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Responsive Design of Brand Logo in the Post-epidemic Era

LIN Feng, HUANG Yi-xin, CHEN Qing-jun
(Donghua University, Shanghai 200051, China)

ABSTRACT: The paper aims to study the responsive design of the brand logo to better adapt to the needs of multiple
types of mobile terminal equipment, thereby promoting the online spread of the brand in the post-epidemic era. On the
basis of combing the development of responsive logos, by the case analysis of the types of responsive logos, the commu-
nication advantages of responsive logo design are summarized, and the responsive design principles of logos in the
post-epidemic era are discussed. Brand logos generally adopt three conventional methods (changing layout, removing text,
and simplifying graphics) to make responsive design strains. The responsive brand logos show obvious advantages in
online communication applications. In the post-epidemic era, the design of responsive brand logos has become increas-
ingly important. Its advantages in communication efficiency, accuracy and emotional expression make it fully adapt to
online brand communication. Under the premise of being identifiable, communicable, and experience-able, the design of
responsive brand logos must follow: the graphic screen display principle of "extended" response; the information dis-
semination principle of "balanced" response; and the visual experience principle of "continuous" response.

KEY WORDS: responsive logo; post-epidemic era; design strain; online brand communication
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Tab.2 Logos respond by removing text
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Tab.3 Logos respond by simplifying graphics
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