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Time-honored Brand Dynamic Design and Promotion

YANG Meng, YAO Ying
(Shenyang Aerospace University, Shenyang 110136, China)

ABSTRACT: Under the background of new media, the dynamic design and extension of the old brand is studied. Based
on the investigation and analysis of the status quo of the old brand, we find that the core problem of the old brand is re-
stricted, and the new breakthrough of brand promotion is realized by the method of dynamic design. The new media era
provides an opportunity to promote the information interactive transfer for time-honored brand. Dynamic design can solve
the brand image of the aging performance, program and other issues, the time-honored brand communication to achieve

dynamic extension.

KEY WORDS: time-honored brand; dynamic; independent experience; multivariate extension
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