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ABSTRACT

ABSTRACT

Recent years more and more people have been attracted and surrounded by
cartoon. To meet the demand of market, cartoon industry has got more and more
attention and exploration. At the same time, cartoon shows its unique charm in
the business profession. Some well-known cartoon brands have penetrated into
our daily life and grasped the hearts of consumers with various-style products.

On the other hand, according to the entrepreneurs, advertising and marketing
professionals, cartoon’s unique value of marketing communication has become a
fashion. There are many brands in different industries to successfully use the
cartoon character as a marketing sword, communicate with consumers, and
stimulate consumption. Nevertheless in Mainland China, such taste and research
is still poor. Under this background, the dissertation does exploring research on
cartoon character in brand communication.

Beginning with communication and consumption of brand symbol, this
dissertation defines cartoon and cartoon character, as well as exploring and
concluding the value and significance of cartoon and cartoon character in brand
communication. Then it tries to summarize the characteristics, advantage and
disadvantage of cartoon character, from the angle of communication of its image
sign and the comparison with the real character.

Considering the pragmatic meaning, the dissertation analyzes the marketing
strategies. This article starts strategic research on the following parts. how brand
pbuild and choose its cartoon character, how brand communicates with consumers
psychologically, how brand interact with consumers in the marketing activities.
Two successful cases are used in the concrete discussion of the marketing
strategy. For readers easy understanding, both of the two cases discussed are
experienced by Chinese consumers, and even deeply affects them.

Key Words: Brand; Communication; Cartoon Character
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