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[bookmark: _Toc25545]Relevance. In today's digital age, digital marketing has become the key for enterprises to gain market advantages, enhance brand influence and increase customer stickiness. The ability of enterprise leaders in promoting digital marketing excellence is becoming a decisive factor in determining the market competitiveness and sustainable development of enterprises. This is mainly due to the rapid changes in the market environment, the digital transformation of consumer behavior and the continuous emergence of new digital technologies. Therefore, leaders need to develop and implement effective digital marketing strategies to adapt to these changes and lead the enterprise forward.
Analysis of recent research and publications. The research and publications in the field of digital marketing are constantly emerging, providing authors with rich theoretical and practical guidance. For example, research on digital marketing trends, consumer behavior analysis, social media marketing strategies, and the application of big data and artificial intelligence in marketing provide authors with in-depth insights and practical tools. All are laid by the scientific works of Chen Qiumei. Cheng Ming, Gong Bing, Wang Hao. Philip Kotler.G. A. Miller, Lu Bingzhang, Lu Bingfu. and others.
Connection of the qualification project with scientific projects, plans, and topics. The qualification certificate was issued at the Department of Management and Innovation Odesa I.I. Mechnichov National University. The scientific research plan in the process of state budget topic is “Leadership Strategies for Digital Marketing Excellence” (State registration office 0121U109469, 2021-2025) – formation of an algorithm for building a strategic planning system in BBMG Corporation Ltd.
Goal and tasks.The purpose of this study is to explore leadership strategies for achieving digital marketing excellence from both theoretical and practical perspectives. Specific tasks include:
– Study the theoretical basis and latest trends in the field of digital marketing;
– Analyze the practical experience and lessons of successful companies in digital marketing;
– Explore the role and responsibility of leaders in promoting digital marketing excellence;
– Propose leadership strategies and methods for achieving digital marketing excellence;
– Conduct case analysis and empirical research on the proposed strategies to verify their effectiveness and feasibility.
The object of the study is the Company A (specifically, Company A’s leadership strategy in the field of digital marketing and its implementation).
The subject of the study is Leadership strategy to achieve digital marketing excellence. This includes how Company A formulates and implements effective digital marketing strategies to enhance brand influence, enhance customer interaction, optimize marketing results, and ultimately achieve business growth and market competitiveness. The research topic focuses on the specific content, implementation process, effectiveness evaluation, and possible improvement directions of Company A’s digital marketing leadership strategy.
Research methods. This study will be conducted in a combination of multiple methods, including literature review, case analysis, expert interviews, questionnaires, etc. Through these methods, the latest research results and practical experience in the field of digital marketing can be systematically collected and analyzed to provide leaders with comprehensive and in-depth guidance.
Structure and scope of work. The work consists of admission, three chapters, conclusions, bibliography (list of used sources) (61 positions). The total amount of qualification projectis 100 pages.The work includes 8 tables and 7 figure.
The work will comprehensively and systematically explain the leadership strategies for achieving digital marketing excellence and provide practical guidance and suggestions for leaders.

[bookmark: _Toc2549]SECTION 1. RELATED THEORIES AND LITERATURE REVIEW

1.1 [bookmark: _Toc10684]Concepts of digital marketing and DTC

New 4C Theory
In 1990, American marketing expert Professor Robert Lauterborn proposed the 4C marketing theory. Different from the traditional 4P theory of marketing, the 4C theory is consumer demand-oriented and redefines the four basic elements of marketing: consumers, cost, convenience and communication. The 4C theory emphasizes that companies must put customer satisfaction first, and then reduce customer purchase costs as much as possible, fully consider the convenience of customer purchase experience, and formulate consumer-centric marketing communication strategies. [1]
However, with the rapid development of mobile Internet and the emergence of social media, the traditional 4C theory can no longer meet the needs of marketing. At this time, Chinese marketing scholar Tang Xingtong proposed the new 4C theory. The new 4C theory is based on social media platforms. In appropriate scenarios, it targets specific communities and establishes connections with people through content with dissemination power to achieve rapid information dissemination and obtain corresponding commercial value.
The new 4C theory focuses on how to conduct effective marketing in the current social media environment. Among them, "scenario" emphasizes the selection and construction of the correct information dissemination environment in the marketing process, including both physical occasions and psychological situations that can resonate with users. Regarding "community", this is a way to fully recognize and utilize the power of users to form groups with shared interests or goals to improve the efficiency of information dissemination. The role of "content" is that it is not only the information itself, but also a glue between brands and consumers and between consumers. Content with dissemination power can stimulate users to share, further spread in the community, and have a greater influence. Finally, "connection" emphasizes the establishment of a stable and diversified interpersonal network, using this relationship to achieve the dissemination of brand and product information, so that information can spread quickly and have a far-reaching impact. Overall, the new 4C theory is a marketing model that is diverse, interactive, shared and participatory. It provides a new perspective for examining and deconstructing the digital marketing environment and provides more effective strategies for meeting consumer needs. [2]
2.1.2 Concept of digital marketing
The American Marketing Association (AMA) defines digital marketing on its website as: "Digital marketing is the activities, institutions and processes driven by digital technology that are used to create, disseminate and provide value to customers and other stakeholders. "Combined with this explanation, scholars P.K. Kannan and H. Li (2017) further defined digital marketing as: "A highly adaptable and technology-enabled process through which companies collaborate with customers and partners to jointly create, deliver, exchange and maintain value for all stakeholders. ”[3] These descriptions clearly reveal the core of digital marketing: using technology as a tool to create and provide value. Further explanation, digital marketing refers to a marketing method that uses the Internet, computer communication technology and digital interactive media to achieve marketing goals. [4] This more specifically depicts the form of digital marketing in real-world applications, and also reflects its characteristics of deep use of digital tools and platforms for precision marketing. Digital marketing depends on real-time data and user behavior, so its execution process becomes flexible and agile. Marketing strategies can be adjusted in time according to market reactions, and data-driven strategies can accurately capture market changes and significantly reduce the risks of marketing decisions.
Different from traditional marketing, digital marketing focuses on the personalization and diversification of content dissemination. Different forms of content such as video, graphics, animation, etc., spread brands on various platforms to make them more in line with the consumption habits and preferences of target users. With the advancement of digital technology, personalized push and real-time interaction have become possible, which further enhances the user experience and improves brand loyalty.
In terms of tactical execution, digital marketing is not limited to traditional single advertising push or discount promotions, but through By using a series of strategies including social media marketing, search engine optimization and online advertising, a comprehensive marketing ecosystem is built. Merchants are no longer one-way communication players in this ecosystem, but interact and communicate with consumers to promote the sharing and co-creation of brand value.
DTC concept
With the continuous development of digital marketing technology, a new direct-to-consumer (DTC) business model has emerged. "DTC" stands for "Direct to Consumer", which refers to a business model in which enterprises directly face consumers. It means that brands do not go through distributors or intermediary platforms, but directly interact with consumers through their own official channels (such as official websites, WeChat mini-programs, Douyin, direct stores, etc.), provide them with products or services, and complete sales. The DTC model emphasizes the return of the value of "consumer-centricity", helping brands to recapture the core of consumers and strengthen direct interaction with consumers. At the same time, the DTC model does not have middlemen to make a profit from the price difference. Brands can use the money originally spent on channels to improve the consumer experience of products or services, thereby improving consumer satisfaction with the brand. [5]

The DTC model originated in the United States. With the continuous improvement of Internet big data technology and Due to the impact of the COVID-19 pandemic in 2020, the DTC model has achieved rapid development. With the continuous improvement of the development and construction of digital technology and e-commerce platforms, brands have more diversified channel options, gradually reducing and breaking away from the traditional distribution model, and establishing a direct bridge with consumers to directly reach consumers. More and more brands have begun to gradually deploy DTC, continuously strengthen their connections with consumers, and begin to directly face the needs of end consumers. By paying attention to and collecting data such as consumer behavior and preferences, they provide targeted products and services that are more suitable for consumer preferences, thereby improving the profitability of the brand.
There is a close connection and mutual promotion relationship between digital marketing and the DTC model. First, digital marketing is an important tool and means of the DTC model. The DTC model requires brands or companies to directly contact end consumers, while digital marketing provides an effective way to contact and influence consumers. Secondly, digital marketing can greatly improve the efficiency of the DTC model. Through the analysis of consumer data, companies can more accurately target personal care, personalize push advertising and market strategies, thereby improving conversion rates. At the same time, through digitalization, enterprises can also manage customer relationships more effectively and improve customer satisfaction and loyalty. In short, digital marketing and DTC models are interdependent and complementary. Effective digital marketing strategies can help enterprises better implement DTC models, and DTC models can also bring more direct consumer data to enterprises to optimize digital marketing strategies.

[bookmark: _Toc23038]2.2 Literature review
Review of literature related to user mind
With the continuous development of foreign marketing theory, Ries and Trout (1972) proposed the positioning theory, which positions the position of products or brands in the minds of consumers, which is what we often call user mind. [6] The victory or failure in the commercial market depends on who can enter the minds of customers. This is the most basic concept in positioning theory. Being the first is a shortcut to entering the mind. Psychologist Kenneth Craik (1943) first proposed the concept of user mind. Later, Harvard psychology professor Miller (1956) published the book "The Magic Number 7±2: The Limits of Our Information Processing Ability". After conducting a large number of experimental studies on consumer mind, he found that the processing process of people after receiving information can be explained as: stimulus (information) → sensory memory → selective attention → psychological operation in short-term memory → review → classification and organization in long-term memory and permanent storage. Miller emphasized that only by constantly "reviewing" can information be converted into long-term memory. [7]
Trout and Rivekin (1996) listed the five major mental models of consumers in the book "The New Positioning": 1. Consumers can only accept limited information; 2. Consumers like simplicity and hate complexity; 3. Consumers lack a sense of security; 4. Consumers' mental impression of the brand will not change easily; 5. Consumers' thoughts are prone to lose focus.
Kevin Keller (1993) proposed the concept of brand association based on consumers, that is, the brand is the sum of all brand-related memory information in the consumer's mind. This definition takes into account the important service and user of the brand-consumers, that is, the trademark is owned by the organization, but the brand exists in the minds of consumers. For brands, consumers' recognition and distinction of brand names is only the basis. What is more important is the memory, thoughts and even emotional reactions that consumers arouse after seeing the brand. These are the core of the brand. In 2016, Keller proposed the 7C standard for evaluating integrated marketing communication: coverage, cost, contribution, commonality, complementarity, interaction effect, and adaptability.
Review of literature on digital marketing
With the continuous development of domestic marketing, Chinese scholars have also put forward some new views on the theories of foreign scholars. When foreign marketing theories were proposed, the market environment was relatively simple. In today's ever-changing market environment, marketing-related theories that conform to the contemporary environment will be derived.
Liu Xiangfeng (2023)'s latest view: "Digital marketing is a series of marketing activities based on network technology, new media technology and interactive technology, focusing on established marketing goals. In the era of the Internet of Everything, digital marketing has played a key role in improving corporate marketing effectiveness, expanding business scale, and developing audience markets. The basic logic of digital marketing mainly includes four links: first, using digital technology to draw consumer behavior models; second, emphasizing precise marketing strategies for different individuals; then, focusing on the construction of intelligent consumer experience scenarios; and finally, providing data support for marketing decisions by mining data value. Although most companies have not yet fully established a mature digital marketing model and there is a mismatch between the marketing model and consumer demands, marketing in the digital economy era is not limited to online. On the contrary, it emphasizes the role of online and offline linkage effects to create an omni-channel marketing system that combines online marketing with experience marketing. At present, some companies have begun to pay attention to digital marketing, but they still need to further strengthen the integration of online and offline to improve the overall marketing effect." [8]
Yao Xi (2015) believes: "Digital marketing is a marketing activity based on emerging technologies that aims to improve Change consumers' attitudes towards brands or encourage them to buy products. The effectiveness of digital marketing communication is based on the ability and level of information interaction. In the digital economy era, marketing communicators are no longer just information senders, but partners who participate in information dissemination with users. Emphasizing user interaction has the following important significance for the effectiveness of digital marketing communication: First, interaction helps companies understand consumer needs more deeply to create targeted marketing activities. The data traces left by consumers during the interaction process help companies analyze market dynamics. Second, interaction with users can enhance the depth of consumers' processing of brand information, thereby achieving a deeper psychological effect. Third, interaction helps to expand the scope of information dissemination and generate a lasting word-of-mouth effect online. The effectiveness of digital marketing requires connecting various communication nodes and spreading information by triggering interactions between users. Fourth, interaction can usually lead consumers directly from social networks or blogs to purchasing behavior. In short, in the digital age, the key to digital marketing is to guide and participate in user interaction. Only by adapting to the inherent logical requirements of digital marketing communication can good marketing communication effects be achieved. "[9]
Cheng Ming (2022 In 2011, the author of an article pointed out that "in the digital age, the value concept of content marketing has shifted to "consumer-centric", which is a change from the traditional advertising concept of "delivering product sales information". Consumers play multiple roles in content marketing, including service objects, creators and disseminators, and have the dual responsibilities of value acquirers and creators. Content marketing is a form of marketing communication that emerged in the digital age. In sharp contrast to traditional advertising that focuses on product promotion, it pays more attention to providing value to consumers. Brands meet the various needs of consumers by publishing high-quality content, gradually establish deep emotional and trusting relationships, and achieve marketing goals. Unlike traditional advertising methods that may cause consumer disgust, content marketing naturally integrates brand concepts, values, etc. into the content to create long-term value for the brand. In addition, consumers no longer simply play the role of advertising recipients, but can become information disseminators and producers, creating value together with brands. This partnership is based on the principle of value reciprocity. Content marketing obtains consumers' value recognition by meeting their functional, emotional and social needs. This is the core of content marketing appeal, helping to maintain consumers’ long-term attention and interest in a brand and laying the foundation for building deep relationships. ”[10]
Jiang Nanchun (2021) proposed that the brand positioning that captures people’s hearts must be a combination of three points: it is not only the advantage of your product, but also the difference between you and your competitors, and it must be the pain point of consumers. A correct brand positioning that can occupy the minds of users must be recognized by customers, used by sales, and hated by competitors. Brand building must find its own unique position in the minds of consumers, and tell consumers why they choose you instead of other brands. Once a cognitive advantage is formed in the minds of consumers, you will have continuous free traffic.[11]
Wang Yu (2022) believes that circle marketing refers to a marketing strategy based on interpersonal relationships and social networks. Its main purpose is to promote brands and products by establishing and maintaining social circles. The establishment and maintenance of social circles is crucial to marketing effectiveness. Establishing and maintaining a good social circle can increase brand awareness and influence, thereby promoting sales. Different consumers have different social circles and demand preferences, so circle marketing needs to be positioned and segmented according to different consumer groups. Circle marketing needs to focus on social interaction and word-of-mouth communication.[12]

