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Abstract: Social media platforms have
become the core infrastructure for
commercial marketing communication,
profoundly reshaping the relationship model
and communication logic between brands and
consumers. Based on the integrated
marketing communication theory, the 4C
theory framework, and the theory of social
identity, this article systematically analyzes
the role positioning of social media in brand
communication, consumer interaction, precise
marketing, and word-of-mouth amplification.
It explores its profound impact on the digital
transformation of marketing strategies,
relationship reconstruction, and
content-driven models, and proposes
application paths such as systematic
construction of content marketing,
collaborative communication of opinion
leaders, and dual-wheel drive of private
domain traffic. These provide theoretical
references for enterprises’ social media
marketing practices.
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1. Introduction
With the rapid iteration of internet technology
and the vigorous development of the digital
economy, social media has evolved from a
simple social tool into the core platform for
commercial marketing communication [1].
Traditional marketing communication relied on
one-way communication media such as
television, newspapers, and radio, with
information flowing unidirectionally from
enterprises to consumers, with consumers in a
passive receiving position. However, the rise of
social media completely broke this pattern,
making the communication between brands and
consumers a two-way or even multi-directional
interactive model [2]. In the current business
environment, social media platforms not only

undertake the functions of information release
and dissemination, but also deeply participate in
the entire marketing chain of brand building,
consumer relationship management, and market
expansion. Studying the role and influence of
social media in commercial marketing
communication has important theoretical value
and practical significance for understanding the
evolution logic of contemporary marketing
communication and grasping the direction of
enterprise digital transformation.
Social media refers to an interactive media form
based on network platforms and applications,
with user-generated content as the core, enabling
users to share, discuss, collaborate, and
disseminate information [3]. Its main functions
cover information release and transmission,
content creation and sharing, user interaction and
communication, community building and
maintenance, etc. Marketing communication is
an activity by enterprises to convey product and
brand information to consumers and establish
brand relationships, covering advertising, public
relations, content marketing, etc., with the core
purpose of persuading consumers to change
attitudes, beliefs, or behaviors. When social
media and marketing communication converge
and integrate, a new communication paradigm -
social media marketing communication - is born.
It is characterized by interactivity, immediacy,
precision, and viral diffusion, and is profoundly
reshaping the underlying logic of commercial
marketing [4].

2. The Theoretical Foundation of Social
Media in Marketing Communication

2.1 The Evolution of Integrated Marketing
Communication Theory
The integrated marketing communication theory
was proposed by Don E. Schultz and others,
emphasizing consumer-centeredness, two-way
communication as the core, and information
consistency as the supporting point. It advocates
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the coordinated integration of various
communication methods, aiming to establish
long-term marketing relationships [5]. In the era
of social media, this theory has gained richer
practical soil. Social media platforms themselves
are natural carriers of multi-channel integration,
and enterprises can simultaneously carry out
advertising placement, content marketing, public
relations activities, and user interaction on the
same platform, achieving consistent information
output and synergy effects. At the same time, the
data analysis capabilities of social media enable
enterprises to monitor the communication effects
of various channels in real time and dynamically
adjust communication strategies, thus truly
achieving data-driven integrated communication.
From the historical evolution of marketing
communication, it has gone through the
“positioning era” dominated by the
manufacturer’s thinking, the “transposition era”
dominated by the consumer’s thinking, the
“integration era” dominated by systematic
thinking, and the “technological era” dominated
by circle interaction thinking. Social media is
precisely the core infrastructure of marketing
communication in the technological era [6].

2.2 Social Media Marketing under the 4C
Theory Framework
The 4C theory takes consumer needs, cost,
convenience, and communication as the core
framework, providing clear theoretical guidance
for social media marketing communication [7]. At
the level of consumer demand, social media
platforms have accumulated a large amount of
user data. Enterprises can accurately understand
what consumers want by watching what they do
and like, so as to create news for them. On the
cost level, the cost of advertising on social media
is much lower than that of traditional media,
especially for small and medium-sized
enterprises. Social media is a cheap
communication channel. In terms of
convenience, social media has no time and space
constraints, allowing consumers to receive brand
information and participate in interaction at any
time. This convenience greatly improves the
effectiveness of marketing communication. In
terms of communication, the fact that social
media allows two-way dialogue means that the
communication between brands and consumers
is no longer one-way, but an equal dialogue.
This way of communication helps to better
establish brand trust and emotional connection

[8].

