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Abstract: With the rapid development of the
digital economy, corporate brand reputation
management faces new opportunities and
challenges. This study aims to analyze the
formation mechanism, risk characteristics,
and management strategies of corporate
brand reputation in the digital economy
environment, exploring effective pathways for
companies to enhance their reputation in a
multi-channel interactive and information
dissemination environment. The research
employs a combination of literature analysis
and case studies of typical companies,
systematically reviewing the concept and
structure of brand reputation, theoretical
research on its impact from the digital
economy, and analyzing the reputation
management strategies and effects of online
retail, catering, and technology companies.
The study finds that in the digital economy,
brand reputation exhibits highly
instantaneous, multi-sourced, and interactive
characteristics. Companies need to implement
a comprehensive strategy, including proactive
construction, passive response, and long-term
maintenance, to ensure stable improvement of
their reputation. Practical cases show that
data-driven approaches, real-time monitoring,
and cross-platform management are key
methods for companies to effectively maintain
brand reputation. Based on the research
results, this study proposes that companies
integrate information dissemination
mechanisms, consumer cognition, interactive
behavior, and technological applications to
establish a systematic brand reputation
management system to enhance long-term
competitiveness and market value, while also
providing theoretical references for future
research on brand reputation management in
cross-platform and cross-cultural contexts.

Keywords: Digital

Economy; Corporate

Copyright @ STEMM Institute Press

Brand; Brand Reputation Management;
Information Dissemination; Consumer
Interaction; Case Study

1. Introduction

With the rapid development of the digital
economy, the business environment for
companies has undergone profound changes.
The popularity of digital platforms, social media,
and online review systems has significantly
expanded the speed and scope of information
dissemination, presenting new opportunities and
challenges for the formation and maintenance of
corporate brand reputation. In traditional
business  environments, corporate  brand
reputation mainly relied on offline word-of-
mouth, advertising, and the accumulation of
product quality [1]. However, in the digital
economy, consumers can express their opinions
and share experiences through social networks,
online reviews, short video platforms, and other
multi-channel avenues, leading to the rapid
spread of information that can have an
immediate impact on corporate brands [2].
Corporate brand reputation not only influences
consumer purchase decisions but is also closely
related to brand value, market competitiveness,
and long-term development. Thus, brand
reputation management has become a critical
component of strategic management for
companies in the context of the digital economy
[3].

In the digital economy, corporate brand
reputation management presents the following
characteristics. First, information dissemination
is highly transparent and immediate, with
negative information potentially spreading
rapidly and directly impacting the company's
reputation. Simultaneously, the rapid
dissemination of positive information provides
companies with new ways to shape their brand
image. Second, consumer engagement has
significantly increased, with user-generated
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content and online interactions becoming key
factors in brand reputation formation.
Companies need to not only focus on content
creation and marketing strategies but also
actively manage consumer interactions and
public sentiment to create a positive brand value
cycle. Third, digital platforms provide abundant
data, offering companies real-time monitoring
and analysis tools, allowing reputation
management to shift from experience-driven to
data-driven, enabling the timely identification of
risks and the implementation of responsive
measures.

This study aims to systematically analyze the
theoretical and practical issues of corporate
brand reputation management in the digital
economy era. By exploring the impact of the
digital economy on the reputation formation
mechanism, the risks and challenges companies
face in managing reputation, and the practical
strategies of typical companies, this study seeks
to reveal effective pathways for enhancing brand
reputation in a digital context. Theoretically, this
study contributes to enriching the theoretical
framework of brand reputation management in
the digital economy, identifying the key
elements and influencing factors in reputation
management; practically, it provides companies
with insights for formulating digital brand
strategies, optimizing resource allocation, and
enhancing market competitiveness.

