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Value of Traditional Chinese New Year Festival's Characteristic IP to the
Communication of Chinese Brand Image

LIU Fang-lin
(Zhongyuan University of Technology, Zhengzhou 450007, China)

ABSTRACT: The work aims to research the value of characteristic IP of traditional New Year Festival in the international
communication of Chinese brands. Based on the new trends and opportunities of brand communication in the era of mo-
bile interconnection, this paper studied the IP in the current Chinese context and excavated the cultural value of the tradi-
tional New Year Festival in combination with the background of the times. The traditional New Year Festival is a unique
cultural label in China, which has a strong sense of identity at home and a high degree of identification abroad. Building
IP based on New Year's Festival culture is a kind of rethinking and re-creation of the contemporary value of the traditional
New Year Festival, which can materialize, fashion and animate the traditional New Year Festival and also make it a sharp
weapon for the export and dissemination of Chinese brand image. Moreover, the IP of the characteristic element of the
traditional New Year Festival is an important manifestation of the creative inheritance and transformation of the tradi-
tional culture, it must be used in the internationalization strategy of the Chinese brand to tell the Chinese brand story well,
establish the Chinese brand cultural identity deeply rooted in the hearts of the people, enhance the value of the Chinese
brand image communication and realize the win-win situation of the commercial operation and the cultural communica-
tion.
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