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Abstract

In the process by which the digital economy reshapes the rural tourism ecosystem, policy guidance
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and market demand jointly constitute a dual driving force. This dynamic not only generates new
momentum for the growth of rural tourism but also highlights a critical tension between the low
efficiency of traditional modes of emotional transmission and the untapped potential of digital tech-
nologies. Grounded in the interactive relationships among the digital economy, emotional value,
and digital marketing, this study proposes an analytical framework comprising three interrelated
dimensions—information dissemination, personalized recommendation, and social interaction—
to examine the pathways through which digital marketing in rural tourism facilitates emotional
value creation. It further elucidates the dynamic evolutionary process through which emotional
value transforms from a transient experience into enduring identification. By developing an inno-
vative and explanatory theoretical model, this research provides valuable insights and references
for policy design as well as for tourism enterprises seeking to enhance emotional value transmis-
sion and achieve more efficient operations.
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