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Brand introduction

FTEFFRT T OCRENN SHADC.

A brand dedicated to the heritage of Chinese shadow play.

The development dilemma of Chinese shadow play is that there is no one
to succeed the art of shadow play and the audience of shadow play is
decreasing. We are committed to using the brand design to promote the
heritage of shadow play.

“Athousand heroes dance under the light, a million masters carry light in their
hands”.We drew inspiration from an ancient poem. The Chinese name means
“Lamp and shadow for thousands of years”. And ¥T% “Lamp shadow” is an
alias for shadow play, and the brand name kT F#k reflects the historical
thickness of the art of lantern shadow for thousands of generations and the
traditional cultural heritage of China.

The English phrase 1 |'1 ©CPI T N SHADC is a metaphor for the immortality
of the shadow play, and both the name imply the blessing of the shadow
play for thousands of years and generations.
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Chinese shadow play isin

danger of losing its successor and its audience
declining sharply. Nowadays, there are many
alternative forms of entertainment in modern
communication media such as movies, television
and the Internet, which bring threats and
challenges to the development of shadow play.

As stated in the theory of "media is the
message" in communication studies, only by
winning the recognition and appreciation
of modern audiences and combining
with modern communication media can
shadow puppet theater regain a new life.
Therefore, we choose to use brand design
to promote the heritage of shadow play.

The market size of traditional shadow play
cultural and creative products such as shadow
toys is not large, and the brand awareness and
sales are not high. Therefore, the branding
solution of Evergreen Shadow is to co-brand
with products that have a greater market
demand to produce designs that have a
cultural and scientific effect. At the same time,

to strengthen the depth and scale of brand
design, focusing on the value of inherent
good traditional culture. Evergreen Shadow
redesigned the shadow puppet atlas to make
it large-scale commercialization, with high
communication power, to realize the heritage
of shadow puppets in contemporary times.

In addition to physical creation, we believe
that virtual creation is also highly feasible,
as the main consumer group of Generation
Z has diversified needs for virtual creation
in new media as the audience in the Internet
era. On TikTok, traditional shadow puppet
videos have little traffic and insufficient
audience, and need innovation. In contrast,
the popularity of the shadow puppet
animation short film "Mermaid Girl" is high.

Therefore, in addition to the physical
products, Evergreen Shadow will also
launch virtual cultural creations combining
shadow play and new media to realize the
important auditory element of shadow opera.
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The three requirements of the selection of original Chinese fonts:
1. Follow the aesthetic core of shadow play;

2. Choose a serif font;

3. Choose a font with Chinese style.

1R BRSOk

Traditional shadow play dress patterns

FEIBASTE, B Y A T 1 58, SME R BN ER S s o e Ao AN
A, BENAF & B BB W R ARAF A A R S 38
SRR R BATHE R R EREAT TIE L, Th A AR R B, B9 1
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In terms of shape design, figures in shadow plays are narrow above and wide below, concise in edges and
complicatedinside; Theseriffonthasdifferentthickness, whichismorein linewiththe shape design of shadow
puppetry and the traditional aesthetic of Chinese calligraphy. After selecting the prototype font, we modified
it. We cut the edges of it to make it became hard, then put on the traditional shadow play dress patterns,
and finally the reflection was added, the whole font looked like shadow play performed on the curtain.
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FONT COLORS
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The color scheme of the font is also a
corporate standard color, fully respecting
the traditional colors of the shadow, black,
green and red. Ink, magenta, tin green
traditional pigments, withstand light is
not easy to fade, is the best pigment for
shadow coloring. The shadow colors are
taboo to be evil and mixed, one color is
the main tone of a work, and other colors
are used as accompaniment, Evergreen
Shadow chose dark gray green as the
brand color. No color background
using black and white counter color.

#6d6549

R1I09 c101 872
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FVERCREEN &SHADON,

English Font Design

The English brand name, FVERGREEN SHADOY,

uses the metaphor of the evergreen shadow of a lamp. The English
font style echoes the Chinese font. The font color is chosen to be dark

green, the dominant color in Chinese tradition and shadow play.

