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Abstract

Laos, as a tourist destination in Southeast Asia with rich natural landscapes and deep cultural her-
itage, has increasingly recognized the importance of promoting tourism through social media plat-
forms in recent years. However, social media marketing in Laos is still in its early stages, facing nu-
merous challenges that limit its brand influence and attractiveness in the international market.
Based on this, this paper analyzes the current state of social media marketing in Laos, identifies key
issues, and proposes targeted improvement strategies. These strategies include strengthening brand
positioning, diversifying content creation, integrating multi-platform marketing, enhancing user
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engagement, leveraging influencer marketing, and utilizing social media advertising. By imple-
menting these measures, it is hoped that the international competitiveness and market impact of
Laos’ tourism can be improved, thereby promoting the sustainable development of its tourism in-
dustry.
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