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Abstract

Under the background of the digital transformation of Internet technology and cultural tourism
consumption, e-commerce has become an important carrier for the cultural dissemination and pro-
motion of garden attractions. Based on the core perspective of e-commerce marketing strategy, this
paper focuses on the cultural expression and promotion of plant landscape in garden scenic spots,
constructs an analytical framework of “cultural mining-content transformation-precise communi-
cation-value transformation”, and systematically discusses the integration path of e-commerce mar-
keting and plant landscape culture. The research points out that there are many problems in the e-
commerce marketing of garden attractions, such as shallow cultural expression, homogenization of
content, generalization of channel selection and lack of a transformation mechanism, which restrict
the coordinated promotion of cultural value and commercial value. Based on this, this paper puts
forward optimization strategies from the aspects of cultural connotation mining, content expres-
sion optimization, channel system construction and marketing model innovation, emphasizing the
integration of “culture + e-commerce” as the guide, through IP building, content narrative, platform
hierarchical operation and online and offline closed-loop construction, to achieve the unity of cul-
tural communication and business transformation. The research holds that e-commerce marketing
strategy is not only the key path for the dissemination of garden plant landscape culture, but also
an important driving force to promote the high-quality development of the cultural tourism indus-
try. This paper enriches the cross-study of cultural tourism e-commerce and garden culture in the-
ory, and provides an operable marketing strategy reference for garden attractions in practice.

Keywords

E-Commerce Marketing Strategy, Garden Attractions, Plant Landscape, Cultural Expression,
Attractions Promotion

Copyright © 2026 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

BRSO T HER 2 ORI SRUE, LR RO SR AR SR A% Lo R [ 1] AR
B A A A A AT RN A PRI [2], AR S R K SO S i A (e R A, D R s
A SOIREALHE I SRBEMME[3]. PR S mRAR G E ER, H YR GRS S5
AU, AR B SCRK 16 e B S A B R [4] [5]e 40 22 Moot il 2k Lt 0005 B A 1] SR S A it
Jers, STAZR AR RiEA L, FEOCCOMERBER BRI, W5 ALk & 2 SO b i i &
KRN IREENR T P SONR ™ it RO 75 SR LML [ STAL AR, A By P i 2 4 S SR A0 S5 WL
WAL, S S LA E XA AL, 2 FE MRS SR RO RS i [6] . 2 BRI MRS s
R E AR AE PR R — R SCHRIB IR TR, BN AR, R ED SRS EHRERM S,
HMECL G R P TGRSy, R EH AR —, SRZ RS, AR AT SR
GANEES I

FERCTE RIS, AIDA BRI(TER ) - Dol - SR - 173 N BN A QIE SRR 4t 1
ZUEZR[7]; AR R SR A e O P A IR B AR S AT O, SEBL R A B S SO I A

DOI: 10.12677/ecl.2026.158911 583 HLF 7 55 Ve


https://doi.org/10.12677/ecl.2026.158911
http://creativecommons.org/licenses/by/4.0/

HLERET[8]o ESCALIR ™ fL 4k S8, UNESCO v it frd HEZR K v [ =7 3 41 Hh 14 SR Rt & A 1 iy 1A EE A6
B, RGER 7B EORIE BRSOk R R AR AL, SR SO B e e S Rk A
ESCBLPT[9] [10] X LR NA I FEBE 1 Sl . ASCHIER Y “ FRRTE B SRImS + SCHERIE +
SRS HTHESR,  BL“SCARAZAE - AREAL - REHERRIS - MERL” R0 EES . BB IHIRAE T
xf BIRBERI RS HALH: X T 125 AIDA BB ZVERALERAT, ACHE S WA ri 7 9 SRR 1) 2 1 b
fir, SRIESCRIEIRSS TEMTE R, SEBCAALSR 5 AL R PR IS AT — OURAL & 2L iE,
AHELR SR A el MO SR LI — 5 e SCARRAA, AhTE AT R I e B B SO R A K 7 4 P R
JERILR AR, BIE T AR TP SR 3 5 E AL T AN L, 1R 7 BB I B X TERAEME S 52
Beig SO E . ASCHAN FHBEE S ERCOO SRR E A, FE T ORI S G
WE AL R RO BIR R S Hh DR RS 8 4 SR O 3 A e WA ) SCACRIB 2 A, UAHSCHIE TR e 1%
A WETTRCR AT e MRS R SR RTVE S LR R A T 5, B HAZ R SO i, SR
ik SR SIS R AL P R A R, HESh MO B e K.

