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Abstract: With the continuous evolution of digital technology and social media platforms, social media marketing has
increasingly become a vital tool for enterprises to shape brand identity, cultivate consumer relationships, and enhance
brand competitiveness. Compared to traditional marketing approaches, social media marketing is characterized by high
levels of interactivity, engagement, personalization, and rapid dissemination. It influences consumer brand loyalty
through various channels, including consumer engagement, brand trust, brand communities, the influence of opinion
leaders, and electronic word-of-mouth (eWOM). However, the impact of social media marketing on brand loyalty is
neither unidirectional nor inherently positive; its actual effectiveness is contingent upon factors such as privacy concerns,
advertising intrusiveness, consumers' pre-existing brand attitudes, and the specific platform environment. Employing a
literature review and theoretical integration approach, this paper synthesizes existing research on social media marketing
and brand loyalty. It analyzes the underlying mechanisms—such as consumer engagement, brand trust, personalized
marketing, brand communities, and eWOM—and proposes strategies for fostering brand loyalty, focusing on content
development, relationship maintenance, data governance, and performance evaluation. Furthermore, the paper identifies
limitations in current research—specifically regarding long-term dynamic effects, the integration of underlying
mechanisms, the measurement of loyalty, and the applicability of findings across different research contexts—thereby
offering insights for both corporate social media marketing practices and future academic inquiry.
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