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Research on the image innovation path of Chinese Intangible Cultural Heritage time—honored brands

Abstract: Objective to clarify the relationship between the heritage symbols and the image self—establishment of Chinese intangible cultural heritage
time—honored brands, and to apply the positioning theory of intangible cultural heritage time—honored brands to the brand image innovative design of
commodity marketing activities. Methods Following the principle of brand positioning of time—honored intangible cultural heritage brands, quantitative
research such as questionnaires and qualitative analysis of collected cases were conducted to provide theoretical basis for the innovation path mode of
brand image design from the perspective of "inheritance" and "innovation" of time—honored intangible cultural heritage brands. Conclusion By
promoting the reconstruction and communication of time—honored brands in the process of cultural inheritance and innovation development, the
"intangible cultural heritage" time—honored brands can continue to blossom new vitality, improve the comprehensive competitiveness of the brand and
the interpretation of cognition( brand experience )Jand emotion( brand identity ). It is helpful for the visual spirit of cultural symbols to carry on the double
link with the shape graphics, break through the superficial interpretation of symbolic form, and thus achieve the interpretation of the final polarity of
visual symbols. So that the time—honored brand sustained and healthy development, brand image more connotation, products and services more
three—dimensional, inheritance carrier more rich, time—honored brand remodeling and innovation more multi—faceted
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