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Innovative Design of Shaanxi Specialty Catering Brand Based on New Media Technology

MA Nuo, ZHAN Qin-chuan, WANG Ning-xin
(Shaanxi University of Science & Technology, Xi'an 710021, China)

ABSTRACT: The work aims to study the innovative design and promotion of Shaanxi specialty catering brand image
under the background of the new media era. Through the investigation and analysis of Shaanxi characteristics catering
brands, the development status and deficiencies of Shaanxi characteristics catering brands were summarized. By analyzing
the characteristics of new media, the advantages of the new media communication for the Shaanxi characteristics catering
brands were concluded. According to the shortcomings of Shaanxi characteristic catering brands, the upgrading design
was put forward, and the innovative thinking and development strategy were provided. Shaanxi characteristics catering
enterprises should carry out diversified upgrade of brand image, enrich brand design form and upgrade the brand package
design in combination with new media technology and actively use social media to promote and broaden the channels of
brand promotion so as to inject freshness and imagination into the brand. The integration of Shaanxi specialty catering
brand and new media can not only innovate brand visual form of expression, but also strengthen the audience's perception
for Shaanxi characteristic catering brand and explore the feasibility of Shaanxi specialty catering enterprises to innovate
brand visual image system in combination with new media.
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Tab.1 Investigation on the status quo of Shaanxi specialty catering brands
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Tab.2 Survey on consumers' consumption of Shaanxi specialty catering brands
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Fig.1 Overall framework of "Chinese hamburger"
brand innovative design scheme
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Fig.4 "Chinese hamburger" auxiliary element layout
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Fig.5 "Chinese hamburger" dynamic poster design
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Tab.4 Effect evaluation results
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