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"GUANG YU YUAN" Brand Visual Image Design under the Per spective of Traditional

LIU YAN-yan
(Taiyuan Institute of Technology, Taiyuan 030008, China)

ABSTRACT: Taking the traditional Chinese medicine culture as the breakthrough point, it aims to study the brand visual
image design of the traditional Chinese medicine brand by cultural connotation. Taking the traditional Chinese medicine
enterprises in Shanxi "GUANG YU YUAN" as the research object, through literature analysis of the sluggish development
traditional Chinese medicine (TCM) old brand and the existing problems, from the perspective of brand logo, color and
spiritual culture, it explores the use of traditional Chinese culture for the brand visual image design. The visual image de-
sign of the traditional Chinese medicine brand should explore the basis of the traditional Chinese medicine culture, use the
enterprise's long history and unique brand culture communication with the audience, integrate brand image inherent force,
for traditional Chinese medicine on the visual image of the brand innovation and breakthrough, establish a visual image
recognition system brand image with distinct personality, ensure the traditional Chinese medicine transformed to the
modern brand transformation.

KEY WORDS: traditional Chinese medicine(TCM); culture; the Old Brand; GUANG YU YUAN; brand; the visual image
design
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Fig.1 Graphic solution of constant dynamic concept
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Fig.3 GUANG YU YUAN logo
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