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Abstract: In the digital age, social media has become an indispensable
marketing tool in the cultural and creative industries. Its influence is not
limited to spreading information, but also to how to build the brand,
attract audiences and promote the consumption of cultural products. This
paper aims to explore the profound influence of social media on the
marketing strategies of cultural and creative industries, analyze its
advantages and challenges, and make suggestions for optimization

strategies.
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Foreword

In the digital age, social media has become an indispensable part of
the cultural and creative industries. It has not only changed the way peo-
ple access information and entertainment, but also profoundly influenced
the marketing strategy of cultural and creative products. The popularity
of social media has provided an unprecedented display platform for the
cultural and creative industries. Through Facebook, Instagram, Twitter
and other platforms, artists, designers and creative workers are able to
interact directly with a global audience to present their works and ideas.
This direct interaction not only reduces marketing costs, but also im-
proves the visibility and influence of the brand. The innovation of social

© The Author(s) 2025

E. Duester (ed.), Proceedings of the 2025 International Conference on Global Cultural and Creative Industries
(ICGCCI 2025), Advances in Social Science, Education and Humanities Research 942,
https://doi.org/10.2991/978-2-38476-458-7_8


https://doi.org/10.2991/978-2-38476-458-7_8
http://crossmark.crossref.org/dialog/?doi=10.2991/978-2-38476-458-7_8&domain=pdf

156 Z. Fanzhong

media marketing strategies is reflected as follows: First, content market-
ing. Social media emphasizes content as king. The cultural and creative
industry attracts and maintains audience attention by producing high-
quality and attractive content. For example, through short videos, live
broadcasts and interactive posts, creative workers can more vividly pre-
sent their work and creative process. Second, user participation. Social
media encourages user engagement and interaction. By holding online
contests, q & A and voting, the cultural and creative industry can increase
user engagement and loyalty. This strategy not only enhances the con-
nection between brands and consumers, but also promotes word of
mouth marketing. Third, data analysis. Social media platforms provide
rich data analysis tools that enable the cultural and creative industries to
accurately understand the preferences and behaviors of target audiences.
By analyzing this data, creative workers can optimize their marketing
strategies and improve their marketing effectiveness. While social media
has brought many opportunities to the cultural and creative industry, it
also has some challenges. First, information overload makes it difficult
for creative content to stand out. Second, algorithmic changes in social
media may affect the visibility of content. In addition, privacy and data
security issues are also important issues that the cultural and creative in-
dustries need to pay attention to when using social media.

1 The rise of social media and the cultural and creative industries
In the past few decades, the rapid development of information tech-
nology and the popularity of the Internet have triggered the global social
media revolution. This phenomenon has not only changed the way peo-
ple communicate, but also completely reshaped the face of the cultural
and creative industries. Social media platforms such as Facebook, Insta-
gram, Twitter and TikTok provide a wide display platform for the cul-
tural and creative industries. These platforms not only lower the barriers

to entering the market, but also provide channels for artists and creative
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companies to interact directly with audiences. The cultural and creative
industries cover a wide range of fields, including music, film, art, design,
publishing, etc. The proliferation of social media has enabled creators in
these areas to self-advertise and product marketing at a lower cost.
1.1The rise of social media

The origins of social media date back to the end of the 20th century,
and with the popularity of the Internet, early platforms such as MySpace
and Friendster emerged. At the beginning of the 2000s, the rise of plat-
forms such as Facebook, Twitter and YouTube marked a rapid develop-
ment of social media. These platforms not only provide opportunities for
users to communicate and interact, but also open up new paths for con-
tent production and dissemination. A striking feature of modern social
media platforms is their user engagement and diversity. Emerging plat-
forms such as Instagram, TikTok and Snapchat attract a large number of
young users, who express themselves in various forms, including images,
videos and short videos. The diversification of these platforms provides
a rich source of material and inspiration for the cultural and creative in-
dustries.

