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Abstract

This article explored how Macau handicraft brands can be strategically innovated in the context of
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cultural integration. Firstly, the article explained the concept and significance of handicraft brands
in Macau, pointing out their important role in passing on culture, promoting tourism and devel-
oping the economy. Secondly, it analyzed the current problems and challenges of Macau handicraft
brands, including low brand awareness and product homogenisation. Then, innovative strategies for
handicraft brand design in the context of cultural integration were proposed, including strengthen-
ing brand image design, focusing on cultural characteristics and innovative design. Finally, how to
implement brand innovation strategies to improve the influence and competitiveness of Macau han-
dicraft brands was elaborated. The research results of this paper were important for enhancing the
brand value and brand influence of Macau’s handicraft brands and promoting the development of
Macau’s tourism economy.
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Koi Kei Bakery  Koi Kei Bakery

Figure 1. The Koi Kei Bakery Handicraft logo
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Figure 2. Pastelaria Fong Kei packaging
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Figure 3. Almond biscuit packaging from Choi Heong Yuen Bakery
3. BEEHRACHERS

Figure 4. The Pastelaria Yeng Kee logo
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Figure 5. Pastelaria Yeng Keeand Bubble Universe co-branded packaging
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