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Abstract

From the perspective of time-honored brand innovation, this paper makes an in-depth analysis of
the current development status and existing problems of time-honored brands, analyzes and
summarizes the successful brand innovation cases at home and abroad, and sorts out the specific
methods of time-honored brand innovation. Finally, the historical background and existing prob-
lems of Changzhou Cake Shop are analyzed, and the specific methods of time-honored brand in-
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novation are applied to the brand innovation design practice of Changzhou Cake Shop. The whole
set of design focuses on the brand character of Changzhou Cake Shop, from the color selection,
style design, element extraction to the final effect display, all highlight the warm and lively brand
character of Changzhou Cake Shop. Through this brand innovation design practice, Changzhou Cake
Shop is younger and personalized, and promotes the inheritance and development of time-honored
brands in contemporary times.
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Figure 1. Changzhou Cake Shop logo design
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Figure 2. Changzhou Cake Shop auxiliary graph design
2. BINEEE S E R R

k

' ' - N 2 .

PRI FE®RIT

Figure 3. Changzhou Cake Shop IP image and memes design
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Figure 4. Changzhou Cake Shop poster design
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Figure 5. Changzhou Cake Shop package design
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Figure 6. Changzhou Cake Shop handbag design
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Figure 7. Changzhou Cake Shop Ul design
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Figure 8. Changzhou Cake Shop derivative design
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