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Abstract; Image plays an important role in the process of tourist destination branding. Entering the era
of new media, new phenomena and new forms have emerged in the practice of tourism visual marketing.
This paper reviews the concepts of representation and visual representation, and combines the literature
to analyze the changes in the hermeneutic circle of representation at the practical level. And then, it
discusses the functions and values of marketing images as symbols in new media communication, and
further rethinks the discourse power behind marketing images that may cause the solidification of
destination development. Combining the limitations of representation with a critical understanding of
non-representational research, the paper summarizes potential directions for the development of
destination marketing practices in new era, which emphasize the trend of decentralization of marketing
subjects, the innovative development of communication media and the diversified presentation of daily
practice in destinations.
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