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Abstract: New media is the digital media, which carries mass information and is spread in a 
fragmented and virtualized way, and it has become the main medium for tourists to obtain tourist 
information. This paper takes the new media operation work of scenic spot as the research object, and 
analyzes the operation strategy of the scenic spot from establishing the operation team, constructing 
the operation system and building the operation channel system three aspects to provide some 
references for the development of new media of scenic spot. 

1. Introduction 

New media is the media form which is different from newspaper and television and other 
traditional media, such as Weibo, WeChat, Tik Tok and Toutiao, etc. According to relevant statistics, 
the number of registered users of WeChat has exceeded 927 million, and the number of active users 
has reached 549 million; the number of monthly active users of Weibo has exceeded 400 million, 
while the number of monthly active users of short video platforms led by Tik Tok and Kuaishou has 
exceeded 200 million. Mobile new media has become the medium for consumers to use most 
frequently, most dependent, and most convenient to obtain information, therefore, each industry is 
actively carry out new media operations, and the tourism industry is no exception. Since 2014, many 
tourist spots have begun to focus on new media work, establish new media platform for daily 
operations and maintenance, brand communication, event marketing, festival activities, etc., but the 
marketing results achieved are uneven. The value space of new media marketing in tourist spots has 
not been fully valued and utilized. In order to do a good job of new media operation of the scenic spot, 
we can start from the following aspects: 

2. Build New Media Operation Team of Scenic Spot 

The professional management team is the basis for the operation of new media of scenic spot, 
which is an indispensable condition for the development of the scenic spot. Tourism is a high-quality 
lifestyle, and the new media of scenic spot is the carrier of this high-quality life. Therefore, the 
content created on this platform must conform to the taste of high quality lifestyle. The abilities 
required by the operator are: 

1. Writing expression ability. the operators are the bridges that communicate with inside and 
outside scenic spot, on the one hand, when writing the plan and communicating with other internal 
departments, they can also use the words to express their ideas completely and clearly; on the other 
hand, the activity rules, service explanations, questions and answers for tourists also need excellent 
expression skills to avoid misunderstandings of tourists. 

2. Project management ability. In the process of new media operation, each project usually 
involves multi-department cooperation and resource integration, the promotion of the project requires 
planning, communication, collaboration, execution, feedback, etc., so the operators need to have 
certain management ability. 
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3. Interpersonal communication ability. Operators bear the bridge role, and it is necessary to have 
internal and external interpersonal communication ability. 

4. Tourist insight ability. Being able to sharply observe the needs, psychological state, and interest 
points of the visitors from the details and so on, and make targeted operational content, and cause 
explosive effect. 

5. Hot spot follow-up ability. The new media is characterized by fast information update speed and 
top ranking contents are highly focused. Therefore, the ability to explore and follow up hot spots, 
especially the ability to combine hotspots with scenic spots is particularly important. In addition, the 
selection of hotspots requires the operator to have timely and accurate judgment ability. 

6. Channel integration ability. New media operators want to maximize their operational results and 
need to continuously integrate internal and external channels, for example, internal offline activities, 
platform advertisements, online account etc.; external channel such as cooperative enterprises, 
industry websites, and popular we media, etc. 

7. Data analysis ability. Based on the characteristics of new media, there are a lot of data about 
tourists, products and services in the operation process, it is the basic ability that operators need to 
organize and analyze these data and use them to improve their work. [3] 

The new media of scenic spot has high reading and attraction, the qualified new media operators 
are not only product research experts, but also need to have tourists' thinking, love and deeply 
understand the products and services of the scenic spot, they are also brand marketing experts, can 
build a three-dimensional communication system, and use the product's thinking to meet tourists ' 
needs and serve tourists. 

3. Build New Media Operation System of Scenic Spot 

In recent years, the number of domestic tourists has continued to increase, and domestic tourism 
income has presented double-digit growth, vicinity tour, fragmentation, and local play have become 
important features of tourists' behaviors. Most tourists are more inclined to use their mobile phones to 
inquire about guidance, look up reviews, make choices, and determine trip, therefore, the scenic spots 
must effectively use new media means and resources to gain consumers' attention and pay attention to 
the operation of users, contents and activities. [2] 

1. User Operation 
The new media operation of the scenic spot in order to find own network users, first need to draw 

user portraits and refine the user labels, which is mainly considered from three aspects: 
(1) User fixed attributes, including basic characteristics of the users, for example, age, gender, 

address, education, income, etc.; 
(2) User path: including the user's special preferences, such as commonly used tour software, 

websites, trip modes, tourist types, etc.; 
(3) User scenario: it is mainly when the user usually consumes the scenic spot product or service. 
The new media of scenic spot in order to do a good job in user operation work, it must mainly 

complete the following four tasks: 
(1) Look for new customers: promote scenic spots through WeChat, Weibo, community, forum, 

offline and other channels, invite new users to pay attention to or participate in scenic activities, the 
purpose is to increase the total number of users. [4] 

(2) Promote activity: through friendly new hand tutorials, rich creative content, and interesting 
user activities and so on, users can actively and spontaneously spread the content of the scenic spot 
and enhance user activity. 

