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Abstract

Under the background of intensified competition in the global tourism industry and the continuous
upgrading of consumer experience demand, the traditional marketing model of ocean parks, as com-
prehensive tourist destinations, is facing significant challenges. This paper focuses on how ocean parks
can build deep immersive experiences and effectively integrate and disseminate them through dig-
ital marketing tools to form new competitive advantages. The study first systematically reviews the
theories related to immersive experience, tourism digital marketing, and brand IP-ization, pointing
out that existing research mostly focuses on a single dimension and lacks an analytical framework
that systematically integrates experience construction with digital marketing. Based on this, this pa-
per proposes an analytical model containing “experience scene layer-digital communication layer-
value integration layer”. The article delves into the multi-dimensional design strategies for immer-
sive experiences in ocean parks, as well as the digital integrated marketing paths centered on con-
tent marketing, data-driven approaches, and online-offline integration. It also analyzes the challenges
faced during implementation, such as sustainability of creativity, technological integration, and or-
ganizational coordination. Finally, the study proposes future strategic upgrade directions from deep-
ening experience value and brand IP-ization, building a smart tourism ecosystem, and strengthen-
ing social responsibility marketing, aiming to provide theoretical reference and practical guidance
for the sustainable development of ocean parks.
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