2.3 Social Identity Theory and Community
Marketing
Social identity theory holds that people gain
recognition of their own and personal values by
becoming part of a specific social group. Social
media platform provides a real foundation for
this psychological mechanism. Brands build a
fan community on social media, allowing
consumers to gain a sense of belonging and
identity through group interaction, thus
transforming their recognition of the community
into brand loyalty. This marketing
communication method based on social identity
has a much greater effect than traditional
advertising’s one-way persuasion, because the
brand information received by consumers in the
community often comes from the
recommendations and sharing of group members,
which is more credible and persuasive.
Community marketing has become an important
theoretical support for brand communication in
the era of social media. It upgrades marketing
communication from individual persuasion to
group influence, and from information push to
relationship building [10].

3. The Role of Social Media in Business
Marketing Communication

3.1 The Core Channel for Brand
Communication
Social media platform is now the first way for
brands to talk to us. In the past, in order to make
themselves famous, brands used a lot of
large-scale advertisements. Now, through social
media, they are famous for their naturally shared
content and active sharing by users. Social
media platform is open, people can interact, and
brands can talk directly with consumers. This
helps them to establish and display their brand
image. On social media, brands are no longer
just making serious speeches. On the contrary,
they tell brand stories in a more friendly and
vivid way, display product features, and make
the connection between brands and consumers
stronger and more emotional. At the same time,
through data analysis of social media platforms,
brands can locate their communication
information very accurately. Brands can
understand the interests, habits and preferences
of the target audience by analyzing user data.
Therefore, they can formulate more effective
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communication strategies. Viral marketing and
word-of-mouth communication have a very
strong impact on social networks. Creativity or
content with social value can spread quickly in a
short time. This has caused a lot of discussion
and concern. It is cheaper than traditional media
and its effect is more important.

3.2 The Bridge for Consumer Interaction
Social media has established a direct
communication bridge between brands and
consumers. In the traditional marketing model,
information transmission between enterprises
and consumers often goes through multiple
intermediaries, and information is easily
distorted or weakened in the process of
transmission. But social media is eliminating
these middlemen, enabling companies to post
information directly, respond to feedback and
solve problems for consumers. This real-time
interaction mechanism not only increases
consumers’ sense of participation and
satisfaction, but also enables enterprises to grasp
market changes and consumers’ needs more
quickly. Enterprises communicate with users in
real time through comments, private messages,
live broadcasts and other forms to help
enterprises quickly understand market demand,
improve products and services, and enhance user
loyalty. More importantly, the interactive
behavior on social network itself is a part of
communication marketing-every like, comment
and user sharing objectively expands the spread
of brand information and changes consumers
from passive information recipients to active
brand communicators.

3.3 Data Carrier for Precision Marketing
Social media platforms have accumulated a lot
of data about users. These data talk about many
things, such as age, gender, interests, hobbies,
consumption habits and geographical location.
This provides a good database for companies
that want to conduct precise marketing.
Companies can use these data to study the
market and user behavior. In this way, they can
better understand what users like and need. Then,
they can make more accurate marketing
strategies. The data analysis tools provided by
social media platforms enable companies to
better understand their audiences. They can send
the marketing content to the people who are
most interested, which greatly improves the
marketing efficiency and reduces the cost.

Personalized content recommendation has
become a very important ability in social media
marketing communication. Through in-depth
study of user behavior data, enterprises can
match content with what users want. Therefore,
every communication message will be conveyed
to the people who care most, and the
communication effect is the best.

