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Abstract

Cultural and tourism scenic spots play an important role in cultural heritage and tourism develop-
ment. How to conduct online marketing for cultural and tourism scenic spots in the digital media
environment and effectively enhance the communication and influence of cultural and tourism sce-
nic spots is an important issue facing its development. This paper takes Ningbo Tianyi Pavilion &
Moon Lake Scenic Spot as the research object, uses the theoretical perspective of media geography
to analyze the current situation and dilemma of online marketing of Tianyi Pavilion & Moon Lake
Scenic Spot, and conducts research from three dimensions: time, space and landscape: in the time
dimension, the time characteristics of Tianyi Pavilion & Moon Lake Scenic Spot marketing and its
relationship with marketing effect are analyzed; in the space dimension, the landmark memory and
spatial identity under media marketing are discussed; in the landscape dimension, the media land-
scape presentation of Tianyi Pavilion & Moon Lake Scenic Spot is studied. Based on the research
findings, this paper proposes the online marketing path of Tianyi Pavilion & Moon Lake Scenic Spot:
first, grasp the opportunity of online marketing and enhance the volume of communication market-
ing; second, strengthen the connection with landmarks and build unique spatial memory; third, op-
timize the landscape presentation and highlight the cultural characteristics.

Keywords

Media Geography, Tianyi Pavilion & Moon Lake Scenic Spot, Internet Marketing

Copyright © 2025 by author(s) and Hans Publishers Inc.
This work is licensed under the Creative Commons Attribution International License (CC BY 4.0).
http://creativecommons.org/licenses/by/4.0

1. 518

FEERZGEARWE SN, RFEUTRREE R . 6 OREEEE 7R, 2023 48, [E N 1 Ak 48.91
{2, B BRI 23.61 12, [AIELHE 93.3% [1]. WHAILE TR 257 (FITRE) A A b s A = b 1 iR i 45 £
T S HOCR RSO R A S EI, PR A E A H AR . BRI IR, KRR
HEFE s S BRBR RS HEE AL F AR ARE, 4R T EAL BORIF BRARA s S I M A2 AR A1 65 1 i
FHH), RASHEARKE; LR R ERE R, RIGHERN . DR f 4 R 8 4 % R 3
MRS A R SR 5% DXAEAE RO 5 SO R E A B A

TR — PR 5 XL R P SE SO AR I T I B SR . AR, A SR ™ b R PR
K, R i XL R e R 5T R, BT LG SRR AR AR TR 25
SO A . SR, EARSRE IR, R s AW DI U I v 2 Pkl . ARRCT PO, SR
Pel SRV R el bR, R — P H IS IX 4 R R i g 54 B AN A o A BT A 38 7 5 ST E 4
RO, SR ] 5 XA o 5 g R P Bl L

AT UL TR — 0 W5 O, S AR R A, AT R — 1) i X I 4 A% 4 i TR
s TS B2 RO TR — P il 35 DX B L X4 8 i SRS B AR T DL

2. R EA SRR
AT M ER ARV T 48 . M A SOFRHINIR L2 . R % £

DOI: 10.12677/ecl.2025.1482874 3067 CIREE RN


https://doi.org/10.12677/ecl.2025.1482874
http://creativecommons.org/licenses/by/4.0/

HEE

RGN WA AERERF S RN TEAS, RIS 8 A an (] R 8 SO s ) . S 36 4 2 PR B U 3R
AU K e CHVER RS o AR N2 S B 2258 R A P2, A s B 22 P R S T K2R 5
FB, HFARESERTA G #a 5B RER IS B8R R, UHIGE &SRB TR
BXAER. BE. ARG S B A R AC . AR AT (B A NSO
FIEFEY 5 (MR 2R Y B R, XA R AT T VR, o, DARFfRL. 2SR, 50U
g RERABERME N FAELE . HAT, 250l G P 5 55 A 2 R 2R P2 A T AT, A2 A
BN FUFE TR “ BN 51, KRB 2 04T B S WG [2]. A 38 % 17 IR g AT 4R
Fo, WM BVEAARIE T N W B S5, SOW AR REA & DO 7 B, iiE e sE
HReLE L T IS IR EL 1) 5T 7 Fh s i [3]. S H AT &, R B ZE R, X T SO s X AL RE T
FME T e A NGEA S FE 22 rp22 (1] iR M A R — ) 8 5 X1 R A AR BIRBEA TR AL