2. Literature Review

2.1 Concept and Structure of Corporate
Brand Reputation

Brand reputation is the comprehensive
reflection of public perceptions and
evaluations accumulated by a company in the
market and society over time. Its core
dimensions include consumer trust, brand
recognition, brand loyalty, and word-of-
mouth impact [4]. Consumer trust reflects the
reliability and integrity of a company’s
products and services; brand recognition
represents consumers’ understanding of the
brand’s image, value positioning, and cultural
connotation;  brand  loyalty  indicates
consumers’ willingness to continuously
choose and recommend the brand; word-of-
mouth impact reflects the direct effect of
information dissemination among users on
brand reputation. Traditional research shows
that brand reputation not only influences
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consumer purchase intentions and repeat
purchase behaviors but is also closely related
to market share, profitability, and long-term
competitive advantages [5].

Before the digital economy, brand reputation
primarily relied on offline marketing,
advertising, media reports, and customer
word-of-mouth accumulation [6]. However,
with the diversification of information
dissemination channels, brand reputation has
gradually developed into a multi-dimensional

structure, including dimensions such as
product and service quality, social and
environmental  responsibility, emotional

appeal, vision and leadership, and financial
performance. Different stakeholders redefine

corporate  reputation based on these
dimensions [7]. In this process, brand
reputation is not only a reflection of

corporate image but also an integral part of
corporate strategic management, serving as a
key factor for obtaining a differentiated
advantage in a highly competitive market.

2.2 The Impact of the Digital Economy on
Brand Reputation

In the digital economy, the formation and
dissemination models of brand reputation
have undergone profound changes. First, the
immediacy and transparency of information
dissemination have been greatly enhanced.
Channels such as social media, short video
platforms, online review systems, and forums
allow consumers to quickly share their
experiences and opinions, and both positive
and negative brand reputation information
can spread rapidly over a large scale.
Research shows that positive user reviews
and high levels of engagement can enhance
consumer trust and brand loyalty, while
negative public sentiment, if not addressed
promptly, can lead to a reputation crisis and
affect market performance [8].

Second, increased consumer participation has
altered the structure of brand reputation
management. User-generated content has
become an important part of brand reputation,
and companies need to actively engage in
interactions and guide public sentiment to
create a positive feedback loop [9]. In the
digital economy, brand-consumer interactions
are multi-directional, with companies not
only disseminating information but also
responding to consumer interactions and
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feedback. This dynamic relationship has
shifted brand reputation management from a
one-way control model to a two-way co-
creation model, emphasizing the dynamic
relationship management between companies
and consumers.

Third, digital technologies provide abundant
data analysis and monitoring tools, enabling
reputation management to achieve real-time
monitoring and data-driven decision-making.
Companies can use big data analysis, public
sentiment monitoring, text mining, and
sentiment analysis tools to identify potential
reputation risks and market opportunities in
real-time and develop targeted strategies [10].
For example, by analyzing social media
comments, companies can understand
consumer preferences and satisfaction,
predict potential crises, and optimize content
dissemination strategies, thereby enhancing
brand influence and reputation.

Moreover, the digital economy has changed
the dimensions and evaluation criteria of
brand reputation. Corporate reputation no
longer relies solely on product quality and

service levels but is also evaluated
comprehensively based on social
responsibility,  environmental  practices,

cultural values, and innovation capabilities
[11]. Especially in globalized and cross-
cultural markets, international recognition
and cultural adaptability of brand reputation
have become significant influencing factors.
Existing research has pointed out that
companies need to adopt differentiated
strategies across different digital platforms to
ensure consistency and sustainability of brand
reputation globally [12].

23 Brand Reputation Management
Strategies and Practical Research

Existing literature suggests that corporate
brand reputation management can be divided
into three levels: proactive management,
passive response, and long-term maintenance
[13]. Proactive management includes brand
building, user interaction,  marketing
communication, and social responsibility
practices; passive response mainly involves
crisis communication, sentiment monitoring,
handling negative information, and risk
mitigation measures; long-term maintenance
emphasizes brand culture development,
continuous innovation, customer relationship
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management, and word-of-mouth
management. Research indicates that these
three strategies need to be optimized
according to the characteristics of the digital
economy environment [14], such as using Al
technology for sentiment monitoring and risk
prediction, and utilizing social media for real-
time communication and brand building.