1.2The evolution of the cultural and creative industries

The rise of social media has brought about unprecedented opportu-
nities 'for content creation for the cultural and creative industries. Crea-
tors can use these platforms to reach global audiences directly, thus low-
ering the barriers to traditional publishing and broadcasting. This change
encourages more creatively minded individuals and groups to participate
in content production, thereby facilitating diverse cultural expression.
Social media has changed how cultural products are spread and distrib-
uted. Through the platform's sharing and recommendation mechanism,
the content can be quickly spread to the world in a short period of time.
This rapid spread not only increases the influence of the content, but also
enables the discovery and re-creation of creative works. The marketing

strategy of the cultural and creative industries has undergone profound
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changes in the era of social media. Brands and creators use the platform's
advertising tools and data analysis capabilities to accurately target the
target audience, and enhance user engagement through interaction and
participation in activities. This direct interaction significantly increases
brand loyalty and consumer satisfaction.
1.3 Social media and consumer participation

On social media, consumers are no longer passive recipients, but
active participants. They directly influence the popularity of content and
the decisions of creators through likes, comments and sharing. This in-
teraction not only enhances consumers' sense of participation, but also
provides valuable feedback for creators, making the work more close to
the market demand. Social media promotes interest-based community
building, and creators can build close ties with their fans through the
platform. The existence of such communities has spawned a fan econ-
omy, with creators providing commercial value through crowdfunding,
product sales and member subscription. This is particularly true in music,
film and games. Social media provides a stage for creatives to show their
talent and test their ideas. By interacting with the audience, the creative
person can get inspiration and constantly improve the work based on the
feedback. This direct interaction not only accelerates the process of cre-
ative production, but also improves the quality and market adaptability
of the works. Social media platforms provide a variety of content distri-
bution channels, enabling creative works to be presented to the audience
in multiple forms (such as video, images, and text). This multi-channel
distribution method greatly expands the dissemination scope and influ-
ence of cultural and creative works.

2 The impact of social media on cultural and creative marketing
strategies
2.1 Brand building and communication
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The immediacy and breadth of social media allows the brand to
quickly spread its core values and ideas. Through carefully planned con-
tent, creative companies can build a strong brand image in a short period
of time. User-generated content (UGC) also plays an important role in
brand communication, with consumers providing free ‘publicity for the
brand by sharing their personal experiences. The rise of social media
provides a brand new platform and tool for brand building and commu-
nication. While traditional brand communication relies on advertising,
public relations, and offline activities, social media allows brands to
communicate with their audiences in a more interactive and real-time
way.

1. Brand building. Social media enables brands to create a unique
brand image through personalized content. By analyzing user data,
brands can more accurately understand the preferences of the target au-
dience and thus customize the content to meet their needs. This person-
alized interaction helps to enhance brand loyalty. Real-time interactions
on social media allows brands to quickly get consumer feedback and
adapt their strategies to that feedback. This ability of dynamic adjustment
helps brands remain competitive in the market.

2. Brand communication. The social media sharing feature enables
brand information to spread quickly. By strategically designing content,
brands can stimulate users' desire to share and achieve the effect of viral
transmission. This way of communication not only expands the influence
of the brand, but also effectively reduces the marketing costs. Brands can
also encourage users to generate content through social media platforms,
which not only enriches the brand's content library, but also enhances
their sense of engagement and brand belonging. The authenticity and di-
versity of UGC inject fresh vitality into the brand and enhance the cred-
ibility of the brand.

2.2Precision marketing and data analysis



160 Z. Fanzhong

Social media platforms provide a wealth of data analysis tools that
enable cultural and creative companies to conduct precision marketing
3. By analyzing users' behavioral data, companies can better understand
the preferences of their target audiences to develop more effective mar-
keting strategies. This data-driven marketing approach improves the ef-
ficiency of advertising and reduces unnecessary marketing expenses.

Precision marketing refers to the collection and analysis of con-
sumer data to achieve more effective marketing activities. Social media
platforms such as Facebook, Instagram and Twitter provide rich data re-
sources, including users' geographical location, interests, consumption
habits, etc. These data provide unprecedented opportunities for the cul-
tural and creative industries to identify and locate potential consumers
more precisely. For example, an independent film production company
can analyze user data on social media, identify groups interested in spe-
cific types of movies, and target targeted ads for those groups. This strat-
egy not only improves the conversion rate of advertising, but also re-
duces the marketing costs.