[bookmark: _Toc18598]1.3 Literature review on digital marketing
There is no doubt that the marketing field has undergone a so-called "digital transformation" in the past two decades. This transformation has been widely recognized and studied by practitioners and scholars. Many technologies, such as digital advertising, e-commerce, and mobile services, have set off a revolution in how to interact with consumers and provide products and services to them[13].
However, given the rapid development of the digital ecosystem, it is crucial for companies to keep up with the times in terms of attracting, interacting, connecting with consumers, building consumer networks, and achieving consumer integration through digital marketing strategies, taking a step-by-step approach [14].
The COVID-19 epidemic has accelerated the pace of people's shift to social media and other online applications, which have become the main channels for people to entertain, socialize, shop, and obtain information such as news. Focusing on the marketing field, the epidemic has undoubtedly put social media and mobile marketing in the spotlight [15]. The data is clear: more than half of the world's population, or about 4 billion people, are actively using social media, and 98.8% of them access these platforms through mobile devices (Table 1.1). Marketers who have been using social media for a year or more report significantly better results in driving traffic than their less experienced peers. However, despite this, offline purchase intent remains higher than online purchase intent [16].
Table 1.1 
Useful Data Analytics on Digital Marketing
	Fact
	% OR Absolute Number

	Average Time an Individual Spendson SNSs
	2 h & 2min/day

	Considerations on ethical implications prior to invest on AI
	25 % out of 250 companies

	Feel comfortable receiving personalized marketing messages generated by
	57% of surveyed

	automation tools, surprising them & helping make purchasing decisions
	consumers

	Searches undertaken on Google actioned by voice
	20%

	Total number of active social media users
	4.20 billion

	Annual change (2020-2021) in the number of global social media users
	+13.2 %

	Total number of social media users accessing via mobile phones
	4.15 billion

	Most used Ad platform by marketers is Facebook
	75%

	Most used Social Media Platforms in U.S by businesses are Facebook, Twitter & LinkedIn
	93%

	B2B marketers are using more LinkedIn ads than Facebook vs B2C
	39% vs. 21%

	B2C marketers are more likely to use Facebook adsvs B2B
	79% vs. 70%

	Marketers plan on increasing their LinkedIn organic activities over the next 12 months
	54%

	Marketers plan on increasing their YouTube organic activities over the next 12 months
	62%

	Marketers plan on increasing their Instagram organic activities over the next 12 months
	64%

	New social media marketers mostly focus on Facebook & Instagram
	86% & 68 %

	Number of Marketers using social media marketing for 1 year or longer & report generating exposure for their businesses
	83 %

	Those who've used social media for 1 year or longer reported substantially better results driving traffic vs. those with less experience
	72%+ reported benefits


Sources: Statista, 2022, Li et al., 2021, Mason et al., 2021, 2021 Social Media Marketing Industry Rep.
Integrating digital marketing strategies with the overall marketing plan of the enterprise is undoubtedly the key path to promote the continuous growth and prosperity of the business [17]. In the context of the digital age, enterprises need to make full use of the unique advantages of digital marketing to reach the target customer groups in a more accurate and efficient way.
Mobile marketing has become an indispensable part of the digital marketing field with its wide coverage, fast response speed, low cost and convenient purchase process. Enterprises should actively explore various practices of mobile marketing, such as using mobile applications to push personalized information, optimizing mobile user experience, etc., to establish close connections with consumers in a vivid and interesting way, thereby influencing their purchasing decisions [18].
At the same time, social media marketing, as another major digital marketing tool, is profoundly changing the interaction mode between enterprises and consumers. Social media not only provides consumers with a new channel to obtain product/service information, but also becomes an important platform for consumers to express their opinions and share their experiences. Enterprises should make full use of this feature of social media to enhance interaction and connection with consumers and enhance brand image and visibility by publishing valuable content, participating in topic discussions, and responding to consumer feedback [18].
In addition, digital marketing also provides enterprises with a wealth of marketing tools, such as social media advertising, viral content marketing, and targeted advertising, which can help enterprises more accurately target target customer groups and improve marketing effectiveness. Enterprises should choose appropriate digital marketing tools and formulate scientific and reasonable marketing strategies based on their actual situation to achieve the best marketing results [19].
In summary, integrating digital marketing strategies into the overall marketing planning of enterprises will not only help improve marketing efficiency and effectiveness, but also bring long-term competitive advantages and sustainable development momentum to enterprises. Therefore, companies should actively embrace digital transformation, constantly explore and innovate digital marketing strategies to adapt to the ever-changing market environment and achieve continuous business growth and prosperity.
This review aims to achieve the following core objectives:
· In-depth exploration of the core concepts in the field of digital marketing that are widely concerned;
· Clarify the challenges currently faced by digital marketing and look forward to the difficulties it may encounter in the future;
· Provide a comprehensive assessment of the core concepts and challenges in the field of digital marketing, and on this basis, propose an innovative structured approach to help companies make strategic marketing plans and decisions.
In addition to providing inspiring data and charts, this review also focuses on a series of key concepts. In order to ensure that these concepts remain valid in the context of the new digital era and gain a unified understanding among stakeholders, we have defined them in detail and even redefined them in some cases. After extensive review and in-depth analysis of relevant literature, we finally extracted the following mainstream definitions (see Table 1.2), which provide clear and guiding definitions for each concept. In addition, we also provide unique insights for each concept to further enrich its connotation and extension.
Table 1.2 
A Summary of Key Concepts in Digital Marketing sector and their suggested definition
	Key Concept
	Mainstream Definition
	Source

	Digital Marketing Strategy
	The business strategy that embraced with regards to targeted & interactive marketing of products &
services that uses digital technology to attract leads and retain them as consumers. Main objectives of
such a Strategy are: brand promotion, sales growth,   connectedness & collaboration, listening & learning, empower & engage consumers.
	Adopted from Li et   al., 2021; Tairova et al., 2021

	Social Media Marketing Strategy
	An organization’s integrated pattern of activities
that, based on a careful assessment of customer’s
motivations for brand-related social media use and    the undertaking of deliberate engagement initiatives, transform social media connectedness (networks)
and interactions (influences) into valuable strategic means to achieve desirable marketing outcomes.
	Adopted from
Mason et al., 2021;   Wibowo et al., 2021

	Mobile Marketing
	Using the mobile phone as a means of conveying commercial content to customers.
	Adopted from
Dwivedi et al., 2021

	Business Resource Transformation
	A holistic approach in how to assess, analyze,
acquire, leverage, deploy, use, exploit and evaluate resources (either tangible or intangible) in the
interest of a successful digital marketing strategy for value creation.
	Adopted from
Dwivedi et al.,
2021; Li et al., 2021

	Business-Customer- Customer Triangle
	Mixed business models that combine business-to- business,business-to-customer and customer-to-   customer interactions.
	Adopted from Yosep et al., 2021

	Consumer/Customer
Experience & Customer journey in Digital era
	Digital communication technologies can have transformational impact on how
consumers/customers interact with brands, not only   on purely transactional basis, but also as co-creators, advocates of their experiences, or as empowered
agents seeking to collaborate. Main characteristics are: the capability of highly personalized
communications & extended involvement which can
	Adopted from Li et al., 2021; Wibowo et al., 2021

	




Customer Engagement Behaviors (CEBs)
	possibly produce sensory, emotional, cognitive,
behavioral & social responses to the enterprise’s
products & services, that, in turn, enhance attraction, motivation & acknowledgement that, ultimately,
leads to added value during the customer’s buying journey.
Customers’ motivations resulting from different
attitudes and attachments that can influence their
behaviors towards an organization’s offerings and/or activities & inevitably influence SMMS’s outcomes, beyond transactions alone.
	




Adopted from Li et al., 2021


Some useful insights with regards to the aforementioned Definitions include the following:
· Digital marketing strategy is closely linked to the transformation of business resources. Obviously, for both individuals and organizations, transformation requires a change in mindset, a rational allocation of existing resources, and the search for efficient working methods [20].
· In the digital age, the triangular relationship between business-customer-customer, whether in B2B, B2C or C2C form, has become increasingly important [21].
· Customer engagement behavior (CEB) has become a focus for marketers because it can significantly influence brand loyalty and subsequent purchase intention in the digital environment [22].
· With the rise of augmented reality and virtual reality, marketers must pay more attention to consumer/customer experience and customer journey [23].
· In the field of digital marketing, customer trust and satisfaction play a pivotal role. Trust is a reflection of authentic engagement, while satisfaction is a key indicator of how satisfied customers are with their products/services/experiences. Together, they are important predictors of customer loyalty intentions, providing companies with valuable insights into their customers’ unique preferences [24].
· Customer loyalty intentions have always been the holy grail for marketers. In the digital age, how to best leverage this intention to create value for the company remains a core issue that needs to be approached and developed in a new way. Building a loyal fan base is a major advantage that will only become more significant as marketers gain experience [25].
· Consumer well-being goes beyond traditional transactional relationships, creating new demands and obligations for consumers and companies. Through authentic interactions, consumers invest emotionally and financially in brands and feel that they are making the right decisions based on information. Brands help consumers increase their knowledge, gain rich experiences, and generally improve their quality of life and well-being [26].
· Social media brand communities have created a new social reality with great potential to empower customers and shape valuable brands. The role of celebrities, bloggers, and crowdfunding deserves further study. In particular, social networking brand communities help build corporate social presence using Web 2.0 and user-generated content, provide opportunities for self-presentation and disclosure, and promote attention to specific topics [27].
· Digital content marketing and storytelling are powerful weapons for marketers to create added value. Social media marketing content should inspire customers' sense of joy, excitement, and entertainment, while providing opportunities for two-way direct communication. Content needs to be up-to-date, comprehensive, clear, and uncluttered for easy exploration by customers. Ideally, content should inspire customers to share and promote positive word-of-mouth communication, while providing sensory satisfaction and emotional stimulation to achieve a positive customer experience. Research shows that content quality is particularly important for millennials [28].
· Content crisis refers to a series of challenges related to social content strategy. These challenges may involve content popularity, virality issues, customer co-creation effects, the use of social influencers and highly connected people, the selection of automation tools, contextual factor analysis, product characteristics, organizational processes and resources, and the ethical impact of message virality, all of which may have a profound impact on the overall digital content marketing strategy [29].
· Innovation and collaboration are eternal themes. In order to achieve positive progress in value creation, creativity and its derived innovations as well as collaboration among multiple stakeholders are essential. Customers provide valuable opinions as co-creators, and social network impression management becomes a necessary marketing process to enhance value and promote the collective health and welfare of brand communities [30].
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[bookmark: _Toc27788]2.1 A Company Development Overview
Company A was founded in Zurich, Switzerland in 2010, focusing on the production and sales of running shoes and related sports equipment. Its brand founder is a retired triathlon champion who, with the desire to bring a breakthrough experience to runners, is committed to using Swiss craftsmanship and cutting-edge technology to bring a revolutionary running experience to the world.
Since its establishment, the company has shown a trend of rapid development and expansion around the world. Table 2.1 clearly shows the progress of major development events of Company A over the years. The company continues to focus on entering the global market, launching many innovative products, and establishing a network of offices and stores around the world, which has achieved the result of continuous growth in sales.
Table 2.1
A Company’s development progress
	years
	Company development events

	2010​
	The company was founded in Switzerland and won the ISPO Brand New Award at the ISPO Global Entrepreneurship Competition .

