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Redesign of Old Brands Based on Modern Consumer Experience
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ABSTRACT: The work aims to sort out the practical experience of brand designers, and to sum up the general process of
updating the design of traditional cultural symbols in the modern consumer experience, so as to facilitate the practitioners
to learn from them. In the context of the cultural revival of the traditional category, first of all, with the traditional cultural
field that hindered the old brand renewal design as the breakthrough point, taking the behavior and achievement of the
brand designer as the research object, the cultural field was deconstructed. Then, from the perspective of sociology and
marketing, and by feeling the pulse of modern consumer experience, a new consumption field was reconstructed, and the
design thinking and innovative practice achievements were analyzed. Finally, combined with modern consumer experi-
ence and typical case, some new style design language closely linked with modern consumption field was proposed. The
general process of the old brand renewal design: The cultural field at the level of creative thinking is deconstructed; the
brand path is closely related to the modern consumer experience, the communication situation is reshaped and the value
creation is constructed; and the "understanding immediately" visual communication and multidimensional semantic
transformation at language level are designed. The integration of renewal design of old brands into the design thinking
and art language, and the integration with cultural field and consumption experience are one of the ways to promote brand
communication in the revival of traditional culture.
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Fig.1 Tinware and yellow wine
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Fig.3 "Yidege Ink Industrial" brand visual design
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