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IP Application of Emoji under Brand Design

FENG Vi, LI Jing-shi, WANG Li-mei
(Xihua University, Chengdu 610000, China)

ABSTRACT: This paper aims to summarize the characteristics and development trend of emoji IP-based under brand de-
sign, explore the application capabilities and value of emoji |P-based, and provide a design paradigm for the multi-angle
development of emoji IP-based image products in the future. The three |P-based emoji character images with high popu-
larity and promising development prospects in the current market were analyzed and sorted out. The | P character image of
high-value emoticons contains two brand logic and key elements required by character setting, brand development and
products were summarized. Based on this, a series of measures for emoji 1P-based product empowerment were summa-
rized, and the brand design development trend and brand design “new paradigm” of emoji |P-based were proposed.
IP-based emoticons with high value have a personal image, which can satisfy users' emotional experience to a certain ex-
tent and generate value recognition. In addition, in the context of the “Zera”, the deep transformation of emoji IP-based
products under brand design has very important practical significance in the future.
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