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Abstract

With the rapid development of the consumer market, the influx of overseas beauty brands,
changes in the domestic consumption environment, and changes in consumer attitudes, many
time-honored brands have become dull and withdrawn from the market. To address this issue,
this article aims to explore the importance of visual narrative in the design of time-honored beau-
ty brands and its specific expression in the image design of the “VIVE” brand. Through the analysis
of visual narrative and the design concept of time-honored beauty brands, as well as the study of
the visual image of classic beauty brands at home and abroad, as well as the development process
and new positioning of “VIVE” brands, the important role of visual narrative in the image design of
beauty brands is revealed. This article provides a detailed analysis of the theme, plot, and ap-
proach of visual narrative from the perspectives of text composition, graphic design, and mul-
ti-dimensional space, indicating that visual narrative has played an irreplaceable role in injecting
new vitality and connotation into the “VIVE” brand. The research findings will contribute to a
deeper understanding of how time-honored beauty brands use visual storytelling to enhance their
brand image, providing useful insights and guidance for beauty brand design.
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VB R AR b A BEINTE BT A b, VN T IR Vg B e R R P X SRR A, A St i o) I Bl R JE o TE
21 el m i, EXEH R SR B TR LA IR, I T34 “SHANGHAL VIVE”
AR E B E AR TR “VIVE” FBERTE K7 #,  “VIVE” i) V' 5 i me A —
A, ST SR SO R IR XU

5.2. ERTRABRERERTT

HH A - i S T B RIA LR T, TIRATZIAE GO, IR RE &
UK FESAT MR B 2, SALREESMEE, BiEEa 2R R R[6]. “XX
R bR R B AR XTI SRR, TR 0K 18 F KRS 2 15 A 0 B SR AR 2 )
PIANE I B 7 DAL 1, vk R o i O i R e 2 R, VR8T ELE R BUE Ris H 21
AT B ARYEBURLR A0 T B H A BUOIR IR B dhAnAE g K, Bk ek EACRA Tig

DOI: 10.12677/design.2024.92250 592 wit


https://doi.org/10.12677/design.2024.92250

RGN IIE S, WA A EES, IF ISR 4 i i I ek i

SR XK N T RR I R TTT R, RUEES KT MBS, Rl RA R
TR AR “RERBLTE AR 9 K" AT R0 dh BB 2, ITIEE0RTI “ 0K Lty
AL ETE S, M B A T i (2 I R 2. UK SRR R S Bk R SR A T iE
BRI, BRIE R NIRRT O A T o A 9IRS 0 L BoR e e SE
Sk, MR 58, Jilian AbREE B AN I e RS 7T M SR LR S, RRBLIIA
RIS S, AUR TIRIRB LA, o5, BURKARIRES . WIS LB ORS S A O S HE %,
A T BUARREIR A, TR 1 i S B R, 5Ok Ry AL Bk

Figure 1. Beauty packaging design of the old version of “VIVE”
B 1 IRRR “XUE” BIEE R

Figure 2. Beauty packaging design of “VIVE”
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