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Communication Value of Mythological Archetypes in Creation of Brand Logo

Jl Tao-pin
(Zhujiang College, South China Agricultural University, Guangzhou 510000, China)

ABSTRACT: The paper aims to explore the effective communication of mythological archetypes. Based on the theoreti-
cal basis of Jung's archetype and collective unconsciousness and from the interdisciplinary perspective, the bridge of ef-
fective communication between brand and consumers is constructed through elaborating the unique symbolic significance
of the mythological archetype for brand logos. What's more, from the perspective of vision, psychology and spirit respec-
tively, it is expounded how the brand logos employ the core transmission power of mythological archetype to interpret
enterprise spirit and core values and so as to spread the cultural connotation of the brand and the product characteristics.
The creative design of brand logo should carefully refine the corporate vision, brand soul and product characteristics,
deeply study the psychological structure of national culture, accurately gain insight into consumer needs and fully reveal
the national spirit and cultural background behind Chinese mythological archetypes so as to promote the creative trans-
formation and innovative development of Chinese refined traditional culture. At the same time, in the development of
Chinese brand internationalization, for a win-win effect, the wisdom of Chinese mythological archetypes should be ab-
sorbed, the unique Chinese brand spirit in the form of originality and beauty should be demonstrated, the confidence of
Chinese brand culture should be spread, the Chinese brand temperament should be shown, Chinese brand stories should be
well told, the value of Chinese brand communication should be enhanced, the effective communication between brands
and consumers' minds should be promoted, and the added value of brand culture should be created.

KEY WORDS: mythological archetypes; collective unconsciousness; symbolic significance; communication value; cul-

tural value added; brand equity

W BE: 2018-11-17

HEWH: 2017 # A58 ERFTEF S ETRAMAD (2017WTSCX137); J &4 “4lFH R4’ AKX LKA A
EEBN: TAR (1969—), &, JHAA, £HREXFRTFRIAFE, TEAFARELRT . SBESTHEE



a0k A2

VI A AL i R G B A M (LT 105

it RS RS T 9 5 i AT 30 1) B
SR . RSO | T ORI 1Y fl LS 25 BE B 5 i R
fr, PEBERR AR, PO R RRIBCAR AT A R R
SR BRI, AL B ORAY R R BT AL
B BE A B PR R RE il AL LUBT AOIE 30, (HRZ A
JRAZ D ELBR R, A5 RAEZSRIRSIE , & AR S PR
JEANGE o ARSCLLSRMG R BRSO HlE , fifk e o 1T i 2
T B SRS 5l R R T il R AR TS
MR B A SRR TG R, SR TR AR A R 1
e rh B SO R SE RS

1 BERRNARES R ERR

RGN RETHERRAE, MG s RE S|
KRNATARE A1 B, i i bs 35 B R Bt fe it
e
B &o
1.1 RES&ETEIR

T b AT BESA SRR - AR R AR
B AU B I R A e 2 AE S, B
SERAST, (Al A B B R W RRI . AR
PLEIFR N B MR s e
TRO IR, BATHE S T 90 4E A B RFRAY “ Rk
WS TE B HA O, EATHCT DURRS & X
N CRRREIENGE” . SRS R IR S T Y EER
Tbke . ORI RS0 ). 25 Bl i T35 i AR
RAEATC 3 e, OB RHR R 3C8E ) wtit B Fr ol I
BZOE”, Fik bag)yez R EAE

FARTEN T CHEATC R BOREE BR T RATHY
RIZIER, APER 5 MR RS, IIERTA A
B g eE SR | i AR APEA T, XAl
ST RO AR R R TR, st mif it

W “JERT 5 OCEARICEORT, XA AL
GRS A H B JE R AR T

1.2 MIERERF SRR MFNRIEEX

ah R A, BRI BEVEARRIE , AR A R
Ko “RIRIR” A% 4, “SFHRET™ SAEAL, 3
VL RAEBRE, FURRA N, HRIEE X
S i SRR TSGR R Al RRAT 5 A oA S B S 5
SCIFEAR

