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Abstract

Zhuiji City freshwater pearl cultivation and sales base is based on supply, derivatives as a large base,
the current product sales model is still more traditional. Based on the operation mode of new me-
dia, this project aims to create a new media team with characteristics of Zhuji City and Jiyang by
changing the traditional sales channels, so as to provide customers with science popularization, in-
troduction and display of pearls, stimulate their interest and purchase desire, improve sales and
the popularity of Mountain lake town, Zhuji City and China Pearls and Jewelry International City Co
Ltd, and lay a foundation for promoting the development of Zhuji City pearl brand.
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