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Abstract

Brands are becoming increasingly important in marketing and communication, so it is necessary
to establish their image and personality through visual recognition design systems, providing
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consumers with cognition and recognition. Building a comprehensive and effective visual recogni-
tion system has become crucial as it enhances brand value and achieves economic returns and so-
cial impact. Although visual recognition design has made certain progress and achievements in
China’s practice, its aesthetic research is still in its infancy and requires more in-depth exploration
and research. By studying the consumption value of visual identity design of independent brand
designers, this paper demonstrates the relationship between brand visual identity design and con-
sumers, and summarizes the improvement suggestions of visual identity design.
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Figure 1. UMAWANG 23 spring/summer collection
1. UMAWANG 23 B %51”
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Figure 2. MASHAMA brand promotion
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