	2011​
	The company entered the European market for the first time, including Germany, and the Swiss Federal Institute of Technology found that wearing the company's shoes reduced heart rate and blood pressure.

	2012​
	The company released the Cloudracer running shoe .

	2013​
	The company opens its first overseas office in Portland, USA, and Frederik Van Lierde wins the world championship in the Kailua - Kona World Triathlon in Hawaii wearing the company's running shoes.

	2014​
	The company launches the Cloud series, the world's lightest fully cushioned running shoe. In addition, the company enters the Runner's World magazine's top 20 most important running shoe list in the United States, the United Kingdom and Germany.

	2015​
	The company expands into Asia and opens an office in Japan. At the same time, the Cloudflyer and Cloudsurfer series of running shoes are released .

	2016​
	The company's global running shoe sales reached one million pairs.

	2017​
	3,000 stores worldwide , covering more than 50 countries and serving more than 3 million customers.

	2018​
	The company enters the Chinese market and opens a technology center in Berlin.

	2019​
	The company's distribution outlets have reached 6,300 .

	2020​
	The company's global running shoe sales reached 10 million pairs and it opened its first flagship store in New York.


Source: Company A’s official website, compiled by the author
As the company continues to expand and product sales continue to grow, Company A has placed great emphasis on performance technology innovation. Since its inception, Company A has relied on a variety of technological means to create a lightweight and fast running shoe experience. The following is the development path of Company A's product technology innovation, showing their continuous efforts and achievements in technology:
Table 2.2 
A Company's technological innovation development route
	
time
	
Technology Development

	
2010
	
Launched innovative patented technology CloudTec , the first to use flexible version in all shoes

	
2013
	
The first injection-molded, purpose-built speedboard that turns impact into power

	
2014
	
- Cloud model with zero gravity outsole for an ultralight product

	
2016
	Developed Missiongrip and expanded its product range to outdoor activities such as mountain climbing, and launched Hybrid Short and Lightweight Jacket , the first multifunctional, ultra-lightweight running apparel made from premium fabrics.

	
2019
	
Introducing Helion Super Foam, providing better cushioning in shoes without compromising performance

	
2020
	
Introducing Cloudboom , a carbon-infused speedboard optimized to power professional athletes and pros


Source: Company A's prospectus
Currently, there are more than 6,000 stores in 50 countries around the world. After achieving success in the European and North American markets, Company A opened up the Asian market and entered China in 2018. As of 2022, Company A has a total of 14 stores in 4 cities, including Shanghai, Beijing, Chengdu, and Shenzhen. In 2023, Company A will continue to open 7-10 stores to spread Company A's sports culture to more cities. Company A is positioned in the high-end performance market. Basically, the products sold in the franchise stores are not discounted, and they do not participate in discount activities on e-commerce platforms. This strategy ensures price stability. With its outstanding product strength, Company A is becoming the fastest growing brand among running shoe brands with an annual growth rate of 65%.[32]



[bookmark: _Toc13449]2.2 A Company's running shoes product marketing environment
Macro Environment
Company A is in the sports footwear industry. In the era of national fitness, people of all ages will join in the sports craze, which brings huge growth opportunities to the sports footwear industry. Next, the author uses the PEST analysis method as a basis to analyze the macro environment of Company A as follows:
1. Analysis of the political and legal environment
my country is in the early stages of a nationwide movement, and the country is constantly issuing relevant policies to stimulate the development of related industries. my country issued the first "National Fitness Plan (2016-2020)" in 2016. By 2020, the number of people who regularly participate in physical exercise reached 435 million, and the total scale of sports consumption reached 1.5 trillion yuan. In 2019, the "Opinions on Promoting National Fitness and Sports Consumption to Promote the High-Quality Development of the Sports Industry" was issued, proposing 10 policy measures to promote the sports industry to become a pillar industry of the national economy[57]. In 2021, the "National Fitness Plan (2021-2025)" was issued to implement the Healthy China Strategy and the National Fitness Strategy in depth, driving the total scale of the national sports industry to 5 trillion yuan.[33] In 2022, the "Opinions on Building a Higher-Level National Fitness Public Service System" was issued, with the goal of reaching 45% of the population who regularly participate in physical exercise by 2035, and sports fitness and sports leisure becoming a common lifestyle for the people.
2. Economic environment analysis
With the rapid development of the domestic economy and the annual increase in per capita disposable income of residents, the domestic sports footwear and apparel industry has developed rapidly. According to iMedia Research data, the scale of China's sports footwear and apparel market reached 384.8 billion yuan in 2021, and it is expected to reach 598.9 billion yuan by 2025.
From 2018 to 2030 , the per capita disposable income and consumption expenditure of Chinese residents have basically increased year by year. The increase in per capita disposable income has increased the consumption desire and strength of Chinese consumers, and further promoted the development of China's sports footwear industry.
Figure 2.1 
Market size and forecast of China's sportswear industry from 2018 to 2030
[image: ]
Source: iiMedia Research
From 2015 to 2021, the per capita disposable income and consumption expenditure of Chinese residents have basically increased year by year. The increase in per capita disposable income has increased the consumption desire and strength of Chinese consumers, and further promoted the development of China's sports footwear industry.

Figure 2.2 
China's per capita disposable income and per capita consumer expenditure from 2015 to 2021
[image: income-cpi]
Source: Compiled by the author
Running shoes are the most popular type of sports shoes in China. The continuous development of the domestic sports shoes and apparel industry has created a good market environment for Company A. [ 31 ]
3. Analysis of social environment
The analysis of the social environment of China's sports footwear industry mainly focuses on the following aspects:
1. Population structure: With the continuous development of China's economy, the population structure of our country is also constantly changing. According to data released by the National Bureau of Statistics, as of November 2020, China's population aged 15-59 reached 894 million, accounting for 63.35% of the total population. 14 As people age, their awareness of health and exercise increases, giving the industry great market potential.[58]
2. Consumption concept: As people's income level increases, their requirements for the quality and brand of consumer goods are also increasing, and people's understanding and pursuit of health and sports are also constantly upgrading. Therefore, consumers' demand for the quality, style, brand and functionality of sports shoes and clothing is constantly increasing.
According to the survey data of iMedia Consulting on the purchasing category preferences of Chinese sports shoe consumers in 2022, running shoes are the most popular in the domestic sports shoe market, and 80.7% of consumers will buy running shoes.
At the same time, the survey data also shows that consumers are highly satisfied with the product quality, style design, and cost-effectiveness of sports shoes and apparel, but there is still room for improvement in after-sales service. The industry's improvement in after-sales service will promote consumer recognition.
3. Media environment: With the development of social media and e-commerce platforms, the factors that influence consumer purchasing decisions are also increasing. Brand exposure and influence are also increasingly affected by social media and e-commerce platforms. Companies can use social media platforms to advertise, promote and interact with their brands to increase brand exposure and popularity.
At the same time, companies can also interact with consumers through social media platforms, understand their needs and feedback, and increase their brand loyalty. In such an environment, companies need to constantly learn and adapt to changes in the media environment in order to better communicate with consumers.
4. Technical environment analysis
With the continuous development of science and technology, running shoes in the sports footwear industry are also constantly undergoing technological iterations and updates, and modern technology is constantly being applied in the sports footwear industry. For example:
1. Material technology: The use of new materials in the sports footwear industry is constantly improving and innovating, such as environmentally friendly materials, high-elastic materials, lightweight materials, etc. The use of these new materials in running shoes can improve product performance, meet consumer needs, create unique product value, and increase product market share.
2. Intelligent manufacturing technology: The application of intelligent manufacturing technology in the sports footwear industry is becoming more and more common. The new technology can improve the production efficiency of running shoes, speed up the production cycle, greatly reduce resource waste and save production costs.
3. Artificial intelligence technology: With the popularity of AI tools such as ChatGPT and Midjourney, more and more sportswear companies have begun to try to apply artificial intelligence technology to improve production efficiency, especially in design, which has greatly improved design efficiency. Through AI technology, companies can iterate products at a faster speed to meet market demand.
In summary, with the continuous advancement of science and technology, sports footwear and apparel companies are also constantly innovating in technology to continuously enhance their competitiveness and brand influence in the industry.
Target Market
Company A's running shoes belong to the sports shoes and apparel industry. China's sports shoes and apparel industry is one of the more prosperous industries in the Chinese market. Its target markets mainly include the following aspects:
1. Professional sports market: This is one of the main target markets of the running shoe industry. They are consumers with a certain professional foundation. This group pays attention to the performance of the product to see if it can improve their sports and training performance. Consumers are willing to pay a certain price to buy high-quality, professional sports equipment.
2. Sports and leisure market: This group of consumers pay more attention to a healthy lifestyle. They usually buy running shoes to support their healthy lifestyle. They pay attention to the lightness, comfort, product quality and cost-effectiveness of sports shoes.
3. Fashion enthusiasts market: This group uses running shoes as a personalized and fashionable expression. They may not know much about the performance of running shoes, but they pay more attention to the design and fashion sense of the product itself.
4. Children's market: With the rise of fitness activities among Chinese teenagers, more and more parents have begun to pay attention to choosing professional sports equipment and running shoes for their children. The products or brands they choose need to meet the needs of children's growth and consider brand safety factors more. At the same time, they also need to take into account factors such as fashionable design, functionality and cost-effectiveness.
Company A's running shoes are currently targeting the professional sports market and the sports and leisure market, and the company hopes that the brand can establish a professional and technological image. Company A's running shoes are designed according to different sports scenarios, including road running, cross-country, marathon, fitness and leisure products, aiming to provide high-quality sports shoes for athletes in different scenarios. In 2023, Company A's children's series of running shoes are also ready to be launched on the market.[58]
Competitive Environment
1. Analysis of potential entrants
The high-end market of the sports shoes and apparel industry has a high entry barrier, and internationally renowned brands such as Nike and Adidas occupy the high-end market. At present, the sports shoe companies on the market have been in the market for a long time and have certain scale advantages. The entry barriers of the sports shoe industry are mainly experienced in terms of economies of scale, sales channels, R&D patents, capital, etc. New entrants are relatively small in scale, with relatively high product types and production costs, and sales channels also need to spend a certain amount of time to build and expand. At the same time, market competition is stimulating, and new entrants need to spend a lot of money on market promotion. Therefore, new entrants in the industry need strong financial support. Due to fierce competition in the industry, the profit margin is gradually shrinking.[34] Overall, the threat of potential entrants in the industry is relatively small.
2. Analysis of suppliers’ bargaining power
The production factors involved in running shoes are relatively simple, and the corresponding output is relatively abundant, mainly fabric and rubber. The cost of suppliers providing production factors is low, and the market concentration is not high. For sports shoe manufacturers, the cost of replacing suppliers is low. At the same time, it is difficult for suppliers to carry out forward integration. Overall, the bargaining power of suppliers is still relatively weak.
3. Analysis of Buyer Bargaining Power
The bargaining power of buyers has a great impact on the purchase quantity of products. Generally, as the final consumer, the single purchase quantity is not large, which weakens the bargaining power of buyers. However, the competition in the sports shoes and apparel industry is fierce, and product homogeneity is serious. Consumers have many choices and low switching costs, so consumers have strong bargaining power. Comprehensive evaluation shows that the bargaining power of buyers is relatively moderate.
4. Analysis of the threat of substitutes
Although casual shoes, travel shoes, basketball shoes, etc. can replace running shoes to a certain extent, and the prices are not much different,
However, there is a big gap between professionalism and protection and professional running shoes. Therefore, the threat of substitutes for running shoes is not very great.
5. Analysis of competition within the industry
The current competition in the sports shoe industry is very fierce, with many competitors, including international brands such as Nike,
Brands such as Adidas also have domestic competitors, such as Anta and Li Ning. These brands are relatively competitive in product development, production, marketing, etc., and they pose a threat to new brands such as Company A.

