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Abstract

In face of the reality that novel coronavirus will be accompanied by global coronavirus coexistence
for a long time, it will be a long-term battle to strengthen prevention and control measures to cope
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with the unexpected indirect scattered outbreak situation of the COVID-19 epidemic. This has
brought unprecedented impact on domestic tourism enterprises, and the transformation and up-
grading of tourism enterprises are imminent. Based on the data analysis method, combined with
the COVID-19 epidemic situation and the blueprint of Bashu cultural tourism corridor, this paper
deeply analyzed the current development status of tourism enterprises in Chengdu-Chongqing re-
gion and the impact of the COVID-19 epidemic, and put forward the marketing countermeasures of
Bashu regional tourism enterprises in the post-epidemic era: grasp the good opportunities and
actively follow up the concept of tourism policy guidance change; foster creative tourism products
and services with common value; develop new scenarios for consumption and innovate diversified
forms of business for coordinated development.
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Table 1. Reference data of tourism development in Bashu region in 2018
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Table 2. Reference data of tourism development in Bashu region in 2019
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Table 3. Reference data of tourism development in Bashu region in 2020
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Table 4. Reference data of development of tourism enterprises in Bashu region in 2020
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Table 5. Reference data of development of tourism enterprises in Bashu region in 2021
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