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Building Brand through Customer Experience
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Xu Xiaoning/School of Arts & Humanities, Shandong University of Art & Design
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Abstract. The purpose of this report is to introduce a concept of building strong brand through customer
experience. The packaging, advertising, website, partnership and employees’ experience were considered
as an added value to enhance the customers’ experiences. The packaging design can be delivered after
purchasing, which adds value to the consumer experience, plus use the recyclable material to decrease the
pollution. If the website is trusted by their customer, and if the customer feel competent, autonomous and
creativity when they visit a website, then customer's experience have been reinforced by the company’s
website. The advertising is really critical to the brand experience, however, it need to combine with the other
campaigns, aims to deliver the same experience to their customer. Another conclusion draw from the article
is the partnership and employee’s experience, if the company choose the right partner, then the strategic
alliance would offer extra value to customers. And, if the employee is regarded as the customer involved in all
the company decision process, then they would like to work hard and proud of their company.

Keywords: Brand experience  Added value Packaging Advertising Website  Partnership and
employees’ experience
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Abstract. With the diminishment of bonus in various agents of production, especially under the condition of
current economic contraction, the situations facing small and medium sized enterprise ( SME) in
manufacturing are extremely severe. According to different industrial status of SME and the lifecycles of their
products, the author adopts theories on design, design management and TRIZ. Moreover, based on his
long-term experience, he proposes product innovation models for SME.
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