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Abstract

With the advent of the omni-media era, the construction and dissemination of cultural tourism brand
images face new opportunities and challenges. The empowerment of omni-media in cultural tourism
brand communication has become an inevitable trend in the development of the tourism industry.
Among these developments, Hebei's cultural tourism brand “So Close, So Beautiful, Weekend in Hebei”
has achieved remarkable success in brand image construction and communication within the omni-
media environment, providing valuable insights for the construction and dissemination of cultural tour-
ism brand image. This paper takes Hebei's cultural tourism brand “So Close, So Beautiful, Weekend in
Hebei” as a case study to explore the strategies for constructing and disseminating cultural tourism
brand images from an omni-media perspective, while offering recommendations for its future devel-
opment and communication.
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