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Survey of the Construction of Domestic Liquor Brand Visual Image from the

Angle of Enterprises
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Abstract: All the status quo in the spring of 2013 national rum in current domestic liquor enterprises in the brand image
construction reflected as an observation point, examine the interaction with the brand image of the enterprise from the
angle of.And to explore the reality of the docking mechanism, as well as liquor brand development trend of the future

system problem.Through the full text of the appearance, inherent analysis, aims to dig out the liquor brand

competitiveness beneficial growth point.
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Fig.1 Exhibition of medium-sized and small enterprise white

liquor site in Luzhou

175 P 0P, SR BN T M LM 868,
1.2 @BENETRINBRIRAEE

BB aEN R 2 E S B eE0E
WFE, RMEEATERNBIGTER—T RS
B BANNE, FME B—RMEE", —TRS
NSt — T R4 EERREN BB AR
BERREEERHANED D, XLENWES ‘Eint”
NFHNSBEWRRENER, BB SIRERL
BB AR IERIEE FESRX.

KB ERIIBIW GBI TESRIEHT 5 SRR
W=ETo BIdl, SEBENEADEINIERZEE
—ROEHYAESR. HRTERERR T E3987
WRFANIER, FEEEMBRVNENMURE=S
IRBHAN B =BDNERKIL. SHEBHN
RAIERSE, WE 2, 815 5 B RNTEIRBBVEED

K2 SN R GE (koY)

Fig.2 Shede Wine visual recognition system (part)
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Fig.3 Old village of beverage alcohol advertising and bottle

design in Heilongjiang
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