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ABSTRACT Under the background of cultural and tourism integration, small-scale tourism performance
products have become an important means for improving the cultural experience and service quality
of scenic areas. This paper analyzes the current development status of small-scale tourism performance
products, explores their mechanism for improving scenic-area quality, and proposes implementation paths.
The study finds that small-scale performance products, with flexible investment, strong interactivity,
and precise cultural expression, can enrich the cultural connotation of scenic areas, extend tourists’
stay, and create distinctive brand characteristics. Performance products convert static cultural resources
into perceptible and participatory experiences through dramatic conflict, scene construction, emotional
resonance, and spatial integration. Empirical analysis shows that performance products improve tourists’
cultural memory, emotional resonance, willingness to participate, and cultural awareness retention. They
also extend average stay time, increase per-capita consumption, and promote cultural and creative product
consumption. Scenic areas should focus on product design adapted to local conditions, deep integration
with spatial routes, and collaborative operation by multiple stakeholders to fully activate the value of

small-scale performances.

INDEX TERMS cultural tourism integration, small-scale tourism performance, scenic area quality,

cultural experience, brand competitiveness

I. INTRODUCTION

ITH the establishment of the Ministry of Culture and

Tourism and the implementation of the cultural and
tourism integration strategy, the tourism industry has shifted
from sightseeing to cultural experiences. Scenic spots are the
main body of the tourism industry, and their position has
transformed from showcasing a single type of resource to
providing diverse cultural experiences. Small-scale tourism
performance products, with their flexible and diverse forms
of expression, low investment and high cultural expression
capabilities, and suitability for scenic spots to achieve
cultural and tourism integration, have become a key tool
for scenic spots to integrate culture and tourism. Small-
scale performance products are more suitable for the actual
conditions of scenic spots than large-scale performance
projects, and can be integrated into the tour routes to bring
tourists an immersive cultural experience. However, when
introducing and operating small-scale performance products,
scenic spots still face problems such as product homoge-
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nization, insufficient integration with the scenic area, and a
single operating model.

Il. CURRENT DEVELOPMENT STATUS OF
SMALL-SCALE TOURISM PERFORMANCE PRODUCTS
UNDER THE BACKGROUND OF CULTURAL AND
TOURISM INTEGRATION

A. TYPES AND CHARACTERISTICS OF SMALL-SCALE
TOURISM PERFORMANCE PRODUCTS

Small-scale tourism performance products refer to cultural
performances with a defined capital threshold (typically
under 5 million CNY) and limited audience capacity (fewer
than 300 seats per show) in scenic areas, often featuring the
live demonstration of traditional weaving and craftsmanship
as a central narrative element. In contrast to large-scale
‘Impressions’ or ‘Everlasting Regret’ style performances
that often exceed 100 million CNY in investment and 1,500
seats, these products prioritize high-frequency, low-overhead
cultural delivery. They can be classified into immersive
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situational dramas, folk art performances, street interactive
performances, and themed flash mob shows [1]. The ad-
vantages of this type of product are flexible investment
(with single-project costs often controllable within 0.5 to
2 million CNY), suitability for scenic areas of all sizes,
and a condensed footprint (typically requiring less than
500 square meters of spatial intervention). Performance
time is generally fifteen to thirty minutes, which meets the
fragmented time needs of tourists, performance time is gen-
erally fifteen to thirty minutes, which meets the fragmented
time needs of tourists, strong spatial adaptability, flexible
arrangement at various nodes in the scenic area, strong
interactivity, breaking the traditional boundaries of viewing
performances, allowing tourists to immerse themselves in
the performance scene, accurate cultural expression, and in-
depth exploration of a certain historical event or cultural
symbol [2].

