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A STUDY ON THE BRAND IMAGE DESIGN OF MIXUE
BINGCHENG FROM THE SEMIOTIC PERSPECTIVE OF
MORRIS

ABSTRACT

In recent years, the application of semiotics in the study of brand
image design has received increasing attention. As a leading tea brand
in China, Mixue Ice City stands out in the market competition with its
unique brand image and marketing concept. This study with the three
symbolic model for the theoretical framework, in-depth analysis of the
brand image design and its meaning construction, discusses the brand
image design in the effectiveness of the brand concept, target audience
and brand values, and put forward the optimization Suggestions, in
order to provide theoretical basis for the brand image promotion and
practical guidance, but also enrich the semiotics in the field of brand
image design research.

Through semiotic analysis, case deconstruction and comparative
study, it reveals how Mixue Ice City realizes brand differentiation
through the symbol system: in the dimension of language structure,
the visual structure of brand identity (such as red and white tone and
the geometric form of "IP") and "young expression") accurately
convey the core value of "high price" and "vitality"; in the dimension
of language theory, the symbol interaction strategy (such as social
media topic marketing and user creation content) strengthens
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consumers' emotional identity to the brand and the sense of belonging
to the community. It is found that Mixue Ice City has successfully
built a closed loop of brand experience from cognition to behavior
through the synergistic effect of three-way symbols, but there is still
room for optimization of the cultural depth and international
expression of its symbol system. This study innovatively applied
morris symbolic model to new consumer brand analysis, not only for
the symbol of honey ice city iteration strategy direction (such as in
cultural symbol mining, multimodal symbol matrix extension), also
for similar brand exploration symbol under the era of image
construction logic provides methodology reference, further expand the
design of semiotics practice boundary.

Zhou Minzi (Design Science)
Supervised by Ding Wenxia

KEY WORDS: Morris Semiotics, Mixue Ice City, brand image,
semiotics analysis
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FIFE it

1.1 fARE=

FRSBEIRT NI T SRR, FEAL A0 T AT 13 M BB A5 R 1%
GRS, BIANEAEAER. SR T O E RS AR, AT
FINPATHIRE. Ait, FF5 FURERE SCGEHSON T IZ AT AR Y. 752 5 48k
R B, MRS E SO ke I H SN R . B oKk o E A 11
AP, BB R BT A DO A A, TR WA T 2B i DRI i it
WL . T2 — TIPS LA AT MR, Sefit T B A A A i R 1
ARIEHELE . A/RIr - BEME (Charles Morris) FFAFS2240 0 =AMk (1) 5
AR, MONERSE (2) OIS SHE S CZERRER, OB (3) HIfT
SHHMMEZE KR, RGNS, RTAHS=IJCRROTE, AR
Feflt TIRABIBLA, X THE AR AT ST S S I B R Sl B LAY
SN IS, T DA b PR B S DK R I R BT IR 3, RR AT
UIRTAEAN [R) ST 3 PRI Hh A2 25— ER ) i S R (0L, AT S o R ) [ o A A
FREE KRR RIS S FF

L1l REHFSENERER

LLLL fF5-Z8a0Es: A W 5 k™ rEsE N6l

AR+ SRR AR A0 2 SOSHELER, WRZBAFE L. Bk 5%
T SGX =R =2 BARIR TR Z 52, X 8 REARE [R)F 180 1 A= 3 SO iR
1.

e R BER AT ap U G175 [ AR B IR, AR IR AL 1 X 55 K
LTS TRk, R EENE T A, & Emprani
ZIRREEIE, W “pdafiq”  (MIp v ENqyHE) RyEHE5H, MERR 2R 2
A% BE T REA,, BRI IIE, A ACEIE R E B AA MR, A HERTS RS
AR S SO SR A TRl rE, ST (Rl e Rle 5 40
FEER AR BHEIRHIIEE L, FFo RO E i X RIS, & T 2HY

U g (HIEAFSARE) IM]ALRG PE A RO 2007, p9.
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LR, MRS R R S 5, O

BT iR, SHHATE R T 5k IR, B
A KBRS, WU TR, B, TSR UL O
Mtk |, (EULTTAEH TR e b % T OGRS M . AT, 7ok
SUHAT, TR KR . K R AR SR RN g, AR
SHHORL. ML, EXRIEMREE A B T N SRS R R
X R A B O SRR LR ORI o 0 25 2 2
BURZAEERUN, AR T SR R e, K ) T R R RO AL, st
HUUHET TP SRR . Toatio S HT 56 B P SR o I b
MKR, TIRRAFSHF RIS S SES . SRR R NS 2 RO
KA, TIRRAF ST or . Tk 3 SO S LR AE T P BT TR,
ABREIS IR SRR IS 5 B R ATE S . (L% TR aReBE, SR
RGN AT T, AW BRI MU, o DAL Py
KA S RAIERE . ORISR T, (S AT R 2 SOIE 4 ML ol
e =
L1LL2 ARMESTE. BRI S h