[bookmark: _Toc9043]2.3 Current digital marketing status of running shoes products of Company A
As a cutting-edge sports brand, Company A is gaining more and more attention from consumers in the Chinese market. As a relatively niche brand, Company A's brand awareness and sales are in a stage of steady growth.
At the product level: Company A's core product is running shoes, which have attracted countless consumers with their professional, innovative, and environmentally friendly characteristics. Company A has launched professional running shoes for different usage scenarios to meet the needs of consumers. The detailed classification of Company A's running shoes products is shown in Table 2.3 :
Table 2.3 
Classification of running shoes products of Company A
	Shoes

	By gender
	
Men's and women's


	By scene
	
Road running, sports life, outdoor


	By function
	
Daily commuting, training and fitness, competition, hiking, mountaineering, off-road


	By terrain
	
Mixed road, highway, mountain


	According to running habits
	
City walk, 10km , 10-20km , full marathon, longer distance running


	Special needs
	
Wide feet, heavy weight, waterproof



Source: Company A’s Tmall flagship store, compiled by the author
In addition to focusing on the research and development of running shoes, Company A is also constantly expanding new product lines based on its own research and development level and manufacturing technology, including a children's series of products to be launched in 2023, and expanding from running shoes to tennis shoes, sportswear, sports underwear and other fields.[35]
In terms of price: As a high-quality running shoe brand, the price of Company A's products is relatively expensive, and the domestic price is higher than that of Nike. The average price of adult series products is more than 1,500 yuan, and the average price of children's series products is more than 690 yuan.
In terms of sales channels: Company A’s core sales channel comes from online sales. Currently, the number of stores is relatively small, with only 14 stores in 4 cities. The vast majority of sales contributions come from online e-commerce platforms, such as Tmall, JD.com, and WeChat Mini Program Mall.[36]
Marketing and communication: As a relatively niche sports brand, Company A is different from other sportswear brands that place advertisements everywhere. Company A's overall marketing strategy is relatively restrained. It hopes to reach professional sports people, establish its brand reputation among this group of people, and then expand to a wider range of people. [59] In 2019, tennis king Federer joined Company A and became an investor and image spokesperson for Company A. As a result, Company A's product line was successfully expanded to the tennis field, which greatly enhanced Company A's brand awareness. At the same time, Company A also actively sponsors many professional athletes, sports teams and well-known runners around the world. The endorsement of professionals has established a deeper sense of trust in Company A among consumers.
In addition to marketing to professional runners, Company A is also very active in operating communities. Company A also has its own exclusive WeChat mini program community "onrunclub"[60], where users can learn about Company A's store activities in China in real time, and can also share running experiences, daily running check-ins, running shoe reviews, etc., providing a platform for running enthusiasts to communicate and share, and also strengthening the connection between Company A and consumers, increasing user stickiness. In addition, Company A will also organize running activities in the mini program based on stores in the city, and provide free running shoes for participants to try on. See Figure 2.3 .
Figure 2.3 
Activities organized on Company A’s mini program on Wechat
[image: ]
Source: Compiled by the author
On domestic social media, Company A also spends a certain amount of marketing budget on Xiaohongshu and Douyin every year, mainly for new product promotion and content seeding before e-commerce promotion nodes, hoping to drive sales on e-commerce platforms through social media seeding. In social media marketing, Company A mainly chooses professional sports bloggers to cooperate, hoping to reflect the professionalism and technological sense of Company A's products through the bloggers' own professional content, and to improve sports performance. In the field of professional fitness, Company A's products are loved by many fitness enthusiasts, and are called "the golden partner of middle-class fitness" together with Lululemon.
In general, since entering the Chinese market in 2018, Company A has shown a positive attitude in digital marketing and has achieved certain results. However, as an emerging brand in the running shoe industry, Company A is in an increasingly competitive market environment. Compared with other mature brands, Company A's digital marketing strategy needs to be further improved and optimized. Therefore, in the following chapters, we will deeply analyze the specific problems of Company A's running shoe products in digital marketing, explore the causes of these problems, and put forward targeted optimization suggestions.

[bookmark: _Toc27431]2.4 Problems and causes of digital marketing of running shoes products of Company A

Interview with senior executives of Company A
The main purpose of this interview is to gain an in-depth understanding of the digital marketing strategy of Company A's running shoes and explore ways to optimize it. Through communication with senior executives, we can better define the product positioning and target market, understand the current digital marketing strategy, and the effectiveness of its implementation. On this basis, we will focus on exploring whether the current digital marketing strategy has successfully achieved its impact on the market, gain insights into how to use digital tools and platforms to further promote products, and possible ways to improve marketing efficiency.
At the same time, the shortcomings of Company A in digital marketing and the problems it caused were discussed to promote the continuous updating and optimization of the digital marketing strategy of its running shoe products. This interview plays a key guiding role in formulating and implementing effective and optimized digital marketing strategies.
Interview subjects and content design
1. Interview subjects
As the executives of each department had different understandings of Company A in their respective fields, the author selected directors from three key departments for interviews, as detailed in Table 2.4.





Table 2.4 
Interview subjects of Company A
	Name (Code)
	Position
	Responsibilities
	Reasons for selection

	
Mr. A
	Brand Director, Greater China
	
Responsible for formulating brand strategy, analyzing brand positioning and value
	Present brand information from a comprehensive and direct perspective and tell the challenges of brand building

	
Ms. B
	Commercial Director, Greater China
	Responsible for business strategy, partnerships and major project promotion, with in-depth understanding of the company's business model and market dynamics
	Provide an understanding of the company's position in market competition, external challenges and response strategies

	
Ms. C
	Marketing Director, Greater China
	Possess high market sensitivity and user insight, responsible for the formulation and implementation of marketing strategies
	Provide strategies on marketing and user attraction, as well as the company's future development plans


Source: Compiled by the author
By interviewing these three executives who have rich experience and expertise in their respective fields, we can gain a more direct and comprehensive understanding of the problems that Company A’s running shoe products face in digital marketing, and gain insight into possible solutions.
2. Interview content design
This round of interviews mainly set open-ended questions, in order to dig deeper into the possible problems of data marketing in a targeted manner based on the current development status of Company A. We plan to conduct one-on-one interviews, hoping to guide the interviewees to express their own views and suggestions within the framework of the set questions, and to freely conceive and develop from them, and even provide more information and content.
In order to ensure that each interviewee can give in-depth and accurate feedback from their respective responsibilities and professional fields, we designed a series of interview questions for different interviewees. This specially designed question helps us obtain more direct and in-depth insights to more comprehensively understand Company A’s data marketing strategy.
Please see the Appendix for the specific interview questions for the executives. It contains detailed interview questions for the Greater China Brand Director, Greater China Business Director, and Greater China Marketing Director.
Interview Summary
(1) Through an in-depth interview with Mr. A, the brand director, the following conclusions can be drawn:
1. The main challenge facing the company is to build the brand awareness among users and enhance brand awareness. The market competition is fierce, and consumers are faced with a large amount of brand information, while the company's brand concept and story are not deeply rooted in the hearts of the people, resulting in insufficient user loyalty to the company's brand. In particular, the company's environmental protection and health concepts have not received widespread attention and recognition, indicating that the company needs to optimize and strengthen its marketing content.
2. Although we have made some progress in the short term, to achieve a substantial increase in brand awareness and influence, we need an in-depth and continuous publicity plan. This includes not only increasing advertising, but more importantly, creating impactful content and more scenario-based marketing strategies so that the product and brand stories can truly touch consumers and resonate with them.
3. In future digital marketing, Company A plans to focus more on understanding and meeting customer needs, strengthening emotional connections with consumers, and innovatively demonstrating brand value to increase brand influence. In particular, it will increase investment in platforms such as social media and short videos to further enhance the brand's position in the minds of users.
(2) Through an in-depth interview with Ms. B, the business director, the following key points were extracted:
1. Judging from the company's operations and last year's financial report, the company's direct-to-consumer (DTC) capabilities are relatively weak. [37]After in-depth analysis, we found that this is mainly due to insufficient performance on the e-commerce side. For example, our e-commerce fans are too small compared to other similar brands, and our marketing activities lack interaction with customers. These are key factors that restrict our DTC capabilities.
2. We need to focus on consumers’ shopping experience and evaluate the integration of online and offline channels. Although we have carried out various marketing activities, we have not yet achieved effective integration between online e-commerce and offline stores. This has affected consumers’ shopping experience in physical stores and limited our effectiveness in multi-channel integration.
3. Compared with its competitors, the company is relatively conservative in its investment in brand promotion. Business Director Ms. B emphasized that appropriate and timely brand promotion can significantly enhance brand awareness and influence, and plays a vital role in the long-term development of the brand.
(3) Through an in-depth interview with the Marketing Director, Ms. C, we gained a deeper understanding of the company’s current digital marketing strategy. The following are the core conclusions drawn from the interview:
1. The company currently invests a large amount of its digital marketing budget in the female market. Although it has achieved certain growth, this strategy has also caused problems, namely, a significant loss of male users. While meeting the needs of female consumers, we have ignored the needs of male users, especially in the main application scenario of running shoes - running, the number of male running enthusiasts is comparable to that of females. Therefore, male users are an issue that needs to be paid attention to and resolved, and it is also a major consideration in achieving comprehensive and balanced development.
2. Companies now invest a lot of manpower in tracking content dissemination effects, which reduces operational efficiency and causes some resources to "solidify". Therefore, it is very important to use technology to improve the efficiency of online marketing tracking, which can not only free up human resources, but also improve the analysis and utilization of marketing effects.
3. The company's digital marketing methods are too single and often fail to trigger extreme interaction and attention from consumers. Therefore, in future marketing, we need to consider more diversified and innovative marketing methods, such as experience marketing and cross-border cooperation, to enhance the brand's appeal and influence.
Through in-depth interviews with three senior managers, we can more clearly understand some of the problems and challenges faced by Company A in the field of digital marketing, and understand the possible causes of these problems. In addition, they also put forward their own views and possible measures on how to solve these problems. This valuable information provides an effective reference for the author to further explore and optimize the company's digital marketing strategy and formulate countermeasures.
Problems in the digital marketing of running shoes products of Company A
In addition to the conclusions from the above executive interviews, this section also used web crawler technology to collect 1,000 comments and feedback from users on Company A's running shoes. In this process, this article filtered out invalid data, retained only 314 pieces of useful information, and marked them.[38] This method allowed access to a large amount of user feedback data, which condensed the user's satisfaction and preference for Company A's running shoes, and then summarized the following existing problems.
Brand awareness needs to be strengthened
The average customer price of Company A's running shoes is about 1,500 yuan, which is relatively high among relatively niche running shoe brands. Among similar niche brands: Asics' average customer price is about 1,100 yuan, and Hoka's average customer price is 1,200 yuan. Among mass brands, Nike's running shoes average customer price is about 700 yuan. Company A's product price is much higher than Nike's, but in terms of brand awareness, Company A's brand awareness is far less than Nike's.[39]
Figure 2.4
Comparison of Baidu search index of Company A with Nike, Asics and Hoka
[image: ]
Source: The author compiled Baidu Index
Figure 2.4 , the average daily search index of Nike is 3456, Asics is 1490, Hoka is 594, and Company A is 246. The search index reflects the gap in brand awareness to a certain extent. On some mainstream social media, the number of users of Company A is also insufficient. For example, on Xiaohongshu, there are only more than 10,000 notes about Company A, while Nike has more than 1.35 million notes. Compared with some competitor brands, Company A still has a certain gap in brand awareness.
In addition to brand awareness, the brand's mindset among users can also be reflected in dimensions such as brand image, product quality, and brand reputation. Company A has been taking the high-end route since its inception, and is famous for its high technology and excellent product strength. In terms of brand image and product quality, Company A still passes the test. In terms of brand reputation, the author captured the comment data of consumers of the top-selling running shoes in Company A's Tmall flagship store for analysis. The author captured the first 1,000 comments on the product review data of the running shoes, discarded invalid comment data such as default positive reviews, and finally screened out 314 valid comments. The comment data was analyzed according to the user's attitude (positive, neutral, negative) and the content of the comments, and the data obtained are as follows:

Source: Compiled by the author
Figure 2.5 , the brand reputation of Company A's running shoes is still good, with 87% of consumers giving positive reviews, 7% giving fair reviews, and 6% giving negative reviews. Among the 6% of negative reviews, the main feedback from users is that the shoes rub their feet, so Company A needs to continue to improve its products for this part of consumers.[40]
In terms of product quality and user reputation, Company A has already won the favor of some consumers, but compared with its competitors, Company A is still a niche brand in its rising stage, with low brand awareness and weak user awareness. (See the appendix for specific data).
The proportion of male consumers in the domestic market is too low
Company A has maintained healthy performance growth every year since its inception. In the fourth quarter of 2022, the company's revenue reached a staggering CHF 367 million, a year-on-year increase of 91.9%. This was largely due to the performance of running shoes, which accounted for a large proportion of the company's total revenue and reported a year-on-year revenue growth of 70.9%.
In the global market, Europe and the United States have a significant market share, while the Asian market, despite its large population, contributes less than 7% to the company's total revenue. Especially in the Asian market represented by China, Company A seems to be still in the climbing stage of market expansion.
In this process, when the company compared the consumer portraits of the global and Chinese markets, it discovered a problem that needed attention: the proportion of male consumers in the Chinese market was significantly lower. This is an issue worthy of further discussion, and it is necessary to have a deeper understanding of male consumers in the Chinese market and find appropriate marketing strategies to increase its share of male consumers in the Chinese market.





