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Abstract


Nowadays, the rapid development of social media has gradually changed people's way of life and brought more development opportunities in different fields. The interactivity, sociality and openness of social media create favorable conditions for enterprises to carry out social media marketing. According to a survey, 83% of social media applications show that the most common functions of social media are product and service marketing and advertising, followed by brand or market monitoring, accounting for 71%. Social media has opened up new and effective channels to promote products and brands. Through the use of social media, enterprises can achieve two-way communication and interaction with customers and potential customers, establish close ties and enhance customer participation. These conditions make social media have strong marketing and promotion capabilities, and its success factors are worth exploring.
In corporate marketing, social media marketing of some sports brands is very popular among Chinese students, and the success factors are worth exploring. This article takes college students in Wuhan, China as the research object, and investigates and analyzes the factors of Nike's success in online marketing. This article first reviews the current literature in the field of social media marketing, with special attention to the sportswear industry and Chinese student groups. Then, a questionnaire survey was conducted among college students in Wuhan City, Hubei Province, and the data was analyzed through various statistical tests to determine the success factors of social media activities. Use Excel to analyze and process the data, and use factor analysis to analyze the reasons. Finally, it gives the factors of Nike's network marketing success, and puts forward suggestions for the future development of social media marketing.
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1.Introduction
I.Background
The purpose of an enterprise is to make profits by producing and selling products or services. In order to increase profits, companies can increase the attractiveness of their products through their efforts in product features, prices, and design. In addition, marketing can also be used to build a bridge between consumers and products. This new marketing method aims to guide consumer demand and attract consumers' attention through social media and fan consumption. Among them, social media plays an important role in modern marketing. Marketing, as a carrier of fashion trends and atmosphere creation, forms an independent circle through social networks, thereby forming influence and cohesion within the circle. In social media marketing, social media is usually combined with other communication channels, such as analyzing and locating users in social media databases, and establishing precise marketing for contact with customers, creating value for stakeholders and achieving profitability goals (Rauschnabel & Hinsch fee) Lex, 2017).It is estimated that the total number of global social media users will increase to 3.29 billion by 2022, accounting for 42.3% of the total number of global users (eMarketer, 2018). Users use social media long enough and often enough for companies to spend money on marketing campaigns. Therefore, marketing uses ever-changing social media as an effective marketing channel (Appel, Grewal, Hadi&amp; Stephen, 2019). The most popular social media sites will enable companies to leverage the power of their brand on social media to connect with the right people and achieve their social media goals (Lua, 2019). In order to more specifically analyze how marketing uses social media for marketing activities and publicity, this article combines theoretical analysis with case analysis. This article will take Nike as an example to describe its marketing strategy in the field of social media and analyze its brand status. In order to further specifically explore the impact of social media on consumers, surveys were conducted in the form of interviews and questionnaires. At the same time, it analyzes the situation of Nike in China, and introduces the situation of the Chinese sportswear market and the situation of consumers.
2.Rationale
It is reported that by 2019（Report on the number of university students）, Wuhan has ranked first among the world's cities in terms of the number of college students. More and more college students participate in sports, they are the main force of the future social development, but also the main force of sports consumption in the future. The sports brand consumption of college students refers to an economic behavior that college students participate in the sports brand consumption. This paper analyzes the factors of the consumer marketing success of Nike's sports apparel and footwear brands through social media, so as to provide new ideas and inspiration for the social media marketing of sports brands. In the market competition is fierce in today's society, the brand has become an important intangible productivity of enterprise survival and development, research on college students sports brand, consumption to guide students to reasonable sports consumption, brand to promote the development of the sports brand, so to expand domestic demand, in order to promote the overall of sports industry and economic development has the vital significance. By reviewing the current literature in the field of social media marketing, with a particular focus on the sportswear industry and the Chinese student population. It then conducts a questionnaire survey among college students in Wuhan, Hubei Province, and analyzes the data in various statistical tests to determine the factors that contribute to successful social media campaigns. In order to determine the factors for the success of Nike's network marketing are given, and suggestions for the future development of social media marketing are provided.
3.Literature review
I.Introduction
Management is not only the management and regulation of the superior to the subordinate, but also a philosophy. Management is the means to achieve the goal. Peter Drucker, a senior management master, once said, "the purpose of an enterprise is to create customers." If you do well, profits will follow "(Moore &amp; Karl &amp; niketh pareek, 221). From the perspective of marketing, the key to the realization of organizational goals is to correctly identify the needs and wishes of the target market, and create more competitive products for the target market. This is a kind of knowledge that is constantly improving in the competition.
Through literature review and theoretical analysis, there are few factors for the success of contemporary social media marketing. This paper will analyze the social media marketing methods of Nike in Wuhan and the successful factors, and summarize the successful marketing experience, so as to provide new ideas for the social media marketing of enterprises in the Internet 5G era.