CSy Y SO B TR 2N, S T TR, (L
IR 5 ARG IR IO S REVE, MIAIRE], FFEER NI R TR, 8k
G WA . MIRCT IR 2GS AN A 2y, 1 Tt
FIURIE, TAERBEHNE . FA S TR R R, B E i, S =
el WA, AT TR AR M, TSR A e B A
£ Y. A(Morris, 1935, pl1). BLEBHAN, (EAGEMEBIAET 2L, SRA
SRR, AT A T SR IR A A A AR, A 2R
HUAL, SRR RS, AT SE AR SR, et
Ci%y IR, BEEIRIROHER, — MR TE T DAASHE S — MR AT TFFAGR
ARG, SERETN 20T SURERAE G: FUTTE o SRR T R A
Wl PRI, 5 S 2 AR B S P R PP . L ot 3

@ Zhang L. Theoretical Sources of Charles Morris’s Semiotics[J]. Language and Semiotic Studies, 2016, 2(4):101.
@ Zhang L. Theoretical Sources of Charles Morris’s Semiotics[J]. Language and Semiotic Studies, 2016, 2(4):101.
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ARV S 1 S PIFE T (Morris, 1936, p. 130-138). R4t BEIE I F
P —— T 0 ST 0 3R 0 D A RS A L UL, T
SRR (ST MMV PHRBEN) M3IA, TR 2 1
SRR . AL MRS B L SE e, SN b7
SIS IR, B PO 3 T XS 2 XSGR .

L1 2GR ST EE

IEANEEARE: - BlRFE (Philip Kotler) FTEARYMBIERINE, ©R—FhimEHE,
BEIRE 1T g QAT BT 5 ot R A EL SRR IR SR AL X R A NS B . RHERS i i,
LR IR TH S A BT A R A 28 R, XSS IR aG T Sl v AR
FrmE . & RSS B A A B B LB

B1-1 SZ BRI ) =25

E EiR

e 32 =BEH mpRAEE

RCH
AR

R SR

fiiE

(EHHZ)

IEAELFTR, e Ee e, AW AR AR REER T 2 B X R 1L TR TA,
DEMT I SEATR . Bk 1 — R A A VST SRR A R0 2 1 ot AT S T
SEA T EE SO BT i AT b BRI, HESR B EE, FERET R
JUNEEL,
1.1.2.1 BIg

L SAE NN Al A i VAR R FP e R, R AT IR R 4
ARG Z i, Al ol R A ——Jeig gl A, S A R R B A

@ Posner R. Research in pragmatics after Morris[J]. L’homme et ses signes. Berlin: Mouton de Gruyter, 1992.
@ Holbrook M B. Creating value: the theory and practice of marketing semiotics research[J]. 2018.
® Kotler P, Kartajaya H, Setiawan |. Marketing 6.0: the future is immersive[M]. John Wiley & Sons, 2023.
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WIERAE T EARIR 2R T, HRARBUTRIrAEE. B AL ] fefe bt
B, HESTER U OHE T RZINSR ., FEXAEIL T, DiTdl Wk il gE ik
SR aiul ANy S A - S ERE W R a1 D i | o S T e A M B e R e i | 2 1
1.1.2.2 &iR

AR RN 44 B B T Al A AR . A Bh AR e 5, fllAy SR T
N4 . T e R A T ) A R R ARG D SRR S 0 R, T DAl TR R AT
BEOh, FREEORFFRCT IR PR, R T T AT, R A i)
A, DASERATINBI, HARGIER SRR, AR — S fts ssrmmry s, B
2N T RERNA L, BRSO BORTI B H A 4% 1.
1.1.2.3 Y

LAY IESOE F AR ) % S DA I s HAME R R 2 B, il R
WA A Al F A, sl AE BT DTk, T DA RO RS S A (BRI
R 2R TR L TR SRR T T 9

R ZIAE AR, st B R RO, W51 T BRI A ER PR
BEARQUHA AR, B s e R G . X IR 5K A A
SR ZAZ BT R S B KU, FEihiModel 3R —3AZE TR, B2 —FhEf i .
IR AT 7 SR, XA IME SR ot s . SN RST— 4,
SRR PR AR T 2B BRI R AR

