fil A TR H 43 A4l

322 PACKAGING ENGINEERING 202242 H

AR S5 it A8 T R M iR E BT IR SR 4L

=g, HEN', HWE? BRF®
(LIEBRE, L 200092; 2. LifRAEERHE ARG ., i 201800 )

WE: B8 KT Bt ARG 37k, Zik: BALESEAREFLT LSRR TRS
ST RS9, BRI A E BB B A2 A4, BF R IR 59Xt 09 336 e 5 ik de AT B
AT EEASZMEAT T THSBMAETHARKA, i B RIRE I F kAo 2230 5t 5 M A%t
B AE L RAR 68 A R FLA L IR S RN RA AL I B AR S Y R IR, T ARG AT
MR ES R ARZAELE RO BBRER D, 2032 A2 40 30E BB &t LS A — RS
oM, FBETRESZIT T EONNEBR S BMAFSFH LT LAROLE, BGBMEEXTIRS W
WA AR, Bl ETAL3ES) T IR S0t 2 R L B & e AR E R4 TE B e R

K SMARE R RS A E; AR

hESES: TBA72 CEkFRIRAL: A X EHES: 1001-3563(2022)04-0322-10

DOI: 10.19554/j.cnki.1001-3563.2022.04.040

Optimization of Brand L ogo Redesign Service Process from
the Per spective of Service Design

SHAO Jing-feng®, YANG Zhi-gang®, YANG Li-rong?, HUANG Le-ging®
(1.Tongji University, Shanghai 200092, China;
2.SAIC Motor Group Co.,Ltd. Technology Center, Shanghai, 201804, China)

ABSTRACT: This paper aims to explore the innovative method of the brand redesign service process. Firstly, this paper
demonstrates the brand logo redesign business belongs to the service category under the definition of service design.
Then, take Roewe's car brand redesign project process as an example to study how the theories and methods of service
design can be applied to the optimization of the brand redesign process in the context of complex stakeholders. Using the
methods and theories of service design has a significant advantage in the innovation of the operation process of the brand
redesign project. The intervention of service design can not only achieve a complete brand image upgrade, but also can
establish a stronger brand cohesion between the new brand logo and the brand audience; Innovation is the original analy-
sis brand redesign process as a service, and it is pointed out that the intervention of service design method can improve the
efficiency of the brand logo work process, increase the added value of brand redesign service, and also promote the ex-
tension of service design application scope to brand logo case scope.
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