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Brand Elements and Innovative Approaches in Building of
Characteristic Towns in the Internet Era

ZHAO Zi-wei, GUO Hong-lei
(Jiangnan University, Wuxi 214122, China)

ABSTRACT: The work aims to analyze and discuss the brand elements and innovative approaches, in view of the urgent
needs of characteristic towns in brand building in the Internet era. The brand elements such as industrial chain, stake-
holder group and brand information in the brand building of characteristic towns in the Internet era were generalized and
the important influence of the background of the Internet era on these brand elements was summarized. On this basis, the
innovative ways of brand elements in the construction of characteristic towns in the future were proposed. With regard to
brand elements such as industrial chain, stakeholder group and brand information, the innovative approaches to brand
building of characteristic towns in the Internet era were proposed. The Internet era has the characteristics of intelligence,
decentralization and fragmentation. In this context, the brand building of characteristic towns is supported by emerging
technologies and concepts in all aspects. In the future, characteristic towns can rely on the new technologies and new
thinking in the Internet era, carry out brand positioning with the Internet format as the background, shape brand culture
with the community as the core, and build dynamic brand image based on culture, so as to realize the brand building of
characteristic towns.
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