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""Westernization'' and ''Localization' of Cultural Symbol Design
for Domestic Apparel Brands

CHEN Junnan'?, LIANG Huie*'"’
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Province , Jiangnan University , Wuxi 214122, China)

Abstract : Brand culture symbolization is the basic means to make a product and service recognizable, and it is also the
simplest and most direct way to show corporate personality and convey corporate information. Shaping cultural symbols has
become an indispensable link in the process of establishing an image, establishing brand associations, and increasing the
popularity of Chinese apparel brands. This article takes " westernization" and " localization" as two examples of design
styles that shape the brand$ cultural symbols. Under the visual threshold of information transmission, based on ROLAND B~
theory of " shifting acceleration" , this study analyzes the domestic apparel brands that use the brand names and logos with
" westernization" and "localization" features, build the transmission mechanism of brand cultural symbols in the process of
information transmission and point out design style, brand image and brand association are the necessary conditions for
shaping successful cultural brand cultural symbols. The internal law of choosing design style in the process of cultural
symbols was summarized to provide a guidance for the brands marketing strategy.
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