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Abstract

In today’s digital age, event marketing has become one of the important strategies of brand image
construction and communication. Through planning and organizing the brand related event mar-
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keting activities with news value and social influence, it has a positive impact on the construction
and communication of brand image. Taking Xiaomi Company as an example, the article conducts
research and analysis on its millet “Forget the moment, Leica Optics” event marketing activities. It
is found that the event marketing has effectively improved the brand image and popularity of
Xiaomi. It also enhanced customers’ loyalty to the brand.
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Table 1. Basic information about the sample
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Table 2. Attitudes of the sample subjects towards Xiaomi’s event marketing
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Table 3. Satisfaction with the Xiaomi brand among the sample subjects
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