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Abstract: In the era of digitization and informatization, new media marketing has gradually become the main means of
marketing, and content marketing and community management are the two main sectors involved. This article outlines the
roles of content marketing and community management in new media marketing, and proposes strategies for new media
marketing based on this, in order to provide reference suggestions for related enterprises in new media marketing.
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1. Introduction

Amidst the wave of new media, marketing strategies are experiencing unprecedented transformations. Social media
platforms, blogs, video sharing websites, and other new media forms are constantly emerging. The rise of these platforms
not only greatly enriches people's sources of information, but also provides new ways for brands to communicate with
consumers. With the advancement of technology and changes in user habits, new media marketing strategies are constantly
evolving, and have shifted from one-way information push to two-way interactive communication, thus reshaping the
relationship between brands and consumers.

This article specifically focuses on the roles of content marketing and community management in contemporary
brand marketing. On this basis, this article explores strategies for new media marketing, aiming to establish effective
brand storytelling and user engagement through new media platforms, in order to enhance brand influence and market
competitiveness. Through this study, we hope to provide valuable insights and strategic recommendations for the academic
and industry sectors, in order to help relevant enterprises seize opportunities in the rapidly changing market environment.

2. The role of content marketing in new media

2.1 The concept of content marketing and its application in new media

In the era of new media, content marketing has become a key bridge for communication between enterprises and
consumers. Content marketing is a strategic marketing approach that focuses on creating and distributing valuable, relevant,
and coherent content to attract and retain a clear audience, ultimately driving profitable customer actions. On new media
platforms, there are various forms of content marketing, including blog posts, social media posts, videos, podcasts, etc.
These contents not only provide information, but also stimulate user participation and sharing, thereby enhancing brand
influence. [1]

For example, Red Bull has established a strong brand image on new media through its extreme sports videos and
related content. These contents do not directly promote products, but rather convey a lifestyle and attitude that resonates
with the interests and values of the target audience. In addition, IKEA's "IKEA Home" application utilizes augmented
reality technology to allow users to virtually place furniture in their homes. This interactive content marketing experience
effectively attracts user attention and increases purchase intention.

2.2 The challenges and opportunities of content marketing

The challenges faced by content marketing include content overload, user distraction, and maintaining content quality.
In the era of information overload, how to make content stand out has become a problem that brands need to solve. At the
same time, opportunities also exist, such as using big data and artificial intelligence technology to analyze user behavior,
customize personalized content, and improve the accuracy and effectiveness of content marketing. [2] With the advancement
oftechnology and changes in user needs, content marketing will continue to evolve, providing new possibilities for interaction
between brands and consumers.

Volume 5 Issue 3 | 2024 | 579 Modern Economics & Management Forum



3. The role of community management in new media

3.1 The concept of community management and its function in new media marketing

Community management refers to the process of gathering like-minded people or people with similar interests and
values through Internet tools and platforms within a certain boundary, region or field, and finding a sense of belonging
through participation and interaction. In new media marketing, the core of community management lies in participation,
interaction, unified interests, a sense of belonging, intimacy, openness, and trust.

The purpose of community management is to enhance brand or product awareness, enhance user stickiness, promote
word-of-mouth communication, and ultimately achieve marketing and sales goals by establishing and maintaining an
active community. It involves the following aspects: first, decentralization, which means that communities can achieve
interconnection between enterprises and customers, and interaction between customers, making information transmission
faster and more unified. The second is to establish strong relationships, that is, through open interaction, not only increases
the frequency of interaction, but also facilitates the establishment of trust, thereby increasing customer stickiness. The third
is the customer mutual assistance service model, which makes it easier for customers to have a better understanding of
products and services, and the best word-of-mouth marketing is the objective feelings and evaluations of customers. The
fourth is low-cost communication and promotion, which means attracting new customers and driving sales.

The type of community can be classified based on different dimensions such as organizational members, group functions,
and interests within the community. [3] For example, service-oriented communities, learning and communication oriented
communities, marketing oriented communities, etc. Each type of community has its unique operational strategies and goals.

In new media marketing, community management plays a crucial role. It is not only a bridge for communication
between brands and consumers, but also a key factor in shaping brand image and establishing brand loyalty. Through
effective community management, companies can listen to the voices of consumers, respond to their needs and feedback in
a timely manner, and thus establish a positive brand image and stable customer relationships.