2. BLER S RAR

HLF 7 25 5 RIS E W RFE R P &, A FERMESHEHETR, dad2MEml5F,
SEILPE AT AR RE S I AR SRS A . BRI B RN A E R B A IPE
B, OO SEHHESRARE BN N Bl B0, FELTLRE R, ol HAr SR ek B AR &8, st
WEARILE S, D PRI S SR S S AR R PR S AR 5 R AR [11] . Tl AR IS St s SOW R S04k
PNIRR 2 B A R s SRR O T, A () b el AR (275 ] Tl A L 0 i [l AR () AR A B A TR 2t SR
W5 N R th; gk MBS 5w, MY EERRANEG— LSRN, LI ER S5 A6
s MWERESRIETTH, WITHSAEE Tk, MRS, HTERE R, MEEY) S S
tyo HEE PAERRRIABFEERISC. MMM, B BIARGSE, Tasa - arem: Lol C R ek is
[11].

THAIZ OGS SARBAEN N T : RS IP RS, B ST S RGN B R IP, SRR
S L RSB R RS, I T R AR 3SR PR, SO RIRR A D SE AR T
R RO RS G R, R RE Y ORI AR A N RS, R s DR WA E S, 8
PRV ST, ORI RE R S LRI, SCU AR 58 mBcsh . BOrE T B H
P S B SRS T AR AL, A ORISR S T E B R R [12].

3. BEERRBEENERSEWRIAET OB IR

2RI e PR S mE A S O H R B T R DU AR A 5 JRTE . SO LR I U S R A AR
SV TSR . BEIREWITR iR A, YRS B, MOGRIEIC BB RAER R A B4
B, R T EREERN, B AL A 5000 A, BHEHITE 1 IREK L AR
FAENLAS BEESET GRS AT R EYSENE, A S EEERE) R I [l A B /NPT i R 2 K
T, i Bl 2 SR B I AR 200 F[13].

SRR O IT RSB TAR, @ T W T DM R GBSO SO 5. 4R
EREEFE Y, T SUALRITI A S (IR S5 ) 1R, MEsEBEamuiik R, BOVEY AL
AR ST [14]. 28 PARHRIZ T, ZH0R RURIESCE . AT U Y SCAO R N, BAR 5 B
FEIEREBIE A AVEWE, S Z SO PRIKIR L2 3 5 T DA BUA M OGAL 1 2 B R DI, R AE

hitps://www.hzzx.gov.cn/cshz/content/2025-03/25/content_8959294.htm

DOI: 10.12677/ecl.2026.158911 584 TR 4TS


https://doi.org/10.12677/ecl.2026.158911
https://www.hzzx.gov.cn/cshz/content/2025-03/25/content_8959294.htm

Al PR IRAL . AL Gt bl B SRR R E AT SE R R, Xk DLSEELRE ) SCAL (R A% 3 5 (T FE
FHORHEFUSR Y, ftigs e B 2 EIRIE BT A AR SO A 21, (E AR TR U A+ e B 2+
B R G R R R, SR TUE SR SO AL 3R A U AR 22 R [13]

R R O RO S I ERATE, WRIT A R E N B AR, BRI A IS
AT RS (ot B IR, SR ZE R ATE S 0, A RERTH TS E S SCR™ il 2 e, sSeBlCi ek 54
TR P AR T o A0 AR T AE AN E A EAEON, R RSO (L, BB
SRS A BN FIRACTE G B AR, SCIUFZIR A AL, IndR 2 o S MR 2k BRI PR, RIR
FERFURIE ) B G R E E REIEBAERHE, REE RS, SECEHBRIRS, EHAR—,
LS MAREIR, REME “LESI0 - LN RK - & LR M ENRS: BEHEENLLE A
S, R EERKERIZE, (B EEY SO giE RS RGN L, LAY
M SCALTE[12] [14].

