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Brand Design Characteristics and Communication Strategy of the "Internet+" Era

YUAN Y, LIU Yan-yan
(Taiyuan Institute of Technology, Taiyuan 030008, China)

ABSTRACT: The work aims to discuss the characteristics of brand design construction and the multi-dimensional and
three-dimensional changes of mass media in the "Internet+" era from the perspective of the current situation of corporate
brand design communication and the resulting changes in corporate brand design, with the "Internet+" as the background.
Based on the case study, how to effectively, completely and systematically transmit the corporate brand design under the
characteristics of the times in which the modern corporate values change, mass culture rises, and science and technology
liberate the design methods. Therefore, the communication strategy of brand design in the "Internet+" era was put for-
ward. To put forward the "Internet+" business model and its corporate brand design path under the media, the useful ex-
ploration of the ways to strengthen media integration, diversify brand image design, enhance brand experience and make
public demand more elitist should be carried out to promote the sound dissemination of brand design in the "Internet+" era.
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