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Research on the shaping and communication of White Rabbit brand culture

Zhang Jiali
School of Arts, Heilongjiang University, Heilongjiang, Harbin , China

Abstract: With the progress of The Times and the emergence of new things, more and more young brands emerge at the
historic moment, resulting in some time-honored brands are facing a lot of challenges, but some of the development of
time-honored brands can endure. As a traditional Chinese folk brand, The White Rabbit conveys the childhood memories
of countless Chinese people. This paper will introduce the background of The White Rabbit brand, and then discuss the
ways of shaping its brand culture and communication strategies respectively, so as to conduct in-depth study and analysis
of its development process.
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