At the same time, the practices of typical
companies provide valuable insights. For
example, online retail companies effectively
maintain their brand reputation by real-time
monitoring of wuser reviews, promptly
addressing  complaints, and optimizing
service processes; catering and service
industry companies enhance reputation
through active social media interactions,
brand events, and improving user experiences;
technology companies increase brand trust
and user loyalty through cross-platform
communication, community interaction, and
transparent information disclosure. These
practices demonstrate that brand reputation
management in the digital economy
environment not only requires technological
support but also requires strategic planning,
organizational coordination, and cultural
development [15].

2.4 Research Gaps and Research Focus
Despite a significant amount of research on
brand reputation management and its digital
impact, notable gaps remain. First, existing
studies primarily focus on crisis events or public
sentiment management on single platforms,
lacking a comprehensive analysis of the overall
mechanism of reputation management in the
digital economy environment. Second, there is a
lack of integration between theory and practice,
with insufficient systematic analysis of case
studies of typical companies, making it difficult
to provide specific actionable management
strategies for companies. Third, most studies
emphasize technological methods or data
analysis but give relatively limited attention to
comprehensive  discussions on  strategic
management, organizational coordination, and
consumer interaction.

Therefore, this study takes corporate brand
reputation management in the digital economy
era as its entry point, systematically analyzing
the reputation formation mechanism, risk types,
and response strategies, and combining typical
company case studies to summarize theoretical
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insights and practical experiences. This will
provide guidance for companies seeking to
enhance brand reputation in the context of the
digital economy.

3. Theoretical Analysis

3.1 Brand Reputation Management
Mechanism
Brand reputation formation is a multi-

dimensional, multi-step dynamic process, shaped
by information dissemination, consumer
cognition, and trust mechanisms. In the digital
economy, brand reputation formation presents

highly instantaneous, multi-sourced, and
interactive characteristics. Consumers obtain
information, share experiences, and form

perceptions and evaluations of brands through
channels such as social media, short video
platforms, online review systems, and forums. In
this process, the authenticity, speed of
dissemination,  coverage, and  consumer
participation directly determine the stability and
quality of brand reputation. Additionally,
internal management mechanisms, cultural
values, and strategic actions play a crucial role in
the formation of brand reputation. Decisions in
product design, content creativity, service
provision, and social responsibility practices are
directly communicated to consumers through
digital platforms, affecting their trust and
evaluations.

Theoretically, brand reputation can be
understood as the product of technological

capabilities, information management, and
interactive strategies. By establishing
standardized =~ communication = mechanisms,

enhancing information transparency, continuous
innovation, and active interaction, companies
can strengthen consumer recognition and trust in
the brand, thus improving brand reputation and
market competitiveness. Under digital economy
conditions, brand reputation not only reflects the
company’s market performance but also
embodies its sense of social responsibility,
innovation capabilities, and cultural values,
having strategic significance for the long-term
development of the company.

