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Abstract

Abstract

To date, as the internet has evolved into an age of intelligent, precise and
interactive Web3.0, social networks play an indispensible role in human life. As a
leading social media tools, micro-blog has become an important means for enterprises
marketing. We focus on the topic how to understand the application of micro-blog
deeply, then build and maintain the brand-consumer relationship.The Customers
Development Method is the foundation of the Micro Po marketing strategy research in
this paper. The author posits that it reveals a mode of market development by
employing micro-blog platform. This study takes the Chaotianmen micro-blog
platform as a case by utilizing Customers Development Method. Eventually, the
restaurant turned the loss into profit. This case provides an effective Micro Po
marketing strategy model which is the research summery of four Force Micro Po
marketing strategy model by analyzing the data and phenomenon of half-year

experiment.

Key Words: Micro Po marketing; Customers Development Method.; Catering
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