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Virtual representation of cultural heritage means using technologies, such as digital photography, 3D

information acquisition, multimedia, and virtual reality, to create a virtual situation that can allow

experience to a cultural heritage, which can provide the protection and spread of the cultural

heritage. For material cultural heritage, such as relics, groups of buildings and ruins, we can use
virtual representation technology to restore the appearance of cultural heritage by the models in real
life and display it comprehensively. For intangible cultural heritage, we look to find the best way
based on its features to reconstruct and integrate forms of visual or experience by making intangible

into tangible. In addition, we can combine material cultural heritage with intangible cultural heritage

and make the preservation and transmission of cultural heritage more three-dimensional and deeper.

. . R *relic 2, & *intangible L&)/
® ways to design successful cultural heritage exhibitions

@ difficulties in discovering hidden cultural heritage sites
® necessity of international cooperation to conserve cultural heritage
NO) goncerns about the use of virtual representation of cultural heritage
® preservation and transmission of cultural heritage through virtual representation
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Virtual representation of cultural heritage means using technologies, such as digital
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photography, 3D information acquisition, multimedia, and virtual reality, to create a
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virtual situation that can allow experience to a cultural heritage, which can provide the

protection and spread of the cultural heritage. For material cultural heritage, such as
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relics, groups of buildings and ruins, we can use virtual representation technology to
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restore the appearance of cultural heritage by the models in real life and display it
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comprehensively. For intangible cultural heritage, we look to find the best way based on
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its features to reconstruct and integrate forms of visual or experience by making
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heritage more three-dimensional and deeper.
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Virtual representation of cultural heritage means using technologies, such as digital
photography, 3D information acquisition, multimedia, and virtual reality, to create a
virtual situation that can allow experience to a cultural heritage, which can [[IIEGGE
|

For material cultural heritage, such as relics, groups of buildings and ruins, we can use
virtual representation technology to restore the appearance of cultural heritage by the
models in real life and display it comprehensively.

For intangible cultural heritage, we look to find the best way based on its features to
reconstruct and integrate forms of visual or experience by making intangible into
tangible.

In addition, we can combine material cultural heritage with intangible cultural heritage
and make the preservation and transmission of cultural heritage more three-

dimensional and deeper.
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As cars are becoming less dependent on people, the means and circumstances in which the product
is used by consumers are also likely to undergo significant changes, with higher rates of participation
in car sharing and short-term leasing programs. In the not-too-distant future, a driverless car could

come to you when you need it, and when you are done with it, it could then drive away without any
LIKE]| (O _DE
= Instead of
associated with a corresponding decrease in the importance of exterior car design. Rather than

need for a parking space. Increases in car sharing and short-term leasing are also

serving as a medium for personalization and self-identity, car exteriors might increasingly come to

represent a channel for advertising and other promotional activities, including brand ambassador

programs, such as those offered by Free Car Media. As a result, the symbolic meanings derived from

cars and their relationship to consumer self-identity and status are likely to change in turn.
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As cars are becoming less dependent on people, the means and circumstances in

which the product is used by consumers are also likely to undergo significant changes,
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with higher rates of participation in car sharing and short-term leasing programs. In
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the not-too-distant future, a driverless car could come to you when you need it, and
when you are done with it, it could then drive away without any need for a parking

space. Increases in car sharing and short-term leasing are also likely to be associated
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with a corresponding decrease in the importance of exterior car design. Rather than
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serving as a medium for personalization and self-identity, car exteriors might
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increasingly come to represent a channel for advertising and other promotional
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activities, including brand ambassador programs, such as those offered by Free Car
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Media. As a result, the symbolic meanings derived from cars and their relationship to
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consumer self-identity and status are likely to change in turn.
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@ Rather‘than serving as a medium(for personalization and self-
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(lncludlng brand ambassador programs,/such as thos\(fered
CHAF = brand ambassador programs
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@ As a result the symbolic meanlngs(derlved from cars)and their
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relationship(to consumer self-identity and status)are/likely to
el [ 1s / ave ]
change(in turr)
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As cars are becoming less dependent on people, the means and circumstances in which
the product is used by consumers are also likely to undergo significant changes, with
higher rates of participation in car sharing and short-term leasing programs.

In the not-too-distant future, a driverless car could come to you when you need it, and

when you are done with it, it could then drive away without any need for a parking space.

Increases in car sharing and short-term leasing are also likely to be associated with a
corresponding decrease in the importance of exterior car design.

Rather than I car exteriors
might increasingly come to represent a channel for advertising and other promotional
activities, including brand ambassador programs, such as those offered by Free Car
Media.

As agult, the symbolic meanings derived from cars and their relationship to consumer

i

self-

entity and status are likely to change in turn.
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