The rise of social media has driven a significant change in cultural
and creative marketing strategies. Traditional marketing tends to rely on
mass media advertising, while social media allows marketers to interact
directly with consumers. This interactivity not only enhances consum-
ers&#039; sense of participation, but also makes marketing campaigns
more personalized and dynamic. In addition, the content-sharing func-
tion on social media has also greatly expanded the spread of cultural and
creative products. A successful social media marketing campaign can
quickly go viral to reach a broad audience in a short period of time.
Through in-depth analysis of social media data, marketers can under-
stand consumers&#039; preferences and behavior patterns, so as to de-
velop more effective marketing strategies. For example, by analyzing
user interaction data, marketers can identify the most popular types of
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content and adjust their content creation and publishing strategies ac-
cordingly. In addition, data analysis can also help marketers fievaluate
the effectiveness of marketing activities. By tracking key metrics such as
click-through, conversion, and user engagement, marketers can adjust
their strategies in real time to optimize marketing results.

2.3 Interaction and participation

The interactive function of social media makes the communication be-
tween brands and consumers more direct and frequent. Real-time feed-
back mechanisms not only help increase consumer sense of participation,
but also provide valuable market insight for brands. Through interaction,
brands can quickly respond to consumer needs and opinions, thus im-
proving customer satisfaction and loyalty. The core strength of social
media is its high degree of interactivity and user engagement. Compared
to traditional media, social media allows for two-way communication
between brands and consumers, and this instant feedback mechanism
provides an unprecedented opportunity for cultural and creative market-
ing.1. User-Generated Content (UGC): Social media encourages user-
generated content, which not only increases brand exposure, but also en-
hances user sense of engagement. For example, many cultural and crea-
tive brands go viral by holding online competitions or challenges to en-
courage users to create brand-related content.2. Real-time interaction:
Social media platforms, such as Weibo and Instagram, provide real-time
interaction functions, and brands can instantly respond to users 'com-
ments and questions. This immediacy greatly enhances users' sense of
participation and brand loyalty.3. Community building: Through social
media, brands can build and maintain a loyal fan community. These com-
munities are not only the disseminators of brand information, but also
the guardians of brand culture. For example, by holding regular online
events or discussions, brands can deepen their connections with commu-
nity members and enhance their sense of belonging. Take a well-known
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cultural and creative brand, for example, which has successfully imple-
mented a series of interactive marketing strategies through social media.
First, the brand used Instagram's "story" function to release a series of
behind-the-scenes production videos to let fans understand the creation
process of the product. Second, the brand launched a themed tagging
campaign through Twitter to encourage users to share their stories with
the brand products, which not only increased the brand's social media
exposure, but also collected a lot of valuable user feedback.

2.4Innovation and content creation

The rise of social media has brought unprecedented innovation oppor-
tunities to the cultural and creative industries. First, social media plat-
forms such as Instagram, TikTok and YouTube provide a broad stage for
creators to present and share their works. These platforms not only lower
the threshold for content creation, but also enable quality content to
spread quickly and reach a wider audience through algorithmic recom-
mendations. The variety of tools and formats (such as live broadcasts,
short videos, stories, etc.) stimulate the imagination and creativity of cre-
ators. The diversity of creative content not only attracts more audiences,
but also provides diversified marketing means for brands.

1. Content diversity and individuation. Social media encourages a
variety of content forms, from short videos to live broadcasts to illus-
trated posts, where creators can flexibly choose content forms according
to the preferences of their target audience. For example, short videos on
TikTok have quickly become popular because of their short and creative
quality, becoming the new favorite of brand marketing. This personal-
ized content creation method not only enhances the user's sense of par-
ticipation, but also improves the brand recognition.

2. User-generated content (UGC). Social media has also driven the
rise of user-generated content. By encouraging users to participate in
content creation, brands can not only get a lot of free publicity, but also

enhance users' sense of belonging and loyalty. For example, Starbucks
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uses the "White Cup Challenge" campaign to encourage users to create
art works on white coffee cups and share them on social media. The event
not only increases brand awareness, but also stimulated users' creativity.

3. Real-time interaction and feedback. The real-time interaction
function of social media allows brands to quickly capture user feedback
and adjust their marketing strategies based on the feedback. For example,
through the live streaming platform, brands can interact with users in real
time, answer questions and collect opinions. This instant feedback mech-
anism not Yonly improves the accuracy of marketing, but also enhances
the sense of user participation and satisfaction.

