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[ Abstract )

Since 2008, the National Taiwan Library, by using its rich digital collection resources
and in collaboration with various industries, has been developing souvenirs that are
culturally relevant, interesting and unique based on the core concept of “promoting
Taiwan's history and culture” in order to create diversified values for its collections, and
has built up an enormous product capacity after years of continued development.
Branding, pooling of resources, building a brand image and strengthening marketing
and promotion have become important issues in the development of library culture and
creativity. In 2020, the library, by partnering with a professional team and drawing on
integrated industry resources and experience of industry collaboration, created the
"National Taiwan Library Culture and Creativity" brand and laid the foundations for the
brand through interdisciplinary creative stimulation and different perspectives. By
means of brand concept analysis, brand identity development and brand marketing
planning, it continues to add value to the brand and manage its relationship with
consumers. This article illustrates the development of the library's culture and creativity
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and the analysis of the “NTL Culture Creativity” brand, using a real-life example of
brand building through its cross-industry alliances.
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National Taiwan
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Cultural Memories into Life
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National Taiwan Library Culture and Creativity keeps the
library's identity and heritage and brings them into our daily
life.
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Each merchandise has its own stories,

new lives,

new experiences and feelings.
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