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Abstract

This study aimed to: 1) examine the current status of marketing communication
for promoting Chinese Time-Honored Brands, 2) investigate consumer attitudes toward
these brands, and 3) explore strategic approaches for marketing communication to
enhance brand potential and appeal in the contemporary social context. A mixed-
methods approach was employed. Qualitative data were collected through in-depth
interviews with 12 managers and marketers of Chinese Time-Honored Brands to
understand communication strategies and practical approaches. Quantitative data were
collected from 400 consumers of these brands via questionnaires and analyzed using
descriptive statistics and correlation analysis to characterize consumer behaviors and
attitudes.

The findings revealed that 1) Chinese Time-Honored Brands continuously
adapted through four key strategies: product innovation and cross-industry collaboration,
cultural brand storytelling and experiential activities, building consumer relationships and
loyalty, and leveraging data insights for precise marketing decisions, 2) young consumers
aged 20-29 represent a key purchasing group, exhibiting high repurchase behavior and
responding positively to creative and contemporary strategies, with brand loyalty serving
as a crucial link between marketing innovation and brand promotion success, and 3)
strategic approaches for marketing communication included integrating modern design and
technology with traditional brand values, conveying cultural narratives and experiences,
fostering consumer relationships and loyalty, and utilizing data-driven insights to guide

marketing directions that met the needs of younger consumers.
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