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Abstract: as an important means to spread and infiltrate Chinese culture, tourism culture 
construction provides an important way to enhance the soft power of Chinese culture. The 
competition of urban tourism industry is increasingly fierce and the level of tourists' demand is 
constantly improving. Therefore, on the basis of consolidating its own tourism cultural strength, this 
paper intends to take the network publicity strategy as the starting point, and take the external 
publicity strategy of improving the soft strength of Qiqihar's tourism culture as the goal; through the 
research methods of literature, field investigation, comparative research, induction and summary, 
etc. This paper discusses how to build the brand image of the city's tourism culture soft power in 
Qiqihar, and summarizes the influence of the network propaganda strategy on the communication of 
the tourism culture soft power according to the results of the comparative study and questionnaire 
analysis, so as to improve the international competitiveness of the tourism culture industry. 

1. Introduction 
Soft power is a useful inspiration to understand how policy makers and public intellectuals 

actively build "China" and "world" [1]. Vlassis [2] studies the importance of cultural industry in 
enhancing the soft power of emerging countries, and tries to understand how cultural industry 
enables emerging countries to shape their international environmental structure. Through the 
development of domestic industries related to tourism and the provision of basic infrastructure, the 
potential of tourism in stimulating economic growth generally exists [3]. Tourism has become a 
symbol of tourism industrialization, and the characteristics of tourism industry and tourism products 
are the decisive factors of tourism advertising personality [4]. Each tourist destination tries to 
publicize its own city in its own way, but the traditional way of tourism promotion is not enough to 
promote the tourist destination [5]. With culture becoming the consumable of tourism, the rapid 
development of tourism also faces new challenges. In order to promote and interact with the 
differences and interactions between real experience in cultural destinations, Oliveira [6] uses the 
gap model of service quality as a reference framework to analyze the existing differences between 
publicity and experience in cultural destinations, and studies the methods used in the design of 
selection methods and the initial stage of investigation, including interviews and observation 
activities, to provide a detailed review of the reality. A more realistic framework. Huang [7] takes 
cultural tourism promotion as the basis of empirical evaluation on the basis of hypothesis variables, 
and uses the tourism data of 20 regions in Taiwan to test the proposed performance evaluation 
method of tourism promotion based on data envelopment analysis. 

Sambhanthan [8] discusses the application of information system in the promotion of online 
tourism, and focuses on the organizational factors that affect the use of e-commerce strategies. The 
characteristics of tourism industry and tourism products are the decisive factors of tourism 
advertising individuality. This paper reviews several theories of tourism product promotion, 
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especially the advertising works on traditional media and new media. Stoddart [9] Studies and 
analyzes media work such as TV advertisements, websites and newspaper articles, and provides 
more insights for tourism publicity by interviewing tourism operators and propagandists. KC [10] 
adopted the method of social network analysis, through a structured interview with 37 small 
wildlife tourism entrepreneurs from the pamliko Strait area, North Carolina, and believed that 
effective use of social network is very important. 

This paper tries to analyze the efforts and shortcomings of Qiqihar City in promoting its tourism 
culture from the perspective of attaching importance to the promotion of tourism culture. It also 
analyzes the adoption of various strategies to strengthen the international publicity of Qiqihar city's 
tourism culture, and provides credible and solid publicity strategies for Qiqihar city's tourism 
internationalization from various aspects. 

2. Method 
2.1 Overview about the Soft Power of Tourism Culture 

The soft power mainly refers to the intangible influence of a country relying on the inspiration of 
cultural values, political concepts and other resources. The soft power of tourism culture is 
gradually formed in the cultural comparison, image marketing and tourism product competition 
between the host and the guest, and finally realizes the ability to modify the cultural preference of 
tourists and make them identify with the culture of tourism destination. The soft power of tourism 
culture is the main component of regional tourism comprehensive competitiveness, which can 
provide spiritual power and intellectual support for the promotion of regional comprehensive 
strength. The soft power and hard power of tourism together constitute the tourism competitiveness. 

Tourism culture includes ecological culture, historical culture, humanistic culture, folk culture, 
etc. As an important means to open the door to spread and penetrate Chinese culture, tourism 
culture is an important way to enhance the soft power of Chinese culture. Therefore, the core of 
building the soft power of modern tourism culture is to highlight the subjectivity of culture, that is 
to say, taking cultural innovation as the core, tourism industry as the carrier, creating cultural 
tourism boutique and tourism brand as the means, promoting the sustainable development of 
tourism industry and the overall progress of society by enhancing cultural competitiveness. 

