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Interpretation of Co-branding Design Based on Semiotics
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ABSTRACT: under the background of Internet business, brand competition is very fierce, and Brand Co-branding is popular.
This paper analyzes the current design text composition of Brand Co-branding from the perspective of semiotics, pays attention
to the design elements of Brand Co-branding, and extracts the rationality of the logical structure of symbol meaning genera-
tion. Brand Co-branding as a sharp tool of product competition in the new era, to create and strengthen the differences with
competitors, effectively enhance the design value of products. Based on the theory of biaxial relationship in semiotics, ac-
cording to the aggregation axis of meaning level and the combination axis of element symbols, four kinds of brand joint
name biaxial relationship models were constructed, and the four models were classified and interpreted. The co-brand coop-
eration caters to the diversified needs of consumers, not only strengthens and extends the brand personality of collaboration
but also endows more brand derivative effects. Through the biaxial theory to reveal the internal logical relationship of Brand
Co-branding design, as well as the new definition given, summed up the design characteristics and effectiveness of four kinds
of Brand Co-branding biaxial relationship model, which provides a more diversified interpretation space for the design inno-
vation of Brand Co-branding.
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