05



11T

.
%%53-4F<zﬁt.
SHADOW EVERGREEN

SHADON

O1

BHEMFERA R R
%~m%ﬁ%%%%@?%ﬁ

The handwriting style of culllﬂru hy has
the aesthetic characteristics of shadow play
wide and narrow, simple and complex.
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The serif font echoes the high-end market
positioning of the brand, more advanced
and dynamic than the calligraphic font.
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Combined with the shadow paper cuttin
modeling. The font is straight and curve
reqular and rounded, with rhythmic beauty.
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The final use of projection to show the effect of
combining reality and reality, projection, pattern
and color are echoed with the Chinese font.
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EXRACTED THE SHADOW CHARACTER MODELING
ELEMENTS INTO THE ENGLISH SERIF FONT DESIGN.
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IP DESIGN
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Starlight Kylin

& PROFILE

44 KT L Name: Starlight Kylin £Tji%JL
‘ = Gender: hermaphrodite
P 73): e A4 |dentity: Fire Kylin, Auspicious An-
ey KL, pE Znalb
) ttribute
E@ Dominant: Fire
2k Subordinate:gold, wood, water,
Fn: 4 AR 7K T and earth

HHE: RE K, WEST, #R2h kATH. Features:

Can fly, eject and manipulate fire

AE &, RETRGT, AEBRINAAIH. and heat.

REAR H PR B A% SR KT I f\brlf to mgpiputlafhe sthadow play

P . - ights according to heat.

O, HOREF A 2. . Guardian of the earth, bringing

BHEBLZTB NV, TEFDE TN good luck and fortune.

B3 Has a colorful hair that glows in the
k. sun.

i Personality:

EES BEG WS FHE EXER  Integrity, bravery, optimism, sun-

shine, love adventure.
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Because the unicorn set of dragon
head, antlers, lion eyes, tiger back,
bear waist, snake scales, horse hooves
in one, | refer to the different charac
teristics of these animals included in
the unicorn to make the image of the
lamp lion children, such as borrowed
from the more cute little lion Simba'’s
eyes, the elk’s horns, horse hooves.
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Inspirations Sources of IP Design

A RABSEE ok, BEfD. WRRR. /B
& BERE. MHEK. OFF F—5, B
B T R SN LA M
RS RSIELTRE) LV R,
b 4054 T BT E MM F =R
BORREE, FEREMNAD, OO Fo

B 5% %% WY 72 31 5k I8 T 4
YWz, A LIRAT
163 PR 1P J5i B j B 8 7
T v E A G AR

0 6 52 0 i AR B o
o L S ARAE R B
, BHAZEHHRNM K
T H ] 5 % A2 B B RE
71, R B 5 8
FEF, At AR I 48 A
WEAE A IPTE 5 i AL

IR BT A AMIER,
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Shadow play comes from the
use of light and shadow, so
when we were looking for an
IP prototype, we focused on
the traditional Chinese myth-
ological gods and goddess-
es that can control light and
shadow. Kylin is also called
“Moon God”, which has the
ability to control the sun and
moon and the alternation of
light and darkness between
heaven and earth, and it has
a good meaning as a good
luck, so we finally used Kylin
as the prototype of our IP .

The two images were de-
signed to facilitate the com-

- pletion and compatibility of

the products in the later stage
of implementation. The adult
image is suitable for products
with more stable content, such
as the cover design of science
books; while the Q version of
the image is suitable for prod-
ucts with more lively and cute
content, such as blind box toys.
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Red Orange yellow
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The five colors of Kylin are red, yellow, orange,
blue and green. It is divided into fire, gold,
wood, wafer, and earth.

Startlight is a Fire Kylin, which is the mount of
Shennong, the Emperor of Yan. It can swallow
gold and vomit fire, and its whole body will
release fire. Fire Kylin is very powerful and
can fly in the wind.

B 68375 35 - 1 ¥ BH A

Five-color Fire Kylin
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The pupils are different in size. One side looks cute, the other sideis HIGHLIGHTS
bossy. Reflecting its ability to dispel evil can also protect the living.

