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[

Research on the Singles’ Day tourism products online promotion based on 4C theory .
A case study of CTRP and CYTS

LIU Xueling, FENG Shuhua, MA Qiufang
(School of History Culture and Tourism, Jiangxi Normal University, Nanchang 330026, Jiangxi, China)

Abstract; The annual “The Singles” Day” network marketing has become the essential competition positions for many produc-

ers, however, tourism products do not join “The Singles’ Day” tourism online purchase until 2013. Based on 4C theory, this paper

takes CTRP and CYTS as an example, using network indirect methods such as online forums and search engines to analyze the

tourism products online promotion on the Singles” Day. The paper analyzes the marketing means and channels of tourism products

online promotion on the Singles” Day, as well as its problems. Moreover, the paper comes up with proposals for the development of

China’s tourism enterprise information and offers reference for the tourism producers to do a better job on the online tourism products

promotion when “The Singles” Day” falls on.

Key words: 4C theory; tourism products; online promotion; The Singles’ Day
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