II. Marketing and marketing communication
To understand the concept of marketing communication, obviously we need to focus on two components: marketing and communication. The so-called marketing refers to a series of communication or exchange activities carried out by enterprises or other organizations to create value transfer or exchange between themselves or customers. It refers to the process of passing ideas and building consensus between different individuals or between organizations and individuals (Ang, (2018). Combining these two concepts, it can be said that marketing communication refers to the establishment of Consensus, the sum of all the elements of value exchange in the brand marketing mix.This shows that marketing communications is to achieve the basic elements of marketing and brand development, it is the responsibility of the product or brand in the company and the creation of its consumers some kind of consensus, then the value of the exchange between each other consensus means not just a simple information transfer between both, also have to form a coordinated balance, so no matter what form of marketing communications , it cannot shake off the dependence on information exchange. The traditional promotion mix generally emphasizes the four main components of advertising, public relations, sales promotion and personal promotion, and these promotion means in the use of the process emphasizes the one-dimensional promotion of the sales target, focusing on "push". Marketing communications, on the other hand, has noticed the consensual communication process in the process and greatly expanded the means of communication.（Codita, R. (2011)）
The purpose of marketing communication is to influence consumer attitudes and behaviors, which is the fundamental motivation that determines all marketing information. Every step in the communication process cannot be separated from the understanding of consumer behavior. And consumers for the related products or brands. Understand, and make the corresponding choice of behavior, but also follow a certain step, different types of consumers have. Its different behavior mode, marketing communication only according to these different characteristics can obtain the expected behavior effect. This process is summarized into the following models：
（1）Model of Brand decision-making process and decision-making steps of customers.（Codita, R. (2011)）
A. The process of consumer decision making
Brand decision-making process and decision-making steps of customers mainly discuss the consumer demand motivation and its lead to action. the behavior trend of consumers to reach a transaction and realize purchase is as the basic reference, which can be used as a framework for analyzing the consumer decision-making process, the discussion will also be carried out within this conceptual framework.

Figure1 Model of Brand decision（(Ameliawaty and Halilah，）
B．Internal mental process

Figure2 Internal mental process （Ameliawaty, R., & Halilah, I. (2018)）

(2) Model of experiential decision making and habitual decision making in customer choice
For consumers, if they have past experience when buying a certain product, brand or service, or if the decision is of low personal, social, or economic importance, the consumer will have the greatest impact to reduce decision steps, or even skip one or more stages and go straight to the purchase decision. Under normal circumstances, consumers do many purchasing decisions are based on a habitual or routine selection process, and many low-value, for products that are purchased frequently, the decision-making process involves little more than identifying problems, conducting quick internal research, and making decisions buying decisions. In this case, consumers rarely put more effort into external search, or make no effort at all or choose to evaluate.
A. Experience model

