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Abstract

Based on the current background of new quality productivity, Jiangsu’s cultural tourism industry
has not only gained new impetus for high-quality development while promoting the transformation
and upgrading of the online marketing model, but also faced new challenges in development. This
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article uses the concept of new productivity as an entry point to analyze the relationship between
new productivity and online marketing, and sort out the development status of Jiangsu’s cultural
tourism industry development pattern, online marketing foundation and other aspects. Through
SWOT analysis, the advantages, disadvantages, opportunities and threats of Jiangsu cultural tour-
ism online marketing are expounded. On this basis, it is proposed that Jiangsu cultural tourism in-
dustry should improve the quality and efficiency of online marketing by building a precise digital
marketing system, creating differentiated marketing IP, and promoting cross-domain collaborative
marketing, and strive to support Jiangsu cultural tourism industry online marketing innovation re-
search through new-quality productivity.
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By AL UGBS HT I ARSI 72 IR PO RS R . AHEC S I AR e, B
PR I REY R A B R, R ANRIRE . BE UM AE D58 Bk R L RSB,

BARRAE, BT D3 U U B3 4 4]

BT R RE: A I R LR IR B ARFE, Rl 2 R G AT EE AR, aui AT HAR . K5
Wi N LR REAARR I BB AR R BE S A 7 ST R 7 2, 51 R AP D1 AR

ERERE: WU TR SRR A RS, Rl R RS SRR AA WS AT IS,
PRl RANE IS, HRAYE RSB

SRETTRESE: WAEE )RR R S ARSI SRR R, SIS EAT . RIRED . ATHF

DOI: 10.12677/ecl.2025.14124544 5741 CIREE RN


https://doi.org/10.12677/ecl.2025.14124544
http://creativecommons.org/licenses/by/4.0/

BT

BR R, XARWR L S ACRE L, AR A 0 5 AR S B AR I A A XA

R =N E RS FOLFER I T OUE IS SRR AR AR, ORI 4 E A I BT R T
IRARENG: B AURIEHT I BOR SEIBOAR R, RN E RS, RELIEMHAEE 5L iE
FRI B T+

2.2. HXERER

BB, ZHES R DT RS AE BN, SCIE IR, RilENE. REHS
MAEIEA . BB B 7T A L A BB AR S AR I R R T AN W adE 1y, L FR Ik 2% MR- JE 4 R4 3
TR, RSB BEER, HE YA U AL IS E sk . ML R
Y BL5].

TR A5 TP AL HS: Keller WAL AR T “FT KBS 228 ” , RIEE SRR AT
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