3.2 Reputation Risks and Management
Strategies in the Digital Economy

The digital economy environment presents
highly complex and uncontrollable reputation
risks for companies. The widespread use of
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social media and online review platforms has
made user-generated content a significant
component of brand reputation, while also
increasing the possibility of negative sentiment,
fake reviews, and rumor propagation. The
immediacy and extensive reach of information
dissemination mean that companies cannot fully
control brand information. A small oversight
could lead to rapid spread of negative
evaluations, which could have long-term effects
on brand trust. Cross-platform information
dissemination further increases management
complexity, as user behavior, dissemination
mechanisms, and information characteristics
differ across platforms. Companies must develop
differentiated management strategies to address
multi-channel, cross-regional reputation risks.
Corporate reputation management strategies in
the digital economy can be seen as an organic
combination of proactive construction, passive
response, and long-term maintenance. Proactive
construction includes corporate brand strategy,
marketing communication, content planning, and
user interaction, which build a positive brand
image by enhancing brand recognition, trust, and
word-of-mouth. Companies publish information
and interact via multi-channels, such as social
media, short videos, and community platforms,
which increases consumer engagement and
enhances the brand’s influence in the digital
space. Passive response emphasizes real-time
sentiment monitoring, crisis communication, and
handling negative information. Using big data
analysis, Al sentiment monitoring, sentiment
analysis, and predictive modeling, companies
can identify potential risks and take
countermeasures, minimizing the negative
impact of harmful information. Long-term
maintenance focuses on continuous innovation,
brand storytelling, customer relationship
management, and social responsibility practices
to ensure reputation stability and sustainable
growth. Long-term strategies not only address
immediate consumer feedback but also
emphasize brand culture transmission, social
responsibility ~ practices, and  long-term
interactions with users to consolidate brand trust
and loyalty.

Under digital economy conditions, technological
capabilities, information management levels, and
organizational coordination all play a role in
determining a company’s ability to effectively
manage complex reputation risks. Companies
should establish a systematic process that

Copyright @ STEMM Institute Press



Journal of Business and Marketing (ISSN: 3005-5717) Vol. 2 No. 5, 2025 47

combines proactive  construction, passive
response, and long-term maintenance while
utilizing digital tools for data-driven decision-
making and optimization to achieve adaptive
reputation management.

3.3 Case Studies
Theoretical Insights
Case studies of typical companies show that
successful brand reputation management
depends on the close integration of theory and
practice. Online retail companies, for example,
can quickly respond to negative public sentiment
through real-time monitoring of user reviews
and social media feedback, while optimizing
service processes and after-sales experience. By
analyzing platform data to understand user
preferences and behaviors, companies can
achieve precise marketing and personalized
recommendations, thereby enhancing consumer
trust and brand reputation. This practice
demonstrates that data-driven approaches and
real-time feedback mechanisms are key tools for
reputation management in the digital economy.
In the catering and service industries, well-
known chain companies actively interact on
social media, respond to user comments and
suggestions, and enhance consumer engagement
and brand loyalty through online events and
user-generated content. For example, through
online interactive contests, live-streaming events,
and customized services, companies can increase
brand recognition and positive word-of-mouth,
thereby enhancing the brand's reputation in the
digital space. This practice demonstrates the
effective integration of proactive construction
and long-term maintenance strategies.

For technology companies operating in global
markets, brand reputation management further
exemplifies the importance of cross-platform,
data-driven, and strategically coordinated efforts.
By establishing online communities, publishing
transparent information, and collecting user
feedback, companies can use Al technology to
analyze public sentiment trends, adjusting
product strategies and service processes in a
timely manner to improve user satisfaction and
brand loyalty. These cases show that brand
reputation management in the digital economy
requires an integrated approach, considering
information dissemination mechanisms,
consumer cognition, interactive behaviors, and
technological applications, to achieve a
collaborative  effect  between  proactive

of Companies and
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construction, passive response, and long-term
maintenance.

Theoretically, these practices highlight the core
mechanisms of brand reputation management in
the digital economy era. First, the information
dissemination mechanism determines the speed
and quality of reputation formation; second,
consumer cognition and interactive behaviors are
key factors in the dynamic evolution of
reputation; and finally, data-driven technologies
and strategic management capabilities provide
companies with continuous optimization and risk
control tools. Overall, brand reputation
management in the digital economy is a multi-
dimensional ~and  multi-layered  system
engineering, requiring companies to form overall
collaboration in strategic planning,
organizational  coordination,  technological
application, and cultural development in order to
achieve continuous improvement and value
creation.

