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Abstract

This study takes the gardens of the Jiangsu section of the Grand Canal as a case study, and uses lit-
erature analysis methods to study the development principles of garden culture study tour products,
the design of garden culture study tour product routes, and the new media marketing strategies of
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garden culture study tour products in the Jiangsu section of the Grand Canal. The principles of study
tour product design are proposed, and the Yangzhou gardens are used as a specific case study to
plan and design study tour routes. Finally, a new media marketing strategy for garden culture study
tour products is proposed.
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Table 1. Overview of Yangzhou Garden study tour routes
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