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Guangdong "Huang Danji" Brand Remodeling

YANG Min
(Guangdong University of Technology, Guangzhou 510075, China )

ABSTRACT: Objective To study the regeneration value of old brand visual culture remodeling. Methods According

to the phenomenon of lost old brand cultural image, it proposed return to old brand history and culture, brand visual image

gene system, brand image and packaging redesign integration, made a in—depth analysis of Guangdong old "Huang Danji"

brand visual remodeling case. Conclusion It demonstrated the evolution of brand design, brand visual culture through

remodeling, brand integration designed to create new value—honored brand, so that the new visual image had both

personality and compatible era style,in order to achieve long—established brand power regeneration.
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Fig.1 Brand visual image frame
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