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ABSTRACT

Brand is getting more and more attention from our corporations, as the coming of
global economic and information era. Brand building is a process that needs every
related party, such as marketing analysis, brand identity and brand administration, to

involve in.

Brand vision is the outside of our brand that includes brand value, brand culture and
personality, etc. So it will be possible to be the first impression when people see a
brand and be a bridge between the brand and people. In more specific terms,
designers change the brand information into visual language to attract people’s
attention, trying to set up connections with them. Visual language, which plays an
important role in visual communication, is a kind of symbol system that depends on
visual elements and design principles, including graphic, color, letter, etc. Then five
cases are analyzed for visual communication in brand. Last but not least, the article

lists several problems of brand in domestic and gives some suggestions.

Keywords: Brand Vision; Visual Communication; Symbolist Sign
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