BOWEE SIS HIN & MR 7SR B
Ry st

TR, FHIB
=MERIARZE R, Hilt =M 730070
DOI:10.61369/IED.2025100004

i E : HRSWREZEFEFEFEESHLR, SREHEAEERBRARUTE. REKBENEZW. HBRBERREEDMN
B, AXETREERRLCSHIFERNAFREY, RAZFERLZWRFEREER, HED “BRUNSTESR" &
“BIBCEEEE” INERBREZ. ARAN, BEEESXHERENENEER, BESRABFENBERILG
5iEi2RE; MEIETRER, BUESROEGNEIENR, EENMELNRENTEM, TIMEHKRAE
St AXLIEHRBESIRERGIASHENSR, WIETZEXTRARBIRY. IBBRAF R RERHEELR
HNESHY, EEAAEBRLEMX 2 RENSFURRERMBILZIESSIRE,

x @ i3 : HRZNKRE SUNEE; BIREN; KiER)
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Abstract : Gansu's rural tourism resources are abundant but dispersed, and the current marketing model faces
structural problems such as serious content homogenization, decision-making relying on subjective
experience, and broken conversion links. Based on narrative transmission theory and data—driven
decision models, this paper deeply analyzes the pain points of rural tourism marketing in Gansu
and proposes a dual breakthrough path of ‘contextualized content reconstruction' and 'data—driven
precision operation.' The study finds that by mining regional cultural stories to create immersive
scenarios, the emotional resonance and memory depth of tourists can be significantly enhanced;
while establishing a data loop based on core indicators such as completion rate and conversion rate
can effectively avoid the blindness of experience-based decisions and achieve dynamic optimization
of marketing strategies. Using typical rural tourism cases in Gansu as empirical examples, this paper
verifies the significant effectiveness of this model in enhancing brand exposure, increasing user
stickiness, and promoting consumption conversion, aiming to provide theoretical support and practical

paradigms for the digital transformation of rural tourism in underdeveloped western regions.
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