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Culture Subdivision of Liquor Brands

Liquor Culture and Its Competitiveness V

HU Zhan-yuan
Beijing HC Media Research Center Beijing 100088 China

Abstract  The purpose of the culture subdivision of liquor brands was to change the purchase attitude of the consumers from random
purchase to purposeful purchase. The trademark name was the core of liquor brands and also the most important differential factor a-
mong the similar commercial articles. Currently the culture subdivision of liquor brands still remained in low level and rarely went to
the heart of wine culture. Accordingly  liquor brands culture could not stir up the consumers’ feelings and serious homogeneities of
brands developed. Only when each trademark name supported by a set of cultural system the trademark name then would possess rich
cultural background and further have core competitiveness of brands. Therefore under the prerequisite of the guarantee of liquor quali-
ty  the deep meanings of wine culture should be full explored and manipulated  which was the development trend of brands culture.
Tran. by YUE Yang
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