3.4 Amplifier of Word-of-Mouth
Communication
Social media is the biggest amplifier of
word-of-mouth communication. In the
traditional communication environment, the
word-of-mouth recommendation of consumers is
limited by the scale of interpersonal network,
and its spread speed is limited. However, social
media has broken this restriction, allowing
consumers to comment, experience and
recommend to tens of thousands or even millions
of users in a short time. Positive word-of-mouth
can quickly attract a large number of potential
customers and create a strong desire to buy; And
negative word-of-mouth can also spread quickly,
bringing impact to the brand. This
word-of-mouth effect makes the content
generated by users on social media have high
marketing and communication value. By guiding
and managing the content generated by users,
enterprises can realize the wide spread of brand
information at a very low cost. The product
experience and service evaluation shared by
users on social media, because they come from
real consumers, have natural credibility and have
no paid advertisements.

4. Deep Impact of Social Media on Marketing
Communication Strategies

4.1 Driving the Digital Transformation of
Marketing Strategies
The widespread use of social media has
fundamentally promoted the digital
transformation of corporate marketing strategy.
In the past, the traditional marketing strategy
focused on products and relied on a large
number of advertisements and promotional
activities to attract consumers. In the era of
social media, marketing strategy has become
consumer-centered, emphasizing emotional
resonance and personalized experience. Through
social media interactive data, enterprises can
more directly understand the needs of consumers,
thus creating more accurate marketing strategies.
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This change makes marketing communication
change from “mass promotion” to “precise
scope” and from “one-way dialogue” to
“two-way dialogue”. Research shows that social
media marketing can significantly improve
customer loyalty and brand awareness. This
improvement comes not only from greater
exposure, but also from the fundamental
improvement of the quality of the relationship
between brands and consumers. Digital
transformation is not only reflected in the
transfer of communication channels, but also in
the profound transformation of marketing
thinking, from traffic orientation to brand and
value orientation.

4.2 Reconstructing the Relationship between
Brands and Consumers
Social networking has completely changed the
way brands contact consumers. Previously, in
traditional marketing, this relationship was not
equal. Brands have all the power, while
consumers only accept information. Now, thanks
to social media, consumers have the same right
to speak and share information. They can
evaluate, ask questions and even criticize brands
on social media. Brands must respond to these
voices with an open and sincere attitude. This
change requires enterprises to listen and respond
better, and to be more transparent and sincere in
marketing communication. Social media
interaction helps brands establish emotional
connections with users. When consumers feel
that the brand is listening to and respecting them,
their love and loyalty to the brand will greatly
increase. This brand relationship based on
emotional connection is much more stable and
lasting than identifying brands through
advertisements.

4.3 Giving Rise to Content-driven Marketing
Models
The rise of social media has given birth to the
great development of content-based marketing
model. In the social media environment with too
much information, only high-quality, useful and
fascinating content can cross the noise of
information and gain users’ attention and sharing.
This reality forces enterprises to change the
focus of their marketing communication: they
must now create correct content, not just put
information anywhere. Content marketing has
become one of the most important marketing
strategies in the social media era. The company

attracts users’ attention, establishes brand
authority, and keeps users’ loyalty by
continuously producing high-quality content.
Content forms are becoming more and more
diverse, from text and images to short videos,
from real-time streaming to interactive themes,
to meet the communication needs in different
situations. The essence of content-based
marketing model is to replace information
dissemination with value exchange. Enterprises
exchange useful information and services with
users to gain their attention and loyalty. This
logic is very consistent with the core idea of
“customer first” in integrated marketing
communication theory.

4.4 Globalization of Communication and
Cross-cultural Challenges
Social networks eliminate geographical
boundaries. They make it easy for enterprises to
reach consumers all over the world. This
provides an unprecedented opportunity for the
brand’s international communication.
Enterprises use social media platforms for
cross-cultural marketing. They adapt to the
culture and consumption habits of different
regions. They integrate local content into the
target market. As a result, they have improved
the popularity of their brands in foreign markets.
However, cross-cultural communication also
brings great challenges. There are great
differences in values, speech styles and social
rules among countries. If a company does not
have a local strategy, it may have cultural
conflicts or misunderstandings. This may
damage the brand image. In addition,
governments have different rules on data privacy,
content control and platform use. In the era of
global communication, enterprises must deal
with the complex institutional environment.
Therefore, marketing and communication in the
era of social media is not only a competition
between technology and creativity. This is also a
test for cross-cultural understanding and
adaptation institutions.

