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Abstract

Cultural tourism IP holds immense economic and cultural value. Against the backdrop of inte-
grated cultural-tourism development and the rapid growth of new media, traditional marketing ap-
proaches for cultural tourism IP have proven less effective in the new media era, struggling to meet
contemporary demands. This study aims to propagate regional culture and stimulate cultural con-
sumption. By applying the SIPS model, the article proposes a composite marketing strategy for cul-
tural tourism IP from a new media perspective. This strategy integrates IP image development, deriv-
ative content creation, fan community engagement, and cultural dissemination models. It broadens
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the marketing perspective and offers new insights for cultural tourism IP promotion.
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Table 1. Relevant policies on cultural and tourism industry and IP
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Figure 1. Line chart of publication volume statistics for “cultural tourism IP” on China National Knowledge Infrastructure
(CNKI)
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Figure 2. Schematic diagram of cultural tourism IP marketing strategy based on the SIPS model
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