(3) Retention: user data is analyzed through the background, retain users in the form of planning 
scenic activities, increasing services or distributing benefits, reducing user loss and improving user 
retention rate. 

(4) Conversion: after had a certain active user, try to guide the user to the scenic spot consume or 
purchase related tourism products through various activities, and improve the user conversion rate. 
[5] 
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The effect of new media operations of scenic spots is generally evaluated by the number of fans, 
the number of readings, the number of conversions and other indicators, these indicators are directly 
proportional to the total number of users, so it is necessary to pay attention to the expansion of new 
users and the improvement of high-quality users.  

2. Content operation 
The content operation of the scenic spot mainly is complete operation process by using new media 

channel; present the information of the scenic spot in front of the user in the form of word, image or 
video, and stimulate user to participate, share and disseminate. In order to design content that can 
impress users, it is necessary to meet the user's pain point, and well-designed text, pictures, videos, 
etc. It is usually completed from five aspects: channel user portrait, user scene disassembly, user pain 
point mining, solution description and content detail polishing.  

(1) Channel user portrait: analyze the user characteristics of this platform channel, sort out the 
keywords, and create new media content of this channel. 

(2) User scene disassembly: study user images, continue to analyze service demand scene of the 
targeted customer in depth, and record in the form of flowcharts and worksheets and so on. 

(3) User pain points tap: according to the scene disassembly, look for user pain points, tap the tour 
services that users may need or inconvenience or dislike of existing services. 

(4) Solution description: in allusion to the users' pain points, it is necessary to match the scenic 
spot service or product, and refine the solution of the scenic spot. 

(5) Content detail polishing: through the above work, the solution that meets the user's 
characteristics can be extracted, which is also the bright points of the scenic spot. Finally, polish the 
details, design posters, write advertorial, and shoot videos etc. 

Content operation plays a crucial role in the overall effect of the new media operation of scenic 
spot, it is conducive to enhance the popularity of the scenic spot, and also helps to enhance the user's 
participation sense and greatly improve the overall marketing quality of the scenic spot. [1] 

3. Activity operation 
Scenic activity operation refers to systematically carrying out one or a series of activities around 

the target of the scenic spot; four key links are paid close attention to: phase planning, game design, 
process execution and effect evaluation. 

(1) Work out phase plan 
The activity plan of the scenic spot generally takes year as unit, according to the characteristics of 

the scenic spot and brand positioning; the annual activity plan is designed in advance. On the one 
hand, the overall framework for year-round activities can reduce the randomness of operations, 
prevent ''embrace Buddha's feet and pray for help in time of emergency'', and constantly pursue hot 
spots without the main operational lines of the scenic spots; on the other hand, work out the 
year-round activity plan, arrange time flexibly, prepare posters for events in advance, activity copy 
and other materials. [6]Make a good stage plan: first of all, we should design the theme of the annual 
activities in combination with the overall goal of the scenic area in the next year. The theme of the 
annual event is the main line of new media activity throughout the year, and all the scattered activities 
will be built around it. The posters, copywriting, video in details implementation, etc., its style needs 
to be designed around the main line; secondly, the overall operational planning is integrated, design 
the monthly activity theme, activity form, activity play are designed; finally, it is necessary to predict 
and evaluate Internet hotspots, design hot activity planning of scenic spots. For example, sudden hot 
spots - star events, social events, etc., regular hotspots- traditional festivals at home and abroad, 
online festivals, hotspot time and so on. It should be noted that there are many hot spots throughout 
the year, it is necessary to select activities related to hot spots of scenic spot. 

(2) Play design: The play of operational activities must be closely linked to the activity target of 
the scenic spot; moreover, when designing the play, it is necessary to fully consider user features, the 
channel features, and the scenic spot features. In addition, the game design process should be tested, 
versatile tap game loopholes, and avoid risks. While designing the play, it is necessary to quantify the 
target data and monitor the activity. 
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(3) Process execution: gradually execute according to the predetermined plan, closely monitor the 
data, if the expected target is not achieved or unexpected situations occur, the plan is started in time, 
the process is adjusted, and the risk is eliminate. 

