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Abstract

Objective: To explore the relationship between regional culture and brand IP design, and put for-
ward a new research path of brand IP design under the background of local culture. Methods:
Firstly, collect the regional culture materials, secondly, extract the elements and refine the sym-
bols; finally, design with the core positioning of image design, behavior style and personality
shaping, and endow the regional culture with brand IP. Conclusion: The combination of regional
culture and brand IP can enhance the cultural connotation of brand IP, make it more regional rec-
ognition, and promote the innovative development of regional culture.
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Figure 1. Butterfly pattern
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Figure 2. Emblem of Hangzhou
Asian games
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Figure 3. Brand IP design path from the perspective of regional culture
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Figure 4. Zhuji regional cultural content
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Figure 5. Ciwu noodles brand
IP image
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Table 1. Zhuji regional cultural elements extraction, symbol extraction
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Table 2. Ciwu noodles brand IP behavior style
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Table 3. IP personality shaping of Ciwu noodles brand
3. IBITE R 1P AMEEEE

Ry i R PR s

AR B IO U XK TS (L LT, AT, IS B
Gk T EKITER. KB AR APRRTI MORIRAR,

WAL B, R, e qufy TR S, SURAERE A '

RO AT F 2k F ok, 0 PR HTHRE

FEF RIS THIEN, N BT RS

T8

DOI: 10.12677/design.2022.74017 122 Bk


https://doi.org/10.12677/design.2022.74017

eI

4.4. JIEFTHE AR 1P 3t

DI RE LA i BRI . AT08 RN AT R E T, WRRINERER, £
2SR AT L . 25 R T 7 B OO U RS B ORI, B AR S R BUAT N,
AR AT 28K, SR Mg OR8]

IP RISt AIdE UL 6, BRI AMIIEREE ST S, gt “ THEA 4T K@ 3 S T
HE L REIAT A M 0E, IR E RIS, R RABH G, S AL, BIRARSE, Exan
BB O AN SO ST SR, B YOS IT X A 1P BARZ S0 i
A AR o

BRI 7, EITHE R AR B, g 7RSI SR, BICLEITRACTCER, 1 R R
RS, SRR LA 5 5 AR, BRI A H KRR FER, thEA LSSl 5.

S PRBE T IR 1 B SO T B AT BRI 3, SR SO IR FOMIBAR , 30t — 20 R 1 R
PRURTINE, il ARk I S AN (B R

Figure 6. Ciwu noodles brand scene illustration
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Figure 7. Ciwu noodles branding poster
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