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Abstract: With the rapid development of digital technologies such as 5G, artificial intelligence, and virtual reality, modes of 
information dissemination have undergone disruptive transformations, reshaping the market environment in which brands 
operate. The deep penetration of mobile internet has diversified consumers’ channels for obtaining information, shifting from 
traditional television and newspapers to social media, short-video platforms, and live-streaming e-commerce. The immediacy 
and interactivity of information dissemination have been significantly enhanced. At the same time, consumer behavior patterns 
and needs present new characteristics: they are no longer satisfied with passively receiving brand messages but are more inclined 
to participate in brand creation, express personal stances, and seek higher levels of emotional resonance and cultural identification 
with brands. Against this backdrop, brand image—serving as a crucial bridge between brands and consumers—faces 
unprecedented challenges and opportunities in its design logic and communication strategies. From the perspective of art and 
design, this paper analyzes how the communication characteristics of the digital era influence brand image design, explores 
trends in the innovation of visual symbols, and proposes practical pathways for integrating design and marketing. The study aims 
to provide theoretical references for brand image upgrading in digital environments. 
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1. Introduction 
Brand image refers to the visual impression and emotional 

accumulation formed by consumers through long-term 
interaction with a brand, and its construction has always been 
closely tied to the communication technologies of the era. As 
digital technology permeates all aspects of daily life, the 
contact points between brands and users have extended from 
physical spaces to virtual interfaces, shifting from one-way 
transmission to real-time interaction. In this fragmented 
digital communication ecology, the static visual symbols and 
standardized modes of communication typical of traditional 
brand image design have gradually lost their impact. 
Consumer cognition of brands now goes beyond the 
recognition of logos, encompassing expectations for dynamic 
visual experiences and personalized co-creation [1-2]. Within 
the visual arts, it is therefore necessary to re-examine the logic 
of brand image design, integrating technological possibilities 
with artistic expression, and exploring innovative pathways 
suited to the digital era. This study responds to these practical 
demands by focusing on the digital transformation of brand 
image design. By analyzing era-specific characteristics, 
mapping developmental trends, and constructing practical 
frameworks, it provides systematic guidance for practitioners 
in visual arts. 

2. Characteristics of the Digital Era 
The digital era is built around interconnected data, 

establishing new information networks. By 2024, the number 
of global mobile device users surpassed six billion, with 
smartphone penetration exceeding 78%. This hardware 
environment has entirely removed the spatiotemporal 
boundaries of information access—whether glancing at a 
metro screen during a commute, scanning QR codes while 

shopping, or browsing short videos before bed, users can 
receive and respond to information in fragmented moments. 
Enabled by cloud computing’s ability to process millions of 
data points per second, brands can accurately track consumer 
preferences based on click trajectories and dwell times [3-4]. 
For example, e-commerce platforms provide personalized 
recommendations tailored to browsing histories. Virtual 
reality has created hybrid experiential spaces, such as Nike’s 
AR-based “virtual try-on” system, which allows users to 
preview footwear on their mobile devices. This shifts 
consumers from passive receivers of brand messages to active 
participants. These technological features collectively shape 
the communication ecology of the digital era, granting brand 
image design a new creative perspective: moving from static 
display toward dynamic interaction. 

3. The Impact of the Digital Era on 
Brand Image Design 

3.1. Diversification of Media and Channels 
The iteration of digital technology has broken the physical 

boundaries of traditional media, creating an intertwined 
online–offline communication matrix. This ecology pushes 
brand visual design from single-medium adaptation to multi-
dimensional system building. On social media platforms, for 
instance, Instagram’s grid layout requires brands to condense 
visual impact into a 1:1 square format, whereas Weibo’s 
vertical information flow favors design elements with 
narrative extension. In short videos, Douyin’s vertical screen 
format encourages brands to split dynamic logos into three-
second memory hooks, aligning with the 15-second 
storytelling rhythm through shifts in color and shape. On e-
commerce platforms, Taobao’s modular product pages use 
grid systems to anchor brand identifiers alongside product 
details. In offline spaces, AR technologies—such as Uniqlo’s 
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smart fitting mirror—allow brand logos to change color 
brightness with user gestures, transforming static symbols 
into interactive art. Such multi-channel visual integration 
requires designers to create radiating design systems rooted 
in core brand imagery, preserving recognizability while 
enabling expressive variations across media touchpoints. 

3.2. Changes in Consumer Needs and Behavior 
As digital tools restructure the consumer journey, the logic 

of brand image recognition has also been rewritten. Under the 
backdrop of self-expression, visual symbols serve as tangible 
manifestations of identity. For example, Supreme’s white font 
framed in a red box aligns with street culture elements like 
skateboarding and graffiti, enabling consumers to signal 
subcultural affiliation through apparel. In social 
communication contexts, “shareability” becomes a central 
design criterion. HeyTea’s brightly colored, geometric cup 
patterns deliver striking visual impact in vertical screenshots, 
integrating naturally into users’ social media narratives. 
During decision-making, efficiency in visual communication 
is paramount. Apple’s website employs minimalist lines and 
generous white space to isolate product contours, ensuring 
rapid message delivery during quick browsing. The demand 
for authenticity drives design toward materiality and detail. 
For example, MUJI transforms the texture of cotton and linen 
fibers into visual language on its packaging, paired with 
handwritten notes to convey a “de-branded” ethos that 
resonates with advocates of minimal living. These behavioral 
shifts fundamentally represent new decoding requirements 
for brand visual systems in the digital era. 

