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Brand Construction of Liaoning Intangible Cultural Heritage
Based on Service Design Thinking

SUN Li-xin, REN Yan
(Shenyang Aerospace University, Shenyang 110136, China)

ABSTRACT: The work aims to make brand integration and innovation for the inheritance and sales of intangible cultural
heritage skills and traditional cultural contents in Liaoning province from the perspective of service design thinking, so as
to provide a teaching platform for intangible cultural craftsmen, create the brand of creative cultural products of intangible
cultural heritage in Liaoning province, and build a bridge between contemporary young people and Liaoning intangible
cultural heritage. Guided by brand construction, the stakeholder relationship diagram, user journey diagram, service blue-
print, etc. in service design concept were used for demonstration and analysis. Service design thinking is an important tool
to promote the development of intangible cultural heritages, and also the systematic guide to innovate the operation mode
of intangible brand during the brand construction. Through the insight into young user needs, digital transmission plat-
form and brand construction are set up to promote the intangible cultural heritage project transfer and employment of the
teaching and learning audience, build regional culture brand and promote the development of intangible cultural industries
in Liaoning.
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Data analysis of users’ survey on inheritance of intangible cultural heritage in Liaoning
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Fig.2 Application of service design thinking in
brand creation and development
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Fig.3

Stakeholder relationship diagram of Liaoning intangible cultural heritage
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Fig.4 User experience journey map of Liaoning intangible cultural heritage
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Fig.5 Brand positioning of Liaoning intangible cultural heritage service
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Fig.6 APP service architecture of Liaoning intangible cultural heritage
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