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Summary

In the consume age, to build an excellent brand is the important way
that one company reach success. Effective of production, controlling the
quality, useful promotion strategy, company culture and the vision
expression, all these help a brand gets success. But an excellent brand
cannot leave a good vision design. The paper base on the brand promotion,
and discussing the trend of brand, which is vision symbolization.

The paper analysis the cause of vision symbolization, using the symbol
interactive theory, and points out that oneself-expression is the social
cause of the brand symbolization. Because of the theory, we know why the
brand goes to symbolization. The paper also analyses the way of brand
symbolization, which is color symbolization, language symbolization, and
image symbolization. The paper discusses the advantages of brand
symbolization, one is to keep the information precision, the second is
to help people accept the brand. At the same time, the disadvantages are
over consume, vision rubbish and false self-image. At last, the paper
concludes the trend of symbolization. Firstly, the brands built their own
personality, which are the brands’ image symbols. Second, the brands are
still renewing in the highly developing age, which aims to match the social
characters. The renewing is inheriting the tradition as well as in step
with the age.

The paper takes the theory of sociology to explain the brand
symbolization. And at the basic of the theory, the paper analysis the
characters and trends of brand symbolization. All these analyses
considered the human nature and conclude the visual design with the human

internal needs.

Key Words: Vision; symbolization; brand
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