
Volume 3 Issue 8, 2022 

DOI: 10.6981/FEM.202208_3(8).0039 

285 

Frontiers in Economics and Management 

ISSN: 2692-7608 

Analysis of New Media Marketing Strategy of Time-honored 
Brand 

-- Taking Luan Guapian as an Example 
Changgui Gao 

School of Anhui University of Finance and Economics, Bengbu 233030, China 

Abstract 
With the further development of the Internet, a variety of new media platforms continue 
to appear in the public's vision, gradually changing people's way of life. In People's Daily 
life, represented by WeChat, weibo, each new media platform become a very important 
channel for the access to information, constantly mature new media technology not only 
brings the change of People's Daily life style, also make the enterprise in the marketing 
promotion methods have more choice, because the advantage of its own existence, More 
and more enterprises begin to try new media marketing, slowly from the traditional 
marketing model to new media marketing, and strive to find new development space in 
the market, improve the visibility of their products. As a time-honored brand in China 
and one of the top ten famous teas in China, Luan Guapian has high quality of its own 
products. Under the influence of the Internet, Luan Guapian also began to try to use new 
media for product marketing. This paper starts from the theory of new media marketing, 
taking Luan Guapian as the research object, first introduces the theory of new media 
marketing, and expounds the new media and new media marketing as well as 4I theory. 
Under the support of the theory, through the analysis of the status quo and strategy of 
the new media marketing of Luan Guapian, proposed the current problems in the new 
media marketing of Luan Guapian: lack of new media marketing concept, new media 
marketing platform single, lack of capital and content investment and account and fans 
interaction is not perfect. Finally, on the basis of 4I theory, corresponding 
countermeasures are provided: personalized precise marketing strategy, input of 
interesting content, profitable marketing means and interactive communication 
mechanism, etc. 
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1. Introduction 

Since the 21st century, our country has entered the Internet era, network access rate increasing, 
in this context, our country has entered a new era of new media, the traditional media such as 
newspapers, radio and television are no longer able to meet the needs of people to obtain 
information, people are beginning to know the world and learn about the world through the 
mobile Internet. More than 900 million People used the Internet in China by the end of 2020, 
an increase of 85.4 million in less than a year compared with March 2020, with the Internet 
penetration rate reaching 70.4 percent nationwide, according to a report released by the China 
Internet Network Center. On the other hand, the continuous integration and development of 
various industries around the world with the Internet, the use of the Internet to promote 
development, but also for various industries to provide a platform for Internet marketing. 
Traditional offline marketing has also undergone great changes with the advent of the Internet 
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era. As new media marketing has advantages that traditional media cannot match, such as 
lower cost, wider range of communication and faster speed, it has rapidly become the first 
choice for companies to do marketing. New media marketing has only developed for more than 
ten years in China, but its development has impacted almost all industries, especially some 
traditional industries. Therefore, it is extremely important to find the development path of 
online and offline integration through new media. 
Data show that China's tea output increased from 2,133,300 tons in 2016 to 2,970,000 tons in 
2020. In 2020, it increased 192,800 tons from the previous year, with a year-on-year growth of 
6.94%. This is due to the rapid development of China's economy and society since the reform 
and opening up forty years ago, tea industry as a characteristic industry in China, the attention 
of the state and local governments. Farmers were strongly advocated to raise their income level 
by planting tea, and were given strong economic and technical support. These conditions 
promoted the annual increase of tea output. 
For traditional industries, the emergence of new media platforms is both an opportunity and a 
challenge. For most tea companies, they are trying to access the Internet, hoping to promote 
development and increase their income through the Internet. However, due to the lack of in-
depth understanding of new media marketing, the lack of relevant talents and other factors, the 
promotion through new media platform encountered difficulties. In this paper, Luan Guapian 
as the research object, in-depth analysis of the current status of the new media marketing 
strategy of Luan Guapian, and based on the 4I theory, put forward optimization strategy 
suggestions, in order to help Luan Guapian to seek new development direction. 

