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Abstract

With the rapid development of social media, mainstream media is facing unprecedented opportu-
nities and challenges. How to effectively utilize social platforms to enhance communication and
business power has become an urgent issue for mainstream media to address. This paper con-
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MRS

ducts an in-depth analysis of the development status, platform characteristics, algorithms, opera-
tional rules, and business models of leading social media platforms both domestically and inter-
nationally. By combining the communication cases of foreign media organizations on social plat-
forms, it proposes how domestic mainstream media should leverage social media platforms to
enhance communication efficiency and explore breakthroughs in business models, achieving a
dual enhancement of communication and business power.
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Figure 1. llustration of four business models of social media platforms
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