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Abstract

With the booming digital economy, the digital transformation of large traditional travel agencies is
imminent. This study, from the dual perspectives of data middle platform and user operation,
deeply analyzes the current status of digital transformation of large traditional travel agencies and
finds that although there has been progress, they still face problems such as difficulty in data inte-
gration and utilization and extensive user operation. With the help of data middle platform, multi-
source data can be integrated, data value can be mined, and market and consumer needs can be
accurately understood; strengthening user operation can improve user experience and loyalty.
Based on this, strategies such as building a perfect data middle platform system and user-centered
refined operation are proposed to help large traditional travel agencies accelerate digital transfor-
mation driven by smart marketing, enhance market competitiveness, and achieve sustainable de-
velopment.
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