02

BN, B2 A W T8 BERG IR B —Ar . BRI EE ek, B4

Referring to Maine cats, the width of the tail left and right is the same
as that ot the body of the face, and the snake scales are covered with
fur for a more intimate feel.

03

SIERE, =41 P, s R A, TR FRFIAF S TB AR, 4%
AMEIESR.
Tail S-shaped, three round tripod balance, shaping the visual focus

of the face, forming the shape of the Tai Chi yin'and Yang symbol, in
line with the image of the divine beast.

SRR B, EARRERKIAEE, LERCR.

Stereoscopic light coloring, rich energy flame color, luminous effect. ] ]
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Q VERSION OF KYLIN’S DESIGN OVERVIEW

The creation of the Q version Kylin added a shadow play lamp act the role to echo
the brand name “EVERGREEN SHADOW?”, and created the action of “Kylin hanging
b lamp” image to show the ability of Kylin to alternate light and shadow, the final Q version
appears in the position of full moon shape echo it as auspicious and the identity of god.

IPEESIf®

FEB A B R BT T 2 AR g, BRI BB, B By
HRABUEAS, SRIGBATI F e i 32Rh Bt ol T A RESSML IS ICRI B8, 0
BAHUR (D) ~ % (3]) ~ HiskE ) - B F) , BT US RIS
JBE 158 1 £ R W 25 A SR A0 B B8 T #25C1A2, #263DAC, #6C3100, #FFFEEF, #D03119
hA B

IP COLORS

Three faces

We got to know that the color of the Kylin appearance by red, yellow, white,
blue, blue five colors in Chinese tradition, then we found 32 colors which are commonly
used in traditional Chinese painting, and choose four beautiful tie-in color, respective-
ly, vermillion (red), apricot yellow (yellow), strange blue (blue), cui tao (green). After
fine-tuning the aesthetic trend of high brightness color in today’s media visual design, five

colors are #25c1a2, #263d4c, #6c3100, #ffffff, #d03119.

=ML

Three views ] 3
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QIANQIU LAMP DESIGN OVERVIEW

T RAT B it BN K T =5 rp B AR5 R B
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TR B e B s M AER, HER BB T &AM M
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BRI RBREG, WAMED R Mg RS
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SRR

3D modeling
Three traditional Chinese cultural elements have been ap-
l_ plied to the design of the Qiangiu lamp: shadow play, Chinese
! palace decorative lamps, and classical Chinese window dec-
I ! Er— oration. The general shape of Qiangiv lamp is a reference to

the palace lamps in the lower left-hand corner, to which the
frame of the window shape was added after a minimalist de-
- sign, with the name of our brand added to the frame. Finally

=

ool ot 14 the figures from the shadow play are attached to the lampshade

and the whole Qiangiv lamp resembles a mini shadow play

RERBELESEALET PR e S e stage, simple but without losing its classical Chinese aesthetic.
20095 JLRAFEEN: 392,000 Traditional Chinese window decorations
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Inspirations Sources

LOEWE perfume lOf\\i “ q «*? g‘- ,,_',

2019 Shanghai Christmas limited time experience Ll A
store Sty s
LOEWEZ /& ?d‘zﬂ = -
2006 EXGEIEMIHARRE Tyl oy LOEWE
i d;':’:‘! 3o ;3

5 \
S ;|

This limited edition LOEWE )i xX 51 |

Christmas packaging of \ N
LOEWE's fragrance in PR IALIE Y K 2
Shanghqlhﬂa l?\ store I'Irs ) R+ 05583
very much in line with the

styl)é of our IP image. MIPTELR B AFE -
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WHY CHOOSE LOEWE?

Completely in line with the
brand concept of Evergreen
Shadow.

AT AR TR B S

LOEWE
conscientiously
inherits
traditional
Chinese arts
including
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1ST PRODUCT SELECTION -
LOEWE PERFUME

001 Morning After Fragrance
Collection

A Gender-neutral fragrance

Inspired by the feeling of spend-
ing the morning together sweet-
ly after the first intimate contact
between a man and a woman.

The top notes are crisp citrus
and cardamom notes. The mid-
dle note is a combination of
sandalwood, cypress and yel-
low sunflower. The tail notes
are violet, musk and patchouli.
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The main color is a pleasant mood, a sense of seniority, lively, high-energy
orange.