Figure3:Experience model

B. Habitual repetition model



Figure4:Habitual repetition model（Gardner, B., & Rebar, A. L. (2019, April 26)）

Experiential decision making and habitual decision making involve customers' familiarity with the product or brand. In this kind of decision making, consumers are no longer the first contact of the product or brand, but usually have established some connection with the product or brand, so the decision-making process is simplified accordingly. In this case, the understanding of consumer experience and consumption habits is of more inevitable significance. Any effective marketing communication starts with the analysis of consumers and the products or brands they are interested in. Only by identifying consumers' needs, goals and values, their knowledge level of products and brands, their degree of participation, and their current attitudes and behavior patterns can the effectiveness of marketing communication information be guaranteed. In short, it is to understand the relationship between target consumers and the products or brands they are interested in, as well as the degree to which their desires and needs are satisfied. In his book "Marketing Myopia", renowned Harvard marketing scientist Professor Ted Levitt (2000) points out that consumers often view products or brands in terms of their outcomes rather than their attributes. When a product or brand is purchased or used, a certain consumer conclusion or result will be formed. There are generally two types of consumer outcomes, functional and psychological. The former is the visible result of the use, the latter is the hidden result of the internal. Functional results can be obtained through experiments, but psychological results are difficult to grasp. In many cases, what consumers express is not consistent with their actual feeling results, and sometimes it is even disguised or concealed unconsciously. Therefore, to understand the relationship between consumers and products or brands, we must consider these factors and recognize the rational thinking factors and emotional psychological factors included in this relationship.
In business, there is two purposes of marketing -one is to attract new customers by highlighting the potential value of a good or service. Customer acquisition is a positive process, which means that the company must recruit customers, and few customers patronize the enterprise. The other is to achieve the second goal of marketing, that is, to retain customers, by constantly meeting and surpassing customer satisfaction. Modern marketing concept advocates demand first. What enterprises produce and sell should not be in the hands of the company, but in the hands of consumers. Only by producing products that consumers need and maximizing the interests of consumers can enterprises obtain consumers and profits. But there is a more advanced form of marketing, which is direct demand. Marketing management is to achieve organizational goals by implementing marketing-related strategies and tactics. According to this definition, every resource, human or other, is involved in the marketing process.
Professor Levitt, a famous marketing scholar from Harvard University, put forward an argument in his book Marketing Myopia that the definition of a firm's market is more important than the definition of its product. He argues that running a business must be seen as a customer satisfaction process rather than a product manufacturing process. Products are ephemeral, while basic needs and customer base are eternal. For example, ordinary mobile phone companies will be eliminated soon after the appearance of smart phones. However, if the same company clearly stipulates that its mission is to provide communication tools, people's demand for communication tools will still exist even if ordinary mobile phones are eliminated, and it can switch from ordinary mobile phones to smart phones. This is the difference between market orientation and product orientation, and market orientation is based on demand.
The traditional marketing starting point is "product", marketing initiative in the hands of the manufacturer, everything from the product. Modern marketing is completely based on consumer demand as the center, each link is built on the confirmation of consumer demand. The importance of marketing communication in marketing is mainly reflected in two directions. One aspect is that marketing, as a kind of value transformation, starts from information dissemination and is in an information dissemination field from beginning to end. Another aspect is that marketing communication has a great permeability, almost all elements in the previous marketing composition, can be completely transformed into marketing communication elements. Specifically, the structure of marketing, whether or not, contains an important element, this element is called "promotion", "communication" or "communication", it represents a kind of marketing information transmission. The traditional view is that this kind of marketing information transmission is to follow the product into the marketing process after the given product. In fact, even in the traditional marketing framework, the product is usually completed in the production process. Once it enters the marketing field, it first faces the problem of marketing message setting. Because marketing represents a circulation and exchange framework, supporting this framework is mainly three fulcrum goods, market, consumers. Circulation and exchange is to realize the exchange between the value of goods and the value of consumer demand through the form of market, and the exchange must first be the exchange of information and then the exchange of value, so in this process, the commodity, the market and the consumer are in an information field and undertake the flow of marketing information. 
Social Media
Social media as a new platform for enterprises' marketing activities changed the way of communication between customers and provided . On this new platform, user participation has become one of the most important indicators of enterprise marketing activities. Social media marketing aims to carry out marketing activities on social media. The continuous growth of social media will inevitably bring about great changes in the marketing model of enterprises. We need to start from the unique advantages of social media marketing to enable enterprises to achieve real-time and frequent communication with consumers, and provide greater possibilities for enterprises to achieve better management of consumer behavior.（Event social media marketing. (2014). ）
