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The Regeneration Path of Existing Brand of Shanghai Jahwa
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ABSTRACT: The work aims to discuss the multi-regeneration path of commercial brands in the context of "cultural in-
tegration” through the study on the brands of Shanghai Jahwa. With the context of "cultural integration” as the main line,
and the brand management and brand design as the profile, the key points of managers, consumers, designers and design
methods were cut in. Moreover, the study was carried out in combination with field investigation, interviews and case
analysis. Based on the necessity of the awakening of the cross-cultural awareness of Shanghai Jahwa's management, and
the designer's approach to brand redesign in the "field" under "cultural self-consciousness’ and "cultural field", and
through "cultural montage" techniques such as "cultural editing" and "cultural juxtaposition”, the remolding ideas for the

long-lasting brand culture are proposed.
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Tab.1 Part of Shanghai Jahwa cor poration brand investigation
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Fig.1 To explore the packaging design of
Liushen florida water
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Fig.2 "Twin sister" brand
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Fig.3 The promotion of "GF" new brand visual identity
based on mobile terminal
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Fig.4 Based on Suzhou embroidery technology, Herborist Dian Dian and Herborist's five lines based on silk mosaic technology
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