2. Literature References 

New media marketing refers to the use of new media platforms to help product marketing, 
which leads consumers emotionally on the basis of specific product function appeals, and then 
promotes and propagates products to stimulate consumers' desire to consume. The main way 
of new media marketing is wechat, Weibo, short video and other platforms. Through these 
platforms, every consumer is not only the recipient of information, but also the sender of 
information, which has changed from the traditional marketing model. Goldenberg believes 
that there is a difference between new media and traditional media. Traditional media cannot 
get feedback and interaction after releasing information, and the information cannot be 
changed. After releasing information, new media can timely interact with users and also modify 
information [1]. Durukan (2011) proposed that objective content generated in the new media 
environment has great reference significance for studying consumer behavior and new media 
marketing. Because in the Internet era, customers will know about products and services 
according to the comments and opinions of other consumers, so as to decide whether to buy. 
Through new media, customers can not only see the official information of enterprises, but also 
see the comments of other users, so as to reduce their purchase risks. In fact, influenced by 
word of mouth, customers can quickly know the reputation of the product [2]. Kelly Bridget 
(2015) analyzed the new media marketing of specific enterprises and pointed out that, in the 
context of the Internet, information dissemination on new media platforms provides 
enterprises with more sales opportunities, because the speed and efficiency of information 
dissemination exceeds that of traditional media, and users continuously transfer and interact 
with each other. At the same time, the rapid application of new media in commercial activities 
has aroused the enthusiasm of consumers to a greater extent and further changed the 
traditional business model [3]. 
Domestic research on the theory of new media marketing is relatively late, the theoretical 
research is still in the beginning stage, has not established a complete theoretical system. Chen 
Bo (2010) believes that as a new marketing tool, new media marketing has two major 
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advantages, one is interactive, the other is global. Compared with traditional marketing, new 
media marketing puts consumer demand in the first place and communication is uncontrollable 
[4]. Liang Ye (2011) proposed that new media can help enterprises provide public relations 
communication channels different from traditional media, and they can interact with 
consumers on a global scale, listen to their valuable opinions, and take the collected opinions 
as the direction of future product development [5]. Liu Xiaosan (2014) pointed out that new 
media marketing is not a traditional marketing theory, let alone a simple application on new 
media platforms. For example, it is a marketing thinking mode to just post a douyin video. This 
model is based on digitization and has systematic characteristics [6]. 
Song Qiping (2016) holds that for new media marketing, the fundamental thing is to rely on 
modern marketing concepts, rely on the Internet to realize the rapid dissemination of 
information, and interact and communicate with users in real time through new media 
platforms to achieve the established marketing goals of enterprises and expand the market [7]. 
Wang Danfeng (2018) believes that new media, as the product of the latest science and 
technology, has changed the way of mass communication in the past, enabling every consumer 
to have equal rights to release and disseminate information, and consumers' consumption 
patterns and behaviors have also changed with the emergence of new media. The traditional 
enterprise marketing model has long been unable to meet the personalized needs of each user. 
Therefore, the enterprise must change its marketing concept and make joint efforts on multiple 
new media platforms to achieve greater development online [8]. 

3. New Media Marketing Status of Luan Guapian 

With the continuous development of Internet technology, many new media platforms continue 
to emerge, affecting People's Daily life style and communication mode. At the same time, relying 
on these new media platforms, enterprises have more choices in product marketing. The 
advantages of new media platforms in interactivity, communication scope and timeliness make 
new media marketing become an important content of enterprise marketing management in 
the Internet era, and it has become the first choice for enterprises to choose various new media 
platforms to publicize and promote product information. The current wave of new media 
marketing comes, As a traditional industry, Luan Guapian in the new media marketing has tried. 
Luan Guapian opened the official wechat account of the enterprise in 2013. After that, with the 
emergence of various new media platforms, short videos and online shopping mall platforms 
have been opened successively. At present, the mainstream new media platforms have Luan 
Guapian publicity and promotion figure. Tea enterprises through the new media platform 
marketing tea has become the best choice under the new situation, therefore, Luan Guapian 
through the community platform, video platform and online mall three platforms to jointly 
force, and strive to achieve leap-forward development through the new media platform. 
Although Luan GuaPian aware of the trend of new media marketing, want to be around from 
the traditional off-line marketing into an online + online integration development, however, 
luan GuaPian without changing the traditional enterprise marketing mode of thinking, to new 
media that does not have any experience, all is in grope, new media and the lack of some 
professional talents, As a result, the marketing of enterprises on the new media platform has 
not been very effective. 