4. FEF T S5 ESH IR SO o RO 4% L B RE & AR

Vel PR RS S5 e VR T B S B E M L IR 2 MO R RE SR R SO (3L
Wz R BT, SO AL B8 ST R, AL S e G b P S IR LS &, SRS E
HAPARIER Y SRR SRR, SR R E W T 5ALZ U™ s AR AL 7E 4, AEDLELR it
P RN S 48 SO I Ry 1P SEBLZE S AL SE Sl 3 ML 2 o s A 22 B 51 R B N AR IKUR TR AR
2R N A B A A SO Z AN, T SO JE B P SR T N R R DL KA B R R,
KRE BB RIL, REFERGEEANK[L5]. FARENE, SXHRIE S ARBBCN,
B0 SCAR P2 HE AT RO A 7 i B SCAG BT INEL, S BOH P H RO 5L BA L, HZIERi
el SR AL, JE R R AR .

EHRIESH AR SRR R H R RIERFAEZAIER, SHER AR, '
BATRE KT 6, KRR B2 i m AT Z ik i, SRR 2. [, 51 G ERSipLEIsk,
ML) iz ALk R R, 2 OMESRT IR E LN N E, shZ HaE SR, &
FEMESRTARREIR, XMELFSRTT R Tl RE T G5 MR REASUR 1 208 B ORI SR B
LR AEHBIDR A B KRS E SIRERTR, HEZ 0 EAEY SO ARG e B 1) R AR
FEHAREANEA L, AR RSB RSO NS S B, BRI
R

5. BRS5 T HEREHRREMRILRIEML

S5 SR HUSOOK, 2R AN R SR AR e AR AR A SCAR RS €, G el R R T i e el P A
YN B AR & S0 SRR GG e B S TP M E R E S, MR RANG . UEA R
HESAEEY SN MR REZ DY, RN, SE6 . 4P RSSO R S 0
W, MR GRS A B AR R [16] . HEZI ST AR S5 B A B IR B R 7 dl B R SO A (T
W22 AT 5 SURE) AL DEAG LI T 7= i SCA IR, 91, 5] Bel R ) ST 7= it T AR 47 0 1 25 g el A )
BRSSO SCHU R S HHRE[17]; B SR Al AR, Bem “ J2oCfemsy” , B
P 5 R, SURIEIRICNY, g b AR IR S g S gt SR SCR M SCIGIRE . BTN, FHEC
Fel A SCEERT ASI Y “SREOA#E” A WU T 7 85056, A DE R SCAR S PR[18] MU A SR A A ) i
H SR WUFRM, DO TT SRS A ELRR U AR v 80 AR SR SO R, 45 S
SR, SRR . KRR SRR E SO RAE, vl gt e AR B A% g 32 el SCAL S AR A R IR

DOI: 10.12677/ecl.2026.158911 585 TR 4TS


https://doi.org/10.12677/ecl.2026.158911

JERRE, ST 2 Bl 0 B A 2 SCA 5 T AR R SCAL A%, 1 STl AR A 5 10 S A . AR SR IRR
5 WRAE H AR R BRI TR, XSO R U b A3, X SR RE i 2 (0 B G A Ak i A% 0, Xof [l
Z AL D E R IC B AR, SEELREHER A .

