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Abstract

Chinese time-honored brands refer to the products, skills and service brands developed in history,
with strong traditional cultural connotations. As brand marketing enters the era of media social
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media, the crazy emergence of new brands continues to squeeze the living space of old brands. Be-
cause many traditional time-honored brands cannot meet the requirements of new media society
in a timely manner, the transformation is particularly difficult and even faces a survival crisis. As a
time-honored brand developed locally in Nanjing, LvLiuju is also actively pursuing brand transfor-
mation and renewal in recent years. By seeking diversified means of media presentation, good re-
sults have been achieved. Nanjing Lvliuju has always adhered to the time-honored cultural heritage
in the brand transformation, but also achieved brand marketing innovation and brand upgrading.
This paper will base on the Lvliuju brand, analyze its brand transformation strategy. Summarize its
advanced experience, and put forward feasible suggestions for the transformation and develop-
ment of time-honored brands. Help the development of time-honored brands in the new media era.
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