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Exploration on the Practical Application of the Nostalgic
Style Design Language in Shaping the Brand Visual Image

Desen Jing
Qingdao Huanghai University, Qingdao, Shandong, 266555, China

Abstract

This paper aims to deeply explore the practical application and influence of nostalgia design language in contemporary brand visual
image building. By analyzing the correlation between nostalgia emotion and consumer behavior, it reveals how nostalgia elements
become the bridge of emotional connection between brand and consumers. Through case studies, the article further shows how many
well-known brands can skillfully integrate the nostalgic design into their visual image, so as to enhance the brand recognition degree
and stimulate the emotional resonance of consumers. The results show that the nostalgic design language can not only effectively
enhance the brand image, but also promote the establishment of brand loyalty. Finally, this paper proposes the future research
direction to provide new ideas for brand visual image design.
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