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Abstract

This paper analyzes the application and effectiveness of social media marketing in the field of
sports products. Firstly, it outlines the characteristics and applicability of different social media
platforms, and discusses marketing strategies such as personalized content, interactive engage-

XEFIF: e AT EARTERE PR S T R LR D). BT 4UTIR, 2024, 13(3): 4383-4389.
DOI: 10.12677/ecl.2024.133536


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.133536
https://doi.org/10.12677/ecl.2024.133536
https://www.hanspub.org/

ment enhancement, and brand image building. Subsequently, a detailed analysis is conducted on
the impact of social media marketing on sports product sales, brand awareness, and user expe-
rience. Finally, through the analysis of successful and unsuccessful cases, the paper summarizes
the key success factors and common problems in social media marketing, providing valuable in-
sights for future online marketing of sports products.
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