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Abstract

With the popularization and development of the Internet, the influence of new media in various
fields continues to expand. Under the background of fierce competition in the overseas study mar-
ket, how to use new media platforms to enhance brand awareness and expand customer groups has
become an important topic for major overseas study institutions. As a well-known overseas study
planning brand, A overseas study service company is faced with the difficult challenge of how to
carry out effective marketing promotion in the Internet era. This paper conducted A questionnaire
survey on the current new media marketing effect of A overseas study service company, designed
the questionnaire content from five dimensions of channel, content, publicity, product and com-
munication, and collected data for specific groups. Through factor analysis, it was concluded that
products, display, interactive satisfaction and platform content had a significant impact on the
new media marketing effect of A overseas study service company. According to the survey results,
it is found that there is still some room for improvement in product portfolio, published content,
and community marketing. This paper collects and studies relevant domestic and foreign litera-
ture and materials on new media marketing, and combined with the investigation conclusions,
puts forward optimization suggestions on the new media marketing strategy of A overseas study
service company from three aspects: product and display, interactive satisfaction, and platform
content. First of all, it is suggested to innovate products and services, provide unique and differen-
tiated overseas study service projects, and optimize the design of the official website. Secondly, we
should emphasize social precision marketing, build a highly cohesive community, and improve the
online internship program. Finally, it is suggested to optimize the new media content, pay atten-
tion to innovation, look for unique content styles, and explore more attractive ways of expression.
This study combines the overseas study service industry with new media marketing, and puts
forward innovative views on the new media marketing strategy of A overseas study service com-
pany, aiming at improving the development level and profitability of A overseas study service
company. At the same time, it also hopes to have some enlightenment for the development of the
whole industry.
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Figure 2. Company A’s official website
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