02
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The romance of the morning afterwards, combined with the glowing dazzle and
warmth of Starlight, | associate with the sunset, shaping the sense of atmosphere
of the sunset by the sea. Centering the IP in the composition.

03

RFIR <2 1 B R SO AE IR L A B = A 450, Rl e Do i
B B HER AT B LR B vh ]

TRERAROC T IRILB R, AT o B Tk P e 2 JK

) ey KT B LS5 L S O DN T AR R, RAT R B — ek

The special golden shadow play pattern forms a stable triangular structure at
the bottom, shifting the visual center to the middle of the eyes of Starlight. The
aurora borealis at the top echoes the hair of Starlight, with the magical feeling
of a divine beast manifesting itself.

The side of Starllight echoes the side of the package, with the consistency of the
package.

04

IR AT LI — P Y RBAE H BB RN, £HHULEE,
LS G N I T 1 B2 R SORE R L0 R
Conveying the visual shock of the Starlight, a sacred spirit animal, emitting

golden light all over its body at sunrise early in the morning, standing in the
shadow pattern sprinkled with golden glittering sea. ] 8
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To enrich the product line, we have
also selected scented candles and
scented tablets as part of the line.

- g 0 = | 5 T
T ERER M

2nd Product selection
LOEWE Scented candle
R O A

gﬁﬁu.l.éﬁmgm LOEWE's scented candle packagings

B EBE T A R
LOEWE's poster of tomato leaves AT FE A SR A7 i i 2 B R e i

TOMATO LEAVES AT (NG o Fore Bk R
L

SCENTED CANDLE AELRIPEE 7 A B Hr
TEAMAE | RS AT BRSO, it
A TRE ST PR 07 ORI B BT 22,
IV BB A5 TPIEZE, (057 i B
F. e R R B O, el
(B T R I I, SR AP &
RS L3 .

The second product we chose was the Tomato Leaf Scented Candle (Small) by
LOEWE. | chose this as a prototype because its raw material colour was more
in tune with our IP colour choice and would allow the IP to be better integrated.

There are three elements in total on the outer packaging: the spice pattern element, which allows

people to make scent associations through the images; the shadow element, which deepens

sFLe
éﬁ!ﬁﬂﬂ%lzl-l- our stylistic positioning; and the IP element, which makes the product more recognisable. The
tomato poster on the left is the official Loewe poster, we kept the tomato leaf motif in it and
PACKAGING DESIGN OF SCENTED CANDLE then hollowed out the motif and the IP image for easy integration into the packaging colours.
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SPIRITED AWAY

Scented Candle

PEE 5 TE5TI 0 B0 0 i 2%
The co-branded merchandise of LOEWE and Chihiro

H—hRER
1ST DRAFT

FEMRE S — A R T U bR M EE Y
Bt RIEHRET P B SGHE 450
AR i -5 T 5 B A4 5 7 S 0
Tt o T AL 3k 1B 44 e ke ) T
o TATPHIPTERN T . R
T Ji G2 A 3BT R BLIZA B
IR, HARZBURIPRE
ABANTREIE R R PUEHEL, PP
eGP LT 1 — DRk

VLB R 5 R A i AR
B, POk T H PR a4 s
Wy K EAE B, EBaE
A B A - AR e K 7 it
I A IPJE REEET A
BARHIt . W, SMPREE B HIP
Wk T Tk, FHBHT
THEBERRITHRETLR.

fH = A8 Ja &8 1 B ) op 25 & 2
Xk A Y B R R EE R
W B SE B A AR AE B
ERTEARE, TRENES
— i B 2 it BB Y B

On the left is the first design for the outside of
a candle cup. The inspiration came from the
co-branded scented candle between Loewe
and the famous animated work Chihiro. So |
copied the form of this joint candle and put our
IP image on it first. However, in the subsequent
packaging design it became clear that the
colour was too bright and unmodified for the
IP to match the premium feel we were going
for, so a further choice of colours was made.

