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Background information

On November 11, 2020, a Chinese photographer uploaded a seven-second video to
the Chinese version's TikTok. In the video, an ethnic Tibetan young herder, Tamdrin
(also known by his Mandarin name Dingzhen), from Litang County, Garzé Tibetan
Autonomous Prefecture, Sichuan Province, is strolling in his mountainous hometown
village with a brilliant smile. The photographer accidentally captured this scene. The
short video soon went viral as people were touched by Tamdrin's guileless smiling
face and the astonishing scenery in the background. Tik-tok videos with Tamdrin's
hashtags have been viewed over 1.2 billion times in only four weeks. Chinese
netizens then noticed Tamdrin's hometown Litang, a sparsely populated small county
with a fascinating landscape and Xanadu-style culture. Thereby, the public's travel
interests surged exponentially.

Marketing Strategy

Tamdrin's popularity made many netizens pay attention to his hometown Litang, and
the local tourism authority also took advantage of the situation to cooperate with
Tamdrin. Subsequently, destination marketers successfully shifted the tourism
marketing strategy from short-lived viral marketing to long-lasting Internet celebrity
marketing and further boosted the surge of public travel interests.

1. Official media co-communication and agenda-setting to guide public opinion
After Tamdrin's explosion, the local mainstream media "Sichuan Watch" quickly
conducted interviews and communications with Tamdrin many times. Under the
guidance of the mainstream media, Tamdrin's image of "innocence" and "simplicity"
was widely publicized. Subsequently, on November 18, the hashtag #Tamdrin Joined
a state-owned enterprise # climbed into trend again, and the page views exceeded 400
million. Sichuan Garzé government cooperated with Tamdrin and made him the
tourism image ambassador of Litang. At the same time, other official media
co-communication on different social platforms (see Table 1) attracted the attention of
many netizens. Various media agenda-setting successfully shifted netizens' attention
to Litang county.



Time  Media Headline Agenda-setting

2020. CCTV "Sweet Wild Boy" a TV series Sort out the whole process of Tamdrin going viral

11.28  News triggered by Tamdrin

2020. People's Tamdrin's beauty, beauty and Define Tamdrin as a national cultural symbol and
12.01  Daily common establish the character image

In addition to signing Tamdrin, Commends the local government for its quick action on
2020. Beijing

the local tourism strategy is also  tourism marketing strategies
12.01  News

great

2020.  Xinhua Tamdrin's hometown:

poetic  Introduced Tamdrin's hometown Litang
12.05  News pastoral
2020.  New Tamdrin's hometown, is a Demonstrate the process of poverty alleviation in Litang

12.05  Weekly  low-key poverty-stricken county. ~ County

Table 1 Agenda-setting and Mainstream Media Headline for these events.

2. Viral marketing, making trending topics

In an interview with Sichuan Watch, Tamdrin said he wanted to visit Tibet the most.
This statement triggered a strong reaction from netizens because they thought Litang
was in Tibet instead of Garzé, Sichuan.

This cognitive contrast has a comedy effect. Subsequently, this trending topic kept
bubbling up, and netizens began to spread and forward it on the Internet jokingly. The
Tourism Bureau of the two places took advantage of the situation to conduct viral
marketing campaigns. "Sichuan Daily" and "Tibet Daily" interacted with emoticons
and started the battle to poach Tamdrin, attracting many netizens to discuss. This
marketing method helps Tamdrin to maintain its popularity and promote tourism in
various places.

3. Turn to influencer marketing, and deeply explore Litang's connotation

Viral marketing attracts attention and achieves initial success. However, the
ephemeral nature of viral marketing calls for effective transition approaches to sustain
and increase its marketing profits. On November 25, Litang Tourism Bureau released
a promotional video, "The World of Tamdrin," introducing Litang from Tamdrin's
perspective. Once the video was released, it immediately received 380,000 likes.
This video is a promotion for Tamdrin and a valuable extension of the attractiveness
of tourist destinations. Since then, Litang has transitioned from viral marketing to
influencer marketing. At the same time, Garz€'s authority announced they would roll
out massive tourism promotions, including ticket fee exemption and hotel discounts
for all tourists. Those promotions boosted Litang and Garz€'s tourism surge even
further.

Outcomes

According to multiple OTA platforms, compared with the last year, the number of
hotel reservations in Garzé in 2020 increased by 89%. The local government's tourism
statistics show since 2021, Litang has achieved a total tourism revenue of 1.76 billion,
rising 6.4% compared with last year. During the same period, 1.602 million tourists



visited Litang. In general, the tourism marketing of "Tamdrin + Litang" has achieved
great success, turning Litang from an obscure small county into a coveted paradise.
Moreover, the booming tourism industry in Litang has also significantly contributed
to local poverty alleviation.

Implications & Challenges

By cooperating with influencer Tamdrin, the local government successfully promoted
Litang. At the same time, it brought many new ideas for tourism marketing in the
Internet era. First, according to the characteristics of social media, Litang Tourism
Bureau took efficient actions to support local influencer Tamdrin to drive traffic.
Surprisingly, since Tamdrin went viral, it only took a few days for the Litang
government to adopt a series of tourism marketing strategies. It suggests that we must
respond quickly and move forward decisively in the ever-changing Internet age.
Secondly, the Litang government overcomes the drawbacks of short-term viral
marketing to explore the tourism destination's attractiveness and uniqueness
consistently. It inspires us that we need to dig deeply into the unique beauty of tourist
destinations and actively explore high-quality content marketing so that tourist
destinations can develop sustainably. To sum up, the "Tamdrin + Litang" model has
achieved initial success in destination marketing. However, due to the fast update
frequency of the Internet, netizens would always attract by new things. Therefore, the
local government should consider and solve the issues of how to further promote
tourism destinations and maintain the trendiness for the development of Litang.
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