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Application Method of Enterprise Logo in Public Space

WANG Chuan
(Tianjin University of Commerce Boustead College, Tianjin 300384, China)

ABSTRACT: The work aims to specify the method of applying the enterprise logo in the public space to improve the ef-
fectiveness of the enterprise logo applied in the public space. Through the analysis on the basic concept and function of
the enterprise logo and the public space, with respect to the application method of enterprise logo in the public space, the
emphasis should be placed on the relationship between scale and space, the selection of materials, the interaction between
interface and light and shadow, and the integration of modeling and atmosphere in the application process. When enter-
prise logo is applied in public space, it is different from logo design. The four aspects above can enhance the effectiveness

of enterprise logo applied in public space, and further improve consumers' recognition and love for enterprises, so as to

achieve the purpose of publicity.
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Fig.1 Interior design of AIR.U clothing brand house
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Fig.2 H&M logo design in marketing
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Fig.3 Interior design of MUYAN health care house
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Fig.4 SKY SOHO outdoor sign
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Fig.5 NIMELE TAILOR interior design
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Fig.6 CAMUI interior sign
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Fig.7 Vanke City outdoor laser landscape design
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Fig.8 The interior design of the Mercedes
Benz exhibition hall
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Fig.11 Interior design of Disney headquarters building
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Fig.12 Office space design of QIN Group
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Fig.13 Design of the entrance to the Apple store
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Fig.14 LEO eyeglasses shop design
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