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Construction of Traditional Cultural Brandsin Sustainable Concept Driven Regions

LI Yang, DING Wen-fei
(Tianjin University of Technology, Tianjin 300384, China)

ABSTRACT: The work aims to tap the huge potential of regional traditional cultural brands to achieve human values, ar-
tistic values and even economic value, and explore how regional traditional culture applies sustainable concepts to de-
velop its own brand building. Through the analysis on the advantages and disadvantages of brand building path of the re-
gional traditional culture driven by the market leverage and sustainable concept, the building idea of "sustainable con-
cept-driven regional traditional cultural brand" was obtained. With contemporary design theory and partial marketing and
sociological knowledge, how to re-design traditional cultural carrier, sublimate regional local cultural traditions, and ap-
ply new concepts based on demand and sustainable practices of folk art in the building of traditional cultural brands were
expounded. The traditional cultural endogenous nature that emphasizes the spirit of "Heaven and Man" has a sustainable
philosophy. The sustainable design concept that incorporates contemporary aesthetics, consumption, spirit and use needs
can achieve the innovative construction of regional cultural brands through the precise positioning of cultural brands, the
planning of activities based on demand, and the appropriate marketing of the sustainable core of ancient techniques.

KEY WORDS: sustainable concept; regional traditional culture; cultural brand; user needs; ancient techniques
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