WS e NI E R AT B, M EH . MRS T EAHEN, IREm e,
SEBAY S B bR, ESEBEE R A e (A B R I (1) — 50 43 78 TLIC I 78 o 1 e A U AL L o 2 2 g
REAIVERI[4] iR B AR o 28 8 8 2 it I 2845 B R TFBOw ki H A7 S A%, I8 B4 iR i i 0
B, RIS IR nicliE B (I BRION B BI[5]. TR, RBEATIL T E S IR, Rl
TRz, BENCE TEMKR. MG MESH S, SEHREIEERENEE ), AR T
TR R L S R ) B AN K [6]. ZR X K& (2024) IR NI 1 KBS LE TIE 2 & AT N N
RINKEL G i Be s AT REVE IR e R S N S RIS, At E BB A TH R L IR SR AR (7] xIBK
(024) RE I H A M B A 2 IRTEG S, 1A T A iinREg, Bk EIRECE, SRTHEE
EALI P

DX 2% B A R A T B T SR ALy, 4 A A s 2 AT AR R X IR AT b, SR
EA RIS SR RN, I ARS8 T BOOZ XS A .

ARSCHUMNIEA 3 22 e, BAT= 3 R — PR H 5 XN, B AE AT 7 K — 1) H I8 5 [X Y 4%
PR, FEAE S B N A I AR BRANTRIT 7 08 K — 1) H I8 55 [X 1) DX 4% 8 SR B B AR

3. B HEFIE T X—EAMRXENTEHKK
3.1 EfiEA: ENEHENREEE

FEERARRE ST, DR TEA AR AL H st Pkl ph RS G R R I, IEEE S
FRA NSRRI )& o TR BT s, 2 UK IS TR AT R OGBS & o B R 23 AR SR T 11 ““ 4
eI AR A S AR A s R IR B VR, BV 75 0E 5 R A is Far ok
S Ul BE A 52 A ] B 1) S 8820 2 ) T 25 (A AE A9 o PR S M) T3 [ S O B A, AEAEAZ M 2% WA
AR IIESE S, XIS A 55 0 BCE R IS R, AR R ik SRS X 3B S A 5T ) Al Ry
PE, I BEAE R BRI b AR — e AR IR A B . SR A 4 (S R Ay, AR AR S I 2% U
IMERRIIEEE T, BRI 89T 5 5 2 R R TR, AMUREA Rt i SR X BS54k
Ribk, I BEAE M 28 SR B3R 4 — g AR R A . R ) A WA S B P A 7 A R A I [] 2 B
FT3AE S, BN, IEEFRERATE, AT RATCRUE RS BE. M. o, 5 3470
CEMELT ESB SR T2 REMMKGL. 10 A~11 AR EEEEL. Xr, iR RE
P AE 90 AR T A WIS T (1 D S DL LA SRR I 2, BICD AR, ISR B SE S R IR R
Z IR [, R A WSR2 0 Is I KA A i e B oy ok 1 “ N7 o ZREPNE, R
— P X A R R 5 TR Pl T T ALk X R R P LR IR — Pl 8 5 DX A P X L )
EIEMRKR.

DOI: 10.12677/ecl.2025.1482874 3068 N e


https://doi.org/10.12677/ecl.2025.1482874

HEE

3.2. ELA: FENEHNRIRIEIZ

INEERIRR AR 27 204% Barry Wellar J5 7156 3 S R )t 2 ARG S A BB EA T 4B (L 1) 8
I IETAFRAHF R/ —ERE LR T A SN E RS . MElseas(a], A RIS/ bRk
HAR R T E RN T (Y A 2 AOBSE” o TP B S e B s 3 2 ) i 2 25 1) SCA A 2L S B E A
PRI AR A TSR 3, AR I il 1A Ao B AT A MR 575 S a4 R AR 2]

States
(BRiR)
Existing Reality Data Information Knowledge Preferred Reality
(FAERIILSE) (€ €)) (FR) (iR (T2 FIBLSE)

Figure 1. Data-information-knowledge-transfer process
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Table 1. Title excerpts representing communication media of Tianyi Pavilion and Yuehu Lake
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