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The New Trend of Mascot Design in the Information Age
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(Xi’an Academy of Fine Arts, Xi’an 710000, China)

ABSTRACT: Under the background of the information age, the aesthetic needs, design methods, communication channels and appli-
cation scope of mascots have changed dramatically. A systematic review and summary of the new development trend of mascots will
provide a theoretical support for the overall upgrading of the mascot design field in China in the future. This paper uses qualitative re-
search, case study, descriptive research and comparative research methods to study. In the process of discussion, it will analyze the de-
sign and marketing cases of the mascot Kumamoto, so as to extend to the overall consideration of the new situation of mascot design and
communication development under the background of the information age, and demonstrate the communication in the narrow sense and
the broad sense Different definitions between traditional mascot and modern mascot. The research will also analyze and explore the | at-
est trend of mascot communication, function extension and design aesthetics in the information age. Finally, we will make a theoretical
outlook on the future trend of mascot design and communication. Under the background of the new era, with the development of science
and technology, the upgrading of information media, mascot expression methods are more diverse, derivative forms are more abundant,
communication methods are more diversified, and with the continuous progress of people’s ideas and needs, it is necessary for practi-
tioners to continue to improve and evolve the research on mascot design principles to adapt to the current changes and opportunities.

KEY WORDS: mascot; informatization; animation; derivatives, personalization; microexpression

HEM AR BRI e TE R, %2 B a2 1y SO 2% i SR 07 3 X —if
AMES BT ST U, 2 X ek Seh, SRR N BB R — Al R LAY, R
C B AR Z AR THUR, L it BEA RN (2 1 T NN AN £ NN A R Ry TR

fs HEA: 2021-07-01
1EEEN: F3E (1983—), B, BBA, ML, BRERAFEHITF, TEHRFTEOINTIEL,



9 424% 5204

W BT AR 0 R R 261

i LB AY S R Al B
1 “REARRE” I HRAHBIEEEANE

CHAEYT —i, ORIR T E W 2R ik
“mascotte”, JFECRETORTE A HHE A FY), £
RTINS, FEARIE ok A a vy R i R i < Pl 1
EBR DAL 2, “HEREY” BT R 4R
NI JE 32 R BN 5 bR A AR TR A A L
&R FN, SFEEERBAMLRIESR . SO Rl Bt
SRR B, R ESERT SR, FERDL
B, KRB RS T 2 PR A R ACE AR
FHRL NIRRT “REASRE” AR LA 1.

2011 4F, SAPE LN BT T2 e LI Hm iy AL,
H A BEAS BLAE T FE ) “RBASAR™, DUIYIA 20 25 ik
Wb iy K fg . T, —HAHR I RL IR0 R
RENZ AL o BR AW B 2 b O B2 oh, it
ERR CREACAR” B9l A BT TSGR, g
Fo Bk WA BEE, [HAME R NS
NYIHERE SR SR, bR T R RRAFEZ SN, Al
“REARRR” MR RCR L, SRR T — &5
LA A RAT R, BLE TR R TS R R AL R
Ti:e

B, SR A Al S EUR A OGERTEh R, AR
AREY B M T AL L R K AR AR
X —ATER S, O 43R AR — L HARBURN 2 55
(4 REAU T RE W) o X — 2% A R R R 5 | K T
FEo P SR R R MR R ABLSE, 3T
B T ZOT I B S BOSC AR BR R, BIETIAY S8
WITEE” , [R5 FEY L — R B2 58 07 0B 8
HEBL S A

B, R MR T 4E “REARRE R
T CREARRR TLARMELL” S — RIS, B
FAKMSE “REARR” BE BSFIE AW AR, Hak
IJEBAEABT TR . B0 FHRARAAR” 1 3h G >
WAk BT AT 6 /2 H T, PG 3 HE Y K

K1 NLFERBRIT “REARE” HHEY
Fig.1 The mascot “Kumamoto” designed by Kundo Koyama
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Fig.2 The mascot “Kangkang” designed by Han Mei-lin
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Fig.3 The cartoon image of “Monkey Sailei”
designed by Wang Dong-liang
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Fig.4 The growth trend of Internet usersin Chinafrom 2007 to 2017 (100 million people) and the
time axis of post-95 participation
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Fig.7 The same cute facial makeup
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Fig.8 The cartoon image of “My Emperor”
designed by Bai Cha
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