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ABSTRACT: The work aims to organize, summarize and analyze the literature related to the development of “Mianren
Tang” in Shenyang with “Mianren Tang” as the study object, illuminate its artistic characteristics and conduct the market
survey, specify the factors that affect the development of “Mianren Tang” and analyze its current status and problems. The
ideas and methods for brand building of “Mianren Tang” in Shenyang by means of new media in the era of Internet
economy were explored. Feasible strategies and suggestions were provided for the brand development of “Mianren Tang”
in Shenyang to promote the inheritance and development of “Mianren Tang” and carry forward the national cultural
brand. The artistic and cultural characteristics of “Mianren Tang” in Shenyang were refined through comparative analysis
and literature research. The consumer groups, operators and products were investigated in virtue of interview survey, spe-
cifying the development status and problems of “Mianren Tang” in Shenyang. The strategies for brand building of
“Mianren Tang” in Shenyang were formulated with reference to the successful experience in Chinese folk handicrafts. The
brand positioning was determined and the new media was used in brand building. A series of product mix structures with
new themes, new shapes and new functions were researched and developed and a composite channel system consisting of
multiple channels such as experience stores, online shops and mobile APPs was built to form an integrated brand promo-
tion scheme for offline large-scale activities and online (online media, social media and mobile media) real-time interac-

tion. Practical brand visual design and packaging design scheme in line with the aesthetic needs of the public were de-
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veloped. The feasibility of the proposed brand building ideas and methods is verified to provide development strategies

for handicraft brand building.
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