Figure 2.6 
Comparison of gender distribution of consumers of Company A's running shoes in the global and Chinese markets

Source: Internal information, compiled by the author
In the user portrait of A Company's global consumers, the age group is generally around 30 years old. As shown in Figure 2.6 , the share of male and female users is 65% and 35%, respectively, of which male users account for 65% and female users account for 35%. However, the consumer portrait shown in the Tmall backend data of A Company has undergone interesting changes, which is different from the global market. First, the ratio of male and female consumers in the domestic market has reversed. The user portrait of A Company's domestic market consumers shows that the ratio of male to female is 3:7, of which males account for 30% and females account for 70%. Secondly, the age group of female consumers has become younger, concentrated in the age group of 35-30 years old. Judging from the global consumer portrait of A Company, A Company's products are more popular with male users, otherwise male users would not account for more than 60% of the global consumer portrait. However, how to better attract the attention of male consumer groups in the domestic market is a problem that A Company needs to solve in order to maintain its continued growth.
The effect of a single KOL’s content dissemination cannot be accurately evaluated
With the popularity and rise of digital marketing, in today's market, brands cooperating with KOLs on various social media platforms has become a common means to promote products and increase brand awareness. Company A is no exception in this regard. They have established extensive partnerships with KOLs on social media such as Weibo, Xiaohongshu, Douyin and Taobao. However, Angpao is currently facing a problem: it is difficult to accurately evaluate the effect of a single KOL's content dissemination.
Company A will make a marketing calendar every month according to the formulated marketing plan, as shown in Table 2.5 :
Table 2.5 
Company A's Marketing Calendar
	All Channelseeding schedule

	Channel
	Vendor
	
	
	
	
	

	TotolKOL
	91/200
	May 6
	May 7
	May 8
	May 9
	May10

	1//Red
	@Huanze
	
	
	
	
	

	

KOL screening
	
Batch1:16/41
pendingforKOL
refill
	
Provide expert list
( 1-20 ) Expert review
	
	
	
	

	

KOL product BF confirmation + sample delivery
	
	
	
	
	
BF product​
Recognition ( 1-20 ) + Arrangement
Send Sample
	
Batch1:16/41
pendingfor
KOLrefill

	KOL content review
	
	
	
	
	
	

	Content delivery
	
	
	
	
	
	

	2// Guangguan
	@PAP
	
	
	
	
	

	
KOL screening
	Batch1:21
pendingforKOL
refill
	
	
	
	
	

	
KOL product BF confirmation + sample delivery

	
	
	
	
	
	

	KOL content review
	
	
	
	
	
	

	Content delivery
	
	
	
	
	
	


Source: Internal information, compiled by the author
Table 2.6 records the progress of cooperation between different social media platforms and KOLs. This table is convenient for an overview of the progress of cooperation between different KOLs.
For example, Company A will have another table to record the cooperation with KOLs on Xiaohongshu in that month, as shown in Table 2.6 :

Table 2.6 
Company A’s KOL cooperation statistics on Xiaohongshu platform
	date
	Blogger         gender
	Number of fans
	Replacement(10k)
	Type of cooperation
	Publish Link

	March
	Chen vest
	female
	143
	85.9
	Video Collection
	http://xhslink.com/rjiIwg

	March
	Chloe_Tongge
	female
	13.5
	76.5
	video
	http://xhslink.com/H76hHg

	March
	c Qiu Shu
	female
	12.6
	46.7
	Graphics
	http://xhslink.com/VLLONg

	March
	Freya Teng Yaxuan
	female
	3.9
	153
	Graphics
	http://xhslink.com/cl7tBg

	March
	LycheeLiZz
	female
	25
	112
	video
	http://xhslink.com/Q4oUCg

	March
	Zheng Xiuer
	female
	8.1
	113
	Graphics
	http://xhslink.com/FM7Hwg

	March
	peiyao
	female
	4.6
	23.2
	Graphics
	http://xhslink.com/R5LHwg

	March
	Mengwa
	female
	19
	13
	Graphics
	http://xhslink.com/3zsPvg

	March
	Han Jiayunhhhjy
	male
	4.6
	19
	Graphics
	http://xhslink.com/wp6Jxg

	March
	Tan Feiniuer
	female
	4.2
	123
	Graphics
	http://xhslink.com/2xThwg


Source: Internal information, compiled by the author
Each social media platform will have a separate table for recording. Xiaohongshu has its own table, Weibo has its own table, and the workload of table recording and sorting will be relatively large. At present, Company A's corresponding marketing effect evaluation will be based on the sales changes of the e-commerce platform brought about by the overall delivery of different social media in that month. It is impossible to evaluate the delivery effect of each different KOL, so as to observe the performance of different KOLs and which KOLs can maintain long-term cooperation. How to measure the marketing effect brought by different KOLs is the problem that Company A needs to solve next.
Brands lack DTC capabilities in digital marketing
With the development of digital marketing technology, the sportswear industry is becoming more and more dependent on direct-to-consumer (DTC). In contrast, although Company A has made remarkable achievements in the running shoe industry, compared with its peers and market expectations, its DTC capabilities still need to be improved.[61]
Company A mainly sells through two modes: distribution (WHS) and direct to consumer (DTC). Among them, DTC is mainly carried out through e-commerce platforms and directly-operated stores (flagship stores). According to Company A's 2022 financial report data, the distribution channel still dominates the domestic market, accounting for 73.4% of its sales revenue, while the DTC channel accounts for only 26.6%. Although the proportion of DTC channels in sales revenue is not high, Company A's products have won the company a certain competitive advantage due to their excellent quality and good brand reputation. However, the current consumer market is gradually shifting towards a DTC model, and consumers are increasingly willing to buy products directly from brands. This trend clearly exposes the shortcomings of Company A in its DTC capabilities and may pose a threat to its future market competitiveness.
In addition, compared with other sportswear brands such as Lululemon and Anta, Company A lags behind in the proportion of DTC channel sales revenue. As shown in Figure 2.7 , in the 2022 financial report, Lululemon and Anta's DTC sales revenue accounted for 45.6% and 49.4%, while Company A's proportion was only 26.6%.[42]
Figure 2.7
Proportion of DTC channel sales revenue of Company A and its competitors in 2022

Source: Compiled by the author
This data comparison reveals that Company A does have shortcomings in its DTC capabilities, especially in terms of e-commerce platform operations, direct store operations, and the deep integration of online and offline. In the face of the gradual change in market structure and the increasing trend of consumers purchasing goods directly from brands, if Company A cannot make sufficient improvements in its DTC capabilities, especially in e-commerce operations and the integration of online and offline, it may face the risk of declining competitiveness due to this potential weakness.
Overall, Company A still has a lot of room for improvement in DTC channels. Although the gap in revenue is not significant due to its product advantages, under the current market trend of shifting to the DTC model, ignoring the improvement of capabilities in this field, especially the optimization of e-commerce operations and online and offline integration, may lead to missing opportunities to catch new market trends, thus affecting its position in the fiercely competitive market. Therefore, the company's current problems in DTC deserve our attention, and corresponding optimization and adjustment should be made in the execution strategy of digital marketing.
Reasons why Company A’s digital marketing of running shoes products is problematic
Marketing strategy is relatively restrained
Company A entered the Chinese market in 2018 and has fully experienced the rise of running in China, the surge in runners, and the rising demand for professional running shoes. Company A is still a typical niche brand with high pricing and a small audience. Although Company A has a group of loyal consumers in China with its distinctive products and excellent product strength, from a marketing perspective, Company A does not have an advantage over its competitors.
The marketing strategy organized by Company A is relatively restrained. Its core marketing strategies mainly include the following two points: First, establish connections with professional athletes and form brand binding with Company A. Second, circle marketing. Company A is very clear about its market positioning, focusing on the field of running shoes, relying on the high quality of products to attract consumers, and gradually growing through the dissemination and recommendation of consumers, achieving word-of-mouth communication, and enhancing brand loyalty. By sponsoring professional athletes, Company A can, on the one hand, use the star effect of athletes to increase the popularity of Company A's products, and on the other hand, through close cooperation between the two parties, professional athletes can test product performance, put forward improvement suggestions, and stimulate product research and development innovation. Company A always pays attention to product quality, and continuously conducts product research and development and development while maintaining the highest quality. Company A responds that only by manufacturing high-quality running shoes can it truly attract consumers. Company A has its own brand fan community, and establishes deep connections with users through brand activities and events, such as 5km running, annual running and other activities. Company A's marketing model tends to influence consumers with products and value propositions. Generally speaking, the marketing strategy is relatively restrained, mainly attracting and retaining consumers by improving product quality and word-of-mouth communication. This relatively restrained marketing strategy can highlight the brand quality of Company A and is quite attractive to consumers who are looking for fresh experiences while expressing their individuality.[45]
As Company A continues to develop, its basic products in China are strong, but its channels and marketing are still weak. If Company A wants to further expand its influence in China, massification is an inevitable choice. In the process of massification, relatively restrained marketing strategies cannot meet the needs of brand massification. What Company A needs to think about is how to adjust its marketing strategy so that the brand can be popularized without losing the value recognition of the core group. This is the problem that Company A needs to solve next.
Improper allocation of marketing budget
After opening up the European, American and Japanese markets, Company A officially entered the Chinese market in 2018 and entered Tmall in the first quarter of 2019. On the Tmall platform, it has grown rapidly for two consecutive years at a year-on-year rate of 263% and 125%. Company A's global marketing strategy focuses on operating in the professional runner circle, strengthening brand exposure in professional marathon events, and deeply integrating into the runner culture. Shortly after entering the Chinese market, the epidemic broke out and domestic marathon events were suspended, resulting in the brand being unable to replicate its global marketing strategy in the short term. Therefore, Company A adjusted the direction of its marketing strategy and did two main things to occupy the minds of consumers:
(1) From the outdoors to the indoors, focus on indoor fitness, running and other scenarios, and match them with corresponding products;
(2) From the professional running circle to the “general sports crowd”, we found a large and fast-growing female population.
Specifically, in 2020, consumers had a demand for indoor sports during the epidemic, such as yoga, fitness, and jogging. In Company A's product line, there is a casual sports shoe type CloudX, which fits the image of the general sports crowd. Therefore, Company A created a persona for the target consumer of this shoe: a 25-30-year-old urban woman, who may be a sophisticated mother or an urban white-collar worker. They have a fast pace of life and fragmented time, but they pay attention to quality life and love sports and fitness. In their busy day, they may take out about half an hour to exercise. Through such stories, Company A is continuing to narrow the distance between international brands and Chinese consumers and establish brand awareness. At the same time, the following adjustments have been made in marketing and publicity:
(1) On the product side, Cloud highlights its lightweight feel, multi-functionality, and diverse color combinations;
(2) On the content side, PGC + UGC (professional + user-generated) content is combined. In addition to inviting sports and fitness experts to produce content, a large amount of UGC (user-generated) content is generated on platforms such as Weibo, Xiaohongshu, and Guanguang according to the life scenarios of target consumers. At the same time, the company raises its profile on the Taobao platform through live broadcasts of CEOs and experts.
(3) For off-site marketing, brands will also place splash pages and information flows on apps commonly used by women (such as Moji Weather and Xiachufang) to reach potential consumers.[46]
This logic has been effective among women: in the 2023 Tmall 38 promotion, women contributed 75% of the transactions and the brand achieved 200% growth. Although the marketing effect is significant, it also consumes almost all of Company A's marketing budget, resulting in Company A having no more marketing budget to invest in the male user group, which has caused the current dilemma faced by Company A. The vast majority of consumers are female users. In order to maintain the rapid growth of the brand, how to establish brand awareness among the male user group is the next problem that Company A needs to solve.
Lack of content management evaluation system and tools
In today's digital marketing environment, many brands work with KOLs on social media platforms to spread brand and product information through their influence. However, in this process, measuring and evaluating the effectiveness of a single KOL's content dissemination is often a major challenge. By analyzing Company A's marketing calendar and social media publishing management form, we found the following reasons to explain why it is difficult to accurately evaluate the effectiveness of a single KOL's content dissemination:
1. Diversified communication channels: Audiences consume content on different social media platforms, making the channels for brands to cooperate with KOLs increasingly fragmented. Under such circumstances, it becomes difficult to measure the content dissemination effect of KOLs on various platforms because it is difficult to compare and integrate these data.
2. Inconsistent quantitative indicators: Due to the variety of content forms of KOLs, the data statistics methods and indicators of each social media platform are also different. Therefore, it is more important to develop a unified and universally applicable evaluation system for each KOL.
3. Fierce competition among KOLs: As more and more KOLs enter the market, competition becomes increasingly fierce. In order to stand out in the complex market, many KOLs choose to place a large number of advertisements or promote each other. This makes it complicated to evaluate the effectiveness of a single KOL's content dissemination, because it is difficult to distinguish which results are real audience attention and which are caused by other factors.
4. User behavior becomes more difficult to predict: With the diversification of social media channels and the increasing complexity of user behavior, it is becoming increasingly difficult to predict user reactions to KOL content. Users no longer rely entirely on the recommendations of a single KOL, but refer to information from multiple sources to make purchasing decisions.
5. Both short-term and long-term effects coexist: Some KOLs may achieve significant results in the short term, but may not be sustainable in the long term. Conversely, some KOLs may not be effective in the short term, but in the long term, brand and product information will gradually penetrate the target audience. In view of this situation, how to set the right time node to measure the KOL communication effect becomes a difficult problem.
In summary, due to the diversity of channels, inconsistent quantitative indicators, fierce market competition, uncertain user behavior, and many factors that are difficult to quantify, it is challenging to accurately evaluate the effect of a single KOL's content dissemination. Therefore, finding an evaluation method and evaluation tool that meets actual needs is the key to Company A's effective digital marketing strategy. Through a variety of strategies such as adjusting cooperation goals, improving technology tracking, and establishing an evaluation system, it is conducive to achieving a comprehensive grasp of the dissemination effect. This will help Company A make scientific decisions and maintain competitive advantages in a fiercely competitive market environment, thereby achieving a common improvement in brand value and corporate development goals.
Under the influence of the current digital trend, the competition in the sportswear industry is becoming increasingly fierce. More and more brands are beginning to introduce and attach importance to the direct-to-consumer (DTC) business model. However, Company A is slightly insufficient in exploring and applying this model, especially in digital marketing on the e-commerce side, where its performance needs to be improved. Below, we will analyze in detail the challenges faced by Company A in the process of improving its DTC capabilities.
The rapid development of e-commerce has changed consumers' shopping habits and provided a more convenient way of shopping. This trend also affects the sportswear industry, and online shopping has been accepted by more and more consumers. For Company A, its e-commerce operation performance failed to meet expectations, which is mainly reflected in sales performance and consumer satisfaction. The detailed analysis is as follows:
1. Insufficient number of fans and members in the official store: E-commerce channels are of great significance to DTC brands, but there are significant differences between China and abroad. Foreign DTC brands usually use the brand's official website as the main channel to accumulate consumers, while in the domestic market, most of them rely on the traffic dividend of a certain e-commerce platform to achieve rapid sales growth. Company A has opened flagship stores on Tmall and JD.com, but the number of fans is relatively small. Taking Tmall as an example, Company A's Tmall flagship store has only 574,000 fans, which is significantly different from its competitor Asics Tmall flagship store with 6.025 million fans and Nike Tmall flagship store with 43.819 million fans.[47]
2. Lack of personalized recommendations and intelligent marketing strategies: Observing Company A's e-commerce platform, it is found that it is relatively conservative in terms of personalized recommendations and customized marketing activities, and there are no promotional activities. This strategy may affect consumers' purchasing decisions and shopping experience, especially in today's era when consumers expect personalized services. In order to better meet consumer needs, Company A needs to increase its efforts in mining and analyzing consumer behavior and preference data in order to implement more targeted marketing activities, increase sales conversion rates, and thus improve the overall performance of the e-commerce side.
3. Customer service and interaction mechanism: Company A's e-commerce platform needs to be further strengthened in terms of interaction and customer service. When analyzing consumer review data, we found that some consumers expressed concerns about the service quality and response speed of the customer service team. This situation may affect consumers' satisfaction with Company A and their shopping experience to a certain extent. Therefore, Company A needs to improve the service quality and response speed of the online customer service team based on these feedbacks in order to provide consumers with a more satisfactory online shopping experience.
4. Insufficient online and offline integration: As a DTC brand, Company A needs to consider not only optimizing the experience of a single channel, but also breaking through the limitations of channels and strengthening the integration of online and offline. For example, Company A can try to organically combine offline stores with online platforms to achieve the sharing of customer consumption information, thereby providing consumers with a more convenient and consistent shopping experience. At the same time, offline stores can be used to provide online consumers with more value-added services, such as product trial, return and exchange processing, etc., to create an integrated shopping environment. Such practices will help Company A become more competitive in the e-commerce field, thereby better developing its DTC business.
In general, the problems that Company A has in the DTC model mainly lie in its insufficient influence on the e-commerce side and its marketing strategy. Therefore, Company A needs to adopt a refined operation strategy, improve customer service experience, and strengthen personalized recommendations and smart marketing to enhance its influence on the e-commerce side, thereby further improving its overall DTC capabilities.