RVERIN: “NERAE (55 ) Msif”. B~
T RET ., F A T LU S0 P IGE A B A
MG, IR ENTE S0 18 i Hih Rk 58
(. BEMCR T P IS Y | R R RAETE S TP
A o W S AR ] it RS A A X B AE T

FARINN , RAENR AL A 15 10 P
TR A O, TR AR, AR IRZI
o S AT R

IRIINT, SRR AT AL B RAE

PUUIRIN , T A0 (8 AR 5 A 2 il 3 R o
1, PICEMICESoE R |« Bk a0z g §l . &
&0 R A %59, i B — D RIEFFSHA Sk
H G R 28 R

IR IN T , A 5K B RAE R RE SR AL SC T2
PIA RIS 718, T AP AS TG e ELAE A A i R 6 9%
22 R R,

i R K RE A RS 5 AE B SRR
TESE R TR RZ R R A T A B e ARy
B, AP, G IX AR . BRE AR R A
(E2) RS A MRS WA, PR A
R R R BRI SR T R I, 8 2R LA 5 4
() 84 0 31 ZH R R 28, RAE G R [ 4k 3 1 5
PR EPR RS, DL 1.

K1 BEERE
Fig.1 United Nations logo

GAETE SO — b RIS BRI BE™ o b T LA
T3 R T AR A RARTE S, S A
AT, (H B SR fh AL 1Y, SR AR
PR
1.3 MIEREAFRESRAPERAENR

A S At ) X T T I S P R SR
FRAG—Fh it RS P Z IR R R AR, IR G
RISy BT

FARINT, AMTRRIERE T 2 TR, SRR
PURANTO B A ILBUR, AL RN A,

RGN - SIE AR D - BEARBRAG SRAR 1Y L
WBEEREA SR, X . R B ARIRER
S A RIS, PR T DU R T i A
N B it R R BRSO I AR 22 Ak 2R 04 B
AUBEAME S, IR B 13 12 4 S HEA AR SR Y
12 P E R, DL 1.

fBATTIN T, ok 8 JEURRE AT AT 52 I A 3Ll A7
i, X TR B A Y

MG IR R AR 8, BRI S AT YO
5%, BBONAMEEIE . B XRRAEFT 5 o bR i
JES P Z ST DG AR L TR At R A8 D R ko
LUE B XY R A O B i o e ok A E DR R
R, IR E 5 I E R A A

TERD AR SRR, IRT AR, R
ARG W N AEN (E—— PR AT D RE , 1 3 0l 1 H




106 fu, %%

T

201941 H

=1

12 FhEARREE

Tab.1 12 basic archetypes

Bl T 55 1 H )& -5 552 B R S 1 LIS S
Bl #H Tk e REH
e NRAGT oA Z G vy
e ) HA s BEH
R Wbl Bl . REERIREL  #oiii, BEESEE KL KRE. B #RFsSUhSE . 2K
WAL JF 2 4 AR AR )1 AT U T 5

JRA RS, A, B, B RS ERU
Jra, R AR R AT S, AR B R R
GAETE AR REAR M S 5 A O E . 7 R,
[Fi Fof 7 J R HE T ol ) o 5 25 i) o SR RAE 48 (L
M, A AR S N 2T — RS TR A
FERR, A S P TE R SIS T IR R Y ER
Z, I SEHRZHE .

B — BB A LR B 5% R AR SRR
R L8 A MERFAE B SRR, P82 AL
TRAL R IE R BT AR 1 LS, A B T p
i R S AR AT

2 MIEFEEREAmEREEENE

M BA DR AR i AR dh R SRR
b, TRASZ I eE 5 1T 5 A SCIL B2, TR AR
AIRLSE T 5 A 7 RO B S, ek
WA AT NBIATR, 30 A AR S AL 1 1 {E

21 MBRME: ZRBHFR BRG]

JE A e N AR T R ARAE SO IS AR P i
BT, T HBE RN, — AR Uk
H—T A A E P

M R LT AR 0 207 AN ATT0 BESS F R Y
ROE 427 8 “Emie”s RnE, AR BA MR
SENHITIRE . 1E AR G B R R B h 5 b 32 S
JE RS TG SEREMT 1 TH B, 5 A At Rt Bt AR

TR SE AR S BT B = 2 — A
SCRERLIT 0 A Lo ) i SR A IR 20 “Nike”,
L ST B CA LR NS U TG S LY o bl S
WU R D BREESICH) VT RS ST E
TR PR SRR AEIE T A OB AN, TR 2 Y
O BRAR 5 LA AL ZEATE 5 18 T i ot 8 s )
W, R T ORI S (R N IR, 3R Ui e
J1, BTV RANEINE, LI 2.

