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Abstract

This research employs case analysis and comparative research methods to examine Company A Me-
dia as a case study, thoroughly analyzing the challenges of marketing strategy innovation faced by op-
eration agencies under the background of cultural tourism integration. Based on industry report data,
the study identifies three core issues within Company A: high dependence on regional markets, with
out-of-province business accounting for only 12.5%, significantly lower than the industry standard of
35%; disconnection between cultural elements and e-commerce operations, with a conversion rate of
merely 1.6%, notably below the industry average; and lagging application of data intelligence, with
technology investment representing only 3.2% of revenue. Addressing these issues, the research
constructs a three-dimensional optimization strategy of “cross-regional market expansion, cultural
IP development integration, and data-intelligent operations”, and designs a systematic implemen-
tation plan. This research provides an actionable strategic framework and practical guidance for
the digital transformation of small and medium-sized cultural tourism operation agencies.
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Figure 1. Comparative analysis of geographic business distribution of A media company
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Table 1. Comparison of digital application levels between A company and industry benchmarks
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