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Abstract. As an emerging field integrating culture and tourism, study tours 

combine education with travel experiences. Enhancing digital marketing is cru-

cial for the industry's high-quality development.  This research examines the 

Sanxingdui Museum as a case study, applying brand communication theories and 

empirical methods to analyze digital marketing challenges and optimization 

strategies for study tour destinations.The study identifies significant issues in the 

museum's digital marketing, including content homogenization, limited distri-

bution channels, insufficient study elements, and lack of international perspec-

tive. To address these challenges, this paper proposes a "dual-wheel drive" op-

timization model featuring a three-level content matrix and a "1+3+N" channel 

system. By strengthening brand consistency, enriching study-specific content, 

innovating technology applications, and expanding global outreach, the model 

provides a practical pathway to enhance digital marketing efficiency. These 

findings offer specific strategic recommendations for the Sanxingdui Museum 

while providing a replicable framework for similar cultural and tourism institu-

tions undergoing digital transformation. 
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1 Introduction 

1.1 A Subsection Sample 

China's cultural-tourism integration strategy positions study tours as a key vehicle for
bridging formal education and social practice, combining knowledge dissemination
with cultural heritage preservation. Supported by national policies promoting holistic
student development, the sector is transitioning from niche initiatives to mass partici-
pation, with growing engagement from silver-haired participants[1]. As highlighted in
national development reports, the focus has shifted toward cultivating high-quality,
value-added experiences through deeper resource integration.

In an era shaped by digital technologies like AI and big data, effective digital mar-
keting has become crucial for enhancing the competitiveness of study tours and
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meeting evolving consumer demands[2]. Leveraging internet platforms enables the
sector to maximize its dual educational and tourism functions while advancing toward
sophisticated marketing approaches[3].

This study examines the Sanxingdui Museum as a representative case, utilizing the
ROST CM6 analytical tool to assess its current digital marketing performance. The
research identifies existing challenges and proposes targeted strategies to support the
museum—and similar cultural institutions-in achieving high-quality development
through optimized digital engagement.

2 Analysis of the Current Situation of Digital Marketing

Based on the theories of brand communication and integrated marketing, this article
analyzes the current situation of digital marketing of the Sanxingdui Museum in
Guanghan from three aspects: official website marketing, mobile platform marketing,
and search engine marketing.

2.1 Official Website Marketing

The official website of Sanxingdui Museum, as the core platform for digital marketing,
currently features three major modules: homepage display, public services, and in-
formation announcements[4]. The website has three prominent problems: insufficient
brand consistency, inconsistent style between the official website and platforms such as
Weibo and wechat, academic language for introducing cultural relics, which contrasts
with the relaxed style of new media. The low degree of internationalization, the lack of
an English version and a column for overseas activities, affects the effect of cultural
output. Weak interactivity and channel coordination, lack of UGC sections and social
media entry points, and information on study Tours has not been synchronized across
platforms, which restricts the overall communication effectiveness.

2.2 Mobile Platform Marketing

In terms of mobile digital marketing, although the Sanxingdui Museum has made
plans for Weibo, wechat and multiple mini-programs, there are still problems of in-
complete platform coverage and insufficient functional coordination. The content on
Weibo is lightweight but the interaction is limited. The posts on wechat are homoge-
neous and the supply of study and research content is insufficient. The four
mini-programs with scattered functions have also failed to form effective interaction.
The various platforms lack differentiated operation and traffic closed-loop design,
with high content repetition rates and ambiguous user profiles, making it difficult to
achieve precise reach to the target groups[5]. At the technical application level, the
lack of immersive experiences such as AR/VR and the weak ability of personalized
recommendation have restricted the improvement of the overall marketing effect.
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2.3 Search Engine Marketing

A survey of mainstream travel websites shows that there are obvious deficiencies in
the online marketing of the Sanxingdui Museum. Most of the introductions to scenic
spots are presented in similar text, and only a few platforms are equipped with videos.
Digital touch points are scattered and lack coordination. The content across various
channels is highly homogeneous, and a differentiated strategy has not been formed,
resulting in low user reach efficiency. Meanwhile, there is insufficient integration and
interaction among platforms, and the search engine marketing methods are monoto-
nous[6]. The exposure of related content such as "study Tours" is extremely limited,
reflecting that its marketing attention and investment in the field of study Tours are
both insufficient.

3 Network Text Analysis

3.1 Word Frequency Survey Statistics

In this paper, the "Word Frequency Analysis" function in ROST CM6.0 software is
adopted for word frequency analysis. Words with similar meanings are merged, and
then the top 10 high-frequency words are obtained(Table 1).

Table 1. The top 10 high-frequency feature words in the sample text.

Feature word Word frequency Feature word Word frequency
Sanxingdui 1342 Archaeology 331

Bronze 612 Display 288
Cultural relics 486 sacrifice 260
Civilization 376 be unearthed 256

Culture 360 Museum 219
At present, the digital marketing content of the Sanxingdui Museum is highly con-

centrated on core resources such as cultural relics and bronze wares. Although it high-
lights its professionalism and uniqueness, it fails to effectively distinguish between
research and study groups and cultural tourists and other segmented markets. The
content of dissemination is overly focused on the functional attributes of cultural rel-
ics, lacking in-depth narratives of emotional connection and cultural symbolic signif-
icance, which leads to a single brand association and insufficient perception of the
mission of "Guardian of ancient Shu civilization". Meanwhile, the low frequency of
keywords such as "study Tours" and "social education" reflects its weak marketing
efforts in the important market of study Tours and fails to fully unleash its potential as
a high-quality educational resource.

