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The Electronic Commerce Brand Design
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ABSTRACT: Objective Research on the brand design of electronic commerce is to standardize the network visual
market, to provide a method for creating electronic commerce brand, to realize different industry brand visual and
personality goal. Methods It analyzed the status of e—commerce, and taking the clothing industry as an example, it
introduced the method and procedure of brand strategy and brand design. Conclusion Electronic commerce platform is a

product of the new economic situation, brand awareness and brand design implementation is the key to success

354 4l
2014 4F 02 H

implementation from small and beauty to large and elegant transformation
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Fig.1 Stores of denim clothing

3.4 FFmEEHXIE

ik B XK B2 52 W) )R A A S 07 o R
P AFS RIS S LA RS A B C R B
J S0 A S S PR DRLBER T il B R B X

A it R V7 BT L T AR AR o R e R S AR
s i TR M N R A AT e B AT i ), X TSR
HUEIREE St E 18R SUP I AP AE (REE £ I8 -0 X i g e
M IE B ST IR S 2 R IR M
M Z IR R . AMARET 225 R A 5w L
Yy SEREREE s i R S5
DAL R0 ), WL 28, HASARR R —N 302
HAF, AL T SO o R 1 SR T 64
SO AR R AR TR Y UK L% i T
A S o B TR . L H AR SR RS KRR i
P AR IR AR, WLIET 2b, B T IE SR B 2
—BRERAR F AR BB U AR R BB A T E 13
S LA IR IR A R, P R T I LIA
2, JEB R A RTINS L PR PR AR Y 37 5 e B LA
P R TRNSUEA R S 1 S ABESE ) R AR A A R

E2 ARSI
Fig.2 The photography effects of different brands
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