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Abstract

With the rapid development of information technology, new media has become an important chan-
nel for information dissemination, profoundly affecting the marketing pattern of the book market.
The article first analyzes the challenges and opportunities brought by the new media environment
to book marketing, including changes in reader behavior patterns, innovations in information dis-
semination methods, and intensified market competition. Subsequently, we delved into the innova-
tion deficiencies in current book marketing strategies, such as single marketing methods, vague
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target market positioning, and poor interactivity. In response to these issues, this article proposes
a series of innovative strategies and countermeasures, including utilizing big data technology for
precision marketing, constructing a social media marketing matrix, strengthening content innova-
tion and reader engagement, and developing cross-border cooperation. Through case analysis and
empirical research, the effectiveness and feasibility of these strategies have been verified. The re-
search results show that book marketing in the new media environment needs to keep up with the
pace of the times, constantly innovate marketing strategies, and achieve sustainable development
of the book market.
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