In what is social media, antoy Mayfield first gives a specific definition of social media, pointing out that "social media is the general term of a platform, a new online media that can provide users with participation and space. With the help of this platform, people can freely share experiences, ideas and opinions. The six key features are participation, communication, openness, dialogue, interconnection and socialization. "（ Moriuchi, e. (2016)) the application of social media enables individuals and companies to use media platforms to convey information and express ideas. Therefore, in order to expand the influence of the brand and reduce the negative evaluation of the company, enterprise marketing personnel must participate in social media interaction. Hausman realized that the nature of social media determines the inevitability of social media marketing as a new marketing method, and predicted that this field will attract more and more professionals and enterprises to participate. According to Dave Evans, the goal of marketing is to pass information between consumers and sellers. In his view, social media is a perfect platform（ Therefore, he believes that the emerging social media marketing mode will become an important part of the marketing mode. Scott stratte points out that the use of social media marketing can help businesses and consumers build good relationships（ Scott Stratte, 2019)。 Shuo Chuan and yoojung pointed out that compared with traditional marketing, one of the biggest advantages of social media marketing is that it can explore more accurate target customer groups with lower advertising costs and guide "social marketing personnel" in social media. Make a positive statement about the brand, and more specifically suppress the negative news about the company（ shuchuan and Yoojung, 2018, P12).
The new concept of "publishing media". Social media represented by blogs, forums and wikis have gone beyond the stage of personal information sharing. The brand promotion of enterprises and public opinion news are increasingly active. Social media marketing has ushered in the transformation from the traditional B2C (merchant to consumer) to B2C2C (merchant to consumer and then share to other consumers) mode.(Liu, X., Shin, H., & Burns, A. C. (2021))
III.Brand equity
Brand assets were proposed by western advertising scholars in the 1980s. At that time, many countries were affected by the western economy. In order to increase profits, companies have to take various ways to reduce costs. Advertising has become the object of price reduction. The company began to use the method of price reduction marketing frequently. After that, they found that although promoting sales growth in the short term, it damaged the brand image and the long-term interests of the enterprise (Jin Yongwen and Xuxi Town (2007) to remind the company to avoid repeating the same mistakes and avoid the negative impact of price promotion on the brand. In the long run, they focus on the brand. The role of the company in the long-term development of the advertising industry put forward this concept. At the same time, several large mergers and acquisitions with the main purpose of acquiring brands also give people a deeper understanding of the financial value of brands.
The research of scholars can be divided into three directions. The first direction focuses on the importance of the various preconditions for building brand assets. A prerequisite for the formation of brand assets includes marketing strategy and non-marketing strategy (such as marketing mix strategy (4 P), competitor strategy, consumer values, lifestyle, market environment, etc.), which all affect the formation of brand assets. The second direction is brand asset structure and its consumer-based measurement. The third direction is to focus on the relationship between performance indicators and brand assets, including product market performance and financial market performance. This is the ultimate goal of brand asset construction.
As consumers have different understandings of products or brands, their relationships are also in different stages. Once consumer attitudes and habits become a stereotype, brand loyalty will inevitably be formed. Brand loyalty is the direct result of repeated buying habits and continuous advertising consolidation, and is the consequence of consumers' intentional or unintentional purchase of a certain brand through attention or behavior. In modern market competition, product differentiation is largely created by the brand, so one of the main objectives of marketing communication is to create brand loyalty. In order to create brand loyalty, information design usually guides consumers to make a tentative purchase first, and then cultivates consumers' habit of repeated purchase, and finally consolidates this habit. 
IV.Sporting goods
Sporting goods brand competitiveness is the comprehensive performance of all kinds of internal competitiveness of enterprises. In the various elements that constitute the competitiveness of sports goods brands, some play a decisive role, the lack of these elements or these elements are weak, will lead to the loss of competitive advantage of the brand, and some of them have an important impact on the competitiveness of the educational goods brand. Generally speaking, the functions and effects of the components are different, so the ways and processes of action on the competitiveness of sports goods brands are also different.
  A competitive sports brand needs to have competitive advantages in the following aspects: company management, product, market, consumer loyalty, brand building, etc. In each aspect, we should form our own unique style and shine in the competitive market. The specific content is shown in the figure below:
Figure5: Competitive advantages in competitive sports brand
Most scholars attribute the competitiveness of brands to the results of marketing, and they believe that the excess profits of enterprises mostly come from the results of the successful shaping of marketing. Through the communication of marketing, consumers' perception will change and they will be willing to pay higher prices for the services and products provided by enterprises. Cobb-Walgren,Ruble & Donthu（1995）study the influence of long-term advertising expenditure on brand equity，Kaul & Wittink（1995）and Kalra & Goodstein（1998）It is believed that different types of advertising will also affect the level of brand equity. Some scholars have focused on the influence of different promotion methods on brand equity (Bawa & Shoemaker 1989;Ehrenberg, Hammond & Gaoodhardt 1994;Mela,Gupta & Lehmann 1997;Mulhern & Padgett 1995)。Hong Yusheng (2003) studied the different influences of price promotion and gift promotion on brand equity，Chen Yixiu (2005) combined different product categories to study the influence of different promotion methods on brand equity. Some scholars have also discussed the relationship between public relations and brand equity (Hines 1997; Javalgi Traylor, Gross, & Lampman, 1994).
V.Chinese student population
