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Visual Image Design of Liaoning Gift Brand IP

WANG Cun-xing', TONG Yu?
(1.Shenyang Aerospace University, Shenyang 110136, China; 2.Shenyang Jianzhu University, Shenyang 110168, China)

ABSTRACT: The purpose of this paper is to establish the visual image of Liaoning gift brand which isrich in the identi-
fication of regional culture. Being guided by the construction of brand symbols with vitality and the strategy of visual
image P, great efforts has been devoted in this work to reduce the physical properties of the brand to expand the percep-
tual path from the emotion and sensibility of consumers, and to design visual identification symbols with emotional tem-
perature that can bring emotional experience to the consumers. Meanwhile, by taking the typical regiona characteristic art-
Liaoning Errenzhuan as the creative resources, the expression language and decorative symbols is refined for the visual
designing, which can not only enhance the regional cultural identification, but also become the innovation point of such
design. With the auspicious implication of “birth”, “Xiaoliaodan” in the style of Errenzhuan has been developed, which is
characterized by simplicity, exaggeration, humour and silly. Further attention is also being paid to the extension design of
IP image, especially to publicize Liaoning regional culture through the image design of “Xiaoliaodan” series of goods to
spread out Liaoning high-quality local products and related historical culture, and to establish Liaoning people’s simple,
optimistic and open-minded charming personality. The collision of brand image IP and regional characteristic culture can
provide new ideas for the vitality construction of regional brand visual identity system.

KEY WORDS: Liaoning gift; brand; IP Image; Errenzhuan
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Fig.1 Research project result “Xiaoliaodan”
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(application version)
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