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Abstract

The 21st century is an era of informatization and networking. In recent years, with the rapid
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development of the Internet and mobile networks, online marketing has gradually matured. While
it has impacted traditional marketing methods to some extent, it has indeed become a primary
means for tourist attractions to enhance economic development and visibility, online marketing is
increasingly becoming the mainstream mode of marketing for tourist attractions. This paper takes
Luoyang’s Laojun Mountain as the research subject and employs literature analysis, field surveys,
and quantitative data methods to analyze the current state of online marketing for the Laojun Moun-
tain tourist attraction. The study identifies three core issues in Laojun Mountain’s online marketing:
insufficient content appeal and low user conversion rates on the official website; severe homogeni-
zation of short video content and low user interaction rates; and a singular operational model and
low conversion efficiency on the official WeChat account. To address these issues, the research com-
bines the 41 theory (Interesting, Interaction, Individuality, Interests) with the actual conditions of
Laojun Mountain to propose a systematic optimization plan: enhancing website intelligence and
personalization to improve user experience; creating a traditional culture short video IP to elevate
cultural value dissemination; and improving WeChat user interaction experiences while focusing
on derivative function development. By refining the official account content matrix and smart ser-
vice functions, a closed loop of “cultural dissemination-service enhancement-commercial conver-
sion” is formed. The research provides a transformation path for Laojun Mountain to evolve from a
“trending attraction” to a “long-lasting attraction”, while also offering theoretical references and
practical insights for optimizing online marketing in similar tourist attractions.
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