2.2 The Problems in the Development of Tourism Culture in Qiqihar 
2.2.1 Insufficient integration of tourism resources 
Qiqihar's cultural tourism resources, eco-tourism resources and folk customs tourism resources 

have very low utilization rate. Qiqihar city has rich tourism resources, regional tourism forms and 
tourism service contents are seriously homogenized, and its cultural characteristics are not obvious. 
Due to the lack of exploration and development of tourism resources and the low degree of 
integration of tourism resources, the tourism scenic spots act independently, which greatly weakens 
the role of tourism in the integration of regional economy and regional culture. 

2.2.2 Low digitalization of tourism informatization 
The main body of tourism industry in Qiqihar is only the relevant node in tourism industry, lacking 

cultural connotation. It is impossible to integrate a complete tourism information process or tourism 
information chain relying on the tourism culture of the city. The network propaganda consciousness 
of tourism service is not strong, and the construction of tourism digitalization is basically in a blank 
state. Tourists can not directly understand the local cultural subject through tourism products 

2.2.3 Low integration of tourism and media industry 
Although Qiqihar city has high-quality tourism resources, it lacks continuous publicity and core 

publicity platform, and the publicity of tourism culture is lack of innovation and relatively scattered, 
so the communication power and influence are also limited. In the process of integrating traditional 
media and new media to form the whole media, it is difficult to accumulate cross industry resources 
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of tourism culture publicity and provide tourists with all-round and multi-level tourism culture 
information. 

2.3 Construction of Tourism Culture Publicity Strategy based on Network Platform 
In order to publicize the tourism culture of Qiqihar City, increase the spread of tourism culture, 

improve the international competitiveness of tourism culture industry, so as to enhance the tourism 
soft power of Qiqihar City. This paper constructs a new media way of tourism culture publicity 
based on network platform: tourism culture display website, new media technology display, mobile 
platform display and other major publicity strategies. 

2.3.1 Strengthen the website publicity of Qiqihar tourism culture 
When tourists choose their destination, they will try to understand all aspects of the destination 
more comprehensively, deeply and concretely. The display of tourism culture website is one of the 
best platforms for tourists' interactive participation. We can comprehensively publicize the tourism 
culture through the website, scenic spot characteristics, historical culture and other contents of the 
tourism destination, convey the consistent brand image of the destination, and strengthen the 
effective use of local culture and resource characteristics. 

2.3.2 Using new media technology to dynamically spread the tourism culture of Qiqihar City 
The new media will transform the city's unique tourism cultural resources into a digital display 
mode combined with traditional characters, graphics, animation, video, music and other elements, 
making it a more dynamic and interactive promotion and communication. It expands and enriches 
the artistic rendering power and experience of tourism culture. 

2.3.3 Optimize the publicity strategy of foreign tourism culture with the help of mobile 
platform 
Using microblog, wechat, tourism app and other new media platforms to build a tourism culture 
display platform, push and attract tourists to interact directly through the network's Micro platform, 
and answer tourists' questions in time. It can accelerate the rapid spread of tourism culture, improve 
the international competitiveness of tourism culture and enhance the soft power of tourism in 
Qiqihar City through forwarding and spreading. 

3. Research Design 
3.1 research Methods 

This study will take the network propaganda strategy as the breakthrough point, take improving 
the external propaganda strategy of Qiqihar's tourism culture soft power as the goal; discuss how to 
build the brand image of the city's tourism culture soft power in Qiqihar city through the research 
methods of literature, field investigation, comparative research, induction and summary, and 
according to the conclusion of comparative research and questionnaire investigation and analysis. 
Finally, it summarizes the influence of network propaganda strategy on the soft power of tourism 
culture. 

3.2 Questionnaire Design 
Tourists from several main parks, amusement parks, scenic spots, industrial parks and science 

and technology museums, which can reflect the publicity of tourism culture, are investigated in this 
paper. Using randomly selected samples to fill in the questionnaire, let the interviewees enter the 
web questionnaire page to fill in, which can ensure the better validity of the questionnaire. The main 
part of the questionnaire is about Tourists' perception, attitude and behavior of Qiqihar city tourism 
culture. This paper makes a comparative analysis of the collected data, as well as descriptive 
analysis, and draws relevant research data and conclusions. A total of 580 online questionnaires 
were received, 30 invalid ones were eliminated, 550 effective ones were eliminated, and the 
effective rate was 94.8%. The main parts of the questionnaire are shown in Table 1. 
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Table1 Main components of the questionnaire 