B. PRACTICAL EXPLORATION OF INTRODUCING
PERFORMING ARTS PRODUCTS INTO SCENIC SPOTS
In recent years, various scenic spots have been explor-
ing ways to introduce small-scale performance products
to enrich the visitor experience. Natural scenic spots use
ecological theme performances as a carrier to integrate en-
vironmental protection concepts into relaxed and enjoyable
performances. Historical and cultural scenic spots use scene
reenactment performances to revitalize static cultural relics
into dynamic narratives. Folk village scenic spots rely on
local craft inheritors to carry out intangible cultural her-
itage performances and interactive experiences. Theme park
scenic spots integrate performances into amusement routes
to create multi-dimensional entertainment experiences [3].
In practice, a diversified development trend has emerged.
Some scenic spots adopt the method of independent creation
and form a special creative team to carry out original
development. Some scenic spots adopt the method of co-
operative introduction and operate with performance com-
panies. Some scenic spots adopt the method of community
participation and absorb local residents as actors to achieve
the dual benefits of cultural inheritance and employment
income increase [4].

C. THE POSITIONING OF SMALL-SCALE
PERFORMANCE PRODUCTS IN SCENIC AREA
OPERATION

Small-scale performance products play multiple roles in
the operation system of scenic spots. In terms of func-
tional positioning, small-scale performances serve as a
multimodal medium for cultural representation, converting
intangible heritage into empirical experiences. Furthermore,
they function as experiential pacing mechanisms within the
tour itinerary, providing structured engagement at specific
sightseeing intervals. Economically, they act as catalysts
for auxiliary expenditure, stimulating localized commercial
consumption through increased visitor dwell time. In terms
of strategic positioning, small-scale performances are an
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important means of differentiated competition for scenic
spots, forming recognition with unique cultural interpreta-
tions, a cultural symbol for the brand communication of
scenic spots, and performance content becomes a hot topic
for tourists’ social sharing. They are an innovative driving
force for the sustainable development of scenic spots, and
continuous content updates maintain the attractiveness of
scenic spots [5]. At present, most scenic spots have realized
the value of performance products, but in actual operation,
they often treat them as an auxiliary project rather than a
core product, resulting in insufficient investment and exten-
sive management, failing to give full play to their strategic
role in the operation of scenic spots, and urgently need to
re-examine and strengthen their functional positioning [6].

lll. THE MECHANISM BY WHICH SMALL-SCALE
TOURISM PERFORMANCE PRODUCTS ENHANCE THE
QUALITY OF SCENIC SPOTS

A. ENRICH THE CULTURAL CONNOTATION AND
EXPERIENCE LEVELS OF THE SCENIC AREA
Small-scale performance products use artistic expression
to transform the historical heritage, cultural traditions and
regional characteristics of scenic spots into experiential
forms that can be perceived by tourists, greatly enrich-
ing the cultural connotation of scenic spots. Traditional
scenic spots use static exhibitions, text descriptions and
other means to spread culture, but their cultural penetration
effect is poor. Performance products use dramatic con-
flicts, emotional rendering and scene arrangement to allow
tourists to naturally understand the cultural connotation in
the process of plot development. According to the survey,
tourists who have watched performance programs have a
deeper memory of the cultural elements of scenic spots
than tourists who simply visit scenic spots, and the cultural
awareness retention rate has demonstrated a relative increase
of 65.1% (reaching 71% compared to a 43% baseline in
traditional tours) [7]. Performances use costumes and props
to reproduce historical features visually, use dialect music
to convey regional charm auditorily, use role-playing to
increase the sense of immersion interactively, and use story
resonance to arouse cultural identity emotionally. The three-
dimensional cultural experience transforms tourists from by-
standers to participants, as evidenced by the 64.6% increase
in willingness to participate in interactions observed in the
study, turning superficial sightseeing into a deep experience
of cultural immersion [8]. Data on the impact of performing
arts products on enhancing tourists’ cultural experience is
shown in Table 1:
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TABLE 1. Data on the impact of performing arts products on enhancing
tourists’ cultural experience

