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In the competitive design industry, crafting a designer's personal brand IP has become crucial. It goes beyond a mere logo or name, encompassing the designer's traits, works, philosophy, and values. This synthesis aids in standing out in the market and cultivating trust and loyalty among consumers.

Historically, intellectual property (IP) was primarily employed in products and services to convey a friendly image, often using cartoonish characters as marketing tools. With economic development, IP imagery has expanded into various consumer realms, evolving into a culture embraced by consumers of all ages.

The recent surge in designer personal brand IPs reflects shifts in the design industry and market demands. Designers now play the role of integrated creative entrepreneurs, requiring not only exceptional design skills but also a distinct brand image to differentiate from competitors. Social media's popularity and Internet development have broadened channels for showcasing personal brand IPs, offering more opportunities for interaction with consumers.

This study delves into designer personal IP image design, discussing its importance and strategies. It seeks to guide designers through a variety of research methods, including a literature review and case studies of two designers and their IPs. In today's society, the growing consumer demand for design experiences, coupled with personalization and innovation, underscores the impact of a designer's personal brand IP on individual careers and the overall design industry. The study aims to provide insights into crafting personal brand IPs and explore potential development directions in the evolving design landscape.

1. Introduction

In today's highly competitive design industry, the establishment and shaping of a designer's personal brand IP has become increasingly important. Designer personal brand IP is not just a logo or a name, but a synthesis of the designer's personal traits, design works, philosophy and values. It can help designers stand out in the market and win consumers' trust and loyalty.

In the past, IP was mainly used in products and branded services to provide a friendly and positive image, and IP characters were often used as a brand marketing tool. IP characters are usually cartoonish and cute, and they were often regarded as children's favourite things, but with the development of the economy, IP images have been gradually extended to various consumer areas, and now they have become a kind of all-ages acceptable, and consumer-related product culture. Consumption-related product culture.

The gradual rise of designer personal brand IPs in recent years stems from changes in the contemporary design industry and changing market demands. The traditional role of designers has gradually evolved into that of integrated creative entrepreneurs, where designers not only need to possess excellent design skills, but also need to have a unique brand image and influence to differentiate themselves from their competitors. With the popularity of social media and the development of the Internet, the channels for publicising and promoting designers' personal brand IPs have also expanded, providing designers with more opportunities to showcase themselves and interact with consumers.

This paper introduces and analyses designers' personal IP image design, discusses its importance and strategies, and aims to provide designers with reference and guidance. This study will use a variety of research methods and data sources to obtain comprehensive findings. Firstly, a literature review will be conducted to collect relevant research and practical experience to understand the current historical development and latest research results about IP image design for designers' personal brands. Secondly, two designers and their IP designs are analysed in depth by means of case studies.

In contemporary society, there is a growing consumer demand for design experiences combined with personalisation and innovation. Therefore, the successful establishment of a designer's personal brand IP image is not only related to the career development of individual designers, but also has a direct impact on the development trend of the entire design industry. Through this study, we hope to provide designers with insights into the design of their personal brand IP image and explore its potential development direction in the future design field.

2. Background

2.1 History and Definition of IP for Designer Personal Brands

The concept of personal branding can be traced back as far as the Craftsman era, when product creation was often done by hand and individual artisans attracted customers through their unique skills and styles, which gave each product a unique character. Individual artisans injected personality into their products through their handcrafted artistry and creativity, thus establishing a unique personal brand in the marketplace. Customers choose a specific artisan because they trust that artisan to deliver a unique and high quality product.

With the advent of industrialisation, mass production and marketisation, design began to be separated from the manufacturing process and companies and brands began to dominate the market. Designers often became employees of the company during this period, and their personal brand became integrated with the company's brand. The unique identity of the individual craftsman faded. At the same time, production in the industrialised era became more standardised and products were economically viable through mass production. This led to similarities in the appearance and functionality of some products, and the unique artisanal character of the individual craftsman was gradually replaced by standardisation and scale.

With the advent of modern design, the personal brand of the designer is coming into its own. Designers were no longer just executors, but more a source of creative ideas. During this period, some designers with unique design styles gradually began to build their personal brands through their own work and style. Designers had more opportunities to work independently and establish their own studios or individual brands. This allows designers to express their design ideas more flexibly and break the constraints of traditional employment relationships. And a designer's personal brand doesn't just focus on the design work, but also emphasises the ideas and values behind the design. Many designers use their brands to communicate concerns about sustainability, social responsibility and innovation, which becomes part of shaping the designer's image.

The popularity of the internet and the widespread use of digital tools in recent years have given designers more platforms to showcase their personal work and brand image. Personal websites, social media and online portfolios have become important tools for designers to showcase their personal brands. Through platforms such as Instagram and Behance, designers are actively showcasing their design achievements, sharing design ideas, and connecting with a global audience. At the same time, designers' personal branding is no longer limited to traditional brochures and websites, but also includes videos, short films, speeches and other forms. Designers showcase their design process, creative ideas, and design-related activities through different forms of media, enhancing the diversity of their brands.