5. Application Paths of Social Media
Marketing Communication

5.1 Systematic Construction of Content
Marketing Strategy
Content marketing is the foundation of social
media marketing communication. The company
needs to create an organized content marketing
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strategy, well define the outline of the target
audience, and make different content plans.
Content creation must follow three rules: related
to the theme, original and shareable. This helps
to ensure that every content brings something
useful to users. For the form of content,
enterprises must choose the best presentation
mode according to the specific situation of each
platform. On the text and image platforms, we
prefer deep content. On the short video platform,
emphasize creative expression. On the real-time
streaming media platform, real-time interaction
is preferred. At the same time, enterprises need
to establish a system to evaluate whether their
content works well. By analyzing the number of
people affected, the quality of interaction and the
speed of sharing, they can gradually improve
their content strategies and improve their
communication efficiency.

5.2 Collaborative Communication with
Opinion Leaders and Key Nodes
Opinion leaders and key nodes in social media
play a very important role in information
dissemination. These people have professional
knowledge and a lot of influence in a certain
field. Their opinions and suggestions can spread
quickly and let people speak [9]. In marketing
communication, enterprises must like to
cooperate with opinion leaders and use their
social influence to make people trust brands
quickly. This kind of cooperation is not just a
simple advertisement, but an in-depth
cooperation, because they agree on values.
Opinion leaders like this brand, tell their real
experiences and provide professional
explanations. Their way of communication is
much better than the company talking alone. At
the same time, enterprises need to pay attention
to the key communication nodes in social
networks and find those very core and broadcast
nodes. By talking to these key nodes,
information can be spread well.

5.3 Dual-wheel Drive of Private Domain
Traffic and Platform Dependency
The long-term development of social media
marketing communication needs to find a
balance between platform dependence and
building its own brand. Over-reliance on a single
social media platform has brought huge
“platform dependence risk”. If the platform rules
change or the traffic cost rises, the marketing
effect of the company will be directly affected.

This is why enterprises should adopt the mode of
“platform dependence plus brand
self-construction”, just like two wheels. While
making full use of the traffic advantages of
social media platforms, they need to strengthen
independent website construction and private
domain traffic operation to reduce their
dependence on a single platform. The core of
private domain traffic is the direct connection
between the company and users. This connection
is not affected by the change of platform
algorithm, and can provide a stable and lasting
communication channel for enterprises.
Through community operation, membership
system, and exclusive content, enterprises can
continuously cultivate brand loyalty in the
private domain traffic pool and achieve the
long-term value of marketing communication.

6. Conclusion
Social media platforms are no longer merely
optional auxiliary tools in commercial marketing
communication; instead, they have become the
core infrastructure that runs through the entire
chain of brand building, consumer interaction,
precise marketing, and word-of-mouth
dissemination. From a theoretical perspective,
integrated marketing communication theory, the
4C theory framework, and social identity theory
provide solid theoretical support for social media
marketing communication, enabling it to
transcend the one-way persuasion logic of
traditional advertising and move towards a
consumer-centered two-way interaction and
relationship building. From an application
perspective, social media plays an irreplaceable
role in brand communication, consumer
interaction, precise marketing, and amplification
of word-of-mouth, and also promotes the digital
transformation of marketing strategies and the
rise of content-driven marketing models.
However, social media marketing
communication also faces real challenges such
as cross-cultural communication risks, platform
dependence risks, and the information bubble
effect. Enterprises need to incorporate social
media into the overall marketing framework at
the strategic level, strengthen local operation and
data analysis capabilities at the operational level,
and build a diversified content ecosystem and a
complete risk prevention mechanism at the
execution level. Only in this way can they
achieve the maximum release and sustainable
growth of brand value in this communication
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field full of opportunities and challenges.
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