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Design of Personalized Brand L ogo Based on the Principle of Jigsaw Puzzle

XU Ling-li, PENG Ya-li, HU Xin-ming, LUO Na
(Guangdong Ocean University, Zhanjiang 524022, China)

ABSTRACT: The work aims to apply jigsaw puzzle principle in the modern brand logo design, in order to explore the
design ideas and overcome the symbol vision homogeneity, thus leading to the differentiation with visual appeal, so that
the brand image can be more deeply rooted in the hearts of the people. The characteristics of modeled way of thinking of
jigsaw puzzle were analyzed. According to the jigsaw puzzle principle, the logo or font, color and other visual elements
were divided into several modules. Through any combination between the modules, the flexible, vibrant and regular per-
sonalized brand logo was designed. The jigsaw puzzle principle brings to the modern brand logo design unlimited imagi-
nation and innovation space. Flexible use of 4 design methods of elements and combinations of forms as well as color

changes can create a colorful, flexible brand logo that highlights personality.
KEY WORDS: principle of jigsaw puzzle; personalized brand logo; modeled way of thinking
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Fig.2 The brand logo image design for Public
space public relations company
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