Today, the concept of designer's personal brand IP is gradually clear and perfected, which refers to the designer's personal core, through the establishment of a unique image and style, to establish an emotional connection and identity with consumers. It is the process of designers integrating and shaping their own personal image and creative works, aiming to establish emotional connection and resonance with the target audience. The concept of a designer's personal brand IP encompasses the designer's personal attributes, style, creativity and innovation, as well as their influence and reputation in the field of design. ip image design is not only concerned with the visual appearance of a personal brand, but also includes strategies to establish and maintain a designer's unique identity in the digital age. This design category has become particularly critical in today's internet and social media environment.

2.2 Importance and Advantages of Designers' Personal Brand IPs

In today's highly competitive design industry, the establishment of a designer's personal brand IP is not just a trend, but a key initiative with strategic importance and unique advantages. Here are a few of those importance and advantages:

Designer personal brand IP helps to establish a unique image and reputation in the marketplace. In the highly homogenised and competitive design field, personal branding can be a platform for designers to highlight their personality, style and unique creativity. By showcasing their design concepts, work processes and unique creative styles on social media and other channels, designers are able to establish unique perceptions among potential clients and within the industry, and differentiate themselves from other designers, thereby increasing their competitiveness in the market.

The creation of a designer's personal brand IP helps to earn consumer trust and loyalty. By transparently and authentically displaying a designer's personal attributes and creative process, designers are able to establish an emotional connection with their audience. This connection not only increases consumers' trust in the designer, but also makes them more willing to support and purchase the designer's work. Consumers often identify more strongly with designers who have a clear brand image and values, which further increases the recognition and market value of the design work.

The construction of a designer's personal brand IP can also create more business and collaboration opportunities for the designer. By building a strong personal brand, designers can attract more partners, including brands, companies and organisations. This not only provides a wider platform for designers to showcase and promote their work, but also brings more possibilities for business collaboration, which in turn enhances their influence and status in the design industry.

2.3 Trends and influence of designers' personal brand IPs

With the boom in social media and the popularity of the internet, designer personal brand IPs are experiencing compelling trends that are having a profound impact on the industry and culture.

The widespread use of social media platforms has enabled designers to be more intuitive and transparent in showcasing their work and unique style when building their personal brands. By uploading their designs, sharing their process and interacting with their fans, designers not only present their creations to the public, but also establish a closer connection with consumers. This direct interaction mechanism creates more opportunities for designers to help shape their brand image, while also increasing audience engagement.

The influence of designers' personal brand IP has gone beyond the traditional design field. Their voices and opinions are not just limited to the industry, but are gradually permeating all aspects of society and culture. Designers are able to communicate their values through social media, becoming not only design leaders but also social commentators. Their creations and statements are beginning to guide the public's perception of fashion, aesthetics and culture, creating a wider impact.

The development of designer personal brand IPs has also made significant progress in focusing on sustainability and social responsibility. More and more designers are actively promoting values of environmental protection and social good, incorporating these concepts into their creations and brand operations. This trend of focusing on sustainability not only raises the social profile of the design industry, but also makes designer brands more desirable, as modern consumers are more conscious of corporate social responsibility.

2.4 Basic principles of IP image design for designers' personal brands

(1) Understanding the target audience and market position

Every country has its own culture and emotions, so popular IP characters will be different. But when we browse through these characters, we find that the good ones are popular all over the world. When designers are working on their personal brand IP characters, they first need to have an in-depth understanding of their target audience. This includes information about their age, gender, geography, interests, and spending habits. Through the study of market positioning, designers can determine their own positioning and competitive advantages in the market, and then determine the positioning and style of their brand image.

(2) Identify core brand values and personality traits

The image design of a designer's personal brand IP requires a clear definition of the brand's core values and personality traits. Designers should think about their unique values and concepts in the design field and incorporate them into their brand image. For example, designers can emphasise their innovative ability, keen observation or unique aesthetic vision. At the same time, the image design of a designer's personal brand IP needs to establish a brand image with storytelling and a corresponding communication strategy. The brand story can be presented through the designer's background, creative inspiration, philosophy and experience to attract consumers' interest and resonance.

(3) Establishment of a consistent and differentiated brand image

The image design of a designer's personal brand IP needs to establish consistency and differentiation. Consistency refers to maintaining a uniform style and image in various brand elements, including logo, colour, font, typography, etc. Differentiation, on the other hand, is to highlight the uniqueness of a personal brand in a competitive market through unique design styles and innovative expressions.

