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Abstract

With the advent of the digital era, the competition for tourism destinations has become more and
more fierce, and the digital communication of tourism brands has become an inevitable trend. Due
to the imbalance of regional economic development, ethnic villages have problems such as low de-
gree of Internet operation, poor brand communication effect, insufficient digital extension space,
lack of professional talents, lack of innovative awareness of brand communication, and insuffi-
cient audience interaction in the construction of tourism brands. In this regard, it is proposed to
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improve Internet operation capabilities, unify the image of tourism places, accelerate digital con-
struction, train professional talents, innovate brand communication methods, strengthen tourist
participation and interaction, etc., in order to promote the digital development of ethnic village
tourism brands, and then promote the better development of ethnic tourism.
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