4. Conclusion

In the digital economy era, corporate brand
reputation  management  presents  highly
instantaneous, interactive, and multi-sourced
characteristics. The acceleration of information
dissemination, increased consumer participation,
and frequent cross-platform interactions have
made brand reputation influenced not only by
product and service quality but also by factors
such as social media feedback, user-generated
content, corporate social responsibility practices,
and digital marketing strategies. This study
systematically explains the formation
mechanism of brand reputation, the reputation
risks in the digital economy, and the corporate
management strategies through theoretical
analysis and typical company case studies,
providing important references for both
theoretical research and practical operations.
First, the formation mechanism of brand
reputation is multi-dimensional. Information
dissemination, consumer cognition, and trust
mechanisms interact, determining how a brand is
evaluated and valued in the market and society.
Under the digital economy, companies must pay
attention to information transparency, the
construction of interactive mechanisms, and
data-driven technological applications, utilizing
public sentiment monitoring, social media
analysis, and wuser feedback mechanisms to
achieve dynamic optimization of reputation
management. Companies should not only focus
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on immediate negative information but also
establish a systematic brand maintenance
mechanism at the strategic level to ensure that
their reputation continues to grow in the long
term.

Second, the brand reputation risks in the digital
economy are characterized by immediacy, cross-
platform dynamics, and uncontrollability.
Negative public sentiment, fake information, and
online rumors can spread rapidly, directly
impacting the company’s reputation. To address
these risks, companies should integrate proactive
construction, passive response, and long-term
maintenance in an organic manner. Proactive
construction involves shaping a positive brand
image through brand strategies, marketing
communication, and user interaction to enhance
consumer recognition and trust. Passive response
involves real-time sentiment monitoring, crisis
communication, and  handling negative
information to mitigate potential risks. Long-
term maintenance focuses on innovation,
customer relationship management, brand
culture development, and social responsibility
practices to ensure sustainable reputation
enhancement. The application of digital tools
and Al allows companies to monitor public
sentiment in real time, analyze trends, and
optimize decisions, thereby improving the
scientific and effective nature of reputation
management.

Empirical cases show that the integration of
theory and practice is crucial for successful
brand reputation management. In the online
retail industry, companies can enhance consumer
satisfaction and trust through real-time feedback
and data-driven optimization of marketing
strategies. In the catering and service industries,
companies increase user engagement and brand
loyalty through social media interactions, online
events, and user-generated content. In the
technology industry, cross-platform management
with community interaction and Al analysis
allows for timely monitoring of public sentiment,
optimizing product strategies, and enhancing
brand value. These cases demonstrate that brand
reputation management in the digital economy
requires a comprehensive approach that
integrates information dissemination
mechanisms, consumer cognition, interactive
behaviors, and technological applications,
ensuring the synergy of proactive construction,
passive response, and long-term maintenance.
Furthermore, this study offers theoretical
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insights and  practical recommendations.
Theoretically, brand reputation management is
an interactive system involving information
dissemination,  consumer  behavior, and
technological applications. Companies should
adopt a systematic approach to integrate these
elements.  Practically, companies  should
establish cross-department collaboration
mechanisms, combining marketing, customer
service, data analysis, and public relations into a
closed-loop management system. Additionally,
companies should pay attention to cross-cultural
and cross-regional reputation management, as
the consistency of brand information and
cultural adaptability play significant roles in

reputation formation, especially in global
markets.
Future research can further explore the

optimization paths for cross-platform reputation
management, the effectiveness of Al in
sentiment analysis and risk prediction, and the
differences in brand reputation formation
mechanisms across different cultural contexts.
This will help companies enhance brand
reputation in the global digital market and
provide more systematic support for theoretical
research. Overall, the digital economy presents
new opportunities and challenges for corporate
brand reputation management. A scientific
management mechanism and technological
application are key to gaining a sustainable
competitive advantage in intense market
competition.
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