food category is more inclusive and favorite among users, and 
it is easier to achieve marketing purposes by promoting this kind of content through the 
platform. At the same time, platforms and businesses cannot ignore the word-of-mouth 
marketing strategy and focus on ensuring the high quality and authenticity of the content in 
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this field to retain these potential customers in today's information wave to obtain long-term 
sustainable economic benefits. 
 

 
Figure 4. Users’ attitudes towards travel type notes 

4. The Case of Xiaohongshu’s Inspiration for the Future Development of 
Other UGC Platforms 

A detailed analysis of the development strategy of Xiaohongshu, which leads to new ideas for 
the future development of the UGC platform, is one of the fundamental ways to seek growth for 
other social media in the new era. The following summarizes a few of the development 
strategies adopted by Xiaohongshu, which have reference value. 

4.1. Focus on Word-of-Mouth Communication 
The word of mouth of Xiaohongshu has been built based on the original notes of millions of 
users and genuine consumer experience reviews, from which consumers can obtain 
information closer to the objective reality, thus creating reliance and trust on Xiaohongshu. 
Through many users' actual word of mouth and shared life records, consumers are motivated 
to buy because their guard becomes lowered, and Xiaohongshu logically becomes a quality life 
guide for contemporary youth. In addition, the user base of Xiaohongshu will continue to 
expand in the future through individual communication and recommendations from users on 
other platforms. 

4.2. Play the Role of Opinion Leaders in Leading Consumption 
The opinion leaders in Xiaohongshu are usually people with unquestionable professionalism 
and influence, and they can be seen in various fields. They have completed a clear 
understanding of specific product types, functions, or consumer experiences they introduce, so 
in the notes shared by opinion leaders, users can get a lot of valuable and actionable information. 
In addition, opinion leaders are primarily more active in social life and have higher social status. 
In Xiaohongshu, opinion leaders are usually influencers with a huge fan base. Due to the "web 
celebrity effect" of opinion leaders, future UGC platforms or businesses can increase contact 
and cooperation to seek more significant benefits for both sides. 

4.3. Same Content Placed in Large Quantities, but Focus on Innovation 
The phrase refers to the fact that if you want a brand to be exposed quickly on Xiaohongshu, 
the key is to use the sharing content to create a mass buying atmosphere for the brand, i.e., an 
extensive area promotion on the platform. When a product repeatedly appears in public, people 
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will be more inclined to trust it in their next decision due to the "exposure effect." However, 
content marketing must focus on novelty and innovation to avoid the frequent appearance of 
the same content, resulting in the audience's visual fatigue or boredom. They can advertise the 
products in different forms on the platform to minimize the marketing traces, leaving a good 
impression. 

5. Conclusion 

Nowadays, tourism marketing on the Internet has gone mainstream compared with traditional 
tourism marketing methods. UGC platforms like Xiaohongshu develop rapidly and provide a 
fantastic platform for users to make decisions and travel corporations to make a significant 
profit. In the social network context, the promotion of Xiaohongshu's travel content has been 
positively reflected by users, fully demonstrating this strategy's superiority and practicality. 
The success of Xiaohongshu gives a perfect example for those social media who would like to 
adopt content marketing on traveling. To seek further development, they can focus on word-of-
mouth communication among users, cooperate with influencers who can play the role of 
opinion leaders in leading consumption, and place the same content in large quantities but 
remember to be innovative. Since they build their exclusive user community, it will be effortless 
for them to ensure the sustainable development of the whole platform. 
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