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Spatial Production of Historic Conservation Area under the Influence of New
Media Marketing: A Case Study of Laomendong in Nanjing
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Abstract In order to attract more externa resources and enhance the competitiveness of cities, urban marketing has become an important strategy for
urban development. Historic conservation areas have become the focus of marketing because of thelr function to carry loca culture. The

new media generated by mobile internet provides a new gpproach and mativation for urban marketing. In this context, based on the ternary

didectics of spatia production theory and taking Laomendong of Nanjing as an example, this paper andyzes the new media marketing
mode and spatia effects, and explores the new mechanism of spatia production of historic conservation aress under the influence of new
media marketing. The findings are asfollows: (1) The marketing mode of Laomendong has changed from atop-down traditional mode to a
multi-agent network modd. (2) The government and state-owned capital have developed a series of new media marketing stretegies, which
effectively drive consumption and material environment renewa and optimization, and degpen tourigts identification with cultura symbols

through spetid consumption. At the sametime, culturd iteration will drive consumption upgrading, and new mediaaccd eratesthis process. (3)
In order to achieve sugtainable development, it is necessary to perfect theinditution, reshgpe the rationdity of marketing value, and guide and
correct the new mediamarketing to return to instrumenta rationdity.
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Fig.1 Theoretical framework of spatial production in
historic conservation area under the influence of new
media marketing
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Fig.3 Traditional media and new media marketing
models of Laomendong
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