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Analysis of Visual Image Soft Factors in Clothing Brand Terminal

TANG Jie

(Guilin University of Electronic Technology, Guilin 541004, China)

Abstract: From the perspective of visual marketing, it analyzed the significant and important role of clothing brand
terminal visual image in visual marketing, and proposed the factors of clothing brand terminal visual image including
both hard decoration for displaying and soft factors. On this basis, it analyzed and discussed various of soft factors,
including brand names and logo design , tags design, advertisement design , customer servicein and background music, in
order to offer some reference on building outstanding brand terminal visual image.

Key words: clothing; visual marketing; brand image; soft factors
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