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Abstract

This article takes the official integrated media matrix of “China Jiangsu Net” and “Water Charm
Jiangsu”, the largest provincial-level key news website in Jiangsu Province, as an example. Using
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literature review, case analysis, and comparative analysis methods, this article explores effective
ways to enhance the communication, guidance, and influence of the “Water Charm Jiangsu” cultur-
al and tourism brand from four aspects: Topic selection, narrative paradigm, communication path,
and marketing methods. Research suggests that by deeply cultivating content in the land and re-
lying on geographical advantages, we can tell the story of “Beautiful Jiangsu” well; Optimize com-
munication forms, integrate digital technology, and strengthen brand effect; Innovating narrative
methods, lowering discourse posture, and constructing a “public opinion field” can effectively ex-
pand the dissemination field of the “Water Charm Jiangsu” brand, and help promote the active in-
tegration of regional characteristic cultural and tourism industries into the mainstream of nation-
al brand construction in the new era.
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Table 1. Report content of “Water Charm Jiangsu” on China Jiangsu Network (2019~2023)
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