Allowance is the "income" that young students can spend independently to a large extent, and it can especially reflect their consumption willingness and tendency.（Ameliawaty, R., & Halilah, I. (2018)）According to the survey results, there are four most significant aspects in the spending structure of Chinese students' pocket money. First, the purchase of books and periodicals, which is the most important part of spending, is greater than the purchase of extra-curricular books and newspapers. The second is to buy leisure, entertainment high-tech products, such as CD/ music tapes, computer software/video game software and V CD/VDD/ video tapes; The third is to buy snacks/drinks. Learning, knowledge seeking and obsession with novelty are the main characteristics of adolescence, so expenditure for spiritual pursuits or psychological needs dominates, while the purchase of snacks/drinks is also an expression of the physical and mental characteristics of people during this period. Fourth is the choice of sportswear and shoes. Chinese students spend nearly 25% of their pocket money on sportswear. In terms of teenagers' psychology of brand-name consumption, most of the students agree that clothes play an important role in adorning one's appearance. Students in the four Chinese cities surveyed showed basically similar attitudes. Shanghai students pay more attention to the role of clothing. The main motivation of Beijing students to wear designer clothes does not show a strong other-orientation, but a self-orientation. The attitude structure of students in the four cities is basically the same. Beijing students show great concern for various major brand products, strong ability to distinguish and a wealth of relevant knowledge. In comparison, Beijing students show a certain personality in the recognition of famous brands, Shanghai students have a strong degree of recognition of famous brands, and Guangzhou students have a relatively weak awareness of famous brands.
4.Methodology
To understand the impact of marketing through social media on a brand, we need to understand and grasp the consumer preferences and preferences of our customers. However, customer preferences and consumption habits themselves are a fluid and complex content. Customer management involves not only consumers themselves, but also the management ability of the company. Therefore, to analyze the impact of marketing strategies through social media on customers as much as possible, a more systematic approach is needed. Enterprises' products and marketing themselves cannot be separated from the discussion, the linkage between the two will have a huge impact on consumers' consumption choices. Therefore, in the analysis of the first need is to carry out specific analysis and accurate positioning of the situation of the product. It depends on the methodology. Further, when it comes to the impact of marketing strategies, theories cannot be relied on alone. Firstly, this paper studies the development of social media at home and abroad and the consumption status of Chinese students by means of literature review. On this basis, this paper adopts the method of questionnaire analysis and interviews college students in Wuhan Province to obtain a large number of data. By using factor analysis method of Excel, these data are summarized and counted, and the corresponding influencing factors are finally determined.
I.The research onion
Cuomo will use the study onion in this structure, from the outer layer of the onion to the inner layer, to explain my method choice in an orderly manner and provide a reason for this particular search. At this time, I will use several methods to start the study.
After the topic is determined, the research covers a wide range of subject areas of reading and understanding literature, the current research situation in the research field, including the main academic views, previous research results and research level, controversial focus, new level, new trend, comprehensive analysis, summary and summary. l review new technologies, new discoveries and development prospects, and put forward my own views and research ideas (documentary review)(through the previous review, this paper found the important role of social media in marketing, and decided to explore the reasons for Nike's successful marketing among Chinese youth. This requires the author not only to carry on the comprehensive arrangement to the domestic data and the main viewpoint, but also to discuss and organize the corresponding comprehensive evaluation literature more professionally, comprehensively, deeply and systematically according to his own knowledge and knowledge, which is the "accumulation" of academic research in related fields ". This is a study. Literature review is a style different from research papers. Literature retrieval and reading are important prerequisites for writing book reviews. the quality of the reviews depends largely on the authors' understanding of the latest literature in the field.
Factor analysis is a qualitative analysis method, also known as empirical analysis. This method mainly selects the value engineering object according to various factors that need to be considered, and determines the object selection by analyzing the knowledge and experience of collective research.
Factor analysis is a statistical analysis method which uses statistical index system to analyze the influence of each factor on the whole change phenomenon, including sequence substitution method, difference analysis method, index decomposition method and so on.
Factor analysis is an important and practical method in modern statistics. It is a branch of multivariate statistical analysis. In this way , researchers can reduce a set of variables that reflect the nature , state and characteristics of things to several factors that can reflect the inner connection , inner nature , and determine the essential characteristics of things .
Questionnaire are widely used in social surveys at home and abroad .Questionnaire is a form of expressing problems in the form of a questionnaire , used for statistics and surveys .Questionnaire method is that researchers use this control measurement to measure research problems to collect reliable data .The main methods of the questionnaire are mail , individual distribution , and group distribution .Investigators will fill out the answers based on the questions in the form .Generally , questionnaires are more detailed , complete and easier to control than interviews .
5. Investigation and analysis
I.Sample
In this paper, the sports brand consumption of university students in Wuhan is taken as the research object, and university students in Wuhan are taken as the investigation object. A questionnaire survey was conducted among 1600 students from Wuhan University, Central China Normal University, Huazhong University of Science and Technology, Wuhan University of Technology, Hubei University, China University of Geosciences, Hubei Open Vocational College and Wuhan Institute of Physical Education using the principles of sociology. Among them, 249 are from Wuhan University, 182 are from Central China Normal University, 171 are from Huazhong University of Science and Technology, 156 are from China University of Geosciences, 188 are from Hubei University, 211 are from Wuhan University of Technology, 133 are from Hubei Open Vocational and Technical College, and 162 are from Wuhan Sports Institute. The number of university students in Wuhan is dominated by undergraduates, so undergraduates account for the majority of respondents. The proportion of college students with different educational levels in Wuhan is: 154 college students, accounting for 10.6%; 936 undergraduates, accounting for 64.4%; There are 362 graduate students, accounting for 24.9%