(4) Effect evaluation: the activity effect is evaluated according to relevant indicators, the activity 
experience is archived and it is convenient for continuous improvement later. 

The operation of the scenic spot first clearly defines itself, and the clear positioning is the direction 
and boundary of all operational actions. According to the theme of the scenic spot, the target tourists 
are identified, the user system of network operation is built, tourism products are developed, content 
and activities are planned, and all the details must reflect the relevance of the scenic spot, increase the 
recognition of each platform and the trust of tourists, and then finally do a good job in new media 
work of scenic spot. [7] 

4. Build Operation Channel System of New Media of Scenic Spot 

The new media marketing platforms mainly include online community, WeChat, Weibo, and 
network video, etc. The most used by tourism users, including WeChat, Weibo, online community, 
various tour websites, scenic official website, micro video, webcast, virtual experience and so on. [8] 
Faced with many platforms, from the perspective of the use of scenic spots, it can be summarized as 
three major parts: tourism network promotion, tourism e-commerce and integrated marketing. 

1. Tourism network promotion 
The mobile Internet hand the media operation rights to the tourist spots. In foreign scenic spots, 

Facebook and Twitter pages are provided, in China, the current new media standard is generally 
WeChat, Weibo, and Tik Tok three platform, on these social platforms, tourists can share their tour  
experiences with pictures, texts, videos, etc. anytime and anywhere, and improve the "user's 
engagement." These platforms only need to the scenic spot register and identify, and then can create 
content. For example, the official WeChat public platform of Sichuan Mount Emei; there are three 
sections in menu bar: ''wise counsel'', ''smart Guides'' and ''particularly interesting'', which can timely 
guide the tourism guides, ticket reservations, scenic spot guide, weather information, entertainment 
and diet, etc. are passed to the users. [9]This kind of information platform with texts and pictures can 
provide a fast communication channel between tourists and scenic spots managers, which plays a 
positive role in the promotion of scenic spots and can also provide visitors with all-round timely 
services. In addition, we media of scenic spot also include traditional official websites and apps. 

The network propaganda of the scenic spot also has news and tour network community. Among 
them, Toutiao, Sohu News, Phoenix News and other news information aggregation APP, as well as 
Mafengwo, Baidu tour, lotour tour network and other subdivided, personalized online community 
have become the entrance for users to understand the brand information of tourist spots. In particular, 
these tour network communities have high levels of entertainment and participation, and it is easy to 
bring together tourists with common interests and hobbies, strengthen emotional communication 
among users, and form public praise communication in interaction. The scenic spots should pay 
special attention to the important role of community opinion leaders in network promotion. [10] 

2, Tourism e-commerce 
Mobile product reservation is becoming the choice of more and more users, CTRIP, Mafengwo, 

Qunar, Tuniu, Fliggy and other OTA rank high in 2018 smart travel service platform TOP50. In these 
OTAs, especially on the mobile side, tourist spots must settle their own information and release 
related products; otherwise they will lose the entrance to the mainstream users. 

3. Integrated marketing 
The new media marketing work of scenic spot is not carried out independently through various 

channels. It needs to complement the other scenic spots or industries in the region, integrate 
marketing, promote each other's development, even in the case of enough marketing funds; it can 
combine with traditional media marketing to form an all-around marketing. This integrated package 
can be scenic spot and hotel, skiing and hot springs, town and shopping. In fact, fans in each vertical 
industry or other scenic spots are important potential consumer groups of scenic spot, the integrated 
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three-dimensional marketing will be a huge platform for publicity and interaction of scenic spots. For 
example, the Sichuan tourism K project, this event was launched from July 2014 to April 2016, 
thirty-seven tourist routes highly recommended by Sichuan tourism associations or ''backpacker'' 
were released with one thousand days, the integration of Sichuan's rich and colorful tourism resources 
are realized. Through the marketing forms in the K plan, in allusion to various tourist needs of 
domestic and foreign tourists, guided by the tourism competent departments, the interactive 
experience of tourists is driven, make the participating tourist spots benefit from multiple aspects, and 
make the tourists' eyes brightened 

Conclusion 

To sum up, the operation of the scenic spot must first clearly define itself, and the clear positioning 
is the direction and boundary of all operational actions. According to the themes of the scenic spots, 
the target tourists are recognized, user system for network operation is built, tourism products are 
developed, contents and activities are planned, and various social platforms, tourism websites, video 
websites are used to carry out various promotion and user interaction and so on. The unity of the 
theme of the scenic spot is emphasized, and all the details reflect the relevance of the scenic spots, the 
recognition of each platform and the trust of the tourists are increased, then finally the new media 
work of scenic spot can be done well. 
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