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Abstract

With the rapid development of the digital economy and the deepening integration of culture and
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tourism, network marketing has become an important driver for upgrading local culinary tourism.
As a key area in China’s digital economy strategy, Guizhou leverages its rich ethnic culture and di-
verse culinary resources to build a regional brand and boost tourism consumption through short
videos and social media. This study, from the perspective of tourist experience, analyzes the current
state of Guizhou’s culinary tourism under digital marketing. Based on four dimensions—cultural
perception, network marketing, service facilities, and cost-performance—it explores the influence
of marketing strategies on tourist experience using reliability, correlation, and regression analyses.
Results show that economic development, culinary diversity, and effective network marketing sig-
nificantly enhance tourist satisfaction. Finally, from the perspective of digital marketing pathways,
this study proposes targeted optimization strategies, aiming to provide both theoretical support
and practical guidance for the brand building of Guizhou’s culinary tourism and its marketing prac-
tices within the digital economy context.
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Table 1. Basic information form of survey subjects
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Figure 1. Food choice preferences
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Figure 2. Information channels
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Table 2. Reliability analysis
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Table 4. Model fit indices
= 4. WA A TEFR

W&Febs  CMIN/DF GFlI RMSEA CFlI NFI TLI AGFI IFI
bl iy i <3 >0.9 <0.10 >0.9 >0.9 >0.9 >0.9 >0.9
& 1.076 0.955 0.015 0.995 0.939 0.994 0.94 0.995

Table 5. Regression coefficient testing of the model
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