4. Problems Existing in New Media Marketing of Luan Guapian 

4.1. Lack of New Media Marketing Concept 
Although Luan Gua Chip has been promoting on new media platforms such as Douyin and 
wechat, it has not really changed its awareness of traditional marketing methods. It has 
invested in these platforms and has not received any pleasing results. The operation of Luan 
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Guapian in new media platform is not ideal, the user participation degree is low, and the quality 
of the content released is not high. Take the wechat platform as an example, the reading volume 
of each article of Luan Guapian wechat public account varies from several hundred to one 
thousand, and there is no "popular" article. At the same time, as a representative of short videos, 
Douyin, most of the works published by Luan Guapian are in double digits with 15,000 fans, 
and few of the published content can arouse hot discussion and forwarding of netizens. New 
media marketing process including the early stage of the plan, the choice of media tools, 
marketing strategy, its itself is a complex concept, not short time can master the company, need 
long time training and practice [9], therefore, Luan GuaPian in new media marketing 
consciousness also need very much to improve, not only set up accounts, publish content. See 
other products using new media to create explosive products, their own blindly follow the trend, 
hoping to use new media platform to share a share of the action. Without a deep understanding 
of the concept of new media marketing and sensitivity to the market in the process of operation, 
the enterprise itself will not get the expected effect of new media marketing. 

4.2. Single New Media Marketing Platform 
The rapid development of Internet technology has brought a variety of new media platforms. 
People's work, study and life are closely connected with these new media platforms. With the 
development of mobile terminal technology, more and more people use mobile phones to 
browse information, and various mobile apps occupy people's fragmented time. Luan Guapian 
introduced the new media platform earlier, in the wechat just launched when the establishment 
of the enterprise's official account, and then in these new media platform development speed 
is slow, just rely on the basic new media platform for enterprise product information publicity 
and promotion, it is difficult to meet the needs of specific consumer groups. The question-and-
answer platform, since the media platform and search engine platform unusually hot, attract 
more users to use and browse information, has huge flow of these platforms, however, luan 
GuaPian only against the basic way of the new media, not in a wide range of new media platform 
to build a system, forming a form of universal coverage consumers, resulting in the loss of 
consumer groups, It is equivalent to giving up the huge market demand [10]. 

4.3. Lack of Funding and Content 
With the in-depth development of the Internet, people's living habits and lifestyles have 
changed to varying degrees, and people begin to obtain information sources from the Internet. 
The cost of modern marketing promotion is much lower than that of traditional newspaper and 
TV media promotion, but if you want to get great attention and spread on the Internet, you need 
to invest a lot of money [11]. For example, the cost of establishing a website on Weibo and 
wechat, as well as the cost of promotion on various new media platforms. Tea as a traditional 
industry, Luan Guapian did not invest too much money in the process of new media marketing, 
but put more of the publicity funds in the original offline channel maintenance, offline 
promotion, so the investment in the new media is seriously insufficient. 
On the other hand, the content released by the major platforms of new media is interesting to 
some extent, but it is just entertainment for the sake of entertainment, without any emphasis, 
knowledge and content. Taking Douyin of Luan Guapian as an example, the content of most 
videos is very simple, without any content, all for attracting eyeballs. Therefore, only by 
creating rich and substantial content can users get their attention. Users will be attracted by 
the content and gradually become a potential customer from a follower. 

