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Abstract

Taking Xiaohongshu as the research object, this paper explores the influence mechanism and practical
strategies of social media marketing on e-commerce brand promotion. By analyzing Xiaohongshu’s
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user portraits, content ecology, technology-driven models and cooperation cases, it is found that
social media marketing has significantly improved brand exposure, user trust and sales conversion
rate through precise user positioning, KOL/KOC influence, UGC content ecology and interaction mech-
anism. On this basis, this paper further proposes and explains the three-in-one marketing strategy
framework of “content + social + technology”, which provides theoretical reference and practical
enlightenment for e-commerce platforms and brands.
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