4. New Trends in Brand Image Design 
in the Digital Era 

4.1. Simplification and Flat Design 
The widespread use of digital terminals has generated 

demands for multi-scenario visual adaptability. From the 2.5-
inch smartwatch screen to the 85-inch smart TV interface, 
brand images must maintain consistent recognizability across 
drastically different display sizes. As a response, 
simplification and flat design have become dominant 
paradigms. Designers remove decorative elements such as 3D 
shadows and gradient overlays, ensuring that graphic symbols 
maintain clarity across different resolutions. For example, 
Google’s 2015 logo redesign adopted a flat sans-serif font 
combined with four color blocks, preserving recognizability 
across both small-scale smart speaker displays and large 
outdoor billboards. The use of large single-color blocks 
further enhances visual penetration: Uber’s black “U”-shaped 
logo, whether on a mobile app icon or vehicle paintwork, 
attracts attention instantly through high-contrast colors. Such 
design is not merely a reductive formal technique but a 
precise distillation of brand DNA—Apple’s logo, for instance, 
became even more memorable across digital platforms after 
removing the leaf detail, allowing the iconic “bite mark” to 
deliver the brand message effectively even in limited screen 
spaces. 

4.2. Dynamic and Interactive Design 
Advances in digital technology have broken the static 

boundaries of visual symbols. Users’ perception of brand 
images is no longer confined to fixed forms; dynamic and 
interactive design has become a crucial way to meet this shift 
in cognition. Through dynamic systems, brand images 

transform static graphic elements into rhythmic variations: 
colors gradually transition over time, lines move along 
designated paths and recombine, and these effects infuse the 
brand identity with vitality, leaving deeper impressions in 
users’ memory[5]. Interactive design offers users an 
opportunity to directly influence visual presentation. Through 
pre-programmed logic, clicks, swipes, or other actions trigger 
transformations in shape or adjustments in color. This process 
transforms users from passive viewers into active participants, 
deepening their understanding of brand symbols through 
interaction. The integration of dynamic presentation and 
interactive experience enables brand visuals to convey 
layered messages tailored to diverse contexts, forming 
narrative-driven visual expressions. 

4.3. Personalization and Customization 
Digital technology has injected new momentum into brand 

image design, allowing it to break free from standardization 
and move toward more flexible, personalized expression. The 
key lies in forging deeper visual connections with users, going 
beyond superficial changes in form. By treating core brand 
symbols as the foundation, design systems analyze hidden 
user preferences in behavior to achieve dynamic matching of 
color schemes and graphic combinations (see Table 1). Users 
are no longer limited to receiving predetermined visual 
outputs; lightweight design tools now enable them to actively 
participate in creating derivative visual elements. These user-
imprinted visuals naturally carry emotional warmth during 
dissemination, functioning as unique mediators of brand–
individual dialogue. This design approach, while preserving 
core recognizability, employs flexible visual languages to 
respond to diverse needs. In the process of interactive co-
creation with users, brand images continue to evolve, 
fostering stronger emotional bonds and forming more 
adhesive relationships. 

 
Table 1. Features of Personalized and Customized Design 

Design features Specific content 

Dynamic 
content 

adaptation 

Based on the analysis results, flexibly adjust 
the color matching to achieve harmonious 

combinations of different tones; dynamically 
optimize the graphic composition to form a 

visual presentation that suits user 
preferences. 

Core 
identification 
persistence 

Always take the brand's core visual symbols 
as the benchmark, without deviating from 

the brand's inherent visual genes and 
recognition features. 

Flexible 
response 
methods 

Use diverse visual languages to provide 
targeted visual expressions for different user 

groups' diverse needs, ensuring that the 
design is both distinctive and meets the 

requirements. 

5. Implementation Paths for 
Collaborative Innovation between 
Brand Image Design and Marketing 
Strategy 

5.1. Building a Shared Visual Symbol System 
In today’s increasingly fragmented digital communication 

channels, brand visual symbols without unified standards are 
prone to recognition errors across different contexts. Thus, 
establishing a shared visual symbol system becomes crucial 
for maintaining brand consistency. This requires creating a 
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digitalized database that contains the brand’s core graphics, 
color standards, and font matrix, converting design elements 
into quantifiable parameters[6]. For example, Starbucks’ 
system specifies the exact proportions of its green siren logo, 
Pantone codes for its signature green and brown, and weight 
standards for the exclusive “Starbucks Sans” font (see Fig. 1). 
When the marketing team designs limited-edition holiday 
posters, they must adhere to rules such as “the minimum logo 
size must be no less than 15 mm” and “supporting colors must 
not cover the core graphic,” while also being allowed to 
integrate seasonal elements for creative variation. This system 
ensures visual consistency across physical cups, online mini-
programs, and outdoor advertising, while still leaving space 
for creative flexibility, enabling the brand to achieve both 
regulatory coherence and fresh artistic expression. 