Experience Visitor Visitor Increase

Dimension satisfaction with  satisfaction with
performances performances

Depth of cultural 82% 58% 41.4%

memory

Degree of 76% 51% 49.0%

emotional

resonance

Willingness to 79% 48% 64.6%

participate in

interaction

Cultural awareness T1% 43% 65.1%

retention

B. EXTENDING TOURISTS’ STAY AND CONSUMPTION
CHAIN

Small-scale performance products have extended the time
tourists spend in scenic spots, thereby driving consumption
growth. The setting of performances breaks the inertia of
tourists passing through scenic spots, effectively increasing
the temporal engagement with the site. However, to avoid
a ‘crowding out’ effect—where performance attendance
merely replaces time spent at other revenue-generating
nodes like dining or guided tours—scenic areas must ensure
that performances act as a temporal expansion rather than
a substitution. When integrated correctly, the extended stay
is strongly correlated with a net increase in consumption
opportunities by capturing ‘fragmented time’ that would oth-
erwise remain unmonetized. While other factors such as sea-
sonal promotional cycles and shifts in visitor demographics
also influence spending patterns, the presence of scheduled
performances creates a temporal anchor that encourages sec-
ondary consumption within the immediate vicinity. While
waiting for performances, tourists will browse surrounding
shops and buy specialty products. After the performance,
when their emotions are high, they are more likely to
make commemorative purchases. Some performances adopt
a paid viewing model to directly generate ticket revenue [9].
More importantly, the affective commitment and emotional
resonance generated by the performance experience are sys-
tematically converted into high-involvement consumption
intentions. Tourists will buy cultural and creative products
related to the performance theme to continue the experi-
ence. According to calculations, the average consumption
of tourists in scenic spots following the introduction of
performance products is about 20% higher than the baseline
period. It should be noted that this growth figure represents
a gross increase; while a significant portion is attributed
to the high emotional resonance of the performances, the
data also reflects broader market trends, including general
inflation and variable seasonal pricing. Future longitudinal
studies are required to isolate the specific ‘performance
effect’ from these external economic variables. To mitigate
the risk of revenue displacement, performing arts should be
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used to balance the distribution of tourist flow. By arranging
performances during non-peak dining hours or at transition
points between major sightseeing nodes, scenic spots can
guide tourists to divert reasonably without cannibalizing
existing services. This improves the overall operational
efficiency and forms a virtuous cycle where total per-capita
expenditure increases through additive rather than substi-
tutive experiences [10]. The Driving Effect of Performing
Arts Products on the Economic Benefits of Scenic Spots is
shown in Table 2:

TABLE 2. The Driving Effect of Performing Arts Products on the Economic
Benefits of Scenic Spots

Economic indicators Before being After the Growth
introduced to introduction of rate
the performing performing
arts arts
Average length of 2.1 2.6 23.8%
stay for tourists
(hours)
Average spending per 185 222 20.0%
person (yuan)
Consumption share of 12% 23% 91.7%
cultural and creative
products
Secondary 34% 58% 70.6%

consumption rate

*Note: Figures represent observed growth; specific attribution to perform-
ing arts is subject to external economic variables such as inflation and
seasonal demand.

C. BUILDING A DISTINCTIVE BRAND AND MARKET
COMPETITIVENESS FOR THE SCENIC AREA

Small-scale performance products use unique cultural ex-
pressions and creative presentations to become the core
elements of scenic spot brand building. In the increasingly
competitive tourism market, the differences between nat-
ural scenery and historical relics are getting smaller and
smaller, but original performance content has become a
unique identifier of scenic spots due to its irreproducibil-
ity. Well-designed performance products have become the
center of electronic word-of-mouth (eWOM) dissemina-
tion among tourists. The viral marketing mechanism—
characterized by exponential digital amplification through
social media sharing—often generates brand equity that
extends beyond the physical boundaries of the scenic spot
itself. According to the observation results, the amount of
content disseminated on the network platform of scenic
spots with representative performance products is higher
than that of similar scenic spots, and performance-related
videos and pictures are the main dissemination materials
[11]. The establishment of performance brands can attract
specific customer groups. Cultural enthusiasts, families with
children, and young people come specifically because of the
performance features, which expands the market boundaries
of scenic spots. Long-term operation of performance brands
will form a stable audience group, thereby generating a
revisit effect. Some tourists will visit multiple times because
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of the launch of new shows. Performance brands enhance
the symbolic capital and cultural status of scenic spots,
thereby strengthening their competitive positioning within
the regional tourism hierarchy. This ultimately manifests
as heightened brand equity and superior price premium
capabilities in the marketplace [12].

