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Abstract

The rapid development of the Internet has provided a way for companies to get closer to consum-
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ers and build their brand image on social media. This paper takes Xiaomi and Vivo as the research
objects, based on the comprehensive brand image measurement model, and uses the data mining
method to study the user data in Xiaomi and Vivo’s microblog super-talk, to compare the differ-
ences between the brand image presented in social media and the brand image that enterprises
want to build, and to provide reference for enterprises to build their brand image in the social
media perspective. The results show that most of Xiaomi and Vivo’s poor online reviews at this
stage come from product quality and after-sales attitude, and there is room for improvement in
maintaining the brand image shaped through social media. In the process of social media market-
ing, enterprises should not only shape a good brand image through marketing strategies, but also
pay attention to the impact of user-generated content on brand image, so as to achieve a match
between brand image maintenance and user perception.
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Figure 1. Xiaomi word cloud
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Figure 2. Vivo word cloud
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Table 1. Xiaomi product measurement indicators
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Table 2. Vivo product measurement indicators
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Figure 3. Age distribution of Xiaomi and vivo populations
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Table 3. Xiaomi enterprise-level measurement indicators
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Table 7. Xiaomi symbol dimension measurement indicators
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