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Abstract

The iterative development of new media has profoundly transformed the underlying logic of corpo-
rate service marketing, with multimodality emerging as a core characteristic of the digital commu-
nication era. This study introduces a multimodal theoretical perspective to systematically examine
the mechanisms of change and optimization pathways for corporate service marketing in the new
media environment. The research first defines the multimodal characteristics of new media and their
marketing implications, revealing how multimodal integration, interaction, scenario construction,
and data analytics reshape the relationship between enterprises and users. It then analyzes the in-
fluence mechanisms of multimodal content on user decision-making from four dimensions: cogni-
tion, emotion, behavior, and trust. Finally, it proposes a practical framework for corporate multimodal
service marketing from four strategic dimensions: content strategy, channel strategy, interaction
strategy, and organizational support. The study finds that multimodality is not merely a technolog-
ical form of information presentation but a user-centric marketing mindset, whose core value lies
in enhancing user understanding, evoking emotional resonance, lowering participation barriers,
and building brand trust through multi-channel information integration. Enterprises should build
a multimodal service marketing system adapted to the digital era through human-AI collaborative
content production, cross-platform channel coordination, full-link experience design, and agile or-
ganizational support, thereby achieving a paradigm shift from “information pushing” to “experience
co-creation.” This research provides a new theoretical perspective for understanding service mar-
keting transformation in the new media environment and offers systematic strategic references for
enterprise marketing practices.
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