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CI Design Strategy Construction of NongFu Spring Based on Culturetradition

ZHANG Xi, WU Tian-yu
(School of Design Art and Media, Nanjing University of Science and Technology, Nanjing 210094, China)

ABSTRACT: It aims to demonstrate that the artistic elements of traditional Chinese culture which should be appro-
priately introduced in building corporate brand image through defining the design concept and method system of CI basic
and referring to the practical case. An in-depth case study analysis on brand "NongFu Spring" was conducted to explore its
mind identity, behavior identity, as well as its visual identity by presenting traditional cultural elements in terms of CI de-

sign. Through theoretical analysis and empirical research, it extracts the basic strategies and application modes of Chi-

nese-style CI design, thus provides a theoretical basis and practical measure for CI design of modern enterprises.
KEY WORDS: culture tradition; brand image; NongFu Spring; CI design
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Tab.1 Positioning of the ecological brand concept of NongFu Spring
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Fig.1 Operation mode of enterprise management of NongFu
Spring
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Fig.2 Visual identity design of NongFu Spring oriental leaf series

3 itz FTHEN CIREHAETN

i E IR B SR W], R UR A
Aialk C IS I, R <<r R TS B it B B R A Al
HTUN, BN F AR BT R 5 A A7 A U

454, AR AL RO P E el O A T I BTk
BIFHE M. X — R 5 CL TR W4 S AEAR T X
[ SO G AL G R TTR AU N, R B
R E LA CT BT SRS, BRI 5 45 5 18 %
I SO G Y R SCIR BRI . SO e g v X
CI Bt A DT A3 2.

x2 xUfEsgEPER CIETHHEATR
Tab.2 Application modes of cultural tradition in Chinese-style CI design
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