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Abstract

Taking Chishan Lake Wetland Park in Anhui Province as the research object, this paper discusses the
status quo, problems and optimization path of regional ecotourism brand marketing in the era of social
media. Through literature review, field investigation and case analysis, it is found that the ecological
tourism brand of Chishan Lake has some problems, such as low brand recognition, insufficient social
media promotion, poor content interaction, and lack of user co-creation mechanism. Through the in-
tegration of communication channels to build a matrix, create a distinctive brand IP, cultivate a profes-
sional operation team, innovate story-oriented and immersive content, build UGC topic system and
other strategies, the brand appeal and user resonance can be effectively enhanced. The above strategies
provide practical references for regional ecotourism brands to break through the development bottle-
neck with the help of social media and help promote the transformation of ecological resources into
economic value and the sustainable development of rural revitalization.
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Figure 1. Proportion chart of channels through which tourists obtain information on the ecotourism brand of Chishan Lake
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Figure 2. Data on social media platforms for tourists’ acquisition of information about the ecotourism brand of Chishan Lake
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Table 1. Content classification statistics of the official TikTok account of Chishan Lake Wetland Park
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Figure 3. Data on social media platforms for tourists’ acquisition of regional ecotourism brand information
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