Using the official tomato leaf poster from Loewe
as a base, | selected the red colour and added
grey to it to give it a more shadow puppet
style. The tomato leaf motif and IP image
were then hollowed out for easy integration
into the packaging colours. The IP was also
hollowed out on the outer wall of the cup, and
the current trend of hot stamping was used.

However, in the subsequent printing process,
we considered that the contrast of the
colours on this packaging was not high,
resulting in the graphics on the packaging
not being visible on the finished product, so
we modified the colours from the first version.
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THE FINAL OUTPUT

it R 2R ]

Final mock up

B 2B T ISR LG, BRI T I SERR A Z ] R B BE. A
AR SRAH T, B oA
The final product was modified to a bright red to increase the

contrast between the pattern and the base colour. The final version of

the plan is shown on the right and the model is shown above.
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3rd Product selection - LOEWE scented wax tablet

HmEeERIEH
LUSCIOUS PEA SCENTED WAX TABLET

BB TT 8 GAET SR B HiE R
LOEWE's poster of Luscious Pea Poster after edited

B A I 1
Hummingbird in shadow play style

DR A
The wax tablet packagings of LOEWE

A

Final output

FATTE LRI =7 bR AN B T
A SAETY SR o FOE XS IRR &%
DL ) Pk b TR R, TR
TP EATTEEA FR 5 B B LB RO Tk
BT CIRRgEEA.

BB T I an iR, FORTHRICE 1
— VBT B G i s 2 i A g AR
FFEM; BRILZIMBIRIN T 3 B 0 R i Bk
GLESCES

The third product we chose to pro-
totype was the Luscious Pea scented wax
tablet by Loewe. | chose this one because
| noticed that the previous two designs
lacked cool tones, so to balance the visu-
al effect of the colours in our collection |
chose a cool pea flower.

| found the poster for the original
product and recreated a copy of the pea
flower pattern in colours and textures re-
sembling traditional Chinese paintings;
in addition to this | added an openwork
bird pattern with shadow play elements.
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The second draft

The first draft

S R

The second draft mock up
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In order to produce a
more original design, we
have replaced the original
pea flower with the magnolia
flower, which is the same name
as the character Hua Mulan
in the classical Chinese story,
to better fit the ip setting - the
androgynous kylin; and we
have changed the colours again
to take into account the same
printing issues as the packaging
colours of the scented candles.

Magnalia _
scented tablet

AR=AE

Magnolia flower

i A 2R ]

Final mock up

BRI EQIRE R EU R &6, A AR
ARZAEF T B 5 (R P e R B xR T R A FATT Y LP
TEFRo

The main colors of the packaging design are
blue and purple, and the whole color palette visual-
izes the fragrance of Mulan; at the same time, the
shadow puppet elements and our IP elements are
emphasized again.

REShRT
THE FINAL OUTPUT
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HOME PAGE - DESIGN STRATEGIES

01 Yk SZiR3R

W5 | P B B R e, AR
KTEUE T, T EAAAEAL

AT IS REAL HARRIHE K B AT,
8 1 ah A ELA%R 3 7 ah A B oA
S e P RIRCR, (R E AR
A, Bk S5 B K H R

02 muhf Rk

| 35 {6 qmhg %
BB, U PR R T AR AT,
AL

| GhSRTE—EX
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03 mh# i 5i
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01 Business Requirements

Attract users’ page dwell rate and
click rate, let users come and stay,
improve retention and conversion

To accelerate commercialization

oals and growth targets, we need
o pass on brand value, optimize
product experience, improve user
efficiency, retention and conversion
rate to help the business achieve its
growth goals.

02 Brand Perception

| Strengthen brand percep-
tion

Home page design, let users know
us more deeply, enhance the sense
of trust.

| Consistent brand tone

Based on the original brand tone,
integrate  new elements. Shad-
ow play IP co-branding design,
the overall brand tone consistent,
strengthen the user’s brand mind.

03 Brand Vision Hammer

Using the LOEWE brand logo mark
as a super symbol to maintain the
unity of the brand image.

Let consumers quickly identify the
brand and provide better results
for the brand’s advertising commu-
nication.
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01 Enhance the good design features such as intuitive products, large-print design.

