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Brand Insight Is Our Exclusive In-Depth Brand Analysis Column
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I'he rise of Laopu Gold is not an accident, but a perfect combination of cultural confidence, business acumen and the dividends of The Times. It tells us that in this era of pursuing efficiency, slowness is also a strategy. In this era of assembly line production, handcrafting is also a luxury. In this
internationalized era, national character is truly global. The success of Laopu Gold does not lie in selling more gold, but in enabling the world to rediscover the value of Eastern aesthetics.
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Laopu Gold was founded in 2009 and is a leading brand in the field of traditional
Chinese handcrafted goldware. It focuses on creating high-end gold jewelry with
the ancient imperial goldsmithing techniques. Its core products cover three major
series: ancient-style gold jewelry, pure gold diamond-set jewelry and goldware.
With the concept of "classic, ultimate and timeless", it combines national intangible
cultural heritage techniques such as filigree and chiseling with modern design, and
pioneers the pure gold diamond-set technology, subverting the traditional K gold
base material standards. As the drafting unit of the group standards for "Ancient
Method Gold Jewelry" and "Ancient Method Gold Diamond Inlaid Jewelry",
Laopu Gold defines the industry benchmark with strict craftsmanship.
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Xu Gaoming (born in Yueyang, Hunan Province in 1964) has
a career that can be described as legendary. From a clerk at the
Yueyang Municipal Bureau of Animal Husbandry and Aquatic
Products (1984-1993) to venturing into business, he completed
his transformation from a member of the public sector to
a business leader. In 1995, Hongqiao Tourism Investment
Company was founded. In 2004, Golden Treasure (gold and
jewelry business) was established. Finally, in 2009, the first old
store gold specialty store was opened in Wangfujing, Beijing.
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Build Intangible Cultural Heritage With Full Cultural Value And International Competitiveness
It Is The World's Number One Gold Brand
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Inheriting The Classic Craftsmanship Of Intangible
Cultural Heritage, Integrating The Aesthetic
Of Classic Fashion, And Adhering To The Original Design Of Products

Brand Insight Is Our X
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The Old Store Gold Has Largely Shaken Off The Relationship With

The International Gold Price
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The essence of this strategic transformation is to
redefine gold from a "price-transparent commodity" to a
"value-opaque cultural asset". When the brand premium
is sufficient to cover the fluctuations in material costs, the
international gold price is no longer a pricing benchmark
but a reference dimension in the brand value coordinate
system. As Xu Gaoming said, "A true luxury brand does
not sell metal, but rather the cultural glory that consumers
can feel." This value reconstruction is rewriting the
competitive rules of the gold and jewelry industry.
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The LOGO of Laopu Gold visualizes the brand's genes of "ancient methods,
craftsmanship, and Chinese style" through the visual logic of "golden color
- classical shape - elegant characters". The golden color anchors the
category, the graphic strengthens the culture, and the text conveys the
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identity. The three elements work together to shape the high-end brand
image of "inheritor of traditional craftsmanship", allowing consumers
to directly perceive the brand's commitment to ancient techniques
and interpretation of Chinese aesthetics through visual contact.

Note: This manual is from the brand solution libraryExclusive
production of the Kanjian brand under its umbrella, exclusive to
members, strictly prohibited from being leaked

*REMIEIE | 5288/ F ()
TR CIENT - AT

Soo design ZRMLEEE - MEARKITE]
Member's Private Section - Brand Architect Development Program









mhEsAE / (SR

ﬁ?agf—&éitb * ﬁﬂﬂ LOGO VHSELS: BLREEE

Y \ . — N\ "/ = U —h— 2B LOGO = “El:ﬁﬁ“ﬁ%?ﬂi?&” ﬁ%, 2L FE
ﬁﬂ‘ $§éﬁ . 7|( /—_|_\]//|:\I % ﬁf E/‘] i% R'HS%/X RNEE PHREE, itmBEZOFFSMN TRl %
KA "MIERMNMREEES", EEE. ThE. PR

PREBE, IR "BAEA BCICH=.

/

VHFEZ: BuPES

XA PRXIREES, EZPNZAER. FXAY
BHER & "REeE GELEEEX BS Y
BIZT RMEMSXRURE, MM hEX
EMBERAMITHE,

VRREE: #RESREY

AETRES MAE (IR ERESCER) , B

NEEVRRRIEESE, XUFMEFESEL K
PR, Rasheds "WREE KEk BE
BT R SRS R .

