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Abstract

E-commerce has reshaped the construction logic and realization path of brand value for small and
S IRER

XES A akES, Bk PN AE AR PR S ERAEAR THLEIE ). B 45 1S, 2025, 14(12): 6663-
6667. DOI: 10.12677/ecl.2025.14124658


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.14124658
https://doi.org/10.12677/ecl.2025.14124658
https://www.hanspub.org/

KA, Flifk

medium-sized liquor enterprises. Brand value presents three core dimensions in e-commerce en-
vironment: visibility, association elements, and loyalty. The enhancement mechanism relies on
technical characteristics and ecological advantages of e-commerce platforms. E-commerce envi-
ronment creates favorable conditions for brand value growth by lowering market entry barriers
to expand communication channels, enriching interactive scenarios to strengthen emotional con-
nections, accumulating user data to support precise decisions, and shortening transaction paths to
improve conversion efficiency. Small and medium-sized liquor enterprises need to focus on seg-
mented markets to form differentiated positioning, build content matrix to strengthen cognitive
communication, deepen user operation to cultivate loyal communities, and optimize omni-channel
layout to enhance collaborative efficiency, thereby systematically advancing brand value enhance-
ment.
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