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Abstract

The purpose of this paper is to explore the new path of pearl skincare brand construction based
on Zhuji regional cultural symbols. By analyzing the pearl market, the status quo of pearl brand
and the elements of pearl skincare brand visual design, we take the representative regional cul-
ture of Zhuji, the grass tower shaking lion, as the entry point for research, and study in depth the
way of constructing visual symbols of the shaking lion culture in the packaging of pearl skincare
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products as well as the strategy of brand construction of the regional products, so as to provide a
feasible reference for the future pearl skincare brand construction and the basis to draw on.
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Table 1. Introduction of domestic pearl skin care brands
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Figure 1. Visual elements of domestic pearl skin care brands
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Figure 2. Relationship between regional culture, brand and
pearl skin care brand
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Figure 3. Shivering lion cultural extraction and transfer
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Figure 4. Zhu Yan Tang brand logo
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Figure 5. Logo colour scheme
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Figure 6. Brand standard and secondary colours
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Figure 7. Plum blossom
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Figure 9. Packaging of all products
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Figure 10. Eye cream packaging
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Figure 11. Essence packaging
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Figure 12. Packaging of skin beautifying milk
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Figure 14. Packaging of masks and creams
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