CHPPSAHLAET bR QIR A il e py 2
Syl o T LA R e R U R —
RANHRS e W Bk T 5 RS R, it il
THRAIN “HISRLAET ARG bRk B AL W T3
P PO ML ) AR R L S AL . = S MR R
JERE B B AR S AL R, AU 2k, SRR,

APESE] o P S 2 B v e T
HRT B R IETF IR — RAE T S, B R
0, I ISR AT I T ¥ ) A Y
JrE, 1R HERT B R S B SR A e SRR G, TR AN
(1 EAREG S P B SN, ILIET 3,

K2 msebrid
Fig.2 Nike logo

MASERATI

B3 HEH bR
Fig.3 Maserati logo

22 XHUME: XURFEHEmELE

SCAG R T Y SRR, RAEST 52 AR (B
Bl o BEIE T — SRR R 8 2 NI AR 2 2 28
W25 R ) e LA B R B B O AT A, A
RO T 30 A S AT B SO 5 B K A2 B
57 38

I L RS - 3RS - BLEACY, kg
T it BT A B R UK, T8 I O R A0 BRI R
PR TR J3E 5 2R A o, () I 0 30 o AT B9 A T S T Y
sl R SR A B

TE A AR QI BO R, TR A s s Y



a0k A2

VI A AL i R G B A M (LT 107

GAE R SCRERL AL DR Z RO, SR
REPEAERILNG o ff ik UMY i AR S AN R B R
MERSCSTEROME, TR S . Wl ™. %
SrLOMURE. BER . AR, WHRSRME N, WiE

J

A 3

H R PRAL 5 B R 52 A Y 4 (8 v RO
N SN EVSIESE RS I)/ Wi 72 SN TRG DB =RitE AR e S
SO RARL ( RUREACRL ) 2 ol 7 B it o
FIHRR R SR I T HE 2 Y, R Rl R BB ) i S
fit s PIRLRE KT rh EHE AU RAL, P K
(AR 25 AT T T SR T 44 1R R AR 35, HHE3h
XA B K e SR SR, WL 4.

K4 Rk S

Fig.4 Chinese customs logo

1983 4, EZRHE R E 1969 7 H k4 wak
Y SR e A o b iR L R AR . R AR
e AL R E RV A R R Dl e A
R el A 1 s[RI, o Ol 2 R AR DU 1) — 1
BHME, EA—SCYMEE, EREE R R
ryH ESCi, T SCHT EREROIE S, ki
St BRI o

e, JERR R MRS &L )R
2E, Frig e JRdEET, AL L
Jege, mEWAE L, mOERA S, BIR D, RAEAR
SRATAY R ) A “Jede” R CRD” BuiEl,
i e e R T AR AL e SR RS AL 1, SeZi
THNZEARMNME . T E . B E R IR
FEYZYE, WK 5.

K5 b R AR &
Fig.5 China Tourism logo
2.3 HEENE: BHRAEE REED
A RN o — PRI, — RS, B AR

MIZAE, b RSO R 3

FEARPRPNE S LR ESS SOE T R R ] ) DN
G5 B BTG S IR 20 RS , 2 AR —2E K
P FORG #e VT 5 i 0 e  J R E A  k— SR LA
TR E IR IR, RBAE S| R IR)E IR IR | RS
PR BB A

Ay b 7 B U B A VT 3% i A BRI TR A
(XFR “Heez 7)), WALk C #LE Jp i,
PRS0 A5k ) i —5e [/ A, SES7EH B g
SEREER TS WA A I 4, A4 v ) A BRERI A 150
R R HRIE MR RS, S ETK
Flels & BS5HNBELLWEE, BEENEAT
SRR A A VRSB AL AT R K B — B RO A R
RS, Ik T o ERISEIT K ANZ 25 1) SEf o, R
T BT AT I A A RS A R R
%, WK 6,

