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Abstract

The in-depth development of Internet technology has profoundly restructured the way brands con-
nect with consumers, and traditional media marketing models are facing new challenges in the
modern market environment. Brands are in urgent need of embracing changes and relying on
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diversified digital platforms such as social media to innovate marketing strategies, so as to achieve
efficient communication and value co-creation. Although new media has provided unprecedented
opportunities for brands, there are still problems such as homogenization of advertising creativity,
information overload, dissipation of cross-platform resources, and intensified market competition.
This study aims to systematically analyze the core characteristics, main challenges and innovative
paths of brand marketing in the context of the Internet economy. Combined with typical cases of
multiple brands, it deeply interprets the universal strategic logic behind their success, and proposes
strategies such as building a brand value-driven original content ecosystem, creating a unique brand
image to clarify brand positioning, establishing a centralized strategy-based cross-platform collab-
oration system, making good use of cross-border co-branding and IP cooperation to create syner-
gistic effects, and data-driven precise and personalized marketing. These strategies provide theo-
retical references and practical enlightenment for brand marketing practices in the Internet econ-
omy environment.
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