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Abstract

As an important historical and cultural heritage, the Tunpu Watchtowers and Tunpu Culture carry
rich regional characteristics and humanistic values. Based on destination brand image theory and
stakeholder theory, this paper addresses market challenges such as vague brand positioning, single
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product offerings, and narrow distribution channels by constructing a marketing system encompass-
ing “market positioning, product innovation, channel expansion, brand building, and community col-
laboration”. The aim is to activate the cultural heritage value through market-oriented approaches
and achieve the sustainable development goal of “promoting tourism through culture, revitalizing cul-
ture through tourism, and protecting heritage through culture and tourism”. The research findings
can provide valuable insights for the protection and development of similar cultural heritages.
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