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Abstract

With the changing needs of consumers, traditional brands no longer rely solely on product quality,
but also need to establish an emotional connection with consumers through unique IP images. The
innovation of old brand IP design also ushers in new opportunities. In recent years, the trend of
brand IP design pays more attention to youthfulness, digitalization and emotional communication,
and continues to interact with consumers in depth in various ways. This paper analyzes the current
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situation of the development of brand IP of old brands, summarizes the advantages of brand IP of
old brands, selects Maochang Optical, a century-old brand in Shanghai, designs an IP image “Chang-
bao” for it and explores the emotional communication strategy of brand IP of old brands by taking
Changbao as an example.
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Figure 1. Fragrance co-branded by Great White Rabbit and Scent Library
L KARSSKREHEHREHEK®

Figure 2. Creamy Lip Balm co-branded by Great White Rabbit and Megaman
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Figure 3. White Rabbit and Coach co-branded bag
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Figure 4. Rokujin and KFC K-coffee co-branded model
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Figure 5. Hunan’s brand Sexy Tea
B 5. HmEEn e

—BKIiKRE
KB IEAR

Figure 6. Jilin’s brand Quanyang Spring
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Figure 7. Maochang brand LOGO
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Figure 8. Maochang IP basic modeling and three views
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Figure 9. Changbao IP basic styling & matching
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Figure 10. Emoji design
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Figure 11. Art installation applications
B 1l BEZAREENA®

Figure 12. Art installations and experiential scenarios
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