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Abstract :

Social media refers to the content production and exchange platform based on user relationships on the

Internet, focusing on the media that emphasizes the sense of user and participation. Social media marketing
is the use of social platforms for marketing activities. This paper, on the one hand, deeply understands the
current situation of small and medium—sized enterprises on the other hand, it understands the relationship
between the target consumer groups and brand awareness, and finds the key factors that affect it. Through
the research on the formation mechanism of awareness under the social media marketing strategy, it will
help small and medium—sized enterprises to analyze the impact of social media marketing elements on brand
awareness according to the influencing factors of social brand awareness, and analyze the impact of social
media marketing elements on brand awareness. Analyze the impact of social media marketing elements on

the brand awareness of enterprises
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