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Abstract
“Design for All” has greatly enriched communication content and design groups; the idea of inte-
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grated development emerged and developed into all walks of life, with concepts such as integrated
media, internet of everything, and product ecology emerging; media organizations integrated me-
dia and information collection. The channels are extremely rich, and the integration method of
“one collection, multiple generation, and multi-directional communication” has emerged, which
reduces the collection cost, but increases the cost of post-processing and production of communi-
cation content. Design gradually plays a role in the presentation of communication content in an
important position. This article takes the current new media era as the main development back-
ground, analyzes the main characteristics of the new media era, integrates new media and brand
image design, and explores the value and role of new media in the development of brand image
design to explore the feasibility of brand image design through Haier Smart Home brand exam-
ples, look forward to the development trend of Haier Smart Home brand image design in the new
media era, and promote new ways of spreading Haier Smart Home brand image in the new era.
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Figure 1. Brand cognition and demand theory
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Figure 2. Evolution of Haier smart home logo
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Figure 3. Haier brand image construction
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Figure 4. Haier’s naked-eye 3D outdoor advertising image
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Figure 5. Haier Smart Home experience center
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Figure 6. Haier Smart Home smart space scene
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