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Brand Design and Promotion Characteristic under the Background of "Internet+"

MA Yun, HU Ya-dong
(Xi’ an Polytechnic University, Xi’ an 710048, China)

ABSTRACT: It researches the new trends of brand design and promotion on the basis of Internet technology. It demonstrate the
psychology demand of consumers in different levels, by the typical successful cases of the enterprises who makes Internet brand
design and promotion currently, sumsg up the characteristics of brand design and promotion in consumers' emotions, user expe-
rience, brand vision and the new media. Taking advantage of the Internet to establish brand image, is the primary problem under
the background of " Internet + " the enterprise, who brand marketing strategy should focus on, only the enterprise deeply un-
derstand the people-oriented service idea, can grasp the Internet technology on the brand design and promotion for the enterprise
to bring the huge opportunity and breakthrough, giving consumers the multi-level good brand image.
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Fig.1 Maslow’ s needs of brand image design
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