(4) Developing effective communication and promotion strategies

The image of a designer's personal brand IP needs to be communicated, so it is important to develop a corresponding communication strategy. This includes publicising and promoting the personal brand IP image on social media, exhibition events, industry media and other platforms, and communicating and interacting effectively with the target audience.

3. artists and their works

3.1 Corbusier brand ip 

Corbusier was one of the most influential architects of the 20th century, as well as a painter, sculptor, urban planner and designer. He has successfully created his personal brand IP through his unique design concepts and works.
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 Figure 1: Corbusier kept himself exquisitely dressed most of the time.

The most intuitive aspect of personal IP design is the visual creation of a personal image. Corbusier once depicted himself in caricature as a blackbird with glossy plumage, his feet gripping a branch, his eyes slanting downwards, sizing up the terrain around him, intending to swoop down and take a free glide. This is because his name is pronounced like lecorbeau, the shrewd hunter and scavenger of Celtic lore. He also made a point of maintaining a refined and elegant appearance, and one of the daily after-dinner conversations among the restaurateurs by Corbusier's office was what Corbu was wearing today. And as long as we see photos of Corbusier, none of them are exquisite dress. Appearance is always the first impression of others know you, can not be ignored.
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Figure 2: Corbusier's drawing of a raven.

A designer's unique design thinking is an important part of one's IP. Corbusier's design thinking is extremely unique, and his philosophical cornerstones became the source of inspiration for his design career. He advocated modern and mechanical architecture, emphasising the close integration of form and function. His "white box" concept, i.e. the pursuit of simplicity, functionalism and geometric design, became the core element of his brand. The innovative and forward-looking nature of this concept made him unique in the field of architecture and laid a solid foundation for his personal brand. Corbusier was more than just an architect; he also achieved notable success in a variety of fields, including painting, sculpture, and urban planning. This multifaceted talent adds a unique dimension to his personal brand. His paintings and sculptures demonstrate an aesthetic viewpoint that is unified with architecture, building a diverse and comprehensive personal brand IP.

The designer's work is a more direct reflection of his unique IP competitiveness. Corbusier's architectural works have become the symbol of his personal brand, including such iconic buildings as the Chapel of the Gallery of Fragrance, the Villa Savoy, and the Marseille Apartments. Through his unique design language and avant-garde treatment of space, these works have established his authoritative position in the field of architecture and provided a solid practical foundation for personal branding.
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Figure 3:The Villa Savoye by Corbusier from 1928 to 1930.

[image: ]
Figure 4:The Pilgrimage Chapel of Notre Dame du Haut at Ron-champ by Corbusier from 1950 to 1953.

The dissemination of personal ideas is particularly important in the process of IP creation. Corbusier is an important author whose books and writings have had a profound impact on architecture and design theory. Writings such as Towards a New Architecture, Decorative Arts Today, and Cities of Light have become classic documents of architecture, reflecting his deep insights into design thought and theory. These works gave his personal brand a theoretical foundation and academic prestige. Corbusier was also an outstanding educator, serving as a faculty member at the School of Architecture to pass on his design philosophy to a new generation of architects. By training his students, he not only passed on his design philosophy to a wider audience, but also strengthened the durability of his personal brand. His academic legacy has become an important part of his personal brand.

[image: ]
Figure 5:Marseille Apartments by Corbusier from 1950 to 1953.

Corbusier has gained international renown through his unique design philosophy, multidisciplinary and diverse talents, iconic architectural works, books and writings, educational contributions and international influence, among many other aspects of excellence. His design philosophy and work have had a profound impact on the international architectural community, allowing his personal brand to transcend geographical boundaries. His international reach further strengthens the uniqueness and global recognition of his personal brand IP. He has succeeded in creating a personal brand IP with far-reaching impact, and his design concepts and works have become classics in the field of architecture and design, providing inspiration for subsequent designers.

3.2. The case of brand IP of the Morale Group

Shiqi Group is a design group in China, with design and creativity as its core. It contains several sub-brands such as Shiqi University, Shiqi TOYS, Shiqi Business Services, Shiqi Co-Creation, etc. It has a complete solution for the whole process of attracting talents, cultivating talents, producing contents, and outputting contents, and it also provides more creative enterprises with talent cultivation, content consulting, value sorting, and designing and producing services.
[image: ]
Figure 6:Shiqi group website.

The founder of Shiqi Group is Brighttian, who has been engaged in game creativity, 3D design and design management for many years. He has worked in the game-related departments of Tencent and NetEase, serving as an art and design specialist with corresponding management positions. Currently, as an independent artist, he is engaged in digital art creation and the daily management of the morale business as well as course development. There are three other co-founders of the Shiqi Group, namely, Joker, PICK WU and Blacklin, all of whom are well-known designers in the field of 3D design.
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Figure 7:Shiqi teaching team.

