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Abstract

In recent years, with the increasing penetration of the internet, online marketing has become in-
creasingly important across all industries, emerging as a key driver of market growth. Especially in
the highly competitive tourism sector, online marketing has rapidly risen to become an indispensa-
ble marketing tool for tourist attractions due to its unique advantages. This paper analyzes the cur-
rent state of Guizhou’s tourism destinations based on the AISAS model, examining the five stages of
Attention, Interest, Search, Action, and Share, identifying existing issues, and proposing targeted
optimization strategies. These strategies aim to enhance the effectiveness of online marketing for
Guizhou’s tourism destinations, increase visitor engagement and satisfaction, and provide strong
support for the sustained and healthy development of Guizhou’s tourism industry.
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3.1. Attention: S¥EMER
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Table 1. Fan count statistics table for selected platforms in four provinces (municipalities)

= 1 WA oFanLERITR

HuIX Bk g(hn) N AT 228 () ek 22 8 ()
S 73.6 25 197.2
iRl 105.3 7.6 3015
HIK 143 5.1 202.1
WiiT 97.7 10.9 83.3

VE: HAESRIETHS APP. /NP APP. fiE APP, #1E%E 2025 4E 6 H .
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FW0 LR PN S5 0 44 IO TE 2R IR 5 0 B e o e ah, SR B T T B PR BRI & ¢ — it
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Table 2. Ctrip ratings for popular tourist attractions in Guizhou
2. NI RXIIBIETESER

b J=E4 iy RIP AL RF OB O
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FOILT % 42 20,970 2025 JFHH 100 AT 50 8.8
4147 5 12,433 2025 FH[E 100 3T 55 9
gEREgil 4 13,735 2025 H[E 100 AT 5 A 9
LRIk 4 8381 BEPHL AT R A 8

Ve B T ISR B, 2025 4E 6 H .
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PN H P HLE 5

UEAh, Wit I 56 X VPR B A, MR IE E (130 8% 5 XA I T 7R i i FL R 1 & B AT 85 41
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2.1 JIZVE, Hod 1477 462V, ERRETFEIA 111 MY, b 6713 2R, 2934 423, H
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T H AR R

4. BT AISAS IRBIH TR M REXMEEHM IR
4.1. Attention: AR ZHELIBIEME
1E Attention BB, T EREERFAIWES MR IER, TN FHEL G, 2 FEANRIEE
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