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The Remolding of Time-honored Brand Value Based on the
Concept of “Repairing the Old as the Old”
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ABSTRACT: The work aims to study the cultural and market values of time-honored brands with regional characteristics
in the context of today's era, and explore the concept and method of brand visual image remodeling design. The present
situation of general assimilation, unclear cultural value and undefined market target in view of the time-honored brand
image was discussed to put forward the return to the time-honored brand context system research, and in-depth excavation
and reproduction of cultural values in terms of the humanities, society and history related to the brand context through
design, i.e. the design concept of “repairing the old as the old”. Moreover, combined with the design project — design
case of visual image remodeling of Lao Tong Cheng brand, the related concepts were expounded. The actual market ef-
fects fed back by the design case fully demonstrate that, the in-depth excavation of brand context and brand remodeling
are the important way to create new personalized values of time-honored brands. Only by “repairing the old as the old”
can the core cultural values be highlighted through differences, and the brands find accurate positioning in the market and
be compatible with the style of the age to achieve the regeneration of the time-honored brands.
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Fig.1 The process of rebranding design
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Fig.2 Related history of Lao Tong Cheng brand
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Fig.3 Logo design and culture analysis of
Lao Tong Cheng brand
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Fig.4 Illustration of Lao Tong Cheng brand
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