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Abstract

In the digital age of Internet, the bargaining power of travel and literature products has shifted
from suppliers to consumers. Travel and literature industry needs to improve marketing from the
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angle of guiding consumers’ decision-making. This article explores the development of Us-
er-generated content, especially the role of social media such as Weibo, Wechat and Douyin in
promoting the travel industry. This in-depth User-generated content can change the supply of
travel products, reduce marketing costs, and conduct precision marketing. User-generated con-
tent, peer-to-peer web applications and virtual communities are the future of the travel industry.
Consumers Trust social networking sites with reviews more than travel agents, and online con-
sumers tend to view User-generated content as a more reliable and useful form of online informa-
tion, because it is a consumer experience rather than marketing tourism products. User-generated
content social media has changed the supply-side structure of cultural tourism products, reducing
the cost of marketing cultural tourism products, providing better information services and meet-
ing personalized needs, to achieve the precision marketing effect, based on this article proposed
the social network media to promote the travel product marketing strategy.
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