=
=
b A
b=

1.2 HRLEiR

1.2.1 EEHIFFSEMRINK

EEYTEFARET - 32H T (Denver,Colorado, 1901-Gainesville,Florida, 1979)41E5 H 2% X
NIFRAFSARNE LR, BIFFS SRR 2 KR, X—HERfF o= MY
—, HRWAT B TER A AIE L2# T (Susan Petrilli, 2011). fligFF 5~ BAERL & T BUR
WA 5223, TRA - BMAEE « REERFE AT R 3 X ARSF S HEhie, [FRHAIRET
FEIEMNF . SR T SCRIZ IR 3 SOk, AR - SSHIEC) T 5221
e B, IR B AR IREAR R, T IR T2 LA 52 =

@ Susan Petrilli,Morris’s behavioristics and pragmatics,Philosophical Perspectives for Pragmatics,John Benjamins Publ
ishing Company[J],Amsterdam Philadelphia,2011.180
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Ko L HFIE TR, 2 U3 N 24 RAF 52 4 L8 2 —P(Min Niul, Thawascha
Dechsubha,2022). SCHIIRFT24, Reilid e, FEORIET BRI =X, 7
AREH, HHEIE 9GS 22 REORTOER “SEMFEL —mmEn), PEm
K R FEH BRI 5 ) 8 e BB 24 i e R Rk E . S ELT DA BRI
MRS B, AR AR R TR RIFAFS52%, Richard A.Cherwitz -20094F7E (A
IRHT - SRS 2RSS XHEREPEASE I ) B T AR - ST S e
SHE BRI, VEE A S RE PP FAE A IR, A0S S 55 ) 3 X (pragm
atics) U, IRABIFFZ# 0 =YL 153 (syntax) | i X (semantics) A5 (pragmatics)
. XEWREMIPRFEREET WA (5% B (05X AGES SR 2
MXER GBEH) . SCERE, XEAYEEHEIRR, LEIERTESITA A, 2
fR— AR BT TR LS Ty, WATARENE S IE . 8 NG X =AY
WITELE AR B AER . @(Cherwitz,2009), Roland Posner TA k% BT AT T 38 [ H L4 1l
(& R0 L bR IR S S5 18, IRIE T BN A, I EE — A EA TR DA
HANERATSAESR, b aisIbEm sl 32 LS, Ttk SRERA Y, 56
TANMIRREERI LS, TR RERES, SME S E Morten Lind N3 iR A /K
Wy - ST R R SIVERF o2 W TR R ) R GE AT, BB T Ao S 4 1)
RRE M A T B B = AR RER i S, RIRFT R 0 R R B . 3 R
B, XK AN IR T s dAREA T R BT A ds i L T S SR R R A

T IS AN B AR R 0 528, bR T B T SRR S 2R S TR
RGO RIS L

X T B AR S F B BT SY, BRIk RAR (2012) AR I4IE T X,

2238 3 SURI S A2 SGX =020 a5 4 SRS R 1 S HUI AR 5-25 1) =AU 3B 12,

B SCFANE 2, OR R sk AR, $HREET (2011) YA RAE AR 58 L - 5-2¢
AURZIE W, ARET - TR (R IEFSITR) R TIRG - BHMARE - REER (
DR, AFRGHS) . EHEESZREEK, BEALRRFSEY, WA EEENTS

@ Niu M, Dechsubha T. The Development of Pragmatics in Morris’s Behavioral Semiotics: Semiotic Perspective[J].
Education Quarterly Reviews, 2022, 5(2):216

@ Cherwitz R A. Charles Morris' conception of semiotic: Implications for rhetorical criticism[J]. Communication Qu
arterly, 981, 29(3): 218-227.

® Posner R. Charles Morris and the behavioral foundations of semiotics[M]//Classics of semiotics. Boston, MA: Spr
inger US, 1987: 42.

@ Lind M. Semiotics and intelligent control[J]. Organizational Semiotics: Evolving a Science of Information System
s, 2002: 291.

O gk RAR ST ARBFSE[D]. B AU K 4%,2012(04).p32.
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BB AR REE, X—FRRMME T, e,

I Ay o0 5 LA 52 i 9 32 24 s T S BUT A S A HE 2R 7 M B SR i 5
RS, B EE TS5, MESGHETA 2, HEE1E S
PSRBT TIRRR . F AR SRR HE R, O S BRI S =R e B
g, MEESF SRR, EORRER, ORI E ORI E B IE® (i
75, 2009) . (HETREBTS A ENE IR SR T SO AR s B AT
SEHRHEIUEME S, DSEBIMT SRR, EAfFS IR, M. 153
T =AML AL A T . TR AT S B FR Tk, RARTERIER
WP 15 R NS . BRFER S B AR I A&
AR (B, BREY. Bl 2016) . (HETZEHUNAHS AR SO BEmE LR IR
HUGTHIE) His S AT S A BB B IEE 18 SO IR o = B e
EH LREF R T REOIE. R A2, REHKARES, GRS
FEIE AR, RELX BT S A AL ORI B . S0, AR R AR IR A,
AR A 210, TS R e “ NS RE DA “Iele S %R sk
AWM XSRS (G, 0. THE, 2E, 2023)

