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Abstract

Yazhou pottery, one of the “Top Ten Famous Pottery in China”, is a national intangible cultural
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heritage project. It is an important witness to the exchange and integration of multi-ethnic cultur-
al exchanges and has profound historical value, cultural value and economic value. The rapid de-
velopment of new media has not only brought many changes to people’s lives, but also brought
challenges and opportunities for the dissemination and development of intangible cultural herit-
age. Taking Yazhou Pottery as an example, this paper investigates and analyzes the difficulties
faced by Yazhou Pottery in new media marketing, and puts forward a new media marketing strat-
egy for intangible cultural heritage products based on content communication. This paper analyz-
es the new media marketing strategy of Yazhou Pottery based on content communication from five
aspects: brand marketing, product culture display marketing, social marketing, emotional mar-
keting and multi-channel online sales strategy, which provides some reference value for other in-
tangible cultural heritage products.
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