Variable Degree Number Constituent 
Ratio 

Gender Male 373 67.80% 
Female 177 32.20% 

Education Master degree and below 351 63.8% 
Doctor degree and above 199 36.2% 

The Reasons for Tourism 
Recreation & Entertainment 262 47.6% 

Relieve the stress 182 33.1% 
Enrich the life experience 106 19.3% 

Publicity and communication 
Strong 268 48.8% 
weak 102 18.5% 

medium 62 11.3% 

Income status 
<4000 43 8.8% 

4000-6000 360 65.5% 
>6000 147 26.7% 

Have seen the tourism image 
promotion film 

Yes 508 92.3% 
NO 42 7.7% 

Service satisfaction 
Good 386 70.2% 
Weak 123 22.4% 
Bad 52 9.5% 

The way of getting the tourism 
information 

Newspapers and magazines 49 8.9% 
The Related websites 351 63.8% 

Self-media (Weibo, wetchat, short 
video, client) 150 27.7% 

3.3 Analysis Indicators 
This paper mainly analyzes the effect of network publicity in Qiqihar city from three aspects of 

tourists' perception, attitude and behavior to the city's tourism cultural image. It is mainly used to 
analyze tourists' perception of Qiqihar's urban tourism culture communication after network 
publicity, their emotional attitude after receiving tourism culture publicity information, and the 
behaviors caused by tourists' attitude towards urban tourism culture publicity. It is the analysis 
index of this paper which is shown as Table 2. 

Table2 Three-level analysis index elements 
index Description 

Perception The perception of Qiqihar City Tourism Culture Communication 

Attitude The response to the experience of tourist destination 
The emotional attitude after accepting the propaganda information of tourism culture 

Behavior Willingness to revisit 
willingness to recommend 

4. Investigation and Analysis on the Effect of Tourism Culture Publicity based on Network 
Publicity Strategy 
Based on a large number of in-depth data mining of network information, this paper analyzes five 

factors that affect the publicity effect of Qiqihar's urban tourism culture according to relevant data, 
namely, publicity subject and object, publicity content, publicity channel and feedback effect 

4.1 Impression of Qiqihar City Tourism 
The 550 tourists are surveyed for the impression of Qiqihar, which all think that the city features 

good cultural construction, distinctive national characteristics and more natural landscapes, which 
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account for 25.17%, 23.73% and 20% respectively. The last three places in the perception of 
Qiqihar’s urban impression are city popularity, clean and tidy urban environment, and others 
(unheard of), accounting for 0.2%, 0.83% and 2.10% respectively. It can be seen that the tourists 
think that the overall popularity of Qiqihar city is low and the urban environment is poor. Therefore, 
we should continue to highlight the national characteristics of the city and the natural landscape of 
the city when the image of urban tourism is spread in order to improve the urban environmental 
conditions.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure1 survey of city general impression perception 

4.2 Perception of Communication Channels of Qiqihar's Urban Tourism Culture 
Among the 550 people surveyed, 49 learned about the city's tourism culture through newspapers 

and magazines, 351 learned about the city's tourism culture through related websites, and 150 
learned about the city's tourism culture through self-Media (Weibo, wetchat, short video, client), as 
shown in Figure 2. It can be seen that most tourists get urban tourism information mainly through 
related tourism websites, followed by new media technologies (microblog, wetchat, short video, and 
clients). In the process of tourism culture publicity, we cannot ignore the tourism group of 
interpersonal communication and students' study. 

 
 

Figure 2 The source of tourists' propaganda on tourism culture 

4.3 Tourists' Sharing Attitude Towards Tourism Culture 
Most of the 550 tourists surveyed are willing to share the travel in Qiqihar City, of which video 

sharing accounts for 56%; micro blog and wetchat sharing account for 43.70%; text sharing 
accounts for 22.30% (multiple choice questions), which are shown in Figure 3. Tourists often leave 
beautiful memories by taking photos or recording small videos while traveling. The emergence of 
network-based media such as buffeting, short video and so on not only enriches the way of tourists 
sharing tourism experience, but also shows the city's tourism cultural resources vividly to potential 
tourists. Therefore, the urban tourism culture communication can adopt the way of combining 
pictures and videos to spread quickly through the network, so the communication effect will be 
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more effective. 

Figure 3 A survey of tourists' sharing ways 

5. Conclusion 
With the rapid development of network and new media, the traditional tourism destination 

publicity and marketing methods cannot meet the development of urban tourism culture. Based on 
the analysis of the problems existing in the promotion of Qiqihar's tourism culture at the present 
stage, according to the existing theoretical knowledge and combined with the specific practice, this 
research adopts the methods of literature, field investigation, comparative research and inductive 
summary to explore and construct a tourism culture promotion strategy based on the network 
promotion strategy, and then guide the tourism cultural construction of Qiqihar. According to the 
results of comparative study and questionnaire analysis, this paper summarizes the influence of 
network propaganda strategy on the soft power of tourism culture. In order to strengthen the 
international publicity of tourism culture in Qiqihar City, pay attention to the details, and provide 
credible and solid publicity strategies for the tourism internationalization of Qiqihar city from all 
aspects. 
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