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ABSTRACT: In the COVID-19 pandemic era, international trading has gradually moved from “globalization” to “glo-
calization”. This essay explores how international brands can enhance their cultural identity among target audiences in
various countries and regions under such an economic situation through the visual communication design technique of
“glocalization expression”, so as to enhance their international competitiveness and win a larger market share. Through
the classification and comparative study of the logo designs of the top 232 well-known brands/companies from “The
World's 500 Most Influential Brands”, using methods such as image analysis and grouping statistics, this essay proves that
the main design method of most current international brand images is still based on the Swiss internationalism style.
However, some successful international brands have already realized the limitations of such design style, and have begun
to adopt the design concept and techniques of “glocalization expression”, by integrating local cultural elements of various
nationalities for particular markets into the framework of their international design style, in order to achieve a brand visual
identity system that includes local elements through “dynamic changeable” method. This method allows the international
brands to obtain the coexistence of “internationality” and “locality”. Such technique will eventually become an important
expression of contemporary international brand image design as well as akey element for brand success.
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