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Abstract

With the rapid development of social media, online marketing has become an important means of
brand promotion and market competition. This article takes Tianshui spicy hot pot as an example
to deeply analyze the online marketing strategies it adopted in the social media environment and
their effectiveness. The key characteristics of social media marketing are analyzed, including
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interactivity, immediacy, user-generated content, and precise targeting. Furthermore, the article
explores how these features have facilitated the application of Tianshui spicy hot pot’s online mar-
keting efforts, such as content marketing, word-of-mouth marketing, community engagement mar-
keting, and advertising. Based on this analysis, optimization suggestions are proposed, including
innovating marketing content and methods, integrating online and offline resources, maintaining
reputation and brand image, and building a comprehensive social platform network system. These
recommendations aim to provide insights for similar brands.
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