Figure6:Educational background distribution of respondents
 
Figure7:Gender distribution



II.Data analysis
From information sources, we can find that students gradually deepen their brand recognition and loyalty through TV and social media. Social media ranks the second place, accounting for 26% of all information sources, second only to TV programs (27%). This shows that social media plays a great role in promoting Nike brand. Therefore, social media plays a positive role in promoting Nike's marketing among students.


Figure8:Source channels of information

In terms of brand selection, Nike has a certain popularity among students. Many students are keen to choose Nike brand, and these students have brand loyalty and trust for Nike. The brand recognition Nike fosters among students is one of the factors in its marketing success.





Figure9: Brand choice of students


On the choice of social media, the students obtain information from weibo and WeChat most times, the two social media in China's media industry belongs to the zero sheep series, Nike released relevant information on the popular media industry, are more likely to be everyone see, therefore, Nike is very successful for the choice of social media, focusing on the hot social media era.

Figure10. social media choice
Considering the forward rate, it is very effective for the transmission of information, students for Nike's social media is more willing to forward information, this will help Nike products promotion and use, through the forward information, disguised help Nike promotion and publicity, at the same time, because the object of promotion is a peer group, which promoted the sell-through rate. Therefore, the communication and promotion of social media have helped Nike's marketing to some extent.


Figure11 Whether post or not

In the survey of students' use time of social media, it is found that students spend a lot of time on social media every day, and each student spends 3-4 hours on average every day, which makes the news posted on social media easy to be seen. Therefore, the preference of modern young people for social media has also contributed to the success of Nike's marketing on social media.





Figure12 Social media usage time

6. Factor analysis
Based on the characteristics of social media and community, as well as the outstanding characteristics of social media marketing, participation and interaction make more and more enterprises turn to social media brand marketing strategy, using social media for product promotion and brand promotion. Image shaping, interaction with potential consumers, etc., to achieve more significant marketing results and marketing objectives than traditional media marketing. In many social media, Nike is a marketing company, and the starting point of a sales company is a ready-made product. Marketing companies are concerned about how to bring ready-made products to the market and realize their value. Going to the supermarket or shopping online has become a way of life. Consumers no longer go to shopping malls just because of their needs. In many cases, they are interested and buy while browsing the product. Therefore, sales companies need to let consumers pay more attention to the company itself and turn to the products sold by the company.
1. Increased exposure of mobile digital terminals
Success is not just building an official Weibo or WeChat public number, but more importantly, a good online marketing strategy can increase social media exposure and attract more support and attention. The development of various marketing forms is to help social media increase exposure and ultimately increase sales.
2. optimizing customer service
In traditional customer service, when consumers call call the call center, it is a one-to-one conversation, but when consumers communicate with enterprises on public social media, everyone can see it. In this way, all customers can see how the company responds to consumer opinions or suggestions. Excellent customer service can resonate with every consumer who sees comments and solve a large number of equally confused consumers. This is a good opportunity for the brand to establish a good brand image. Otherwise, it will be counterproductive. Therefore, social media has become the most important position of brand public relations. For example, Nike WeChat official account can promote consumer feedback.
3. Building a loyal customer base
Create a common circle for target customers through effective social media marketing strategies that allow all followers to gain valuable, direct help, interesting content and industry news, business news, skills and tricks. Social media is a window for businesses and consumers to communicate quickly. Consumers can first get official news. All these make the enterprise win the trust and respect of consumers. Trust and authority play a key role in consumer purchase decisions. Among teenagers, teenagers are often brainwashed by angry news on social media to increase brand loyalty.
4. Display Brand
The power of word of mouth is incredible because it is more personal, it is interpersonal, and it is closely related to our lives. Communication is a part of everyone's life. Under the bombing of various advertising forms, we are more likely to believe in word of mouth, especially from friends. When someone in your circle releases what they think is a good brand, product, or service, most people try it out of curiosity. Especially when "polymer, people gather ", the performance of friends is often close to their own life. As a result, social media display can reach the target audience more accurately and maximize the effect of Nike advertising.
5. and consumers two-way communication, interactive strong
Consumers are no longer just recipients of product information, they can participate in corporate social media marketing. Consumers also become communicators of new product information after evaluating companies and products through social media. Because consumers and enterprises are users of social media, enterprises can also monitor customer public opinion in real time through social media and obtain the latest feedback information at any time. The open network environment enables consumers to communicate with Nike manufacturers on the Internet, which greatly promotes information exchange and improves product satisfaction.6. Increase sales and get more potential customers
Now, it's impossible to be a qualified salesperson without the help of social media. Nike's sales staff use social media to deal with customers' negative feedback, because the sales staff are the people who directly communicate with customers in the first line, not the company's marketing planning department. Therefore, every salesman should establish his own social circle to represent the enterprise with a good image, which can often help the enterprise to obtain more potential customers. At the same time, the communication effect of social media is huge, and more and more people are influenced by creative and novel communication forms. Nike's products have gradually gained popularity and a large number of potential customers.
Through the previous literature review, we find that there is little analysis on the factors of success in social media marketing at present. Both the aspects of brand building and market expansion need to be further explored by contemporary studies. As an emerging communication mode, social media is widely popular among young people. It is necessary to promote social media to all areas of marketing to keep pace with The Times and give full play to its value.

