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The Mapping from Brand Features to Product Form

YU Cong—gang, ZHU Lu—sha
(Xiangtan University, Xiangtan 411105, China)

ABSTRACT: Objective Realize the mapping from brand features to product form. Methods By model constituted law
and the characteristics level transfer method, and based on Gestalt and cognitive theory, it analyzed the relationship between
the brand identity elements and elements of the product composition. Conclusion To achieve the brand feature mapping
to product form, product concept is an important node, in product concept cultural characteristics layer to the semantic layer
mapping is based, and semantic feature to shape features is the key.Based on the semantic layer to extract the core semantic,
it summed up the overall characteristics of the product from the core semantic, using image similarity features obtained
details of the shape and components of characteristics, in the framework of cognitive achieved the consistency expression of
semantic features and shape features, built a mapping from brand identity to the shape of product, which has reference to
building the corporate brand and expression of product form.
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Fig.1 Composition model of brand
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Fig.2 Composition model of product
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Fig.3 Connection relation of product ideas between brand and

product
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Fig.4 The transmission path of semantic feature to styling feature
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Fig.5 The mapping model of brand features to product styling
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Fig.6  Induction of brand constitutes to brand concept
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Fig.7 Refining product concept’ s core semantics
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Fig.8 Product styling features’ s brand expression
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Fig.9 The mapping relationship diagram of brand features to

product identification
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