FarE 104 (N R
2020 4F 5 A PACKAGING ENGINEERING 211

m RS A B PR RIZITERE T R IR R

o

2, EHHf
(AR, dbat 100084 )

FE. A6 B BMIIANNEPH L BRA T SR, BAFHATSH F kAR K5 B A
RGN, ABRIGERET RO ME IS E S, NmREAZ 85 & A 18 #5640 69 v B NE 69 3251,
R IANEP RS BAATARREROBRBAY, AEERFXANTEMET TERHGL
B, ik AR A RIAR AR, BTHERERNBE TR, TR, HERAIZRH AN
XNHyBX, FAZNE LIRS o3 K A Kah, £ ZBTRAY SLRBET, TR X GR
B, BEZARGEAAS, RITDIRSEESEF @R MR WEY, HARSMY LR RAY
BEIR MRS, Gk SR R P E B R 00 SR TS TR A, R RA ST R
BT B A A, AR IR Su Y FR T Bk &

KRR ARSI NMEL; B AR BRAY S, 2R

hESES: 1524 XERIREE: A XEHS: 1001-3563(2020)10-0211-06

DOI: 10.19554/j.cnki.1001-3563.2020.10.033

Resonance of Associative Node of Image Design in Brand Introduction Stage

DI Yi-chuan, HUANG Wei
(Tsinghua University, Beijing 100084, China)

ABSTRACT: The work aims to better promote the attraction of related image design information to the audience and the
construction of the value support point of the subsequent information expansion by building the resonance of associative
node of image design in brand introduction stage, thereby ensuring smooth conversion between the information and the
audience and value enhancement and promoting the positive effect of the same frequency resonance between the brand
and the target audience in the brand introduction stage, so as to lay a solid foundation for the deep construction of the re-
lationship between the two. Based on the brand life cycle, the characteristics and requirements in the dynamic develop-
ment stage were analyzed to determine the division model predominated by main driving force. The resonance “fre-
quency” was adjusted in terms of how to enhance the audience recognition, change the audience's inherent cognition and
enhance the brand follow-up point to form the strategies to build the resonance of associative node of brand image design,
based on the growth of the main driving force and the resonance of associative node of image design. It is necessary to
construct unique brand image design recognition, transform inherent cognition of the origin brand image design and adjust
follow-up points of partial brand image design.
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