ik H AR BR i B S RE ST
— R BAMERSS T- B B AT IR R

E, REE
THRINBINERFEBER S, | & T M 510545
DOI: 10.61369/RTED.2025120043

i E : EEREECRET, FEFENRESREERTH LNRBERRERA. AARRETNRFBARFLRSE
Atl#geE, FREEMNRAPEREENEERBFEZLOHNREER, RRBEEENERE, RITTREEN
MEBHRAELNIR. BRREKFHEERE, SrTHRER. OTATA, BESIEHK (SEO) RNESH
HEHSFRNNARRSIERNSG, FEHNEARELEMESEXCNMEETENTR. BAiFEPEREE
It E R IAREFEREENIR, BHTREEMEYN. ARCTCEREREFZFNEEDH, RHEHETHEEE
MEBSLERNCIHEE, BRAEIEEEREEMLEE. FABBTAXCESHERTF. URAREZ LA TESH
XALHcFERE, TEREREENTRE, fRSEANEIREBNEERHTREERES, RAERDRESRD
53URSINRHRBSE,

X @ i3 : REENREESR; HFURSTELS; EiRTR; mEEE

Research on Brand Image Building of Chinese Tourism Destinations in
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Abstract : Under the tide of global informatization, the brand image of China's rich tourism resources in the
international market is in urgent need of improvement. This study focuses on how to use the innovative
paths of digital service platforms to effectively shape and enhance the brand image of Chinese
tourism destinations in the minds of international tourists. Firstly, through literature review, the study
discusses the theoretical connotation, characteristics of tourism destination brand image and its digital
shaping paths, analyzes the application status and mechanism of social media, OTA platforms, search
engine optimization (SEO), content and community marketing, and points out the deficiencies of existing
research in platform collaboration and cross—cultural personalization. By evaluating the current situation
of brand image building of Chinese tourism destinations in the international market, it points out problems
such as vague brand positioning, serious homogenization and fierce international competition. It proposes
innovative paths based on community operation and cross—cultural communication, emphasizing the
establishment of exclusive communities for international tourists, in—depth understanding of the preferences
of tourists from different cultural backgrounds, and the development of online and offline integrated cultural
tourism communication to build Chinese tourism destination brands. The research aims to provide strategic
references for Chinese tourism destinations to effectively build brand images, enhance international market
competitiveness and cultural attractiveness.
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