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Brand Image Design Characteristics and Communication Strategy
in the Context of Immersive Marketing
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(1.Wuhan University of Technology, Wuhan 430070, China; 2.Hubei University of Technology, Wuhan 430070, China)

ABSTRACT: The work aims to explore the role of characteristics and communication of the brand image design of con-
temporary Internet companies in the brand development and promotion based on the current situation of Internet company
brand image communication and the innovation of corporate brand image design strategy brought by the information ex-
plosion erain the context of immersive marketing. Combined with the case analysis of the “Problem Clinic” pop-up retail,
the precise color matching and simplistic graphic design of the visual image of the immersive marketing product “pop-up
retail” was elaborated from the perspective of visual basic elements and how to effectively and visually convey the brand
image of Internet companies with visual impact was explored. Thus, the strategy of spreading the brand image of Internet
companies under the immersive marketing model was summarized. An effective way for Internet companies to use the
advantages of pop-up retails to carry out brand image communication under the background of immersive marketing is
proposed. In the process of communication, it is necessary to pay attention to the brand concept focusing on content and
meeting consumers' needs under the background of the times and the value output of brands that have gained market rec-
ognition, thus promoting the construction of a good brand image.

KEY WORDS: immersive marketing; Internet company; brand image; pop-up retail; design characteristics; communica-
tion strategy
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Fig.1 Mainvisual display board of “Problem clinic”
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Fig.2 Some sectors of “Problem clinic”
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Fig.5 Design of main logo and six themes of
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