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Abstract

This paper takes Mango TV as the research subject and explores its marketing model based on the
AARRR model, aiming to analyze and optimize the marketing strategies of Mango TV. The research
methods include market analysis, user behavior research, and competitor comparison. The results
indicate that during the user acquisition phase, Mango TV has successfully attracted a large number
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of new users through brand cooperation and promotional activities. In terms of user activation,
Mango TV effectively promotes user participation and consumption decisions by creating content
that closely follows current hot topics. Regarding user retention, Mango TV has significantly increased
user stickiness by offering customized membership programs and hosting interactive activities. In
terms of monetization, the main sources of revenue are membership subscriptions and advertising
income, with membership services and advertising being the platform’s primary sources of revenue.
The study shows that these strategies have effectively enhanced user engagement; however, it also
points out that Mango TV faces issues such as a singular audience group, a limited variety of self-
produced content, and a lack of user communication channels. These issues need to be further ad-
dressed to achieve broader market penetration and enhance user loyalty.
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