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Abstract

As a typical representative of Chinese business, the time-honored pastry brand has been facing the
predicament of poor operation due to brand aging in recent years. China has entered the era of
experience economy, the article is based on the theory of brand experience design, to build the
five-dimensional touch points of the time-honored pastry brand experience, including pastry
products, brand image, brand environment, brand service and brand communication, according to
which to collect data to sort out the common problems of the time-honored pastry brand expe-
rience design and put forward the targeted solution strategy for the upgrading and transformation
of the time-honored pastry brand to provide a certain reference to help national brand building in
China.
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Figure 1. Five-dimensional touch point map
of the time-honored pastry brand experience
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Figure 2. Daoxiangcun brand space design and service provider
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Figure 3. The time-honored pastry brand experience map
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Figure 4. Laodingfeng pastry experience shop
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