6. BT SEHRBAILER
6.1. FEEMSAEMILER

KIS B AER RS T, B EAR S MRS HEE e AL, B “3Cfe + Y + B Bl
JiTa), SEHEYI LIRS SCAURE BT, 456 5 R Sk S BRIR L, SRR T SR SCALhREE, 9T “—
bl —3Cft. — M AR, N SrE SR R, ENARIULZ I, RRE Y SIS A
SHRNE AR, AR BURBUTIIR & I FR 2 B St 22 A S AR (2 K T
S SR B N E) R AT, TREEF2H 5 IR SR D S ke S e B, I T X B AR
VLSRR S U  JR R SO, HOBR B SalAR Fa oK, i Al (oA, ST,
FBEN % N E) RAELES U SRR, @RI Z 50, S AR eI A, TR E K
I P SRR e /NSt (AT IR I R A 2 ) DS IE FARRA W AL X &, S 5
P SRR RIE, BE T E LN LR ZECERIR .

6.2. RighFRSE QIR

HEASHERIEA R, K2 e SORBRET G @5, W) E AN+ A & 5%,
BRI I SCIR TSR IO HE . AT 6 (B . IRTF)MEER S EAMNE, ¥R WEEX S
LR R ARD)RATR LAY AN A, DTERZ O R s SCBIE BF & SR v i, ST R 1k
A BITRAE M IEE, (L.

BT A R, M CHREES + ORI HETRIS, Sl EEIR - 2R Ui - £
ERW, ARIEA FILERE 22 A St KR T e AR AT T3 & SR AR SO 1P (0 “ BB PRI ) s
TR P AT RS wilf + SER; PN RIS AN M P RN R S EETG,
HR A T T B W IR DS BEX SK BRI 25 SAL ELAN AR IR ™= ity BEX A AP B R AL LR IR S5, 42
TIfLm L TR, HEB SO AL AR 5 R L AL I R A R
6.3. EiHEMHERITIREEIEE

BRI VE I R e N DRSS A “HEEE + XRREACSOL” EETEI, ElTRE
WERFIN, 3RTSALAR S RIBRE ST ALK SACRIB L], BRI AR SR L R
S TEER BN ST R AR R IVE R RCR IR R, IRER SR F R U R R,
AT o

7. GRERE

30 el AR S AR SO LR E R G T, AR RO SR TR 55 R SR R TR AR R
SRS SAAL R 5 I E AL IR DB, REAT AT RS AL 3 A I 22 IR, ST St s B e 53
WM AI[19]; “SCALAZHE —~ WA AL~ KRS HE S ~ I (B ” M e BE SRR BE 2%, 2 SR Sk
ARFIE G 5 OR AT OCRE19]: IRALSEI “ 30t + HIRES” SKIRIER, BSOS ITE S P&
PR I, SIS SR L 7R HE)T S R ORR[20]. BRARJR I, A SCHR H HL RS E A s 2
Ve WA SO RGARER, W FL RS 5 4 S A SO A BB I N AERIEG, AN U e 2 . e

DOI: 10.12677/ecl.2026.158911 586 TR 4TS


https://doi.org/10.12677/ecl.2026.158911

SR B A 5 A G B AU FR O ST . SEBRR T, O RCR O FE MRS R BT R A R R R
WS, D SOR S E IR T2 IR S AEHERIE, SKBC S R AME R Fefh, iR
M SCAL B AL K S BT A R

A TAFAE—ERBR, SEAFAFIRE, RO S, SRS AR, WA R I el AR i

FIEE X PE BT R R A o AR SR AT R SR BITE L, I Freoxt R85 7 28 2 IR AT, 060 IE SRS A 25 R ARIVR
SEFBORE R E PRI, ATIETOR Y SRS, HESIRT TR SRR R R -

SE

(1]
(2]
(3]

(4]
(5]
(6]
(7]
(8]

(9]

[10]

[11]
[12]
[13]

[14]
[15]

[16]

[17]
(18]
[19]

[20]

SR, BREIRAESOR R R s fe[d]. LRk, 2025(3): 32-34
FER . HLTR B A Bl 3 AR SR Rl G R R IS AR [I]. AR L SELG, 2024(18): 103-105.

