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Abstract

Against the backdrop of the rapid development of the digital economy, the integration of sports
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event marketing and e-commerce platforms continues to deepen. As a cultural carrier with high
social attention and emotional appeal, sports events provide an important opportunity for brand
promotion and value shaping. However, traditional event marketing models focus on brand expo-
sure and struggle to achieve deep brand value conversion and long-term accumulation. E-commerce
channels, especially social e-commerce platforms, leverage content dissemination, data analysis,
and instant transaction capabilities to construct a closed-loop path of “dissemination-interaction-
conversion-accumulation” for event marketing. Based on brand equity theory, emotional marketing
theory, and digital marketing theory, this paper systematically analyzes the internal mechanisms
of enhancing brand value through e-commerce channels in sports event marketing and proposes
specific implementation strategies. The study finds that through mechanisms such as traffic intro-
duction from events, amplification via social interaction, reinforcement through celebrity endorse-
ments, and immersive experiences, brands can achieve a synergistic enhancement of cognitive
value, emotional value, and conversion value. In the future, sports event marketing is expected to
develop in intelligent, precise, and scenario-based directions.
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