[bookmark: _Toc24003]SECTION 3. SPECIFIC STRATEGIES FOR OPTIMIZING THE DIGITAL MARKETING OF COMPANY A'S RUNNING SHOES PRODUCTS
[bookmark: _Toc21394]3.1 Diversified marketing methods help brands break through the circle
After the analysis in Chapter 4, we already know that Company A is a Swiss brand that focuses on high-performance running shoes. In the fiercely competitive sports shoe market, Company A has maintained a relatively restrained marketing strategy. In order to continue to ensure the growth needs of the brand, Company A needs to adjust its marketing strategy from a relatively restrained marketing strategy to a more diversified marketing method to help Company A strengthen its connection and interaction with consumers. The following are specific suggestions for how Company A can conduct diversified marketing: (implemented in five steps)[49]
Constructing a new content dissemination matrix
Building a diversified and attractive content communication matrix is of key significance to the long-term impact of the brand. Company A, as a brand with deep focus in the field of sports, has long been shaping and strengthening its professional brand image by publishing professional sports content such as sports skills tutorials, fitness plan knowledge, and maintenance and care of running shoes. This has helped it accumulate a large number of loyal users in the professional sports market. However, under the rapid changes in the current social and market environment, in order to further enhance brand influence and increase product visibility and reputation, a single content communication strategy can no longer meet the needs. Therefore, more attention needs to be paid to the diversification and interactivity of content.
In recent years, consumers' demand for lifestyle content has gradually increased. User-generated content, such as sharing of lifestyle topics such as Company A's running shoes, daily wear, camping, outdoor activities, and marathon participation on social media platforms such as Xiaohongshu, has won the active attention of the majority of users. What is more worth mentioning is that the combination of "Company A's running shoes + Lululemon yoga pants" has gradually been regarded as a popular match by the majority of users in the fitness environment, and has even been playfully called the golden fitness partner for the middle class. There is no doubt that these phenomena have provided Company A with a new direction for thinking, that is, to seek breakthroughs in content dissemination, introduce a wider range of lifestyle content, and form a new and diverse content matrix.
First, Company A needs to adjust its strategy and rebuild its brand content matrix from the management level. For example, it can introduce daily life topics more widely, listen to and collect different user voices: open a matching show section to encourage users to show their personalized daily wear with Company A's running shoes; set up a travel diary activity to invite users to share their wonderful moments when wearing Company A's running shoes during travel; initiate daily fitness sharing to let users tell their stories of wearing Company A's running shoes on the road. These measures can strengthen the interaction between consumers and brands, make the brand image more friendly and down-to-earth, and encourage the brand to penetrate into consumers' daily lives, thereby increasing brand influence and sales.
Secondly, Company A can actively collect and screen innovative scenarios shared by users on how to use its products, and promote some of the representative content to the official platform. This approach will encourage more users to participate in sharing their interesting stories and usage experiences, and also provide Company A with high-quality materials, so that the content it creates can better meet user needs and preferences.
Finally, Company A can also plan and organize some community activities, such as creative dressing competitions, allowing users to show off their best matches with Company A's running shoes; outdoor running shoe experience days, inviting users to experience the excellent performance of Company A's running shoes outdoors; brand-themed marathons, and creating large-scale sports events belonging to Company A. All of these can increase users' participation and sense of belonging to the brand through activities, laying a solid market foundation for the brand's service direction.
In general, building a new content dissemination matrix requires Company A to expand the brand's connotation from multiple angles in a diversified way, so that it can be more deeply integrated into users' daily lives and enhance the brand's influence and competitiveness in the market.
Increase investment in social media marketing
At present, Company A has done well in user community management, but its investment in mainstream social media in China is not enough. Taking the two most popular social media platforms in China, Xiaohongshu and Douyin, as an example, the author compared the investment of Company A and other competitors in these two social media, as shown in Table 3.1:
Table 3.1 
Comparison of social media platform data between Company A and its competitors in the past 90 days
	Brand Name
	Xiaohongshu Business Notes
	Number of Tik Tok videos

	Company A
	
87

	
16


	Nike
	316
	45000

	Asics
	
27

	
4855


	hoka
	81
	452


Source: Qiangua Data, compiled by the author, data compilation time May 16, 2023
According to the above data, Company A's investment in marketing resources on the two major social media platforms, Xiaohongshu and Douyin, is insufficient compared to other brands. When we compare with the well-known brand Nike, whether it is the number of business notes on Xiaohongshu or the number of videos on Douyin, our number is significantly smaller, so the brand exposure and influence are relatively weaker. Even when compared with other niche brands, such as Asics and Hoka, there is a clear gap in our investment on the Douyin platform.[51]
Therefore, we need to optimize the marketing strategy of social media, increase investment, and enhance the brand awareness of Company A. At the same time, we need to plan more creative and attractive content and actively publish it on these two platforms to increase brand exposure, leverage their influence to increase brand visibility and attractiveness, and deeply reach and influence more potential consumers.
Carry out diversified KOL cooperation projects
As social media has penetrated into people's daily lives, promoting diversified KOL (Key Opinion Leader, often referred to as "Internet celebrities" or "Internet celebrities" in the business environment) cooperation projects has gradually become an effective strategy for companies to enhance brand awareness and attract consumer attention. In the past, Company A has always adopted the strategy of cooperating with professional sports KOLs to enhance the brand's influence in the sports field. Company A asked these KOLs to try on its running shoes and express their true opinions. Through their high attention and strong communication power, they successfully guided more consumers to pay attention to Company A's products and increased brand awareness. This strategy has promoted Company A's leading position in the sports field to a certain extent.[52]
However, as consumer demands become more diversified and personalized, the content dissemination matrix of Company A has also begun to change accordingly. Cooperation with professional sports KOLs cannot meet Company A's goal of covering a comprehensive consumer group, which has led Company A to consider expanding the scope of KOL cooperation.
First, Company A can focus on establishing partnerships with fashion and fashion KOLs that are popular among young people. These KOLs usually have high attention and influence, and their dressing style and taste often influence a large number of followers. By letting fashion KOLs show how Company A's running shoes can be matched with various clothing, more consumers can be made aware that Company A's running shoes are not only powerful, but also extremely fashionable.
Secondly, outdoor camping KOLs are another type of KOL that Company A can consider cooperating with. Their attitude towards life and love of the outdoors can often attract a group of consumers who advocate freedom and love life. By letting them wear Company A's running shoes during outdoor travel, camping, adventure and other activities, and give positive trial experiences and comments, the vitality of Company A's brand image can be enhanced, and more consumers can be encouraged to try and choose Company A's products.
Finally, in addition to the KOL types mentioned above, Company A can also consider cooperating with KOLs in other fields, such as food, travel, health and wellness, as long as their fan base meets Company A’s target consumer group.
In general, developing diversified KOL cooperation projects can enable Company A's brand and products to reach a wider consumer group, thereby enhancing brand reputation, expanding market share, and promoting the company's long-term development. In the current consumer culture, if Company A wants to truly attract and retain users, it must have a deep understanding of consumers' needs and characteristics, and develop marketing strategies that resonate with them based on these insights.
Carry out more experiential marketing
Experience marketing is a current marketing trend. It triggers consumers' emotional investment in the brand by allowing them to personally experience the product, thereby enhancing their brand loyalty. Company A has tried to carry out some experience marketing activities in its community and has achieved some results. However, we must also be clear that the user range covered by these activities is still relatively limited, and most of them are no longer new potential consumers. This means that relying solely on the existing community experience marketing may have limited effects, and we need to further expand user coverage.
Therefore, Company A needs to extend its experiential marketing to a wider range of consumer groups. This requires Company A to organize or sponsor more offline activities, especially those related to Company A's products, such as running competitions, marathons, outdoor hikes, etc. In these activities, Company A can provide all participants with the opportunity to experience running shoes, allowing them to personally experience the professionalism and quality of Company A's running shoes in a real environment. When participants truly experience the comfort and performance of Company A's products, the brand's popularity and reputation will be greatly enhanced.
In addition, the ultimate presentation of experiential marketing requires us to consider launching more innovative offline experiential activities, such as launching some innovative offline experiential activities, such as experience camps for target consumer groups, special experience stores, or experience tours for different regions. In these activities, consumers will have the opportunity to get closer to our products and have a deeper understanding and experience of our brand and products. Every detail of the product and every superior performance will get real feedback from consumers. In addition, we can also set up interactive projects with different characteristics according to the nature of the event to arouse consumers' desire to participate and increase the fun and participation rate of the event. Through these experiential marketing strategies, we are confident that we can present Company A and its products to consumers more widely and deeply, and further enhance the brand image.
In summary, the main goal of experiential marketing is to enhance the company's brand awareness, win the favor and trust of users, and then guide them to have a willingness to buy through direct user participation and experience. In the future marketing, paying attention to user experience and optimizing word-of-mouth communication will become increasingly critical and important.
Implement cross-border cooperation
The advantage of cross-border cooperation is that it can break the industry boundaries between traditional brands, combine the advantages of different fields, enhance brand influence in an innovative way, and attract new consumer groups. Company A, as a brand focusing on the research and development and manufacturing of running shoes, can also use the advantages of cross-border cooperation to inject new vitality into its products and achieve a new upgrade of the brand.
For example, Company A can leverage its professional manufacturing advantages and deepen cooperation with well-known clothing brands, top designers, popular film and television works, music festivals and other fields to jointly create unique running shoes, presenting a new design concept and product image. In addition to greatly enhancing the popularity and fashion of Company A's running shoes in the market, such in-depth cross-border cooperation may also open up a new consumer market, allowing these running shoes to move from professional sports venues to daily life and even become a fashion indicator. In addition, Company A can continue to explore new cooperation opportunities, such as cooperating with lifestyle companies such as cafes or yoga studios to create sports and leisure style joint models, allowing consumers to feel the brand concept of "jogging is life" while enjoying their daily lives. Or work with street artists to jointly design running shoes with street art characteristics, elevating running shoes from a single sports equipment to a representative of life attitude.
In the process of cross-border cooperation, Company A can also demonstrate its professional advantages and brand concepts, and bring a wider range of consumers into Company A's brand story. For example, Company A's unique product elements can be incorporated into the product design process to highlight Company A's emphasis on product quality and user experience. At the same time, Company A's brand spirit and corporate culture can also be highlighted through dialogues with partners in different fields.
It is worth noting that although cross-border cooperation provides Company A with new development areas and growth opportunities, it is not the only solution. While enjoying the brand boost and sales growth brought by cross-border cooperation, Company A needs to firmly uphold its core values and brand positioning. At any time, no matter how attractive the market opportunities are, the pursuit of diversified and innovative marketing strategies cannot deviate from the core values of the brand: professionalism, quality, comfort and technology. Chaotic market interests and short-sighted strategies cannot shake Company A's firm brand beliefs.
In summary, cross-border cooperation is an important part of Company A's overall marketing strategy. Through cross-border cooperation, on the one hand, Company A can use external resources to develop new product lines and attract a wider consumer group; on the other hand, it can also enhance its brand image, highlight its uniqueness, break away from the traditional single industry image, and enable Company A's brand to achieve differentiated competition in the increasingly competitive market, thereby further expanding its market share and enhancing its brand value.

