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Abstract

Yellow rice wine and Chinese civilization come together, and the cultural connotation is extremely
profound. The experience of yellow rice wine and its brand is bound to be accompanied by the ex-
perience of yellow rice wine culture. From the perspective of brand building of yellow rice wine,
this paper analyzes the connotation and specific application of cultural experience design, and
sorts out the existing problems in the cultural experience design of yellow rice wine brand. The
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experience journey of yellow rice wine brand is divided into symbol perception stage, prod-
uct/experience stage and interactive participation stage, and the key contact points in different
experience stages are subdivided into brand language, brand logo, drinking scene, yellow rice
wine travel, cooperative sponsorship and brand interaction, and the design strategy of yellow rice
wine cultural experience corresponding to the key contact points is put forward, so as to explore
new ideas for the innovation and development of yellow rice wine brand and show the cultural
value contained in yellow rice wine to consumers.
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Figure 1. Traditional color lip gauze of Florasis, Promotional video of Beneunder, and oriental aromatherapy of To Summer
Bl EAETHEEREY. ETEERA. UERFEE"

3. Wil AL T RV IE)RE

VAR, AR EILETIASL, BN M B G A L, IR e . H S 2
SR AEAR G X I8, ARG XA 2R A WIr . Beou S OB 7e & 15 30 XA A f %
B Hh BREESE TS MEA R 2R AT BER. RDSREIN. PINIREREE, %
TN ARG HHRR . BR. BEID . A, BT D SO A B R T T i Ao LA
B mAELLE ] FFARTESI L —, 75 BARIIA HAl & EICE BB A B [2]. X TH
PEBL SRR UL, i BRI NSO EE R AT DLER T b B D 7 it SRR R IR, A% 328 it st FD o 2 e AT SC 4K
JREZ o FH UYWL ST AR BN T SR i e R T A SR O B BT AE o ANEILAT ST ot P A0 R DR S e A A v
Brfs i, SR R R SCA AR B A7 £ L T A

3.1 AR ERMERE AR R

VRV B0 T BR R SO T 5% BRGE B DL AR R E S5 R T A IR B AR R . T
s JLE TIT S v B 22 M I B T 7 i A B R R A S, TR T R B SO IR AR R A A
VH B M DA AR 5 (075 B SR RO T3 S I . e Ah, SR DR PR T X, SR AR T
PIHLIX, ot DU S B B TR . A, BEE BRI T RINRANE S IR, FRAE
i TR Ok . T PREERGUCR, TN A% GEil SO IR MR IR T R 55 o

32. BlFTStegktE, HISHREHE

TR GEI B TR SCAL 0 SR T 1 SOl B 0 MARIEE , (ELZ BE AT 9 Ik i AR AL AT
YsE g mel, AL S5 QU 2 MOy 7R AR, T, T UUR TR G T E A
WterK, IR SR AT L RART MR ZIE /. 198 B LRI AZAL, A 145 28 22 21 5 2 4
e QUB YRR i, RS R R B SR AME Y, WRERRE M RENER. 5T,
1L EEIE SR AT ] RE S B R EAL G R CORIR IS, R 2% 1 BIA B P 4 & B SCAL A (AN D SR 2. X

DOI: 10.12677/design.2024.93284 29 Bk


https://doi.org/10.12677/design.2024.93284

LN

FE—R, SRR R E M BRI SIE E, FIN e DS AR SR R X 0 JT R, RT3 5E 4
AT HHNE

3.3. mMALRT —HE

PN AR RS ) B AR D RS T 2 I A BB R, SRS 1A
SERLANRKE 25 55 4 T B A FTRA AN PR 2o R AN R PR ot R AT fnh o (B R REE LR R B« SCA A
RREBNSE), TP A B SO BARLS AR R 15 SRS TR RS A R AR S5 R BB A
[ 7 i R ™ i, A PO 2 M MR IR A A 22 5, SN T LR R A O ANV, R
&7 FR R ERBI . BN 2 Fros, IS RE i B B 7 DS WT LRI, 5 AL BB AN R R A1
S SRR Z A S B B AL TR B, 4 N Fh iU T2 22 TR AL K.

Figure 2. Product packaging of Kuaijishan Taobao official store
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Figure 3. Yellow rice wine brand culture experience user journey map
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Figure 4. Guyue Longshan high-end yellow rice wine “National Brew 1959 Qingyu”
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Figure 5. Cultural scenes related to yellow rice wine
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Figure 6. “Landing for Good Lamps” joint limited gift box, yellow rice wine thawing plan
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