02 Weaken the bad features, too large click to buy icons guide too strong will cause
users to resent.

03 Create new features, integrate the ip and background with the product design.

04 Remove redundant features, such as overly complicated non-essential information.
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- ’ - The problem with the first few
t 3 I drofts was that the product
ERas ol was missing. And although the
overall color palette could blend
with the ip, the darker color
perception was not attractive
enough, so | continued design.
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Comments 218

[% Rapost & Comment 5 Lues

In these drafts | added perfume to amplify and emphasize it to achieve a promotional effect,
making the background and packaging design more unified, continuing the brand tone, increasing
the saturation of sunrise and rainbow, and superimposing a background of suspension on clouds.
The saturation of yellow and color and the symbol of clouds convey a romantic, pleasant, ethereal
and sacred atmosphere.
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Optimization
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Composition
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Visually | changed the original dark tones of the ip to lighter
and more saturated, enhanced the background rainbow auro-
ra saturation, and funneled the fire clouds dlearly to convey a
more and harmonious and pleasant atmosphere.

User experience-wise, | moved the logo from above fo the cen-
ter in order to make the logo repeatable and intimate with the
product logo below.

| moved the ip up to guide the visual sequence, first seeing
the lamp Liner at the top left, then moving the line of sight
down to identify loewe, and then to the bottom left to see
the perfume bottle to create curiosity and desire to buy. Then
slightly to the right, click into the details page.

The order of elements is designed to fully comply with the
visual order of the human eye, in order to reduce the visual
pressure of the audience and increase a good user experience.
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Interaction design - Click to jump page desugn
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| designed the -Learn More and Shop Now dlick-to-
jump links. Noting that there is not enough product
information on the home page, the user journey
sequence should first attract users, click to under-
stand the product, and then let them choose whether
to buy it, rather than directly forcing them to write
click to buy, so the overly conspicuous white rectan-
gle with rounded corners click to buy was discarded,
and the final choice to learn more click fo connect,
keeping only the most useful information with sim-
plicity. And the font is chosen to be larger to ac-
commodate exireme users with poor eyesight and
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Final mock up
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ORDERPAGE DESIGN

TARGET USER GROUP
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Our orderpage was designed to serve the
user, so before designing it we first defined our tar-
get audience. From the characteristics of our prod-
uct and brand we concluded that our target users
are: middle and high income shoppers who are
looking for quality of life, efficiency in life and have
a certain need for visual aesthetics.
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1ST DRAFT
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The visual system for the whole page is made up of the
five colours given above, divided into two contrasting
groups in order to improve the recognition of the dif-
ferent function keys. For the font we have chosen Arial,
the following are the four different forms of this type-
face, the regular form of which is used in our design.
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The background image was designed with the
brand’s original intention of promoting ‘natural

B

The first mock up and artisanal elements’, combining the spices and

plants from the brand’s product posters, then add-
ing the shadow play elements of hummingbirds and

butterflies, as well as adding more contemporary

‘ y .VL.‘A;""J .
\I Assembly E colours to match the overall colours of the image.

e 4 «?;-}C
Scented
candles

Perfume
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Products select buttoms Search buttoms



% R 2 B ORI T BB 1R 75 S A B A LRI Considering the need for a clear visual link
F, TNV EE ST 7o —, 70k between the home page and the order page,
il BRRARE 7 EORTCR AN we unified the background of the two in-
terfaces and on top of that adjusted the co-
lour and position of the original elements.
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The symbol system and the design of the keys
are divided into two categories: product infor-
mation keys and user information keys, which
differ greatly in design and appearance due
to their different functions. The product infor-
mation keys are round and are divided into
three categories: perfumes, scented candles
and scented product combinations. In order
for users to pinpoint the products they need,
we have combined the images of the most
well-known products in the range with the keys
and labelled them with the product category.

The user information request button is a long rectangle, divided into four categories: shop-
ping cart, personal information, customer service and subscriptions to the new product
range. At the same time, the previously used shadow pattern is printed on the bottom, echo-
ing the shadow play elements in the background image, reflecting the original intention of
the brand and emphasising the core of our design for a contemporary shadow product.
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Final mock up
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