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Mining and Construction of Brand Aesthetics to Achieve Brand Value Innovation
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(1. Donghua University, Shanghai 200051,China; 2. Xiamen University of Technology, Xiamen 361024, China)

ABSTRACT: Aesthetic demand has become an important space for brand value innovation, in order to solve the brand aesthet-
ics which is not been enough attention by domestic brands, and lead to low brand value innovation. By use of literature review,
case comparative analysis, expert scoring, factor analysis and other methods, the research and development of the brand aesthet-
ics are summarized, the relationship of brand aesthetics and brand value creation is carried out. A new understanding of brand
aesthetics is put forward, the driving force of brand aesthetic value creation is found and the general rule of brand value creation
is analyzed, application theory model of brand aesthetics is constructed. Taking cultural factors and media factors as the two
ways of brand aesthetic function, the construction of brand aesthetics and value creation can be effectively realized, which can
provide reference for brand value creation.
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Tab.1 A qualitative discussion on the related research of brand aesthetics

SETEST

EMNRES RN, AEEBONNBOT i, MEEELERE R AT, i

A SRS AR AL | BT AL U ik S U R ), HP RN A 2
st LR S B2 L A S 2 4 1

anff SR ER T, IR A TORIER, S ETRELL RIS Z R AT # T A

WA ARSI S LI | A R U i S 2 L A A T B

PR T RS A7 A RS2 AT A i AT 5 7 AR 6 ) 5 9 30 17 5 B R A (L
ARG . 20K R M T A A AR | BT T ANA T B U 0 4 2

PRI T AR SE AT R R N T SE R GORIEATHITS , ST N EARSEIR | the 3k

BEILFEE MR AE SE BT B S A N R BT 00T, IR T — RS EESEAE B T
HAOUEH, B 25 A il e o SE 7 T A B, VRiE HORS AR A0 AS BT . A A S

NI LSS RS S P Se B e R Bl e A S N ol ) S

TEH Fisf 1]
Bemd Schmitt, Alex 1999
Simonson!? KRB B O bR R
BN 28 2006 i .
oSSR
H 2z 2007
FARM L it 2008
B2 2009
A akak 2010 . ,
PG TRl S PG 0 T S5 e S
Gerald Mazzalovo!®! 2012
sl By |
IR HY 2013

SR it AL (B HLEE P £

Al LG A Al i 5 G IS R o A RS
FHIMTFEE e b, SRR N IR R A2 4
X5 it R P R 1 ] S 1

1) iy R S 2 Y RE Al 0 00 B ) oo vk S5 AR ) o
Ph, bR AR R (EL (B0 B ) AT ATE
IS PR, SE i sP XA B EARFICE B
ERARL,

2) WA A SO E TR B
T i WSO 4 A A% 338 1 R A (L w8 T3 ™ )
S PR AL B AR, 1T it ) S i 1 2 5 A
BRI S 50 LA (LA AR o S 2 BT R3F A1  12288 114
WIFARH X RINIMER G, M4 5 HrP iy 3cfl
HE

3) PR AR O BEARSK, R, Sk
F1Rg o B LG L, 30K A X it LR S 27 i 1 1y ek
2R

A SCRR XS FZR S i, R —BIFE A 35
PRI, B 5 T AR il AR LR — 2 ThT B 56

FIRMEE, WA SR . AT OV Al i SGE 7 1Y
ARJe T, AhRSESETT LIBRAR N . FLARSCIERY
T, R E RN TB, BHRERRE
A, WM EAIER R, T 5 A Y
SRS HUR T, A e e rh SN, AT
SLHLAL A TEINE S TR B e i) — A F-Be. b
JERSG AR AR RS LA, AL AR RN £ B G2
FBL B AN E A ST Kz —

2 RERERTHEE—HRITH R RIRES
KX

HT T df i SE A A E e B R —E 1R R
P, ARG T Al LA AR (A (B S A T
AT, W S E R A R R, X
fin JLSE B A A T R R MO R, A
AN A it R RUA S5 VB B T B, AR S T it
KA RPN HE AR, AN B A s S 7 PRI A



3746 H 14 HRARSF: AR

S B R (B BT A2 IS A 49

F, RMLFITHEINE, ARBTG5
FHEE R SR B

2.1 mAERIEE

A IR ER I, AR IEI . — AR
il (AR ); oA 28 i g b 4
A A . AR R A Y 2014 4 2Bk AL A
{E 100 54, RIS RSCEG 2 R A 11 2014 4
E R EANE MR 500 SV S XN 5 MHPE
AT BIREEC T PR RS 10 4. Hid,
RAET=M SN I T H PR . 5, BN
Ty LS A W) A = L S e S Rl <3 1 bviod: Q5| 7T
RRASES . =&, BN SRRBAR b RS ™
it B BT B R o Ot L TR T, P R
MEXRIR . 2T GRS IR T [ B i R P
P17, CRE, SR . A% T BHARRE A
S ICT [ B R BRI . 225, L P Y
R, REFRE

22 EZXBIE

B A A G A i A YRR, AR
L R LR AR . — 2 S ST Y
PO B s R TR . L S AR B 5T
G LG 30, M EEARGIRE K 2 i,
GyE A (i) B K 2 A, Al & (K
WD) BERR UL 5 3 60, DL A il i oY
UL R 2 A, R R — W U A L R
PRI . MEAR BT O L5, £&
O TR BT L R, R Ll i
BAGAR ZAR LA BB, HAb S L Kb
AORF L 4 22 E

2.3 IFMIEHRERR R

PR 56 % ST 161 P i -5 N o LA 9 < 04
% mEER, BHEOR . BRI . B RIARL
LRSS 6 DV RAREE TR . SRR R
LSRRI 2.

24 EXRITHAN

BEXT T L [ N 5 E PR P e, AR i
MRS HHG, ZZEHEE— DN R bR LT
FARBOZEI, X8 ] B i R PNt 331 2 1 A

x2 ERERRBERR

Tab.2 Index system and data source
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Fig.1 Brand competitiveness performance
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Fig.2 Brand aesthetics on driving factors model of brand value
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Fig.3 Levels and general rules of brand aesthetics
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Fig.4 The theoretical model of brand aesthetics
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Fig.5 Hermes product-benchmark brand aesthetics
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Fig.6 Muji brand concept as a benchmark brand aesthetics
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