IV. IMPLEMENTATION PATH FOR ENHANCING SCENIC
AREA TOURISM QUALITY BASED ON SMALL-SCALE
PERFORMANCE PRODUCTS

A. DESIGN AND DEVELOPMENT OF PERFORMING
ARTS PRODUCTS TAILORED TO LOCAL CONDITIONS
Scenic spots should design different performance products
based on their own cultural resources. First, they should
conduct in-depth research on the culture, sort out the his-
torical context, folk traditions, intangible cultural heritage
skills and human stories of the scenic spot, and extract
unique and infectious cultural elements as the theme of
the performance. They should not pile up the culture in a
general way, but should make in-depth presentations from a
certain historical segment, a certain traditional skill, a certain
legendary figure, etc. [13] Second, they should accurately
position the target audience and design the performance
form according to the age structure, cultural background
and consumption preferences of the main customer groups
of the scenic spot. Family-oriented scenic spots should focus
on interactive fun, and cultural scenic spots should focus
on artistic thought. Third, they should control the scale of
investment and performance. They should determine the size
of the performance venue, the number of actors and the
investment in stage design according to the flow of tourists,
space conditions and operation capabilities. To maintain the
‘small-scale’ classification and ensure a rapid Return on
Investment (ROI), initial stage design and equipment costs
should ideally be capped at 15%—20% of the total scenic
area upgrade budget, with a per-capita seat cost significantly
lower than that of grand theater productions. They should
also pay attention to the originality and artistry of the
content, and cooperate with professional screenwriters and
directors to create. They should not simply imitate or copy in
a low-quality way. They should also consider the sustainable
updating of the performance, reserve the space for content
adjustment, and launch new versions or new plays according
to market feedback and seasonal changes to maintain the
freshness of the product [14]. This dynamic iteration allows
management to calibrate pricing and content in response to
shifting visitor demographics and inflationary pressures, en-
suring the product’s economic contribution remains resilient
against broader tourism trends. This iterative approach also
allows management to adjust pricing strategies in response
to inflationary pressures or changing visitor demographics,
ensuring the economic viability of the performance model
remains stable across different market cycles. To more
intuitively understand the role of small-scale performance
products in the transformation and upgrading of scenic
spots, we first compare the core differences between the tra-
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ditional sightseeing model and the performance integration
model, as shown in Figure 1.

B. DEEP INTEGRATION OF PERFORMING ARTS
PRODUCTS AND SCENIC AREA SPACE

Performing arts products should be organically integrated
with the scenic area’s spatial environment, rather than sim-
ply being added on top of it. The location of the venue must
consider the rationality of visitor flow. Performance sched-
ules should be meticulously synchronized with the broader
service ecosystem to ensure they complement, rather than
compete with, high-value activities such as catered din-
ing or premium guided excursions. By positioning small-
scale stages near retail clusters, the performance serves
as an ‘anchor’ that keeps visitors within a commercial
environment during their idle periods, thereby neutralizing
the crowding-out effect. The design of the performance
venue should be coordinated with the overall landscape
of the scenic area, using existing buildings and natural
scenery as a backdrop to reduce the abruptness of artifi-
cial constructions and make the performance an extension
of the landscape rather than a separation. Using mobile
performances, with actors appearing randomly along the
tour route, breaks the limitations of a fixed stage, creating
an unexpected immersive experience. The content of the
performance should establish a meaningful connection with
the space; historical events should be performed at the sites
where the events occurred, and folk performances should
take place within traditional buildings, making the space part
of the narrative and enhancing realism and immersion. The
impact of the performance on the surrounding environment
must also be considered, controlling the sound volume to
prevent noise pollution, managing audience concentration
to avoid overcrowding, and coordinating performance times
with other tour activities. At the same time, the performance
venue should be used to promote the multi-functional use of
space. The performance venue can be transformed into a rest
area or exhibition space for tourists during non-performance
periods, thereby improving the space utilization rate [15].
Based on the above three implementation paths, the imple-
mentation of small-scale performing arts products needs to
follow a systematic promotion process, as shown in Figure
2.