3.2 Keyword Feature Analysis

The high-frequency words in the digital marketing of the Sanxingdui Museum are
mainly terms such as "Sanxingdui", "cultural relics", and "bronze", highlighting its
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core cultural resources. Adjectives such as "rich" and "mysterious" enhance the charm
of the collection and the historical suspense. Verbs such as "show" and "experience"
emphasize interactive participation. Although the overall content has constructed a
unique cultural space image, it has not connected and specifically promoted elements
such as cultural relics and archaeology with "study Tours" as the main line, resulting
in the failure to effectively release its potential in the youth education and study tour
market, and missing an important opportunity to enhance cultural influence and pub-
lic education functions.

3.3 Semantic Network Analysis

The strong association of "Sanxingdui - Cultural relics - Excavation" indicates that
marketing is highly focused on archaeological discoveries and physical displays. Alt-
hough it can attract history enthusiasts, the emotional connection and cultural symbol
value development of "Ancient Shu civilization" are insufficient. The content of dis-
semination tends to emphasize rational cognition, lacking a sense of mystery and
spiritual resonance. Meanwhile, the weak connection between keywords such as
"study Tours" and "social education" reflects that cultural resources have not been
effectively transformed into educational experiences, which restricts their potential in
areas such as youth education and public cultural dissemination[8].

3.4 Emotion Analysis

Sentiment analysis aims to determine whether the sentiment type of a text is positive,
negative or neutral by analyzing its content[7]. The results of the sentiment analysis are
roughly as follows(Table 2):

Table 2. Emotion analysis results.

Emotion type Proportion Type of segmentation Word frequency
Normal (0-10) 25.40%

Positive emotions 81.84% Moderate (10-20) 32.99%
High (above 20) 23.45%

Neutral emotions 16.04% - 16.04%
Normal (0-10) 2.03%

Negative emotions 2.12% Moderate (10-20) 0.09%
High (above 20) 0.00%

In its marketing efforts, the Sanxingdui Museum focuses on conveying positive
emotions. Through carefully planned content, it has successfully created a pleasant and
uplifting cultural atmosphere, effectively enhancing the public's interest in recognizing
the Sanxingdui culture and their brand favorability. Although negative words such as
"overtime" and "tired" occasionally appear, they are mostly presented in a humorous
and witty context. This not only does not weaken the overall positive tone but also
enhances the emotional connection with the audience in a relaxed way, further
strengthening the brand's affinity and communication appeal.
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4 Conclusion

The Sanxingdui Museum's digital marketing efforts face five key challenges:
Content consistency: Posting frequency remains unstable across platforms, partic-

ularly on WeChat Official Accounts, resulting in limited high-quality content produc-
tion and low follower engagement.

Substance deficiency: While adopting a more humorous communication style,
most posts lack substantive content and fail to effectively integrate study tour ele-
ments, underutilizing the museum's educational advantages.

Platform adaptation: Marketing content appears homogenized across different
platforms without customized strategies that account for each channel's unique char-
acteristics and user demographics.

Channel diversification: Current marketing channels remain limited.  Mid-
dle-aged audience engagement suffers from insufficient WeChat and Douyin content,
while the museum completely misses opportunities to connect with younger de-
mographics through platforms like Xiaohongshu.

5 Marketing Optimization Strategy

5.1 Build an Integrated Official Website of "Brand - Content -
Technology"

Unify the "bronze green + ivory white" visual system, add multi-language versions and
English services, and enhance the internationalization level. Set up a "Research and
Study Dynamics" column, combining videos and graded reading of cultural relics to
enhance the depth of content. Introduce VR exhibition halls, AR scanning and online
live interaction, break through cross-platform reservation and data closed loop, and
achieve an integrated online and offline experience.

5.2 Establish a "1+3+N" Intelligent Marketing System

Implement differentiated operation of the platform: Weibo focuses on hot topics and
interaction, wechat delves into research and study columns and intelligent services, and
mini-programs integrate practical functions such as AR navigation. Build a content
matrix ranging from popular science to in-depth content, integrating short videos, VR
archaeology and other forms, relying on intelligent algorithms to achieve personalized
recommendations, and form a closed loop of "check-in - content - rewards" through
cross-platform interaction.

5.3 Create High-Quality Study Tour IP to Highlight the Characteristics

Centering on core cultural symbols such as "Ancient Shu" and "Bronze", build dis-
tinctive research and study content and product chains. Adopt vivid forms such as
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native videos to enhance the appeal and authenticity of the content and strengthen
brand recognition.

5.4 Segment Customer Groups and Enhance Immersive Experiences

Implement precise marketing for different tourists: Weibo enhances stickiness through
super topics and stories; Wechat deepens interaction with chatbots through thematic
tweets. Xiaohongshu has opened an official account to attract young people with study
tour content.
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source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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