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Abstract

Based on the rapid development of mobile Internet, this paper deeply discusses the related issues
of enterprise we media marketing. The popularity of mobile Internet has not only changed the way
consumers obtain information, but also reshaped the marketing ecology of enterprises. This article
first analyzes the characteristics of we media in the mobile Internet environment and its impact on
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enterprise marketing. Then, through case studies, it reveals the challenges and opportunities that
enterprises face in the practice of we media marketing. Research suggests that when using self me-
dia for marketing, companies need to focus on content innovation, precise positioning, and interac-
tive feedback to build an effective brand image and user loyalty. In addition, this paper also puts
forward targeted strategic suggestions to help enterprises better adapt to the we media marketing
environment in the mobile Internet era and achieve sustainable development.
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