3.2 The challenges and Opportunities of community management

The challenges faced by community management in new media marketing mainly include the difficulty of maintaining
community activity, the issue of member withdrawal, the participation of diving members, and the problem of excessive
advertising. For example, highly active communities often require higher operating costs and are difficult to control the
quality after scale expansion. In addition, the withdrawal and diving phenomenon of community members may affect the
stability and vitality of the community, which requires operators to improve their expression ability and community value,
as well as effective member screening and stratification.

At the same time, community management has also brought enormous opportunities. In the era of self cultivation,
community operations can find target users on the same frequency as the brand through precise user profiling and positioning,
establish deep connections and interactions. The extreme phenomenon of IP also indicates that even in niche fields, as long
as it can attract loyal fans, it can occupy a place in the market. Therefore, community operators should seize the opportunities
of the times, enhance their professional competence and innovation ability, provide valuable content and services to users,
while maintaining an open and inclusive attitude.

3.3 Community building strategies and implementation

The strategy of community building should be based on the core values of the brand and the characteristics of the
target audience. Firstly, determine the goals and positioning of the community, and then attract the target audience through
targeted content and activities. For example, increasing user engagement through organizing online seminars, interactive
Q&A sessions, and thematic discussions. In addition, the construction of communities also requires the use of professional
community management tools to monitor user behavior, analyze data, and optimize community operation strategies.

3.4 Best practices for community management

The best community management practices include regularly publishing high-quality content to maintain community
activity; Encourage users to generate content and enhance community engagement; And timely and transparent handling of
user issues and complaints, building trust. For example, Xiaomi Technology has successfully transformed users into loyal
supporters of the brand through its "Mi Fans" community. Xiaomi not only shares product information in the community,
but also actively invites users to participate in product testing and feedback, making community members feel that they are
a part of brand growth.

Through the above community management strategies and practices, enterprises can build a strong brand community in
the new media era, thereby enhancing the market competitiveness of the brand.
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4. Marketing strategies for new media

This article uses the SW1H marketing strategy, which can comprehensively and systematically analyze and plan various
aspects of content marketing and community management. The success of new media marketing strategies depends on a
deep understanding and effective implementation of the six core elements of What, Who, When, Where, Why, and How.
Through the analysis of these aspects, marketing strategies have been fully considered in terms of clear goals, rich content,
appropriate timing, appropriate channels, clear objectives, and effective execution methods. A clear introduction of products
and services (What) must align with brand value, precise analysis of target customers (Who) is the foundation for developing
effective strategies, timing of marketing (When) can improve event effectiveness, appropriate marketing channel selection
(Where) can ensure the efficiency of information communication, clear marketing goal setting (Why) is the direction for
guiding all activities, and flexible and innovative marketing method implementation (How) is the key to achieving goals. In
addition, continuous monitoring and optimization are important steps to ensure that strategies adapt to market changes and
remain effective.

4.1 What: Introduction to products and services

In the combination of content marketing and community management, the core lies in creating content that resonates,
provides value, and promotes community interaction. These contents should not only be educational and entertaining, but
also stimulate discussions and sharing among community members. The essence of content marketing is to attract target
audiences, establish brand reputation, and ultimately achieve conversion through high-quality content. In the new media
environment, content should not only be attractive, but also educational and entertaining to meet the diverse needs of users.
An effective content marketing strategy should revolve around the pain points and interests of users, creating content that
resonates, provides solutions, and enhances brand image. These contents can be articles, videos, images, or interactive
activities that strengthen the connections within the community through forms such as storytelling, case analysis, or
interactive Q&A. They can increase the participation and dissemination of content, with the aim of providing value, building
trust, and promoting long-term relationships between users and brands.

4.2 Who: Analysis of target customers

Understanding and analyzing target customers is the primary step in developing marketing strategies, and identifying
the target audience is equally important for content marketing and community management. It is necessary to determine the
key influencers and active users within the community through data analysis, as well as their profiles, including their age,
gender, occupation, interests, consumption habits, etc. Understanding the characteristics of the target audience can help
customize personalized content and community activities, and expand the influence of content through KOLs (key opinion
leaders) within the community, thereby increasing user engagement and loyalty. Community management plays a bridging
role here, by establishing and maintaining an active community, it can better gather and understand the target audience, and
provide them with more thoughtful and effective services.

