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Abstract

With the rapid development of Internet technology, social media has become an integral part of
brand management. The huge number of users of social media provides an opportunity for busi-
nesses to communicate directly with consumers. Brand awareness is an important part of brand
management, and social media marketing, as a new marketing method, has a profound impact on
brand awareness. Exploring the impact of social media marketing on brand cognition and analyzing
its mechanism and influencing factors will help provide theoretical basis and practical guidance for
enterprises to develop effective social media marketing strategies, enrich and improve the theoretical
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system of brand cognition and social media marketing from a theoretical level, and provide refer-
ence for subsequent research. It can also help enterprises make better use of social media platforms
to enhance brand awareness and enhance brand competitiveness from the practical level.
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