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Abstract

With the development of the Internet, the influence of consumers is expanding. It is more and more
important for consumers to get close to their own brands and become loyal supporters of enterpris-
es. In order to let the user enhance to the enterprise’s loyalty, each enterprise has made the effort. In
this paper, the Xiaomi Community and Huawei Pollen Club are selected as the research objects to
analyze whether their interactive marketing measures can effectively enhance brand affinity and
enhance customer loyalty to the enterprise. Both the Xiaomi Community and Huawei Pollen Club are
social relationship management platforms with a large number of users and fans, and both attach
great importance to the two-way communication and interaction between the corporate brand and
users, hoping to build a continuous relationship with users, to enhance the loyalty of users to their
own brands, so that users are willing to buy and support the company’s products, this paper com-
pares and analyzes the similarities and differences between the Xiaomi Community and the Pollen
Club’s interactive marketing measures. Finally, we found that effective interactive marketing meas-
ures can increase the number of corporate fans, as well as increase the activity of fans in the com-
munity. These two results of interactive marketing have no doubt built a good relationship between
enterprises and users and fans and increased their loyalty to the business.
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