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Abstract

With the development of the Internet, various industries in China have undergone changes, and
the video industry has also undergone tremendous changes. High quality has become a high-level
pursuit of consumers for products. The video industry should currently adjust its marketing me-
thods, and how to develop appropriate marketing strategies for enterprises in the context of new
media has become a problem that every company’s executives need to consider. This article takes
Tencent Video as the research object, and based on the 4P marketing theory, studies its marketing
status from product, price, channel, and promotion aspects, identifies the problems in marketing
strategies, and finally develops appropriate marketing strategies, aiming to increase Tencent Vid-
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eo’s market share, customer stickiness, and customer loyalty.
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