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Abstract

This paper takes the pan-entertainment economy as the research perspective, takes the old Chi-
nese brands as the research object, and analyzes mainly through the literature research method
and the case study method to find out that the current consumer demand for brand products is
emotional and segmented, and the consumption environment is a combination of online and of-
fline in the integrated media. In terms of marketing strategy, IP has become the medium of brand
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emotional empowerment. And the old brand is currently in the plight of brand image obsolescence
and consumer disconnection. Subsequently, the brand revitalization case of the old firm Dabai
Rabbit is analyzed to summarize its positive strategies and shortcomings in creating IP. Drawing
on the design experience of the predecessors, we propose three strategies for IP design of old
brands in the pan-entertainment economy, which are: clarifying the IP positioning and establish-
ing emotional contact points; integrating old and new cultures and establishing a visual symbol
system; and enhancing the interaction of the IP and forming social communication.
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Figure 1. Logo and packaging design for San-
fenggiao, Wuxi’s oldest local brand
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Figure 2. Giant Rabbit Milk Candy produced by Great
White Rabbit
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Table 1. Analysis of some co-branding activities of the Great White Rabbit
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Figure 3. The red, blue and white classic brand color and
IP derivative design of the White Rabbit
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