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Abstract

With the continuous development of e-commerce market and the evolution of fan economy, brand
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image has become an important part of the core competitiveness of e-commerce brands. The
shaping of brand image of electronic goods plays a vital role in conveying brand concept, brand
positioning and enhancing brand value. From the perspective of fan economy, this paper expounds
the three elements of brand to promote fans and the part of brand image design. Starting from the
problems of image design of existing e-commerce brands, this paper puts forward the strategy of
visual image design of e-commerce brands from the perspective of fan economy, provides a refer-
ence for establishing unique and personalized brand visual image of e-commerce brands, helps
e-commerce brands find brand positioning more accurately, and puts forward suggestions for ef-
fectively converting fans, to better shape the brand of electrical goods to deliver brand value.
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Figure 1. Brand fan conversion model
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Figure 2. Cola logo evolution diagram
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Figure 3. Honor Heart Egg Roll
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Figure 4. Yuen Long Egg Roll King
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Figure 5. Master Kong Egg Roll
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