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Research on the Construction and Practical Path of County—level Mass Cultural Brand

Li Qingin

Fushun County Cultural Center, Zigong City, Sichuan Province, China Sichuan Zigong 643200

Abstract: County-level mass cultural brands are important carriers for promoting the high-quality development of
grassroots public cultural services and deepening the integration of culture and tourism. The introduction and localized
reconstruction of provincial mass cultural brands at the county level provide an effective approach to sinking high-
quality cultural resources and improving county cultural quality. Taking the provincial cultural brands of Thousand
Dragons and Lions Celebrate Lantern Festival and Happy Spring Festival introduced in Fushun County in 2026 as
research cases, this paper, based on the public cultural construction goals of the 15th Five-Year Plan and Fushun's
regional cultural labels as "Millennium Ancient County, Hometown of Talents, City of Tofu Pudding", summarizes
the integrated practice of local intangible cultural heritage and folk elements such as Hanfu performances, Tongsi
Suona, and Yongnian Lianxiao. It analyzes the problems existing in brand introduction, implementation, operation and
localization, and puts forward corresponding optimization strategies, so as to provide theoretical and practical references
for counties to effectively undertake provincial cultural brands and realize the transformation from "introduction and
implementation" to "rooting and upgrading".

Keywords: County-level mass culture; Brand introduction; Localized practice; Provincial cultural brand; Folk
performance
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