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Abstract

This research aimed to: 1) analyze the issues in applying online media to
promote enterprise marketing in China, 2) study online media strategies for
promoting enterprise marketing in China, and 3) propose sguidelines for using online
media to promote enterprise marketing in China. A mixed-methods research design
was employed, comprising quantitative and qualitative research methods. For
quantitative research, questionnaires were distributed to a sample of 400 small and
medium-sized enterprises (SMEs) in four major economic cities in China: Beijing,
Shanghai, Guangzhou, and Shenzhen. The statistics used for data analysis included
frequency distributions, percentages, means, standard deviations, and Structural
Equation Modelling (SEM). Qualitative research was conducted through in-depth
interviews with key informants, comprising 12 executives and employees.

The research findings revealed that: 1) a key issue in applying online media
was that while social media marketing activities and brand image had a strong
influence on marketing effectiveness, organizations still faced problems regarding
customer engagement, which had less influence than other factors due to content
lacking appeal, homogeneity, and a lack of timely response. 2) Successful online
media strategies emphasized content marketing coupled with innovative short videos
and live streaming to create real-time interaction, including multi-platform integration
strategies and online-offline (020) linkage. 3) Guidelines for using online media to
promote marketing should focus on elevating content quality to be personalized and
creative, establishing a clear brand identity, and applying Artificial Intelligence (Al) and
big data technologies for precise consumer behavior analysis and creating immersive
experiences for customers.

In practical terms, these findings provide SMEs with an actionable framework
for designing digital marketing strategies that integrate creative content with Al to
boost customer engagement. Furthermore, they serve as a valuable conceptual
framework for businesses to adapt and enhance their competitive advantage in a

rapidly evolving digital landscape.
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