2004 1 121
No.1 2004 Tol.121 Liquor-making Science & Technology 74

HC 100088

TS971 F713.5 F713.8 D 1001-9286 2004 01-0074-03

Advertising Culture of Liquor
Liquor Culture & Its Competitiveness VI

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

Abstract The advertising culture of liquor would enrich the brand culture of liquor. It had experienced long development process from
the immature state to matured state of consumption concept marketing theory and service pattern. The creation of a successful brand
should base on full utilization of product internal superiority and formulation of long—term brand strategic planning. Liquor  as the
spokesman of traditional elite culture  was in possession of abundant cultural resources and distinct cultural charm. The advertising
theme should be closely related to brand culture and it should have accurate orientation and present the cultural superiority and the
development trend of the product evidently. In addition liquor-making enterprises should breed its individual brand culture to strength-
en the competitiveness of its products. Tran. by YUE Yang
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