C. MULTI-ENTITY COLLABORATIVE OPERATION AND
MANAGEMENT MODEL

Successful operation of small-scale performing arts prod-
ucts requires a multi-stakeholder collaborative mechanism.
Scenic area management needs to shift its mindset, elevating
performing arts from an ancillary project to a core product,
providing ample support in terms of funding, personnel,
and marketing promotion, and establishing a dedicated
performing arts management department for overall co-
ordination. Diverse cooperation models can be adopted,
establishing strategic partnerships with professional per-
forming arts companies, introducing mature creative teams
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Flowchart of Small-Scale Performing Arts Product

Phase 1: Product Phase Two: Spatial Phase Three:
Design Integration Operations
Cultural Resource Circulation Planning and Management
Discovery I Integration —] Muln-stakeh_older
Target Audience Scene and Environmental Collaboration
Positioning Coordination Continuous
Optimization and
Iteration

—

Key Implementation Elements:

Originality: Avoid simple imitation; focus on cultural depth.
Adaptability: Ensure investment scale matches visitor flow.
Dynamism: Reserve space for content updates.
Integration: Organically combine performance with the
space.

Collaboration: Establish a multi-stakeholder cooperation
mechanism.

FIGURE 1. Comparison of traditional tourism and performing arts integration models

Comparison chart of traditional tourism and
performing arts integration models

Key Characteristics:
Primarily static resource display
Passive visitor viewing
One-way cultural transmission
Formats of Presentation:
Textual explanation signs
Audio guides
Photography opportunities
Limitations:

X Short visitor time
X Limited cultural memory

Key Features:
» Dynamic and static integrated 3D display
+ Active visitor interaction
+ Immersive cultural experience
Presentation Formats:
» Theatrical reenactment
+ Interactive performance
+ Intangible cultural heritage skills
demonstration
Advantages:
4 Increased visitor stay by 23.8%
4 Enhanced cultural awarenessretention by
65.1% (Relative Increase)

FIGURE 2. Flowchart of Small-Scale Performing Arts Product Implementation

and operational experience, and sharing risks and profits
through joint investment and revenue sharing. Exploring
social participation models is also possible, attracting local
folk artists, cultural groups, and university art programs to
participate in performing arts creation and performances,
which can reduce labor costs while enhancing local char-
acteristics. A standardized actor training and management
system should be established, providing professional skills
training and cultivating professional ethics, and formulating
performance standards and assessment systems to ensure
the stability of performance quality. Marketing of perform-
ing arts products should be emphasized, promoting them
through official platforms, tourism e-commerce, and social
media channels, producing attractive promotional materials,
and designing performing arts-themed tourism routes and
packages. A tourist feedback mechanism should be estab-
lished, collecting opinions through questionnaires and online
reviews, and promptly adjusting and optimizing the details
of performing arts content and services. The collaborative
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operation of multiple entities requires the establishment of
a clear organizational structure and cooperation mechanism,
as shown in Figure 3.
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Multi-entity collaborative operation
architecture diagram

Funds Guarantee

Investment
Professional
entertainment Local cultural
company groups
Creative team Folk artists
Operational Intangible cultural
experience
Scenic Area
Manageme
nt Strategic
Marketing and Coordinatio Quality control
Promotion standards
Visitor feedback

Continuous optimization

FIGURE 3. Multi-entity collaborative operation architecture diagram

V. CONCLUSION

Small-scale tourism performance products incorporating tra-
ditional arts represent an important form of cultural and
tourism integration, possessing unique value and broad
prospects in improving the quality and authenticity of re-
gional scenic area tourism. Through mechanisms such as en-
riching cultural content, extending visitor time, and building
distinctive brands, performance products can facilitate the
transformation of scenic areas from sightseeing-oriented to
experience-oriented. Scenic areas should fully recognize the
strategic significance of small-scale performance products,
integrating local spatial environmental elements into product
design based on local conditions, and employing diverse
performance methods. As cultural and tourism integration
deepens and tourists’ cultural demands increase, small-scale
performance products featuring traditional weaving and fiber
arts will play an even greater role in the development of
scenic areas, becoming a driving force for the high-quality
development of the tourism industry.
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