536 4 4l
2015 42 A

1% T f
PACKAGING ENGINEERING

105

itIn 5 Hill

ETARELZ R MR RIT R

=
15N

ggﬁ]u‘.‘u‘.\
(REBHEL R, KHE 300002)

BE: B A THES LGB FXT., Fk STHEL RGN L agMmL skt /77T 1/
AR LT G b T KT TG A RAR T B R AT, A&t B A AT B L6 T R A KR
T BT R, T RIS BAAIM A E T X, & B ATANIRT THA AL E R+ kA 4t
X — 4 b R T R R ST A TR E 5T,

KB : TR ST F it

FE S ES: TB472 XEARIRED: A XEHRS: 1001-3563(2015)04-0105-04

Brand Image Design and Spread Based on Sustainable Development Concept

CAO Li-rui
(Tianjin University of Science and Technology, Tianjin 300002, China)

ABSTRACT: It studies the brand image design of sustainable development. Based on reading and finishing relevant
literature of sustainable development brand image, combined with the requirements of the market, it made a research and
analysis of sustainable development, and designed the sustainable development brand image in accordance with of the

market situation, and spread image to people’ s life. Now the most important is to satisfy people’ s spiritual needs, so

according to the characteristics of most people, the brand image of sustainable development help gain more market.
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Fig.1 KFC, McDonald” s brand image design
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