Designer Blacklin, one of the lecturers of the Shiqi University programme, created a set of IP images for four lecturers of the Shiqi Group. The theme is Digital Engineering Supervisory Council, the worldview background setting is that the council organisation is formed by the four instructors of Shiqi University, the main purpose is also to audit the Shiqi supernumeraries whether they have the criteria for joining the group, and at the same time, have the highest picket ability, all the institutions belonging to the Shiqi University are lower than the Supervisory Council. The styling of the four characters is unified into a cartoonish five-headed body proportion, compared to two-headed and three-headed body, five-headed body is more reflective of the details of the characters, and in the styling of the characters will also be more mature. After that, the modelling is differentiated according to the character's personality traits and interests. For example, Blacklin's right arm is a mechanical arm, and he also has a grey coat draped over his back, showing the style of a king. PICK WU's look is more like an illusionist, with the entire character's posture suspended in the air and a cross suspended in his hand. Joker is a character holding a playing card image, and Brighttian is a monk holding a banana fan. In terms of colour scheme, all four figures uniformly use less saturated browns, blues and greys to reflect a calm and steady temperament. This work has brought a great number of views for the Shiqi Group, while the exquisite level of modelling and rendering also reflects the professionalism of the four teachers.
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Figure 8:Shiqi tcourses.

Shiqi University, a member of the Shiqi Group, is a group that specialises in teaching 3D courses. At the end of the course, students will be asked to produce a personal IP image design, which will help them to establish a personal brand and create a unique brand image that fits with the target audience. Through innovative design thinking and a keen grasp of market trends, Shiqi University provides competitive and impactful brand identity design solutions for emerging designers. These success stories demonstrate the flexibility and creativity of The Chevalier Group's approach to personal brand IP image design, as well as its support and drive for emerging designers.
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Figure 9:Ho_oK’s ip image design vision 1.0.
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Figure 10:Ho_oK’s ip image design vision 2.0.

Designer Ho_oK is a former student of Shiqi University and currently holds a position as a visual designer at ByteDance, a leading internet company in China. He has his own ip image, which is the image of a cartoon character with a pink dirty braid hairstyle, wearing a green and pink colour combination of clothing, and loves rapping. He upgraded his original ip image after studying at Shiqi University. Based on the basic logic of continuity plus innovation, he thought and optimised the following points: in terms of styling, he reset the head-to-body ratio of the previous version of the IP to make it more adult and trendy. The hairstyle of the generation was continued, retaining the most important visual features. In terms of the colour scheme, we have optimised the colour scheme of the first generation, making the overall colour scheme lighter and more harmonious. Lastly, the costumes were made more hip-hop, with many trendy elements added to better match the character's hobbies and personality. After the release of the new IP image, he was recommended on the front page of China's largest design platform, ZCOOL, which increased his popularity in the professional design circle and brought him a large number of fans and customer base, and the Shiqi Group sent him an invitation to be a course instructor at Shiqi University.

The success stories of the Shiqi Group reflect their expertise and experience in the field of IP image design for designers' personal brands. Through their in-depth understanding of the needs of designers and target audiences, they provide innovative and personalised brand image design solutions to help designers develop a unique and influential personal brand image, which in turn creates a competitive advantage in the market and achieves commercial success.



4. conclusion

In this thesis, we delve into various aspects of designer personal brand IP image design. Firstly, we introduce the concept and definition of designer personal brand IP, emphasising its importance and unique advantages in the field of contemporary design. Designer personal brand IP is not only a focused display of individual talent and creativity, but also a key factor in standing out in a competitive market.

We then discuss in detail the basic principles of IP identity design for a designer's personal brand. This includes understanding the target audience and market positioning, and finding the best position for personal brand positioning through deep insights into consumer needs and trends. Identifying core brand values and personality traits is the basis for establishing brand uniqueness, while building a consistent and differentiated brand image is key to ensuring that the brand continues to appeal to the target audience.

Among the key elements of brand identity design, we look at brand name and logo design, visual style and identity systems, colour and font choices, and graphic and typographic styles. These elements intertwine to build a powerful brand identity that reaches out on a visual and perceptual level.

In order to better understand the practical use of IP image design for a designer's personal brand, we have conducted a case study. By deeply analysing the two brand IP design cases of Corbusier and the Morale Group, we can analyse the factors and strategies that led to their success. Corbusier has successfully created an international personal brand through his unique design concepts and multi-disciplinary talents. The Morale Group, on the other hand, has become a leader in the field of contemporary design through its elaborate design on the visual level and its success in training and education.

In a nutshell, designing a designer's personal brand IP image is a challenging but highly promising task. Through in-depth research and practice, designers can break the traditional constraints and build a unique and influential brand image. Future development will continue to pursue innovation to adapt to the constant changes in the market and create a broader development space for designers. Continuous exploration and practice in this field will be one of the keys to designers' success in contemporary design.
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