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On the Promotion Mechanism of Culture Soft power towards City Tourism
Destination’s Construction — a Case Study of Wuhan Shouyi Culture

Shu Boyang'**,Chen Long'
(1. Zhongnan University of Economics and Law, Wuhan 430073, China ;
2. Wuhan Branch of Chinese Tourism Academy ,Wuhan 430073,China)

Abstract ;: The essence of tourism is an experience of the different culture. Cultural differences and tourism integration constitute
the characteristics and charm of every area, encouraging visitors’ desire of getting there in the pursuit of aesthetic enjoyment.
Tourism consumption along with business activities everywhere reflects the culture, which is the soul of tourism and kernel.
Tourism is the major carrier and spreading path, while soft power of culture is the key to promoting city core tourist destination
construction. Shouyi culture is the essence of Wuhan City. As an important competitive resources of Wuhan City, the construc-
tion of tourism destination, appealing to Wuhan city and context with the hearts of the people with righteousness culture, will be

able to effectively promote the construction process of Wuhan city tourism destination and its effect.
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