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Abstract

Under the catalytic effect of new technologies, new media has emerged and rapidly grown, with a con-
tinuous increase in popularity, and has had a profound impact and transformation on the market en-
vironment of enterprises. As an important component of China’s cultural industry, traditional news-
papers also face enormous pressure and difficulties. How to make good use of the power of new media
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is a key issue that the traditional media industry needs to address. The traditional newspaper indus-
try can leverage the powerful advantages of new media to develop more efficient marketing strate-
gies and utilize its numerous advantages to enhance the effectiveness of marketing. Therefore, this
article will conduct research on how traditional newspapers can use new media marketing methods.
Based on an in-depth analysis of the achievements of new media marketing, the opportunities and
challenges faced by the traditional newspaper industry in implementing new media marketing have
been identified. At the same time, a series of strategies have been proposed to further optimize the
new media marketing path of the traditional newspaper industry, thereby improving its marketing
efficiency.
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