The innovation of social media and content creation have promoted
the profound change of cultural and creative marketing strategies. The
traditional one-way communication mode is gradually replaced by the
two-way interaction mode, and the relationship between the brand and
the users becomes more close and interactive. One is precision market-
ing. Through big data analysis, social media platforms can accurately
locate the target audience and achieve precision marketing. For example,
by analyzing users 'browsing records, thumb up and comment behaviors,
brands can understand users' interests and preferences, so as to develop
more targeted marketing strategies. This precision marketing not only
improves the marketing effect, but also reduces the marketing cost. Sec-
ond, cross-border cooperation. Social media also provides opportunities
for cultural and creative industries to cooperate with cross borders'’. By
working with other brands, artists or opinion leaders, brands can use their
influence to expand their visibility. For example, Nike cooperated with
famous artists to launch limited edition sneakers, promoted through so-
cial media, which not only enhanced the artistic value of the brand, but
also attracted a large number of fans. Third, emotional marketing. Con-
tent creation on social media can often trigger an emotional resonance
among users. By telling brand stories and demonstrating brand values, a

brand can build an emotional connection with its users. For example,
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Coca-Cola's "Share a bottle of Coke" campaign to encourage users to
share photos of them drinking Coke with friends on social media, con-
veys the brand concept of "sharing happiness". This emotional marketing
not only enhances the user's brand identity, but also enhances the brand
loyalty.

3Challenges of social media marketing in the cultural and creative
industries

Although social media has brought many opportunities to the cul-
tural and creative industries, it also faces several challenges. The first is
the problem of information overload. The massive information flow
makes the brand information easy to be submerged. Second, changes in
platform algorithms may affect the visibility of content, making it diffi-
cult for brands to predict their marketing effect. In addition, privacy and
data security issues also pose serious challenges to social media market-
ing.

In the digital age, social media has become an indispensable marketing
tool in the cultural and creative industries. However, with the diversifi-
cation of platforms and complicated user behavior, social media market-
ing also faces a series of challenges.

1. Continuity and innovation of content creation. The demand for
content by social media users is constant and changing. The cultural and
creative industry needs Yito constantly produce high-quality content to
keep the users' attention. However, continuous content creation is a huge
challenge for small creative businesses with limited resources. In the era
of information explosion, users have more and more innovative require-
ments for content. The cultural and creative industry needs to constantly
innovate content forms while maintaining brand consistency to attract
and maintain users' interest.
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2. Increase in user engagement. User engagement is the key to the
success of social media marketing. Through interaction, cultural and cre-
ative industries can enhance users' brand loyalty and sense of participa-
tion. However, how to effectively increase user engagement is a complex
issue. Developing effective interactive strategies, such as hosting online
events, user-generated content (UGC), can increase user engagement.
However, these strategies need to be carefully designed and executed to
ensure their effectiveness.

3. Data analysis and precision marketing. Social media platforms
provide a vast amount of user data that is critical for precision marketing.
By analyzing user behavior, the cultural and creative industry can more
effectively locate target audiences and optimize marketing strategies.
However, data analysis requires professional knowledge and skills. For
many cultural and creative companies, the lack of data analysis ability is
a major obstacle.

4. Changes in the platform algorithm. The algorithms of social me-
dia platforms are constantly changing, which directly affects the visibil-
ity and dissemination of content. The cultural and creative industries
need to constantly adapt to these changes to maintain exposure to their
content. Understanding the changing trends of the platform algorithms
and adjusting the content strategy accordingly are the key to addressing
this challenge. In addition, multi-channel marketing can also reduce the
reliance on a single platform.

5. Brand image maintenance. On social media, brand image directly
affects users' cognition and trust. The cultural and creative industries
need to carefully maintain their brand image to build a good market rep-
utation. As negative information on social media spreads rapidly, the cul-
tural and creative industries need to establish effective crisis manage-
ment mechanisms to cope with possible brand crises.

