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Abstract

In today’s digital era, ancient town tourism has become an important cultural industry, and
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branding and digital communication play a key role in the development of ancient towns. This ar-
ticle aims to explore the importance of ancient town tourism in the digital era, as well as the role
of branding and digital communication in the development of ancient towns. This article takes the
Sijing Ancient Town in Songjiang District, Shanghai, China, and other well-known ancient towns in
China as examples, and through in-depth research on relevant literature and cases, analyzes the
relationship between ancient town branding and digital communication, and evaluates its impact
on the ancient town tourism industry. This article finds that branding and digital communication
play a key role in the development of ancient towns. Digital communication of ancient town
branding is an important means to promote the development of ancient town tourism and cultural
inheritance, and is of great significance to the economic growth and inheritance of cultural tradi-
tions of ancient towns. Through a case study of Sijing Ancient Town, this article puts forward some
innovative views and suggestions, aiming to provide reference for branding and digital communi-
cation of ancient town tourism, further promote the development of ancient town tourism, en-
hance its competitiveness and attractiveness in the digital era, and promote the inheritance and
development of ancient town culture.
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Figure 1. “Lijiang Eternal Love” 3D holographic projection
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Figure 2. Lin Sangwan, the “virtual mayor” of Nanxun Ancient Town
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Figure 3. AR recognition images of “Anfang Tower” and “Fulian Bridge”
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Figure 4. AR recognition “Xiao Long Bao” renderings
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