Journalism and Communications 7 [E & ##}2%, 2024, 12(6), 1654-1660 Hans X
Published Online December 2024 in Hans. https://www.hanspub.org/journal/jc
https://doi.org/10.12677/jc.2024.126250

AN TR F| I IRIF R R EE
HEHR

R #, £ X
LSRRG Z AR, Wb AxHE

Wk HiH: 20244E11H22H; FHEM: 20244F12 16 H; KA HM: 2024412 H24H

=

AR, EARM OB —MEEREBAERTR, RUEMER. BTEBNER, RELET
MATRIRE AR Rl BEE AT & FIXGE 5 K, HAE AR ARIFE PRAERERLE. it
REXA, FEATHRREAGSCURNEZARN Y, RERERNPLREMBIFHI AT AR
AT R AR B AE SRR R IR il i TR R EBE IR M, S5 A ALIR SR SEBR 1B O, R T &%t
YR SRR REBE S . BTG RE R, WA & R E. BRIS. B335 RASILA
SR, W] DVA AR THA AR FSCAL AR b R B A48 BRI 77, ASCAR IR ML I AT 88 R R R
T

XA

AR, FALRESC, IRIEREER, BERE, AR

Research on the Path of Shaping the Brand
Image of Hebei Fuxi Cultural Tourism under
the Perspective of Short Videos

Yue Zhao, Wen Wang

School of Film and Television Arts, Hebei Academy of Fine Arts, Shijiazhuang Hebei

Received: Nov. 22"9, 2024; accepted: Dec. 16™, 2024; published: Dec. 24", 2024

Abstract

In the digital age, short videos have become an important way of information dissemination. With
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its characteristics of being short, concise and easy to spread, it has quickly occupied people’s frag-
mented time. With the rise and popularization of short video platforms, its role in cultural commu-
nication and tourism promotion has become increasingly prominent. Hebei Fuxi culture, as an im-
portant part of the traditional culture of the Chinese nation, has a profound historical heritage and
unique cultural charm. This study analyzes the dissemination characteristics of short videos and
their impact on the shaping of tourism brand image, and combines the actual situation of Hebei Fuxi
culture to propose targeted brand image shaping strategies. The results show that through the pre-
cise dissemination, emotional resonance, interactive participation and serialized content strategies
of short video platforms, the popularity and influence of Hebei Fuxi cultural tourism brands can be
effectively improved, providing strong support for the sustainable development of the cultural tour-
ism industry.
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