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Abstract

Against the background of the profound change in information dissemination mode driven by In-
ternet technology, brand communication strategy has become the core grip for enterprises to build
differentiated competitive advantages. Based on the perspective of network marketing, this paper
systematizes the theoretical connotation and practical characteristics of brand communication
strategy, and builds a four-dimensional analysis framework of “core value-positioning-contact
point-CIS strategy”. The study finds that brand communication strategy in the digital era has signif-
icant strategic value in shaping distinctive brand image, highlighting core competitiveness, driving
creative marketing, optimizing resource allocation, and coping with market dynamic risks by inte-
grating diversified communication channels and consumer contact points, and forming a coherent
information delivery system anchored on core values. The study further points out that brand com-
munication in the new media environment needs to strengthen the audience-oriented precision
strategy, maximize the communication benefits through systematic strategic planning, and provide
theoretical references and practical paths for enterprises to build brand assets in the digital eco-
system.
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