7. Conclusion and recommendations
I.Conclusion
Social media marketing because of its low cost, strong interactivity and increase exposure characteristics and advantages and get the favour of various medium enterprise, but enterprise in using social media brand product marketing is faced with some challenges and problems, the author based on previous social marketing success and failure cases, combined with the current social media marketing market environment, Four suggestions are put forward for enterprises' social media marketing to help them better achieve their marketing goals. 
Through analysis, we find that Nike is good at using social media platforms for marketing. This is in line with the trend of the development of The Times and the lifestyle of contemporary young people. Contemporary young people are keen on using social media, which has become a new fashion, and they spend a lot of time on social media platforms every day, which increases the success rate of social media marketing.
II.Recommendations
1. the various channels
First, the company implements integrated marketing on various social media. Combined with various social media marketing, cross-platform marketing is carried out by using the resources and characteristics of different social media platforms to maximize the marketing effect. Second, enterprises can develop marketing strategies through the cooperation of online media and offline media. The company is based on social media, using the advantages of traditional media such as television broadcasting, newspapers, outdoor advertising and so on, to comprehensively improve the visibility of the company or products, attract the attention of different potential consumers, and present the products to the public. Brand stories and concepts can give consumers the best marketing results. Third, choose the marketing mode of combining social media marketing with offline activities. Social media platforms have important interactivity and are combined with offline activities of the organization.
2. focus on mobile social media marketing
With the development of mobile Internet, today's mobile terminals can not only meet people's living needs, but also meet people's entertainment needs. That's why there are more and more "idiots ". People can easily get what they need through mobile terminal devices such as mobile phones and tablets. Of course, they can also buy goods anytime and anywhere. Especially with the improvement of payment function of social media platform, mobile social media marketing will become an important part of enterprise social media marketing in the future. Mobile social media marketing can not only realize face-to-face communication between consumers and enterprises, consolidate the relationship between consumers and enterprises, but also make the shopping process more convenient and efficient, and consumers can enjoy discounts. By scanning QR code, positioning, vibration and other mobile terminal devices, people can know product information and functions anytime and anywhere, and immediately communicate with customer service to complete the shopping experience. One of the advantages of mobile social media marketing is that it can seize the free time of potential consumers, create value, innovate and attract their attention. Through mobile games and video marketing, it creates consumer attention, provides brand information, and improves products. People's consciousness and love, thus promoting consumption.
3.3. Corporate social media marketing and big data integration
With the continuous progress of science and technology, human beings have gradually entered the era of big data. As a marketing method based on Internet social platform, social media marketing must be combined with big data. The significance of big data lies not only in the size of data capacity, but also in creating new value through mining, integrating and analyzing massive data. Data. As McKinsey put it: data has penetrated into all walks of life and business functions, becoming an important factor in production. Large amounts of data mining and use foreshadow a new round of productivity growth and consumer surplus. Using "big data ", enterprises can transform performance monitoring into performance prediction, display advertisements to interested user groups, and realize real accurate marketing.
Diversification of 4. corporate social media marketing tools
The future social media marketing will inevitably have a more diversified carrier. From initial email to instant messaging to the SNS community to our media, social media platforms have been changing and integrating marketing behavior into them. With the development of mobile communication technology, cross-platform software emerges in endlessly. Cross-platform games are one of the most attractive games. The combination of online games and social media marketing (adding friends and interacting) means that online games will become the next frontier of corporate social media marketing. It can combine Nike brand marketing with online games and permeate all aspects of adolescent life.

















