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Xinjiang Specialty Brand Innovation Design Based on the Concept of Lvziyao
Brand

HOU Jia—xi, QIAN Tie—yu
(1. Jiaxing University, Jiaxing 314000, China; 2. Nanchang Universtiy, Nachang 330031, China)

ABSTRACT: Objective Discuss Xinjiang specialty brand design on the basis of regional culture. Methods It made a
demand analysis of Xinjiang brand using successful idea of Lvziyao brand.According to the problems existing in the brand
construction, the positioning design of brand advantages and brand culture, brand image design and brand promotion design
and so on were discussed. Conclusion Only proceeding from reality, combined with Xinjiang unique geographical
environment, religious culture, folk custom characteristic and other characteristics, excellent modern brand design ideas such
as advantages design, image design and promotion design were integrated into famous Xinjiang specialty brand design,
widening marketing channels and expanding the characteristic brand influence can enhance brand awareness, further
complete the brand internationalization of cross—regional extension and implementation of strategic marketing goals.
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2000 6280 30.2 23
2001 6 860 25.6 2.8
2002 7703 222 2.6
2003 8472 20.1 55
2004 9422 18.8 5.8
2005 10 493 155 8.8
2006 11759 152 10.6
2007 13 786 13.8 12.8
2008 15781 135 15.0
2009 17 175 12.3 155
2010 19 109 115 16.7
2011 21810 10.8 186
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