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Innovation and Brand Promotion of Regional Culture Product

YU Lei
(Central South University, Changsha 410083, China)

ABSTRACT: Based on the huge potential of the cultural and creative industries market, the regional cultural symbols and
local language is added into visual design, combined with the international popular visual elements for the depth of inno-
vation, which explores the best way for regional brand culture open to the world and promote regional economic devel-
opment. Though analysis of the innovative design and brand promotion of regional cultural products of the case study of
Hunan Changsha ‘Chinese Red’, it is very helpful to understand cultural competition characteristics, brand connotation
and brand promotion method. The regional, comparability, innovation and communication of cultural products have a
certain representation and influence on the expression of regional cultural connotation and the promotion regional cultural
brand.
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