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Abstract

In the current business landscape, characterized by fierce competition and an overwhelming flood of
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information, brand design plays a crucial role in shaping a unique corporate image and securing mar-
ket share. Minimalism, as a style concept with increasing influence in the modern design field, has
significant practical importance in the study of its application in brand design. This paper first traces
the origins of minimalism, from its early beginnings in the field of Western modern art, through its
expansion and evolution in various domains such as architecture and product design, to outline its
developmental trajectory. It then analyzes its core characteristics, including simplicity, functionality,
purity, and attention to detail. The paper further delves into the application of minimalism in various
aspects of brand design. In brand logo design, simple and memorable forms are used to highlight
brand identity; in product packaging design, streamlined elements and eco-friendly materials are em-
ployed to accentuate the product; in advertising design, concise imagery and copy convey the core
message; and in brand spatial design, a clean and comfortable environment is created to enhance the
experience. By conducting an in-depth analysis of cases such as MU]J], the paper reveals the many val-
ues that minimalism brings to brands, such as improving recognizability, strengthening consumer
identification, accurately conveying brand value concepts, and aligning with modern consumer trends.
This study aims to provide a systematic theoretical support and practical reference for brand design,
promoting brands to achieve outstanding development in market competition.
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