1

+

i ’}“H

P

I ?

m

Ko HREKEHRRE
Fig.6 CLEP logo

2005 4, EZRICW R E 2001 41+ F R4
Uil “HEZE R RS Ak b E Sk
WrEtRa . 3000 AFERTH KB — KM S, XFR
“MEBLEH”, UMENZRIET, MEFNZARES,
RN EAREL, ORI T emamssg ). dk
JLE AR E ARSI T2 iy A e "
P I T H ] S 8 A AR TR AR A% 5 NS
T BB TRAEG—. AR E A,
SAE THEROEI . AR PR R, KK T
SR EAFAETE M AT R T E ARl R S
1B A A Sl ORISR 2 AT, WA 7,

K7 hESCieE AR
Fig.7 China Cultural Heritage logo

LA, LTy, WP T AR
AR 28 974, KRB RERE T — 1M TR
(. B AR AR R 2 b o Gz RS B A



108 fu, %%

T 7

201941 H

SRR RS TP R E RO AR 2, SEERELE P P AT 1 Y
MR M, REEA AL RR LR R L
o R, A A LI R

3 4hiE

At GRS A O (R B T AR A 31 A
ARV, Bl O R R RE A T L B A
AR BB,

BT AT o ] R S B R B I 0L TR
ProfAs O PR B 5 L Aolb R L 7= W o TR
RGLOIEEH, PEENE, KRR s e A
SCAESCR AT, TP S SR RO AL SCfE
W, B2 PR T G S AU, B 1E
75 AL G T 2 AER B b B s i I S (e B
FOE . EARMME, S et g SO B P e |
QTR A A IR, 78 r ] i R P A v, B
Hh A SR R B A LA ) KSR IE R
R 0 T R R, AR P A RSO B R
B AU, YR b R, SR T T
AR, et a5 TH 285 OB A R0A T, i
At R SCAE BRI EL, S B XUt o

S 3Lk
(11 Z&#%. B S5 EEEEIRM]. dba: B BRSCfk i i
N, 2011,

JUNG. Prototype and Collective Unconscious[M]. Bei-
jing: International Culture Publishing Company, 2011.

(2] ZYBER - IR, THIHEM]. BUM: BTV R R

(3]

#t, 2016.

JOSEPH C. Thousand Faces of Heroes[M]. Hangzhou:
Zhejiang People's Publishing House, 2016.

MEFSE. IR —— R IE (M), P BRI R A
R, 2012.

YE Shu-xian. Myth: Prototype Criticism[M].
Shaanxi Normal University Press, 2012.
HASHRE - By, R - RIRAR. LIME AL i R
FENO R IMY. sk ISk o A, 2003.
MARGARET M, CAROL P. Buiding up Impressive
Brands With Myth-archetype[M].
University Press, 2003.

FEIF. IR T R 30 et PR —— i (AR AR A LA
HI DAY S AR AR, TTPE 4 &Rk2E, 2005(10): 37.
TANG Hui. From Mythological Prototype to Brand To-
tem: Interpreting the Anthropological Implications of
Long Ago[J]. Jiangxi Social Science, 2005(10): 37.
EEHR. ZARMHEIM]. i BRI, 2017.
PENG Ji-xiang. Introduction to Art[M]. Shanghai:
Shanghai Music Press, 2017.

BL3C - SRR - B SO AR BEIM]. JERG R ELA
RO it 2013.

KEVIN L K. Strategic Brand Management[M]. Beijing:
Renmin University of China Press, 2013.
UYLy A wioE 3 BRI B AR EN]. A
R H 4, 1983-12-05.

LI Zhao-fen. Dragon Sparrow is Designated as China's
Tourism Logo[N]. People's Daily, 1983-12-05.

FEAE RAREEM]. S ZEEHE ML,
1994.

ZONG Bai-hua. Complete Works of ZONG Bai-hua[M].
Hefei: Anhui Education Press, 1994.

Xi'an:

Shantou: Shantou



