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Abstract: As short—video platforms, social media platforms, and content communities become
deeply embedded in tourism information dissemination and consumer decision—making, the I-
ogic of tourism marketing has gradually shifted from one—way promotion in the traditional

media environment to a new model characterized by the interweaving of content production,

platform distribution, user interaction, and data feedback. Compared with rapid industry trans-
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formation, tourism management programs still face a number of problems in cultivating stud-
ents' competencies in new media marketing and operation, including unclear course objectives,
insufficient updating of teaching content, weak practical training, and relatively single evalua-
tion methods. Although students generally possess some basic knowledge of tourism marketing,
they often lack systematic training in content planning, account operation, user insight, data
review, and marketing optimization. Based on the concept of Outcome—Based Education, this
article starts from the competency requirements of relevant positions, defines the connotation
and components of tourism new media marketing and operation ability, and constructs a cou-
rse design framework around the sequence of "learning outcomes—teaching activities—evaluati-
on and feedback." On this basis, it further proposes an implementation path that integrates ta-
sk driven learning, progressive project design, platform—based practice, and multidimensional
evaluation. The study argues that the OBE concept can help shift courses from a knowledge—
transmission structure to a competency-oriented structure, thereby promoting the development
of students' comprehensive and job-relevant abilities in content expression, platform understa-
nding, data analysis, and operational execution. This study may provide a useful reference for
curriculum reform in tourism management programs and for the cultivation of digital touris-
m talent in application-oriented institutions.

Keywords: Outcome—Based Education (OBE); Tourism management; Tourism new media marke

ting; Operational competence; Teaching reform
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