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On Branding Design Strategy

L 1Qi, 2UO Jun - wei, CHEN An - dong, YUE Zhao - shan

(School of Design and Art Chongging Technology and B usiness U niversity, Chongging 400067)

Abstract: This article tries o explore the success of branding design strategy in design’s angle, © reply the
nav international challenge of Chinese brands Through the study of the steps of branding design strategy’ a-
chieveament, o reolve the kemel problen——how 1t transit the brand’s value o our users
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