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Abstract

Tourism exerts a positive impact on regional economic development, and the formulation of scientif-
ically sound and effective marketing strategies is crucial to enhancing the competitiveness of tourism
destinations. In this context, this study takes Anqing, Anhui Province, as a case study to systematically
explore the strengths, weaknesses, opportunities, and threats (SWOT) of its tourism industry. Based
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on the analysis, the study proposes practical approaches to optimize Anqing’s tourism marketing
strategies, including: advancing integrated tourism planning and enhancing the development of cul-
tural resources; enhancing the investment in marketing resources and upgrading tourism infrastruc-
ture; strengthening inter-regional cooperation and developing educational tourism products; clari-
fying the positioning of “The Hometown of Drama”; and reinforcing the cultivation and introduction
of talent. The study aims to provide practical guidance for the development of regional tourism mar-
keting strategies and contribute to the broader academic discourse on tourism management.
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