Appendix1
Questionnaire on the current situation of sports brand consumption of college students in Wuhan
Dear students,
Hello!
My name is Mengqi Yu , is currently in graduation thesis writing, thesis topic is the Wuhan university students' social media marketing research and analysis of the influence factors for NIKE -- for example, "the purpose is to through to the college students in Wuhan city of the investigation of the status quo of the NIKE brand consumption, understand the college students' consumption status, and concludes the factors that affect college students choose to social media marketing, This will help to understand the market situation of domestic and foreign sports brands among college students, and has certain reference significance for promoting social media marketing.
In order to understand the actual situation of sports brand consumption of college students in Wuhan, this questionnaire is specially designed. You do not need to fill in your name in this survey. I hope you do not have any concerns when filling in the questionnaire. Thank you for taking some time out of your busy schedule to fill in my questionnaire. Your help will provide an important reference for my paper. Thank you again for your participation.
 University: UWTSD
Tutor:Gareth
Zip code: 430070
Instructions:
Multiple choice questions with "★" before the question number, the rest are single choice questions. Please tick "√" in the "□" before the corresponding option.

Your gender
Male/female
Your current education level is
□ College degree □ Bachelor degree or above
Is your major related to physical education
□ related to □ irrelevant
Your place of origin
□ towns □ rural areas
Are you the only child in your family
□ Yes □ No
I. Investigation on the consumption status of college students' sports brands:
1. Your average monthly disposable expenses (including family aid, scholarships, work-study income and other sources) are about:
□ more than 1000 yuan □800~1000 yuan □600~800 yuan □400~600 yuan
- 400 yuan
2. The total amount of money you spent on brand sportswear shoes and hats last year was about
□ less than 100 yuan □100-200 yuan □200~400 yuan □400~600 yuan
□600~800 yuan □800~1000 yuan □1000 yuan or more
3. What is your opinion on the consumption of sports brands?
It is necessary to consume sports brands
□ Normal consumption of sports brands
□ It doesn't matter. Only spend money when you need it
□ Sports brand consumption is not necessary
4. How do you spend on sports?
frequent  occasional  no consumption
① Buy brand sportswear and footwear                    □ □ □
② small sports goods, sports equipment and supplies      □ □ □
③ Stadium fees                                         □ □ □
Tickets to watch sports games                            □ □ □
⑤ go to the gym and participate in various sports training   □ □ □ 
⑥ Buy sports related products (such as newspapers, magazines, audio and video products, souvenirs, etc.)                                 □ □ □
⑦ buy sports lottery                                     □ □ □
5. Do you care about brand names when you buy sportswear and shoes?
□ Mind, I only buy brand names
□ It doesn't matter. Any brand will do
Not at all, even if it's a miscellany brand
★6. What motivates you to buy sports brands? (Multiple choice)
□ conducive to physical and mental health □ the pursuit of aesthetic □ improve the level of sports
□ herd mentality □ comparing and showing off □ necessities of life
- other
7. When do you usually spend on sports brands?
□When you have a sale or a sale or a whim or a need to buy something or it doesn't matter. 
□When You can buy it at any time
8. Where do you usually buy sportswear and shoes? (Multiple choice)
□① supermarkets □② specialty stores □③ large shopping malls □④ small shops □⑤ online
Which of the above places or ways do you buy sports brands the most? (fill in)
9. Where do you get information about sports brands? (Multiple choice)
Street billboards or shopping mall ads □ all kinds of newspapers and magazines □ online ads
□ Recommendations from friends and people's word of mouth □ TV ads □ sponsors of various activities or competitions □ others
10. Which of the following brands of sports products did you buy last year? (Multiple choice)
International brand
□ (1) Nike □ (2) Adidas □ (3) Reebok
□ (4) PUMA □ (5) Converse Convers □ (6) FILA
□ (7) Mizuno □ (8) Umbro □ (9) Kappa
□ (10) Lotto □ (11) New Balance □ (12) Pepsi
12. Which of the following social media have you ever seen Nike brand marketing (just fill in the serial number)
① Weibo ② WeChat ③ Douban ④ Facebook ⑤ Twitter
★13. Which social media marketing method impresses you (multiple choice)
□ supermarkets □ exclusive stores □ large shopping malls □ small shops □ online shopping
14. Do you usually forward posts?
□ often forward □ occasionally forward □ do not forward
15. Why do you forward posts?
The advertising form is novel and creative. The products are attractive
□ Love for the brand □ The advertising spokesman is his favorite star
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Educational background distribution of respondents





Undergraduate 	 Junior	College	106	249	644	



Gender



Male	Female	57.1	42.9	



Source channels
Number	


TV advertisement	social media	shopping mall 	newspaper and magazine	 friend recommendation	contest sponsor	other	993	936	474	420	401	244	147	



Brand choice



Only Nike	Nike and Others	Others	25	66	50	



Social media choice



 Weibo	WeChat 	Douban 	Facebook	Twitter	50	60	30	10	8	



Whether 



post	no post	52	48	



Social media usage time



Under 1 hour	1 hour	1-2hour	2-3hour	3-4hour	4-5hour	Over 5 hours	20	40	60	80	110	90	50	



1

image1.jpeg




