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Big Data Driven New Retail Game and Brand Value Innovation Approach

XIONG Wki, JI Tie
(Hunan University, Changsha 410082, China)

ABSTRACT: The work aims to study the practice, strategies and trends of the brand value innovation in the big data
driven new retail game. Through the research on the global trend of retail industry digital transformation and the new re-
taill game between Alibaba and Tencent & Jingdong and taking the characteristics of the experience economy era and the
theory and tools of brand research as clue, the big data driven brand value innovation strategy is summarized and the changes
and trends of new retail brand value innovation is analyzed. Brand connotation has developed to the brand as the experi-
ence phase, and date has become the essential strategic asset. New tool have been developed to support big data driven
brand value innovation. Enterprises gradually realize the digital transformation, discover new business opportunities
through data insight, develop a new brand strategy and create new brand strategy, thereby building strong brand in the new era.
KEY WORDS: big data; new retail; brand value innovation; brand experience
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