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Embeddedness and connection of cultural value in marketing work
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Zhejiang College, Shanghai University of Finance and Economics, Jinhua, Zhejiang

[ Abstract] In the current era, culture has gradually become an important bridge connecting consumers and brands,
which also makes culture a necessary means of marketing. Therefore, in-depth analysis of the application and embedment of
cultural value in marketing is of great value to the adjustment of marketing strategy and the perfection of marketing system in
China. Based on the reality and combined with domestic brand cases, this paper analyzes the intrinsic value of cultural value
to enhance brand identity and build brand image, and points out the main strategies of integrated development, hoping to
provide reference for enterprise marketing optimization and further development.
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