 
Fig 1. Starbucks Logo 

5.2. Developing a Co-Creation Workshop 
Model 

In the digital era, brand innovation is no longer the closed-
door endeavor of a single team. The disconnect between 
design and marketing often leads to visual creativity 
becoming detached from market needs. Co-creation 
workshops have emerged as effective platforms to break 
down disciplinary boundaries, integrating the aesthetic vision 
of designers with the market insights of marketers. For 
instance, IKEA launched a “Small Spaces, Big 

Transformation” co-creation workshop targeting young 
renters, bringing together interior designers, marketing 
strategists, and ten user representatives. Designers developed 
a “foldable visual symbol” concept inspired by modular 
furniture lines and color palettes, while marketers suggested 
enhancing short-video-friendly dynamic presentations to 
appeal to renters’ social-sharing habits[7-8]. User 
representatives, meanwhile, used sticker collages to create 
their ideal home scenarios, directly expressing preferences for 
rounded furniture and Morandi color schemes. The resulting 
“Bermont” series retained IKEA’s signature minimalist style 
while also offering customizable visual elements aligned with 
young consumers’ self-expression needs. Within its first 
month of release, sales rose by 42% compared to the same 
period the previous year, exemplifying the precise 
transmission of creative value. 

5.3. Establishing a Closed-Loop Experience 
Design Mechanism 

In digital communication, user perception of brand image 
is fluid and dynamic; optimizing only a single stage of design 
cannot generate sustained appeal. A closed-loop experience 
design mechanism ensures that brand imagery evolves in step 
with user perception through iterative feedback cycles. This 
involves embedding measurable feedback points from the 
outset. For example, eye-tracking technology can record users’ 
gaze paths on visual elements, informing adjustments to logo 
focal points or color hierarchy. During the marketing phase, 
heat maps can reveal click preferences on interactive visuals, 
with data converted into design directives—for instance, if a 
certain graphic garners over 60% of attention time, its line 
weight and animation amplitude are enhanced in the next 
iteration. This cycle does not involve piling up raw data but 
instead translates subconscious user preferences into 
actionable design parameters. As a result, brand image 
presentation stays aligned with users’ perceptual rhythms, 
forming a lively visual ecosystem through iterative 
calibration between design and experience. 

5.4. Creating Digitally Artistic Marketing 
Carriers 

 

 
Fig 2. Audience demographics of Louis Vuitton NFT auction 
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Amid the information overload of modern commerce, 

traditional advertising has lost much of its impact. Digitally 
artistic marketing carriers, with their aesthetic value and rarity, 
have become powerful tools for brand image to achieve 
cultural breakthrough. By transforming brand symbols into 
collectible art and embedding artistic DNA into commercial 
logic, luxury brand Louis Vuitton collaborated with digital 
artist Beeple to release the “Time Capsule” NFT series. Using 
the iconic Monogram pattern as the base, the works featured 
dynamic liquid textures generated by algorithms and 5,000 
hand-drawn frames. Auctioned at Sotheby’s online, the series 
attracted over 110,000 viewers (see Fig. 2) and sold for $2.4 
million, with secondary-market activity continuing to rise. 
This practice was not a simple transplant of symbols but 
rather a deconstruction of brand identity into artistic elements, 
enhanced through particle effects, gradient lighting, and other 
digital art techniques. These artistic carriers elevate 
commercial signs into cultural symbols, enabling deep 
cognitive and emotional resonance as users perceive them not 
just as promotional tools but as collectible artworks. 

6. Conclusion 
In sum, technological innovation in the digital era has 

reshaped the underlying logic and practical paths of brand 
image design. The diversification of communication media 
requires visual symbols to adapt across platforms, while 
rising consumer demands drive design toward 
emotionalization and personalization. At the same time, 
technological advancements make dynamic interaction and 
immersive experience possible. The design trends of 
simplification and flatness, dynamism and interactivity, and 
personalization and customization fundamentally reflect the 
deep integration of artistic expression and the digital 
ecosystem. By constructing shared visual symbol systems, 
developing co-creation models, establishing closed-loop 
experience mechanisms, and creating digitally artistic 
marketing carriers, brand image design and marketing can 
achieve collaborative innovation. Practitioners in visual arts 
must continuously balance technological empowerment with 
artistic authenticity, ensuring that brand images maintain 
stability of recognition while evolving with vitality in the 

digital tide, ultimately realizing the symbiosis of brand value 
and user experience. 
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