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Brand Development Strategy of Tourist Souvenir Taking Wuxi as a Case
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ABSTRACT: Objective Introduce the development strategy of brand in tourist souvenirs. Methods It analyzed the
status quo of local icon and tourist souvenir.By building the framework and content, it improved brand construction and
development of local tourism souvenirs.Following the brand strategy, from four aspects of establishing the brand symbol,
shaping brand connotation, innovating brand carrier and diversifying marketing promotion, tourist souvenirs brand was

built. At the same time, Wuxi tourism souvenirs brand building was analyzed. Conclusion It explored a feasible road for

the development of tourist souvenir through the combination between research and practice.
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Fig.1 Evolution of the AFU-AXI first image to second image
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