4Suggestions for optimizing social media marketing strategies
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4.1 Multi-platform strategy

A multi-platform strategy refers to the simultaneous release and inter-
action of content on different social media platforms to maximize brand
exposure and user engagement. Each social media platform has its own
unique user base and content preferences, so a single-platform marketing
strategy often struggles to cover all potential users. Through the multi-
platform strategy, the cultural and creative industry can reach the target
audience more comprehensively and improve brand awareness and user
loyalty. Different social media platforms have different user groups and
characteristics, so enterprises should choose appropriate platforms for
promotion according to their own brand positioning and target audience.
Cultural and creative industries need to choose appropriate social
media platforms according to the characteristics of their target audience.
For example, Instagram and Pinterest are suitable for brands with rich
visual content, while Twitter and LinkedIn are more suitable for text and
news content. The content published on different platforms should be
customized according to the characteristics of the platform. For example,
content on Instagram should focus on image quality and visual appeal,
while content on Twitter should be concise and easy to read and share
quickly. The multi-platform strategy is not just about the release of con-
tent, but also about the interaction and feedback with users. User engage-
ment and brand loyalty can be enhanced by regularly responding to com-
ments, hosting online events, and publishing user-generated content.
Some well-known cultural brands have successfully enhanced their mar-
ket influence through multi-platform strategies. They post high-quality
product images and behind-the-scenes footage on Instagram to attract a
large number of visually oriented users; post real-time news and industry
developments on Twitter to maintain close ties with industry experts and
news media; and share corporate culture and employee stories on
LinkedIn to enhance corporate image and employer brand. Through this
multi-platform strategy, the brand not only expands its user base, but also
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increases user engagement and brand loyalty. Data show that after the
multi-platform strategy, the interaction rate on social media increased by
30 percent and the brand awareness increased by 20 percent.

4.2 Diversification of content

Content diversification involves publishing different types and
forms of content on social media platforms to attract and maintain the
interest of the audience. For the cultural and creative industry, content
diversification can not only increase the brand exposure rate, but also
enhance the user engagement and loyalty. Create a rich variety of content
forms to attract audiences of different interests. The combination of
video, pictures, text and other forms can improve audience participation.

1. The application of multimedia content. Cultural and creative in-
dustries should make full use of multimedia content, such as pictures,
video, audio and interactive content. For example, an art gallery can at-
tract audiences of different interests by publishing high-definition pic-
tures of art works, video interviews with artists, and interactive experi-
ences of virtual exhibitions.

2. Story-about marketing. Story-based marketing is an effective
content strategy that enhances the emotional connection by telling the
story behind the brand. For example, a handicraft brand can share its
production process, the inspiration source of the designers and the cul-
tural background of the products through social media, so as to enhance
the cultural value of the brand and the emotional identity of the users.
Use high-quality pictures, videos and dynamic design to enhance the vis-
ual appeal of the content. For example, museums can allow users to ex-
perience the historical stories behind the artifacts online through 3D vir-
tual exhibitions.

3. User-generated content (UGC). Encouraging user-generated con-
tent is a low-cost, high-effective marketing strategy. By hosting social
media challenges, soliciting user work, brands can increase their interac-

tivity and sense of community, or sharing user stories. For example, a
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music company can expand the brand's reach by launching a "cover chal-
lenge" and encouraging users to upload their own cover videos. For ex-
ample, the Palace Museum has successfully attracted a large number of
young audiences through diversified content strategies. Its social media
platform not only includes traditional introduction of cultural relics, but
also interesting short videos, interactive games and promotion of cultural
and creative products. For example, the "Forbidden City Cats" series of
short videos launched by the Palace Museum has successfully attracted
a large number of fans and enhanced the brand's affinity through its cute
cat image and humorous plot. Netflix Through diversified content forms
and precise social media marketing, it has successfully attracted a global
audience. Its social media platform features not only show trailers and
features, but also interactions with viewers, behind-the-scenes produc-
tion, and sharing of user-generated content. For example, Netflix in-
creases the brand's social interaction and user engagement by holding a
"# NetflixAndChill" topic challenge to encourage users to share their
viewing experience. In addition, cooperate with brands or artists in other
fields to launch co-branded products or activities to expand audience
coverage. For example, the cooperation between musicians and fashion
brands can attract both music lovers and fashion lovers.
4.3 Data-driven decisions

