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Abstract

The development of the Internet has brought new changes to tourism, and cultural tourism is a
form of tourism that has attracted much attention. The marketing of cultural tourism products, as
the core component of cultural tourism, shows great potential under the Internet background.
Based on the current situation of cultural tourism products in Qingyan Ancient Town, specific
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paths are proposed from the aspects of marketing methods, consumer experience, brand IP, etc.,
to inject vitality into the economy of Qingyan Ancient Town.
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