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Abstract

In the era of rapid development in new media technology, the marketing model of tourist destinations
is undergoing unprecedented changes. Changbaishan, a renowned natural and cultural tourism
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destination in China, faces both opportunities and challenges in its marketing efforts amid the new
media wave. This article provides an in-depth analysis of the current state of Changbaishan’s tour-
ism marketing, accurately identifies the issues encountered during the application of new media,
and draws on successful domestic and international cases and theoretical research to propose tar-
geted marketing optimization strategies that align with the trends of new media development. The
aim is to provide theoretical references and practical guidance for enhancing market competitive-
ness and achieving sustainable development for Changbaishan, while also offering insights for the
new media marketing of similar tourist destinations.
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