Note: This manual is fro
production of the Kanjia
members, strictly prohi

e brand solution libraryExclusive
and under its umbrella, exclusive to
from being leaked



= i

| |I:_I :




EHERETUEEZEANE
B, BRI, Z&.
MHEEBETEES
BEERERE XEFS
S RELECHERER
SEERSSHREERD
mEMIER,

&% | [ &

HEX: #fffff0
RGB: 255,255,240
CMYK: 0,0, 0,6

HEX: #1alala
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HEX: #ad1c23
RGB: 171,29,34
CMYK: 35,100, 100,5




IR R St

MBS MIRFHF, BEmRmRx

RENFERETIORRSERE, CEE
. RBRHNEESRE,

1 efn. BERa LRI ARRMIE 218,
SR, SR ERRE,

—F& WIS, BBEI MR thae il
sk, NUARRZE IR A B, MY
B LIET SmEkESRE BNERE,




IR R St

SHigit: BREH, BN

NS
Z—ERANKAERE BT RENTEIRER]
i, ML SRR,

>

NE:

Rt esil, L Ha N s iRk,

—R®iIt (ERDERE) HESHEimign,
IR0 KRS EHE INEEES,

(e INE=S
NENAE | BeXiE, AESEINEH
TREERRX, REFRERBMAAL,



IR R St

MARREA: BERE, fIftEERELE

BefEn Ee, Nissedl, BIssfu Tk,

20 ) Beffrn "R, LEeRMTEENaER £
BZ@WDH?FLx

TASH & FARTZ0, ER5A / BRIW
HZE’]%MLI&I% SRt SRER B,

Y, BENBHESEIRER MEES —— Bk
EARNNEIRE, WiEWGEN RS mEaRk, ¢
—LRITEINN B,
















(i

L L L
r

o

1

L3 F e
S sasa il —

&
n.l1_




K| E |G E Conclusion of
This Chapter
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Cultural inheritance and commercial success are not contradictory.

Brands need to find their own unique cultural anchor points

And transform it into a sustainable business model.
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The rise of Laopu Gold is notan accident, buta perfect combination of cultural confidence, business acumen and the dividends of The Times. Tt tells us thatin this era
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I'he rise of Laopu Gold is not an accident, but a perfect combination of cultural confidence, business acumen and the dividends of The Times. It tells us that in this era of pursuing efficiency, slowness is also a strategy. In this era of assembly line production, handcrafting is also a luxury. In this
internationalized era, national character is truly global. The success of Laopu Gold does not lie in selling more gold, but in enabling the world to rediscover the value of Eastern aesthetics.
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The rise of Laopu Gold is not an accident, but a perfect combination of cultural confidence,
business acumen and the dividends of The Times. It tells us that in this era of pursuing efficiency, slowness is also a strategy. In this era of assembly line
production, handcrafting is also a luxury. In this internationalized era, national character is truly global. The success of Laopu Gold
does not lie in selling more gold, but in enabling the world to rediscover the value of Eastern aesthetics.
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Products are the material carriers of brand concepts. Through
technological innovation and cultural empowerment, Laopu
Gold has successfully transformed gold from a "value-preserving

material" into a "cultural luxury item".

soo design- MR AR | &0 L5 ROME | IR R AL 2 2L A

The rise of Laopu Gold is not an accident, but a perfect combination of cultural confidence, business acumen and the dividends of The Times. Tt tells us that in this era
RANTD TS S GUR B CL ISR, I of pursuing efficiency, slowness is also  strategy. In this era of assembly line production, handerafting isalsoa luxury. In this internationalized era, national character is
: : S : truly global. The success of Laopu Gold does not lie in selling more gold, but in enabling the world to rediscover the value of Eastern aesthetics.
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The rise of Laopu Gold is not an accident, but a perfect combination of cultural confidence, business acumen and the dividends of The Times. It tells us that in this era of pursuing efficiency, slowness is also a strategy. In this era of assembly line production, handcrafting is also a luxury. In this
internationalized era, national character is truly global. The success of Laopu Gold does not lie in selling more gold, but in enabling the world to rediscover the value of Eastern aesthetics.
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The explosion of old store gold is essentially a reconstruction of the value
of gold by cultural premium. By adopting a combined strategy of "high-
end positioning + intangible cultural heritage craftsmanship + scene
experience + luxury pricing + national trend narrative', it has successfully

transformed traditional Chinese cultural resources into a powerful market

pricing power and brand competitiveness.
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The rise of Laopu Gold is not an accident, but a perfect combination of cultural confidence, business acumen and the dividends of The Times. Tt tells us that in this era
of pursuing efficiency, slowness is also a strategy. In this era of assembly line production, handcrafting is also a luxury. In this internationalized era, national character is
truly global. The success of Laopu Gold does not lie in selling more gold, but in enabling the world to rediscover the value of Eastern aesthetics.
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I'he rise of Laopu Gold is not an accident, but a perfect combination of cultural confidence, business acumen and the dividends of The Times. It tells us that in this era of pursuing efficiency, slowness is also a strategy. In this era of assembly line production, handcrafting is also a luxury. In this
internationalized era, national character is truly global. The success of Laopu Gold does not lie in selling more gold, but in enabling the world to rediscover the value of Eastern aesthetics.
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Culture is the ultimate moat for luxury goods. Deeply explore
intangible cultural heritage craftsmanship, activate tradition
with modern design, and through scarcity experience and precise
customer group operation, evolve gold from a "value-preserving

tool" into a "spiritual symbol".
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The rise of Laopu Gold is notan accident, buta perfect combination of cultural confidence, business acumen and the dividends of The Times. Tt tells us thatin this era
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