122 mRFERHRIIK

MBS AR T 5 e R T R L Y SRR © (Park, Jaworski,Maclnnis, D.J.1986).
M b, Joikse it g sy, H T DAME B HIIRENE . SAEE SR I 1 O 3R ok B i i
4. &S5 Mk, FARFMARBEIE S E SOU G — .. BB A A58 S0,
WFoEE AT E BN R A S BISEiZ e L. B S EEGHE. ALy
J5t DA SN CO 2 T 114 25 2 ©(Dobni, Zinkhan, 1990), Muhammad Ehsan Malik%: A %5
BRI Z ST T 045, MBS @M E LFE N IREa: KEge L. B
HREN. e, BT AERE LCATAAADIEE L, RIE S AR i — A~ S L
FERLZ A MRS GBS EL . MR 2 4uE, Bl RE RIAAL

UK R ZL, R AR S U RFS-2A 1 5 A )] 2R 18 H 11,2011,(06):p64.

@ AT, B T BTS2 BIE R o 1 SCEPR )] /M1 3C,2009,(02):p141.

@ BRI PR, N BT S MRS 2 B WAL G A SRR D] IR T2 11,2016,(01):p27.

© AR TR AR, AL TR RS O B ) LR R R R IFE (0] 5 S %€ H,2023,(03):p 16.

® Kirmani A, Zeithaml V. Advertising, perceived quality, and brand image[M]//Brand Equity & Advertising. Psycho
logy Press, 2013: 161.

® Dobni D. In search of brand image: A foundation analysis[J]. Advances in Consumer Research, 1990, 17.
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TR TRERZEAI 24 8 S
B 75 . MMEDUAES RS 2 Fh R 3 LR 838 1) Y (Muhammad  Ehsan Malik,Basharat N
acem, Madiha Munawar,2012), Eva Martinez Salinas% A5 T /i R GE (% i 42 1
SO, AR T A SRR SR T TR LSy, A AT R MR S I A
FERY AR, SRTT,  FEAH SR R i R SR A4 52 W BB T3 7 55 A 7 i 22 TR B ) B i
AR VS C B (BP2EBIDCHCRE) PARGIES: (RERITHE) | iXEER KRS H
AU B T SE A ) ®(Eva Martinez Salinas,Jos¢é Miguel Pina Pérez,2008).

FEDX R R B R T HE )RR S k. A E R T SIVARIE /T ELE,
IR A F]2010—20224F NI B oA, RIAEA A R A e B, BB
FIRE TR R N E LRI SEIEE VAN Ty T AR T 4 A s i (O
BLOBhE, 2024) . SRMIRFOIHEE AR MG SIS, WEAN . Pl BRI,
AT RIPRNBIE R BT . S8 N A AL A AR BOR
TR SIS AR TR, A Iy SRR A, AR IR R B AT
SACRURE R, B B RERE, ST, HRERR, X—E e
ey, ARRERALE. B, REER ORGSR, SR
BRIV, BRRIEME, GBI R RSEY Orf. INEISC, 2024) | [RIEA2EE
X RAAT) 45 AT 52 M it P S REA T T RIS, A A B B U
VR PEREAS SR Tl A LN, JEIMR T MR AR BAATTS, JERl
RHEEW S 1 P B R I AR I BV E T 3, TRl A E U IR B3 I B s i B Ay 5%
Y, RIS TR T S R RSB T BB B A BERIAE N (E#HG, 2022)

1.2.3 EEKEFRIIK

EEHVKOX A, BN T B i/ ME, (RO ORI A e A 5 e )
FETT Y . b i ad E S = I TH S A, AR EBUE T AR . Rty
OB S HIARBY,  FrERY Fexmisg” MR RIS . S U
PO XAV MR A SE A E SR, 2 TSR — RIS, wis 1) KRR
T3, R =

@ Malik M E, Naeem B, Munawar M. Brand image: Past, present and future[J]. Journal of Basic and Applied Sci
entific Research, 2012, 2(12): 13061.

@ Salinas E M, Pérez J M P, de Chernatony L. Influencia de la estrategia de extensién de marca en la i
magen de marcas globales: un andlisis aplicado a los mercados inglés y espafiol[J]. Cuadernos de Econo
mia y Direccion de la Empresa, 2008, 11(36): 89.

© SRR BN, BT AT A R R AT A R SI]. A B R, 2024,(02):p91.

© I ELINESC AT 5T IR BT AL R W R R R 2 L2740, 2024,(02):p119.

O AL, S A R TR BRI B N E ] BT ORIR T 5 B BB SE (0] I 25 5E,2022,(23):p88.
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