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Abstract: With the continuous growth of the national economy and the gradual expansion of
the product market, the number of brands and enterprises has been increasing. To boost sales,
most companies choose to improve product quality. However, even the finest products cannot
sell themselves without proper promotion. Under such circumstances, enterprises need to ad-
opt new media marketing models to build their own brands. This paper takes the "Weidu" br-
and of Beijing United Publishing Company as the research object and analyzes its marketing
strategies. Based on the 4P theory, it summarizes the successful experience of the "Weidu" br-
and from four dimensions. Through analyzing relevant measures, this paper puts forward corr-
esponding suggestions, emphasizing not only experiential marketing but also adjustments in c-
ontent and visual marketing, so as to support the faster development of more enterprises and
brands.
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