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Abstract

With the rapid development of social media platforms, social media advertising has become an im-
portant means of brand promotion and marketing. This paper makes a systematic analysis of the cur-
rent situation, effects and optimization strategies of social media advertising. First, the definition of
social media advertising and its three main forms: information flow advertising, native advertising
and interactive advertising, are introduced. Subsequently, the influencing factors of social media ad-
vertising effect are discussed from three aspects: user factor, advertising content factor and platform
factor. Finally, the strategies of optimizing advertising content, enhancing user interaction and pre-
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cise delivery are put forward. The research results show that, by accurately targeting the target audi-
ence and optimizing the time and form of delivery, advertisers can effectively improve the effect of
social media advertising, and enhance the brand influence and user engagement.
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