E-Commerce Letters HLTRi959¥i2, 2025, 14(5), 457-464 Hans X0
Published Online May 2025 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1451295

ETAISASIRE ) TR EHRR O

—RUNRIRZE B

x| &
F ROl R 22 NSRS B2 B, 195 R A

ks HiH: 2025434 19H; FHHEM: 20254F4A8H; KA HM: 20254F513H

H E

BTN KRISEAX R, BT AISASKERAL BT FTEAE R0 . EFRRIIRE TSRS WA. HRE
FTRAE BILERRRERT, PREEREANEREAES” BB, EFEEEHFERR.
BRRI, MKIREFEAISASEINTT, MIRFIER. SIRME. RER R, #e WX REESZET
THRER T A R0k, AA—2MR, msu7 EXEEELER. AR REmE. R, Hgd
B B, LA EB. 2 FBIHILEIATEBEHE. Ak, RICRISHEELM
AL ST R EXT RSB AU R T AISASERIZERT RE PRI ETURIN A, BN
T RBEHRIRES S, B REE e SCOURHEEH, WEHERR, il R.
XKiEid

AISASHEERY, Figtk, BMEEH, PMRRE

Analysis of Brand New Media Marketing
Strategy Based on AISAS Model

—Taking Xiaomi Cars as an Example

Ge Liu

Faculty of Humanities & Social Sciences, Nanjing Forestry University, Nanjing Jiangsu

Received: Mar. 19%, 2025; accepted: Apr. 8", 2025; published: May 13, 2025

Abstract

In this study, Xiaomi Auto was used as the object to analyze its new media marketing strategy based
on the AISAS model. In the context of fierce competition in the new energy vehicle market and the
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transformation of consumer demand to intelligence, although Xiaomi Auto’s strategy of “people,
cars and home ecology” has attracted attention, there are challenges in new media marketing. The
study found that Xiaomi Auto has adopted effective strategies in all aspects of AISAS, such as attract-
ing attention, arousing interest, prompting users to search, promoting purchases, and inducing
sharing, and has achieved certain results, such as high exposure and high user conversion rate of
topics related to the launch of SU7. However, its new media marketing still has problems such as
information overload, cumbersome purchase conversion paths, and imperfect sharing incentive
mechanisms. To this end, this paper proposes countermeasures such as accurately locating users,
optimizing purchase paths, and improving sharing incentive mechanisms. This study not only ex-
pands the application of the AISAS model in the field of new energy vehicles, but also provides a
reference for the industry to break through the marketing bottleneck, help brands achieve preci-
sion marketing through new media, meet consumer needs, and promote the development of the
industry.
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