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Abstract

The purpose of this paper is to discuss design strategies in brand image shaping and to summarize
practical design ideas and techniques. In the theoretical framework, the concepts of brand image
definition and shaping, as well as its significance and objectives for corporate development, are
elaborated. In the section of key factors and design strategies, the paper analyzes the key factors
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and design principles of brand image design, including brand culture and brand values, consumer
needs and purchasing psychology, market environment and competitive strategies, techniques
and creativity in logo design, visual image design and product packaging design. In the case study,
the design cases of famous brands at home and abroad are analyzed and the design strategies and
creative ideas are summarized. Through the practical experience and inspiration part, we propose
the application of design strategies in brand image shaping. Through the research and analysis of
this paper, this paper hopes to provide some practical guidance and ideas for the design of brand
image shaping.
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Brand Personality

A

Sincerity Excitement Competence Sophistication Ruggedness
Down-to-earth Daring
Reliable
Honest Spirited Upper class Outdoorsy
Intelligent
Wholesome Imaginative Charming Tough
successful
Cheerful Up-to-date

Figure 1. Brand personality dimension scale
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