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Study on High-Quality Development Pathways of Huashan
Scenic Area: Strategic Reconstruction Based on SWOT
Framework

Yupei Cao Zhipeng Cao
Shaanxi University of Science and Technology, Xi’an, Shaanxi, 710021, China

Abstract

As a vital segment of China’s tourism industry, mountain-type scenic areas often face challenges such as resource homogenization,
outdated marketing systems, and intensified competition. Mount Hua, renowned as the “Western Peak” among China’s Five Great
Mountains, is celebrated for its breathtaking cliffs and profound Taoist cultural heritage, giving it a unique resource advantage.
However, in the context of increasingly diversified tourist demands and rapid market transformation, the marketing strategy of Mount
Hua remains overly traditional and lacks innovation. This study adopts the SWOT analytical framework to systematically examine
the internal strengths and weaknesses as well as the external opportunities and threats faced by the scenic area. Based on the analysis,
this paper proposes a multi-dimensional marketing strategy centered on brand revitalization, product restructuring, pricing system
optimization, and digital integration. The aim is to provide strategic support for Mount Hua’s sustainable development while offering
theoretical and practical insights for other mountain destinations undergoing similar transitions.
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