4.4. The Account's Interaction with Fans is Incomplete 
The main difference between new media marketing and traditional marketing is that it is highly 
interactive. It is not limited to unilateral transmission of information, but both parties are 
sending information for interaction at the same time. Luan GuaPian on realized that the Internet 
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brings great change to the life at the same time, is also proceed with the network marketing, 
but in the process of popularization, due to a lack of interaction with fans, not really resonate 
with fans, lead to the vast majority of users to post content simply sweep, user little interest in 
the contents of this release. If this goes on for a long time, followers can easily become "zombie 
fans". In the end, all the marketing information released by enterprises on new media platforms 
will be released by internal staff to complete the work content, which is difficult to be effectively 
transmitted to the eyes of consumers, and consumers do not participate in it. Luan GuaPian to 
interact with fans is mainly in the article is WeChat public answer to win the prize, this way 
increase the user's activity to a certain extent, but the lack of in-depth interaction with users, 
on the other hand, to interact with fans, not just to give fans material products, spiritual 
interaction is more important, the latter for the fans, Tends to be very attractive. 

5. Conclusion 

5.1. Personalized Precision Marketing Strategy 
At present, the development of network technology has entered the fast lane, and big data 
technology facilitates all walks of life, which also makes the promotion of new media platform 
by many enterprises more intelligent, convenient and effective. Through the technology of big 
data platform, online customer diversion can be carried out, and customers can be converted 
offline. Through big data marketing, we still take customers as the center, establish point-to-
point marketing with customers, and use big data to create closed-loop marketing. Enterprises 
face each consumer, they are personalized, their needs are not the same. Therefore, enterprises 
make use of their own data to push personalized marketing information to each customer, and 
make use of network technology platform to fully grasp the personalized needs of consumers. 
Under the traditional media, everyone receives the same information through TV and 
newspaper, but through the new media, Luan Guapian can analyze the user behavior through 
the huge database in the past and find out their real demand points. The role of big data on Luan 
Guapian is reflected in two aspects. First, the user population niche, because of the 
characteristic of the tea itself, a demand for it has most of the users are in old people, and this 
group of people on the Internet contact rarely, aimed at this group of people of precision 
marketing, luan GuaPian need to business activities of the relevant goods sent to the customer's 
phone, accurate to convey information services, avoid information is invalid. Second, customers 
who have demands for product efficacy can track their search and browsing records according 
to big data technology, and conduct precise marketing on their "pain points", so as to better 
show the efficacy of tea to customers. 

5.2. Push of Interesting Content 
With the continuous integration of major new media platforms into people's lives, a variety of 
information has come into view, and information is constantly flooding. However, the attention 
and energy of users are limited. Only the content that makes users feel interesting can catch 
their eyeballs. The focus group of the new media marketing strategy of Luan Guapan is the 
middle-aged and the elderly, who are influenced by traditional values. This group of people has 
a very different style from the young generation of Internet natives. According to the data, the 
middle-aged and the elderly mainly participate in the Internet through wechat and short videos 
at present. They are very keen on recording their daily life by shooting videos and attach great 
importance to others' likes and comments. Take ChaLi Tea as an example. In the wechat public 
account, there is a column called "Wonderful Research Institute", which is full of interest in 
popularizing the technical content of tea bags and why black tea is called black tea. 
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5.3. Profitable Marketing Methods 
Whether it is traditional marketing means or the new media marketing which is hot recently, 
its essence is to dig out customer needs and better create value to serve customers. The value 
here is not only material, but also can bring spiritual value to customers, so as to better meet 
the needs and interests of customers. With the continuous development of society and the 
increasing mental pressure, customers gradually increase their spiritual and psychological 
demands for products and services provided by enterprises. 

5.4. Interactive Communication Mechanism 
More embodied in the traditional marketing interactive communication between merchants 
and customers, but in the application of new media platforms, already became the interaction 
between customers and customers and merchants and customers to interact, this point 
opposite, face to face, point-to-point communication between users between word of mouth 
become the important factor of enhanced product appeal. Therefore, when releasing product 
information on new media platforms, enterprises need to do a good job in the interaction 
mechanism with users on the one hand, and form a benign communication with customers. On 
the other hand, attention and enterprises should pay attention to the word-of-mouth 
construction of products, especially the evaluation feedback from users' new media platforms, 
which will become an important factor for potential users to decide whether to purchase 
products. 
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