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New Media Communication Strategies in Brand Start-up Period

DI Yi-chuan, HUANG Wei
(Academy of Arts & Design, Tsinghua University, Beijing 100089, China)

ABSTRACT: The work aims to make it possible to correctly understand the communication advantages, strategies and
significance of the new media in the brand start-up period, through the analysis on the development needs of the brand
start-up period and the exploration of new media's advantages in the information communication compared with the tradi-
tional media. Through the analysis on the development needs of brand (start-up period, growth period, maturity period,
aging period), the top priority and demand focus to be solved in brand start-up period were obtained, and the evolution of
consumer cognition and advantages of new media communication in the current information communication environment
were compared and analyzed, so as to improve the matching degree of consumer and brand-related information, realize the
communication strategy of mutual resonance, more effectively guarantee the acceptance, attention, cognition and reading
of communication information by target consumer groups, thus better promoting the communication of brand-related in-
formation in the start-up period, and finally improve the brand cognition rate and enhance brand competitiveness. The in-
formation contents are integrated into the reading scenarios, information communication provides acquisition selection
and information depth matches value demand.
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