[bookmark: _Toc17778]3.2 Increase marketing investment to cover male user communities
According to the analysis in Chapter 4, we found that Company A faces the problem of a low proportion of male consumers in the domestic market in digital marketing. This problem mainly stems from the fact that marketing budgets and resources are too biased towards female users, as well as insufficient budgets and unreasonable allocation. In order to solve this problem and help Company A quickly establish awareness of male users, the author recommends increasing some of the marketing budget for male consumers. Combining the context, community, content, and connection in the new 4C theory, we give the following marketing strategy suggestions for Company A targeting male user groups:
Community
For male consumers, Company A can consider conducting highly targeted marketing promotions on Hupu and Douyin, two major sports communities with large domestic user bases. The user profiles of Hupu and Douyin are highly consistent with Company A's target audience, so these two platforms will become important channels for expanding the male market.
Specifically, Hupu Community has accumulated 86 million male users with an even age distribution. Young users under the age of 24 account for 36%, young and middle-aged users aged 25-29 account for 31%, and users over the age of 30 account for 33%, which provides a wide age range for our marketing.
On the other hand, the Douyin APP has more than 100 million monthly active users. Among all users, male users account for as high as 53%, and those born after 1990 account for more than 88%. It can be seen that the user group of the Douyin APP tends to be younger.
At the same time, the average customer order value was as high as 1,043 yuan, indicating that the platform's users have a high purchasing power.
By combining the characteristics of these two platforms, we can accurately push products with potential demand based on the preferences of male consumers of different age groups, improve user conversion rates, and thus achieve better promotion effects in the male market.
Content
In order to further expand the market and enhance brand influence, Company A can develop a set of carefully planned content marketing strategies and produce a series of in-depth evaluation content for male users. In this process, how to choose partners is crucial. Well-known evaluation KOLs can be invited to experience and demonstrate, and their influence can be used to improve the effect of information dissemination and the credibility of the content. These KOLs have professional backgrounds and unique aesthetic vision, and can deeply interpret the technical advantages of Company A's products and provide comprehensive and objective evaluation information to consumers.
Consumers, who are mainly male sports enthusiasts, are generally more interested in products with high innovation, advanced technology and unique design. Therefore, the patented sole technology, unique design style and comfort of Company A's running shoes must be highlighted in the content. You can use a variety of display methods such as text, pictures and videos to interpret the advantages of Company A's running shoes in all aspects through multi-sensory experiences such as vision and hearing, so that consumers can feel the professionalism and personalization of the product, thereby stimulating their desire to buy.
In addition, the recyclable and renewable materials used by Company A in the manufacture of running shoes precisely reflect the company's adherence to and practice of environmental protection concepts. This feature not only shows the brand's sense of social responsibility, but also shows its foresight for future development trends. When promoting this advantage, Company A can also try to cooperate with environmental protection organizations to jointly raise public awareness of environmental issues and win the favor of consumers who focus on sustainable development.
In general, Company A can deeply analyze the advantages and characteristics of the product, use the professional perspective of KOLs to guide consumers to understand and experience the product, let consumers feel the professionalism and innovation of the product and the brand value behind it, and use real and vivid content to speak, thereby enhancing the brand's awareness and reputation, and ultimately promoting product sales growth.
Scene
For male users, we can actively promote running shoes suitable for various specific occasions through scenario-based marketing strategies. Considering that the needs of male consumers will be diversified in response to different scenarios, we can deeply analyze their specific needs in each scenario. For example:
First, in the scenario of daily running, we can focus on the professional sports running shoes of Company A. This type of running shoes pays special attention to comfort, wear resistance and protection functions, and is very suitable for daily jogging or speed running training. We can highlight the sports performance and health care functions of this type of shoes to meet the needs of male consumers for healthy exercise. In order to establish brand influence among this group, we can work with local running clubs to hold running events or provide running guidance services.
Secondly, in outdoor adventure sports such as hiking, off-roading and mountaineering, we can actively promote running shoes that excel in grip, wear resistance and waterproofness. These products usually emphasize high adaptability to complex terrain and protection of the athlete's feet, allowing male consumers to freely enjoy the fun of outdoor sports. In order to enhance the influence of our products among outdoor sports enthusiasts, we can cooperate with outdoor event organizers and adventure travel teams, and even invite celebrities in the outdoor sports industry to experience and promote our products.
Finally, for male consumers who pursue fashion trends and pay attention to the quality of life, we can launch street shoes with unique design art and trendy elements, such as the Cloudmonster shoes of Company A. We can emphasize the personalized design and fashion features of this type of shoes to attract consumers and meet their needs for fashion and quality. In the scene marketing of this consumer group, Company A can further enhance the brand's popularity and influence among young male consumers by cooperating with designers, music festivals, film events and street cultural events, combining brand promotion on social platforms and fashion events.
In general, different scenarios correspond to different needs and user groups. By deeply understanding these scenarios and conducting precision marketing, we can better meet the needs of male consumers, increase brand awareness, and continue to expand market share.
Connectivity
Company A has good product quality and technical strength, but in order to make more consumers understand and accept it, it needs to use a variety of effective marketing methods to attract consumers' attention and stimulate their desire to buy. In the current environment, social media is an important part of marketing tools, and it is particularly important to use the influence of high-quality content creators (KOLs) to strengthen the "connection" between consumers and brands.
Specifically, Company A can choose to cooperate with well-known KOLs on the two platforms of Hupu and Douyin.
Considering that the users of these two platforms are mainly young men, this just fits the main consumer profile of Company A. Therefore, through the KOLs of these two platforms, Company A can not only quickly and accurately reach its target user groups, but also guide them to join its own WeChat community, achieving more convenient and direct interaction and "connection" with consumers.
However, building a successful social media marketing strategy does not stop there. After successfully attracting users to join the community, how to maintain user interest and cultivate them into loyal consumers requires Company A to implement a series of targeted strategies.
On the one hand, Company A can mobilize the community to hold various activities, such as product trials, user experience sharing, and Q&A interactions. This provides users with the opportunity to experience the product in person and share their feelings, allowing them to more deeply understand and discover the advantages of the product, rather than relying heavily on advertising or publicity. This approach can also answer consumers' questions about the product and help Company A better understand consumers' needs and expectations.
On the other hand, Company A can also encourage users to actively participate in community interaction through user rewards or preferential activities. For example, some incentives can be set up to provide coupons or small gifts for users who actively participate in the community.
Through these measures combined with continuous interaction, consumers can have a deeper understanding and perception of Company A's products and brands. They will feel the product advantages and comfort from their personal experience, and thus tend to choose Company A's products when they actually buy. The positive feedback and personal experience accumulated in the process will generate a word-of-mouth effect in their social networks, further guiding more people to experience and purchase Company A's products.
This approach has also made more and more users willing to actively participate in discussions and activities and become active members of the community. Their content sharing and experience exchanges, whether expressing doubts, sharing experiences or recommending products, have deepened the "connection" between consumers and Company A's running shoes. This not only activates user participation and strengthens brand awareness, but also provides user feedback resources to help optimize product design. More importantly, this deep "connection" will enhance consumer loyalty to the brand, strengthen user stickiness, and ultimately drive sales growth.
In summary, the combination of strong product strength and precise social media marketing strategies can help Company A defeat competitors in the domestic sports shoe market and further expand its market share. In the process of implementing these strategies, KOLs on Hupu and Dewu platforms will play a vital role. They have the ability to attract new users to join Company A's WeChat community. Through Company A's series of activities and high-quality product performance, these users may gradually become loyal supporters of Company A's products, providing a strong impetus for Company A's future development.

[bookmark: _Toc350]3.3 Launch content management system tools to improve content dissemination efficiency
In response to the problem faced by Company A that it is difficult to accurately evaluate the effect of a single KOL's content dissemination, this article proposes to launch a content management and evaluation system tool (Content Management and Evaluation System Tool, hereinafter referred to as CMEST system) to solve this problem. The specific solution is as follows:
Design and collection of new KOL management system
In the current marketing environment, social media and online influencers (Key Opinion Leader, KOL) have become one of the main channels for brands to connect with consumers. Therefore, effective KOL management practices are crucial to the success of corporate digital marketing. In order to solve the inefficiency of traditional manual KOL management, avoid data errors caused by non-standard operations, shorten processing time, and improve data accuracy, Company A developed a new user-centric KOL management system - CMEST system.[52]
System Design: The CMEST system will be a user-friendly, easy-to-operate tool whose core functions include KOL data tracking, analysis, evaluation and report generation. The system is designed to provide Company A with a comprehensive way to conveniently manage and measure the content dissemination effects of each KOL.
Data collection: The system integrates data with major social media platforms (such as Weibo, Xiaohongshu, Douyin, Taobao, etc.) to collect data on content published by KOLs cooperating with Company A in real time, including the number of views, likes, comments, shares, etc. The system can complete data tracking and other tasks, eliminating the need for Company A staff to spend too much time filling out statistical Excel spreadsheets.
Through the design of a new KOL management system and an efficient data collection solution, Company A not only improved the efficiency of KOL management, but also realized scientific management and digital operation of KOL marketing. This is an innovative marketing management model that adapts to the current development of digital marketing and combines new-generation information technologies such as big data technology.
Data processing and analysis strategy
Effectively processing data and analyzing strategies is the key to the success of any marketing campaign, especially in the era of digital marketing. Properly processing data can provide companies with valuable market insights, guide strategic decisions, and optimize marketing performance.
Data evaluation: Build a personalized data model optimization strategy. In the process of designing the CMEST system, we need to fully realize the importance of data evaluation. Therefore, the system will perform weighted processing based on the collected data by setting different weights, and finally generate a comprehensive score. This evaluation method is completely based on the actual needs and marketing goals of the enterprise to ensure that the sequence evaluation results are highly consistent with the strategic goals of the enterprise. At the same time, the CMEST system can also use advanced AI and machine learning technologies to explore the potential correlations and trends of the data and provide more accurate and real-time feedback. The application of these deep learning and data mining technologies allows us to have a deeper understanding of the performance of KOLs and respond more quickly, thereby optimizing our marketing strategies.[53]
Tag management: Deeply understand KOL performance and optimize resource allocation. In the process of in-depth analysis of KOLs, we discovered the importance of tag management. The CMEST system can be designed to help us classify various KOLs through tag technology, such as tag management by field, number of fans, region, etc. This will not only better identify and distinguish KOLs, but also analyze KOLs' performance in content dissemination based on these tags, and further optimize our resource allocation.
Continuous sharing and learning: Formulate best practices to promote continuous optimization. Based on the data analysis and result feedback of the CMEST system, we can get some good experience and practice. These experiences and practices can not only enrich our knowledge base and provide reference for future marketing activities, but also provide a good community interaction platform for us to share and learn with other marketers.
Results display: Use data visualization to promote decision-making efficiency. The CMEST system needs to automatically present the processing results in a visual way, so that we can quickly understand the performance of KOLs and respond in time. In addition, these templates can be highly customized according to individual needs, allowing different employees to see the report format they are most interested in, thereby improving work efficiency.
Through this series of data processing and optimization strategies, the design of the CMEST system can not only help us improve the efficiency of KOL management, but also provide in-depth user understanding, insights and predictions, so that we can make better decisions, optimize our marketing strategies and achieve better marketing results.
Training, feedback and optimization
In the era of digitalization and big data, fully analyzing and utilizing the communication effects of KOLs is the key to improving marketing effectiveness. The key means to achieve this goal is to conduct continuous monitoring and optimization, as well as sufficient training and technical support for the team. Therefore, after designing the CMEST system, Company A needs to provide training and corresponding technical support to the team's practical personnel.
Post-monitoring and optimization and improvement: Ensure the maximum marketing effect. After starting the KOL cooperation, CMEST's work cannot stop. We need the system to monitor the various behaviors of KOLs in real time, collect and process a large amount of data, and provide feedback to Company A based on the data. This continuous monitoring and feedback enables Company A to quickly grasp the current status of KOLs, adjust strategies in a timely manner, and optimize execution. The advantages of real-time monitoring and analysis are reflected in many aspects. First, it can quickly discover problems, draw attention through early warnings, and avoid the expansion of problems. Secondly, timely feedback can help Company A adjust its strategy, thereby improving the accuracy of marketing releases and optimizing budget allocation. Finally, real-time monitoring and feedback can also help Company A understand the reasons for non-compliance with expectations, so as to deal with risks and improve decision-making efficiency.[54]
Training and support: Promote efficient and standardized use of the system. To ensure that Company A can fully utilize the CMEST system, the system provider needs to carry out comprehensive training and technical support for all employees of the company. Such training helps the team to maximize the effectiveness of the CMEST system and improve work efficiency, while also enabling the team to better provide data support for agile decision-making. The training course includes two parts: theoretical explanation and practical operation, so that team members can understand how to use the CMEST system for KOL management, obtain and analyze data, and solve problems that may be encountered. Intimate technical support will provide timely help when the team encounters difficulties in use, ensuring the normal operation of the system and the accuracy of the data. Throughout the training process, team members can not only understand the operation process and usage skills of the CMEST system, but also understand how to better use the system to find and solve problems, and further improve the KOL marketing effect. This enables every team member to become an expert in data analysis and use data to drive change and innovation.
In summary, post-monitoring and optimization as well as comprehensive training and support are one of the key factors to achieve the success of KOL marketing. Only a sustainable development strategy with continuous optimization can adapt to the ever-changing market environment and achieve the long-term goals of Company A. With the help of the CMEST system, Company A can maximize the effect of KOL marketing, further promote its position in the market, and achieve its long-term development goals.