4.3 When: Seizing the timing of marketing

Choosing the right time to publish content and engage in community activities is crucial for attracting user participation.
This requires considering the online behavior patterns of the target audience, such as their most active time periods, changes
in behavior during holidays or special events. Reasonable scheduling can increase the exposure and interaction rate of
content, thereby increasing user engagement and conversion opportunities. In addition, content with strong timeliness, such
as comments or analysis of news and hot events, can also attract the attention and participation of users. At the same time,
real-time monitoring of social media trends and rapid response to hot topics are also effective strategies in new media
marketing. The selection of marketing timing should be based on a deep understanding and prediction of market dynamics.

4.4 Where: Choosing marketing channels

Choosing the right platform and channel is the key to successful content marketing and community management.
Different platforms have different audience characteristics and content preferences, therefore, marketers need to layout
content and community management based on the active platforms of the target audience. For example, young audiences may
be more inclined to use social media, while professionals may be more active in industry forums or professional communities.
At the same time, it is also necessary to consider how to combine online communities with offline activities to enhance user
experience. In addition, multi-channel integrated marketing is also an important strategy to improve effectiveness.

4.5 Why: Setting marketing goals

Clarifying the purpose of marketing activities is fundamental for both content marketing and community management.
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These goals should be specific, measurable, achievable, relevant, and time bound (SMART). Whether it is improving brand
awareness, increasing user engagement, or promoting product sales, clear goals and expected outcomes are required. For
example, if the goal is to increase brand awareness, the content may need to focus more on storytelling and emotional
resonance; If the purpose is to promote sales, then the content may need to focus more on showcasing product features and
introducing user feedback. This helps guide the direction of content creation and community operation.

4.6 How: Implementation of marketing methods

A specific execution plan is crucial for achieving content marketing and community management goals. This includes
content creation, release rhythm, community interaction methods, incentive mechanisms, etc. The creation of content needs
to revolve around the interests and needs of the target audience, the release rhythm needs to consider the timeliness of
the content and the online behavior of users, the interaction method needs to be simple, direct, and able to stimulate user
participation, and the community incentive mechanism needs to be interesting and able to continuously attract users. It is
necessary to ensure that content and community activities support each other, jointly promoting user participation and brand
dissemination.

At the same time, the implementation of marketing activities also needs to be flexibly adjusted to adapt to market and
user feedback. Effective marketing methods should be able to attract the attention of the target audience and prompt them
to take action.

4.7 Monitoring and optimization: How to evaluate the effectiveness of marketing strategies and

optimize them

Monitoring and optimization are crucial steps in ensuring the effectiveness of content marketing and community
management. By setting key performance indicators (KPIs) such as traffic, engagement, conversion rates, etc., content
performance and community engagement can be quantitatively evaluated. Based on data feedback, marketers need to
continuously adjust their content strategies, interaction methods, and community operation methods to achieve the best
marketing results. For example, if it is found that the participation level of a certain type of content is low, it may be
necessary to adjust the theme or form of the content; If the community activity is not high, it may be necessary to introduce
more interactive elements or incentive mechanisms.

Meanwhile, A/B testing, user feedback, and data analysis can be utilized to continuously optimize marketing strategies
and ensure that marketing activities can achieve optimal results. Continuous monitoring and optimization help businesses
adjust their strategies in a timely manner to respond to market changes.

5. Conclusion

New media marketing is a marketing strategy that places greater emphasis on personalization and user experience. With
the development of big data and artificial intelligence technology, enterprises can with greater precision analyze consumer
behavior and provide customized content and services. The innovation of content marketing will drive the diversification of
brand storytelling, and community management will continue to be the key to building brand loyalty and user engagement.
Meanwhile, with the application of new technologies such as 5G, the Internet of Things, and augmented reality, new media
marketing will provide a richer and more immersive user experience. In this rapidly changing environment, enterprises need
to constantly learn and adapt to leverage the power of new media to build stronger brand influence.
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