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Abstract

Tourism destination marketing is an important part of tourism destination development. Ancient town tourism is a unique and
thriving type of tourism. In response to the problem of homogenization in the development of ancient town tourism, this paper
continues the main research methods of tourism destination marketing, selects representative ancient towns, and uses Gunn’s tourism
destination functional system theory to analyze the current development status of ancient towns and identify the core of differentiated
marketing. Based on this, combined with Morrison’s destination marketing PIB mode, specific plans for differentiated ancient town
marketing are proposed and expanded analysis is carried out. Specific strategic suggestions for differentiated destination marketing
are proposed, and through the application of solid research theories and models, literature on tourism destination marketing research
methods and ancient town tourism research is supplemented.
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