[bookmark: _Toc13989]3.4 Strengthen DTC capabilities and e-commerce construction
When analyzing the problem of Company A's weak DTC capabilities (i.e., direct-to-consumer capabilities)[55], we clearly identified the key to the problem as poor performance of DTC capabilities and e-commerce, as well as insufficient integration of physical store operations and online store marketing. To solve these problems, we can propose a series of targeted solutions, such as strengthening the operational capabilities of e-commerce platforms in a targeted manner, while strengthening the integrated marketing of offline stores and online stores. This will not only improve the overall capabilities of the e-commerce side, but also bring greater development space and advantages to Company A.
Strengthen DTC capacity building
Expanding DTC capabilities requires Company A to conduct all-round operations in both online and offline channels. For directly-operated stores, in addition to geographical location and store design, the use of digital tools to increase interaction with consumers makes consumers' offline shopping experience richer, which not only increases consumer stickiness, but also helps to enhance the brand image.
1. Marketing activities: Organize offline experience activities, such as new product trials, running lectures, and even running group activities. Invite consumers to participate and share on social media to increase the exposure and interactivity of offline activities. In addition, introduce digital elements such as scanning specific QR codes and online lucky draws, so that modern consumers can feel the convenience brought by digitalization while participating in activities.
2. Online reservation for offline services: Consumers can make online reservations for unique offline services such as fitting, clothing repair and advanced customization. This can not only increase the customer flow of offline stores, but also, through the analysis of online data, we can better understand the needs and preferences of consumers and continuously optimize our products and services.
3. Data collection and analysis: By collecting data on consumers’ shopping behaviors in stores, we can better understand their consumption habits and formulate more precise marketing strategies. For example, we can provide electronic receipt services, which are not only environmentally friendly, but also convenient for obtaining consumers’ email addresses and sending customized product promotions and discount information to consumers.
4. Use technology to improve services: For example, the introduction of high-tech elements such as artificial intelligence (AI), such as facial recognition systems, can achieve personalized welcome and reminders, giving consumers a more intimate shopping experience. At the same time, Company A can introduce a self-service checkout system to achieve self-service payment by scanning the product QR code, thus improving the consumer shopping experience.
In general, strengthening DTC capability building is to obtain first-hand data through direct communication with consumers, understand consumer needs faster and more accurately, and through online and offline integration, form full coverage of consumers, enhance brand influence, and attract and retain more consumers.
Improving e-commerce platform capabilities
The small number of fans of Company A's official store, the lack of personalized recommendations and smart marketing strategies, and the inadequate customer service and interactive mechanisms all contributed to the relatively weak performance of the e-commerce side. To address these issues, we propose the following solutions:
1. In terms of increasing the number of store fan members, a fan points system can be introduced to allow fans to accumulate points through interactive behaviors such as purchases, sharing, and comments, and then redeem store coupons or gifts. This can not only maintain the loyalty of old fans, but also attract new fans to pay attention and participate. However, relying on only one method may have limited effects. Therefore, establishing cooperative relationships with other well-known brands or influencers can bring about a mutually beneficial and win-win effect. Through the sharing of fan resources, more potential fans can be further introduced and the fan base can be broadened. Finally, offering new product trials is undoubtedly an effective strategy to attract fans. By selecting popular or personalized products for trial, it can not only attract the attention of fans, but also stimulate their purchasing behavior, thereby expanding the fan base and increasing the activity of fans.
2. In terms of personalized recommendations and intelligent marketing, Company A can use the market analysis tools of the e-commerce platform, such as big data and artificial intelligence, to provide a scientific basis for e-commerce marketing strategies. With these tools, Company A can deeply analyze consumers' purchasing behavior and product preferences, and even predict their future needs, and provide more accurate and personalized product recommendations for different consumer groups. This will not only help improve consumers' shopping experience, but also significantly increase the sales conversion rate of products. For large-scale promotional activities, such as 618 and Double Eleven, Company A needs to actively plan and carry out targeted marketing activities. These activities can drive sales by attracting consumers with various preferential strategies, thereby converting browsers into actual buyers and driving sales growth. For consumers who have already purchased products, Company A needs to analyze previous purchase data and push related or complementary products to encourage and promote secondary purchases, thereby increasing customer life cycle value. For new or potential customers, Company A needs to use personalized advertising push to establish early positive interactions with them, so as to increase market exposure, improve consumer stickiness, and potentially convert them into loyal customers.
3. In terms of customer service and interaction mechanisms, Company A can improve customer service experience by using AI to enhance online customer service systems, such as 24/7 robot customer service. This automated solution can effectively shorten response time and solve most of the questions and problems of consumers. In order to ensure that the service quality keeps pace with the times and meet the growing service needs of consumers, Company A also needs to regularly evaluate and optimize the customer service process. This covers everything from customer service staff feedback to the in-depth mining and understanding of consumer feedback information using data analysis tools. Respecting and actively accepting consumers' evaluations and feedback is also an important means to improve service quality. This is an intuitive and reliable source of data that can help Company A clarify consumer needs and implement targeted product, service or operation strategy adjustments based on feedback content. For example, optimizing the design of product pages, improving the clarity and richness of product details, and designing marketing strategies that are more in line with consumer purchasing behavior can enhance consumers' shopping experience, thereby increasing consumer satisfaction and maintaining a high level of loyalty.
In general, e-commerce is the main shopping platform for consumers and one of the important means for companies to directly reach consumers. Company A can attract more fans by promoting the fan points system and new product trials; use big data and artificial intelligence technology to improve personalized recommendations and smart marketing strategies to optimize conversion rates; and increase customer satisfaction by using AI technology to enhance the customer service system, improve service experience, and pay attention to consumer feedback.
Promote the integration of online and offline marketing
In the context of digital marketing, the integration of online and offline has become an important issue that brands must face and solve. Traditional marketing models can no longer meet consumers' demands for convenient, fast and consistent shopping experiences. Good online and offline integration can not only improve the shopping experience and enhance the brand image, but also bring substantial help to digital marketing and e-commerce sales.
Company A can integrate offline store data with online platform data to achieve synchronous update and sharing of offline and online customer behavior data. This approach can provide consumers with a consistent shopping experience and help to more comprehensively understand and meet consumer needs. This process can be divided into the following steps:
Collect data in offline stores: Conduct surveys through customer service staff, or collect information through questionnaires at the time of shopping checkout to collect key data such as consumers' shopping behavior, consumption preferences, and category preferences.
Use electronic receipts for data collection: Provide an electronic receipt option when customers check out their purchases. During this process, you can collect the customer’s email, which can be used to push customized product information and discount information.
Add user behavior tracking in the online mall: track and analyze users' clicks, browsing, purchases, comments, sharing and other behaviors to understand their shopping habits and preferences.
Utilization of CRM system: Input the online and offline data collected above into the CRM system in a unified manner, draw a more accurate consumer portrait through data analysis and mining, and formulate and optimize marketing strategies based on this.
Implement precision marketing strategies: By combining consumer portraits and consumer behavior data, Company A can push product information and discounts that consumers may be interested in through channels such as email, text messages, and social media ads, thereby improving marketing effectiveness and increasing customer satisfaction.
In general, Company A can make full use of the vast user base of the online platform to plan offline experience activities or new product launches. Using the online platform to conduct event previews, registration and ticket purchases, etc., can not only effectively guide online traffic to offline and increase the number of visits to offline stores, but also enhance user interactivity and participation in the brand, thereby further enhancing brand influence and sales profits. At the same time, online customers can also be directed to offline stores through online ticket purchases or registrations, allowing consumers to experience the company's services and products in physical stores, which will help further enhance consumers' favorability and loyalty to the brand.
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After analyzing the current situation of Company A and formulating strategies for the company's development needs, this study draws the following conclusions:
1. Diversified marketing methods: Company A should adopt diversified marketing strategies to break the original market pattern and increase brand awareness. This includes the use of online and offline channel promotion, cooperative marketing, content marketing, social media promotion and other means to form a three-dimensional and comprehensive marketing system. At the same time, the company should analyze the marketing effects of different investment channels to achieve the best use of resources.
2. Increase marketing investment: Company A needs to allocate funds reasonably to ensure that sufficient resources are used for marketing. By increasing marketing investment and linking with partners, make full use of their resources, expertise and influence to enhance brand awareness. During the investment process, cost control and investment income analysis are carried out to achieve the optimal configuration.
3. Online content management system tools: Company A should introduce advanced content management systems to help the company more systematically manage key links such as content publishing, data analysis, and customer interaction, and improve marketing effectiveness. By systematically analyzing data, the company can optimize content strategies and further enhance brand image and customer loyalty.
4. Strengthen DTC capability building: By strengthening direct-to-consumer (DTC) capabilities, Company A can better meet customer needs and improve customer satisfaction. Use customer relationship management systems, big data and artificial intelligence technologies to develop personalized marketing strategies.
In general, adopting diversified marketing strategies can effectively enhance the brand's influence in the minds of consumers and enhance the brand user mind of Company A. Strengthening marketing investment in male users will help increase the company's share of male consumers in the domestic market. In order to solve the problem of inaccurate evaluation of content dissemination effects, introduce content management system tools to improve the company's marketing efficiency. Finally, by strengthening the ability to face consumers directly, improve consumer experience.
To achieve these strategies, Company A needs to have the following implementation guarantees:
1. Adequate capital investment: Capital guarantee is the basis for Company A to implement diversified marketing, strengthen DTC capability building and other strategies. With sufficient capital guarantee, Company A can invest resources more effectively to achieve its goals.
2. Technical support: Company A needs to rely on advanced technical tools, such as CMS, CRM, etc., to assist in promoting marketing activities and DTC capability building. These tools can help companies manage and analyze data more effectively and improve decision-making efficiency.
3. Human resource guarantee: A marketing team with rich experience, creative thinking and strategic planning capabilities is the key to achieving the optimization plan. Build an efficient and cohesive team to effectively promote the implementation of the company's strategy. Achieve close cooperation between departments to ensure the smooth progress of the project. For example, the sales department, product department, and technical department should work closely together to jointly promote DTC capacity building.
Through the design and implementation of these optimization plans, Company A will achieve sustainable development and become a leading company in the industry. The company's future prospects include the enhancement of brand influence, the expansion of customer groups, business innovation drive, the expansion of market share, the leader of industry development direction, enhanced profitability, cross-border business development, and sustainable development.
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