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Abstract

With the rapid development of network technology and digitalisation, human society has entered
the new media era. New media, with its unique characteristics of openness, speed and interactivity,
has profoundly changed the way information and culture are disseminated. The purpose of this paper
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is to explore the impact of cultural value cultivation on corporate branding in the new media envi-
ronment, analyse how new media has become an important platform for branding and communica-
tion for enterprises, and propose corresponding strategic suggestions.
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