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Analysis on Visual Identity Design of Green Brand in the Context of Green Economy

Pang Tao
( College of Humanities, North China Electric Power University, Beijing 102206, China)

Abstract: In the context of green economy, the visual identity design of green brand is very important for the devel op-
ment of brand. The company should determine its positioning and direction by objective devel opment assessment so custom-
erswill acquirethe awareness about the product or the brand value clearly. Based on it, through rational appeal or emotional
appeal, combined with advertising approaches as association and display, the basic information in core brand concept is

delivered in order to enhance theimage of corporate brand.
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