Use the data analysis tools provided by the platform to regularly
evaluate the effect of marketing “activities, and timely adjust the strat-
egy according to the data feedback. Data-Driven Decision Making
(DDDM) refers to the collection, analysis and utilization of data to guide
the development and optimization of marketing strategies. In the cultural
and creative industry, social media platforms provide massive amounts
of user behavior data, which can help enterprises more accurately under-
stand audience needs, optimize content creation and improve marketing
effects.
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1. User behavior analysis. Through the data analysis tools of social
media platforms (such as Facebook Insights, Instagram Analytics, etc.),
enterprises can obtain information about users' age, gender, geographical
location, interest preferences and so on. These data help companies to
segment their target audience and develop more targeted marketing strat-
egies. For example, an independent music label analyzed the data of
Spotify and Instagram and found that its main audience was for young
people aged 18-25, so it focused its marketing on TikTok and Instagram
Reels and successfully increased its brand exposure.

2. Content effect evaluation. Social media platforms provide key
metrics such as content interaction rates (such as likes, comments, shar-
ing) and conversion rates (such as clicking on links and buying products).
Companies can use these data to evaluate the performance of different
types of content to optimize content strategies. For example, in an art
gallery, analyzing interactive data from Instagram posts, found that vid-
eos with behind-the-scenes stories and artist interviews were more pop-
ular, increasing the frequency of such content and significantly increas-
ing user engagement.

3. Adjust the strategy in real time. The real-time nature of social
media data enables companies to respond quickly to market changes. For
example, during the release of a new film, a film distribution company
monitored the topic of topics on Twitter and found that a supporting role
unexpectedly became popular, so it quickly adjusted its marketing strat-
egy and increased the publicity content of the role, which successfully
attracted more audiences. For example, Netflix is a model of using social
media for marketing in the cultural and creative industry. The key to its
success 1s the combination of data-driven decisions and creative content.
The first method is the data-driven content recommendation. Netflix Ac-
curately recommend personalized content by analyzing users' viewing
history, scoring and search behavior. For example, for users who like

science fiction shows, Netflix will push trailers and behind-the-scenes
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features of related shows on social media to attract users to click and
watch them. Second, creative and interactive activities. Netflix Be good
at using social media platforms to carry out creative interactive activities.
For example, during the release of the new season of Stranger Things,
Netflix launched a "countdown" campaign on Twitter, which success-
fully created the topic heat by releasing mysterious symbols and clues,
triggering speculation and discussion among fans. Third, cross-platform
integrated marketing. Netflix Adopt differentiated marketing strategies
on different social media platforms. For example, beautiful posters and
short videos on Instagram, series-related challenges on TikTok, and be-
hind-the-scenes documentaries on YouTube, creating a full range of mar-
keting coverage.

5 Enhance the interactivity

Through the interactive function of social media, increase communi-
cation with consumers and enhance the affinity of the brand and user
loyalty. The core value of social media lies in its interactivity. The prod-
ucts and services of the cultural and creative industries tend to have high
emotional and cultural attributes. Therefore, by enhancing the interac-
tion, enterprises can better establish the emotional connection with the
audience and enhance the brand loyalty. Through live broadcast, ques-
tion and answer, voting and other forms, real-time interaction with the
audience. For example, artists can broadcast the creative process live on
social media to let the audience feel the charm of artistic creation and
communicate with the audience through bullet screens or comment sec-
tions. Users are encouraged to share brand-related content, such as pho-
tography, short videos, or reviews. This can not only increase the expo-
sure of the brand, but also enhance the credibility of the brand through
the user's real experience. Establish an exclusive fan community, regu-
larly hold online activities or topic discussions, and enhance users' sense
of belonging and participation. For example, Netflix publishes interac-

tive content related to popular episodes through social media platforms,
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such as role-playing and plot prediction voting, which enhances users'
sense of engagement and stickiness. Lego By encouraging users to share
their creative works and holding regular online competitions, we have

successfully created a vibrant user community.

Conclusion

Social media plays an increasingly important role in the marketing
strategy of cultural and creative industries. Enterprises can make full use
of the advantages of social media. Through innovative content market-
ing, user participation and data analysis, the cultural and creative indus-
try can more effectively promote their works and brands, and enhance
their brand influence and market competitiveness. However, facing chal-
lenges such as information overload, algorithmic changes, and privacy
issues, cultural and creative industries need to constantly adapt and opti-
mize their social media marketing strategies to remain competitive and
sustainable.
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