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Abstract

With the rapid development of new media technologies, traditional food enterprises are under

XESIH: %, TR B Z A TS B SRR ST D). BT RS 41TR, 2025, 14(7): 1538-1549.
DOI: 10.12677/ecl.2025.1472338


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1472338
https://doi.org/10.12677/ecl.2025.1472338
https://www.hanspub.org/

AR

urgent pressure to transform their marketing models. This study uses Guangxi Nanfang Black Ses-
ame Company as a case to explore how to optimize its new media marketing strategies, aiming to
offer theoretical and practical insights for similar firms. Through methods like literature analysis,
case studies, qualitative analysis, and the SWOT model, it examines the company’s new media mar-
keting status and its internal and external environment. The study identifies several issues, includ-
ing an outdated marketing mindset, lack of product feature emphasis, single marketing approach,
insufficient funding and content investment, and no online interaction mechanism. Based on the 41
marketing theory, the study suggests four solutions. First, using user profiling and targeted recom-
mendation to strengthen personalized marketing. Second, adopting diverse formats like short vid-
eos and live streaming to boost marketing fun. Third, increasing investment in content creation and
scenario-based marketing to highlight product benefits. Fourth, building a user feedback loop and
community operation mechanism to improve interactivity. The findings indicate that these 4I-based
strategies can effectively enhance brand communication and market competitiveness, offering prac-
tical guidance for traditional food enterprises’ digital transformation and adding a local case to new
media marketing research.
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Table 1. Main capital investment projects and their proportions of Nanfang Black Sesame Group Co., Ltd. in 2024
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Table 2. SWOT matrix analysis
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