Ouyang, Z. and Sha, L. (2025) A Closed-Loop Model for Precision E-Commerce Marketing of Wuyi Rock Tea- Strategy
Development and Empirical Analysis from a Big Data Perspective. Journal of Management and Social Development, 2,
154-159. https://doi.org/10.62517/jmsd.202512421

gkad. MY SRR Y MR TR N [I]. T E Rl 2024, 22(11): 3754-3759.
HEIRSE. AEGSCAB AT 1 [ MR 2 5 0 5T H SR [J]. BESR T2 5 %11, 2023, 3(9): 133-135.
ZEAFR, . AR 2 MRS ALl R R FL[I]. R EAEK, 2026, 32(1): 128.

Wijayanti, 1.D.S. and Murdapa, P.A. (2025) Relevance of AIDA Theory in Consumer Behavior in the Digital Era: A
Systematic Literature Review 2018-2024. Jurnal limiah Manajemen Kesatuan, 13, 3887-3892.
https://doi.org/10.37641/jimkes.v13i5.4156

RAPEPH, . HE, BERSMEE—RFHNRANBEHQER MM NEZESRED]. BEEEH R
2023(2): 55-58.

Qi, T., Liu, Z. and Zhou, Y. (2025) Digital Cultural Heritage Archives: Conceptual Analysis and Preliminary Framework
Construction. The International Archives of the Photogrammetry, Remote Sensing and Spatial Information Sciences, 9,
1221-1228. https://doi.org/10.5194/isprs-archives-xIviii-m-9-2025-1221-2025

R, HEE, BEZ. B SURRLS WA B) ) £ AR M ——2 T XUE T 8 1 2 241 4 [0]. BT
K511, 2024, 40(4): 630-640

XIBETT. WLE R S % 5 i E 0], TP B Fh, 2025, 23(6): 2040-2045.

X, XA, 2 AR TS B AR S S B R IR R [J]. ARk Sk, 2024(5): 118-120

oy, BROAT, Xk FE, S V0w AR50 SO R IR R —— AR R D I []. 2ok R 2, 2021,
49(17): 112-113, 116

ZEGRER TR, T 20 AF A [ i E AR SO BUIRE 7 A [3]. BUARIEZ, 2025, 48(15): 55-59, 63.

RS, B, Al B AR SO RIERT T[] AERMO R S AR (R R R), 2025, 24(2):
107-113.

T, R, a2, fE ARV T RN AR AR S R[] BRI Z, 2026, 49(3): 151-
153.

g, FEY) ST PR [ AR SO R N 4[], BRI 2, 2019(12): 124-125.
FE. ]y i el AR AT —— Tl e T R EAT[I). AR (5 R R iRAT), 2018(8): 270-271.

Frts. M5 SORBEAAENHT: 35 IS S B [ —— 3 T AL SORE AR & S AT [0]. SRR R
2026(2): 143-145.

TRUREL, Balts, Dyt SURZTHA R P SCO IR T H RIS 8 Sg 0], KR 45/, 2026(2): 18-20

DOI: 10.12677/ecl.2026.158911 587 HLF R 55T iR


https://doi.org/10.12677/ecl.2026.158911
https://doi.org/10.62517/jmsd.202512421
https://doi.org/10.37641/jimkes.v13i5.4156
https://doi.org/10.5194/isprs-archives-xlviii-m-9-2025-1221-2025

	电子商务营销策略视角下园林景点植物景观的文化表达与推广研究
	摘  要
	关键词
	Research on the Cultural Expression and Promotion of Plant Landscape in Garden Attractions from the Perspective of E-Commerce Marketing Strategy
	Abstract
	Keywords
	1. 引言
	2. 核心概念解析
	3. 电商营销策略在园林类景点植物景观推广中的应用现状
	4. 电子商务营销策略实施中的核心问题剖析
	5. 服务于电商营销策略的植物景观文化表达优化
	6. 电子商务营销策略优化路径
	6.1. 精准定位与内容优化策略
	6.2. 渠道体系与模式创新策略
	6.3. 营销落地推进执行保障措施

	7. 结论与展望
	参考文献

