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Abstract

In the field of visual communication, the new turn of textual information and visual presentation
has pointed out a new communication direction for the reconstruction and activation of brand
image of old brands. Along with the unprecedented prosperity of the “image consumption era” and
the rise of online media, visual symbol communication has become a key communication element
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in media integration. In this paper, we will analyze the brand symbolic value of old brands, recon-
struct the visual representation of old brands, and then propose effective activation strategies for
the brand image of old brands. The activation of brand image of old brands cannot be separated
from design innovation, and visual symbols are changing the communication mode from different
perspectives according to the development of technology while demonstrating the uniqueness and
communication power. From the basic concepts and relationships of visual symbols, visual repre-
sentations and visual presentations, we study the necessity and strategy of the brand of old brands
to provide more references for the design of brand image of old brands.
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