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Abstract

This study, grounded in abstract marketing theory and IP frameworks, examines how Duolingo lev-
erages its iconic IP character, Duo, to integrate abstract cultural elements and achieve both brand
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breakout and market expansion. It first traces the philosophical origins of the concept of “abstrac-
tion” and its transformation into a cultural form within the context of digitalization. The study then
systematically analyzes Duolingo’s innovative marketing strategies in the global language learning
market across several dimensions, including visual hammer, IP anthropomorphism, cross-industry
collaboration, gamification, and user co-creation. The findings indicate that Duolingo has not only
fostered strong user identification through emotionally resonant brand expression and multi-touch-
point engagement, but has also built a seamless online-offline marketing loop by leveraging tech-
nological empowerment and scenario-based extensions. Based on these practices, the study offers
theoretical and empirical insights for online education platforms seeking to balance entertainment
value with educational professionalism in an increasingly globalized competitive environment.
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