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Abstract

Brand marketing holds significant importance in e-commerce enterprises. A strong brand can better
assist businesses in standing out among numerous competitors, thereby attracting consumer attention
and purchases. Additionally, a brand can bring more premium space for the enterprise, promoting a
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comprehensive improvement in profitability. Furthermore, a brand can establish emotional connec-
tions between consumers and the enterprise, actively enhancing consumer loyalty and providing a
good guarantee for the long-term rapid development of the enterprise. Therefore, studying the brand
marketing strategies of e-commerce enterprises in the context of new media plays a non-negligible role.
This article mainly analyzes how to strengthen the brand marketing strategies of e-commerce enter-
prises in the context of new media, and proposes corresponding recommendations, hoping to provide
corresponding reference value for colleagues in the industry.
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