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Abstract

In the fast-developing informationization era, non-heritage cultural and creative products, as a
bridge connecting traditional culture and modern market, are facing great development oppor-
tunities. The purpose of this paper is to discuss the marketing strategy of non-heritage cultural
and creative products, and put forward a series of targeted marketing suggestions through an
in-depth analysis of the characteristics of non-heritage cultural and creative products, market
demand and consumer behavior. It is found that the marketing strategy of non-heritage cultural
and creative products needs to focus on branding, cultural heritage, product innovation, online
and offline integration and other factors. Through these strategies, the market competitiveness of
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non-heritage cultural and creative products can be effectively enhanced, and the inheritance and
development of non-heritage culture can be promoted.
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Figure 1. Mobile phone holder in the shape of a “Golden Guardian”
L BRI ERFNEY

4.2. ¥EENBIRTT
RSB i, AR AR T IR E SO SR G AR AR R i, HORSHEFK T 37 58 A AU N B 2L

DOI: 10.12677/ecl.2024.133524 4290 TR 4TS


https://doi.org/10.12677/ecl.2024.133524

I Il

H5E, BATHISIANEE T B bR 0 E B, W FERE. Uik R AELREEE S 2 R T B
T2 AT LR T il H AR e Al PR HRNE . WONEESEARAE R, DASAATTR - JRa8 ST 817 A
K TSR REATIIAy . IX L s BRI St 2 1 — MR H AR 28 mR D Ja SRS B SO i E 4
Ikt HK, EHRBER T TR, S SE W AT N T 2 2 ARSI B B S AE 42 A oy
B, FTUAABL 98 I E F SR AN SEBIHL, AT SRS HE s A H ATl ds,  BETIARALE S 5En%, 4R
ERHRCR . BN BE R S A FONUSCA AR 2, AT DL U™ i T TR AR vt s B i i
JREOTH B, w] DA R A LA 17 i R A

4.3. EEWEHRIBRR

B, HAREAARER . XTHREBOSCE SoR U, X — AR B AR AT T A R B
BAMRT . BHESHAZEAT- &, WA R R AT = ah A AR SO, A 5| 3 2 1 5
MEZ), #t— BB ST IR R ANES & 5 WoR) B e 0 P S AN v B BB, R A RIS S
BIF= S BcETah &S Bt RIBRUARE G B SO iR . @R O g 5 1 SC A 5 AR B AR, wT LA
I 5 P RER S, O TE RE X A S 0GR . A S N P @ L 2R BRI, v P AR
TERIE S E AR & P RS, D3I P B ARLS . ianl AR RS I E AR DIRE, SRt
TSR HE, BTSN, 2ZHE 2R, d—Phir5H P EE.

B, RIS . T ARESEE AR SCAN T ST B AR, Be T S B AR
mn RS, TEIXHL, P mT DAUTRE B W B S RS L AT, B2 M A TR, X R R S ARG A
FELC B A B BOC A AT B N0, BRI B I SEAREE . 281 IR Be NI 2 e it ) H 3
HIMLes, Bl i ERL . SO EE . SCTEZh S, 1EH RE S SRR R IRAN T AR SO
WRFVME . IXFh H ARG AN B8 34 5 220 7= i A RN, IR REFE A AT IR I SO Xl 5 B

F=, HEFG. BRSPS E T L A REE, RS SN S TR s B AN ]
ZAHIER . B, MR P IR AR SCRI ™ R it T BERAEE T, R, HERE SRt
ITEL AT VIRICIESEIRSS, AHAF I 9 2 mT LA (8 PREE MG SE BRI =, KK & T T SR
o IR, HEFENAEE SR SR T 2 E TR, @ F e R G A TS REE
ThRE, w0 UASAERL E A H bRl S, K= s BASHE IR 25T, BfE, WP E A B T4
FHAEB TR S b I A S, B e BES BRI S . R R E R et
P25 7 MR35 55 5 5K, AT DA I HH st ST A= b IR BRARE (i R 5%, B3 2 38 56 7= B R R RIA S AT
44. BREEESHRRERES

a8t S = v CAS AR OCAT ML B S R AT B AL A A, R [RIHE e A4 i B S S Mg B, I RS
A LME B A AR (I BRIR AR 77, 3 R = S SZ ATa L, SR e i BRI SR B . Bl S EE NG
1B, TE2ERJTRE “HEmci” #Reigsh, — 7T OSiE SRSt R N, TR H A b, 5
FAEBBEMME, H—ormn] UL EA S SRR ZRTES), BTk, YR, IS, kAR
Sy EWESZ AE B SRR 7, WORAATIX FE B SCAR I AR 2 AN . BEAh, 52k, EBIE. EYIESEH
BUMELE, WTLLEE 2R N T A E ZAem 0, ARSI RS KRR &, R,
BEESHEIWAAETE, ESSCE BT IR AR BE R R, RN FRHAE W E AR Y. 5
PN AE G 7 — & at, AR SO o nT S B AE S B 2 A2 56 77, KRS S e Rm RN
PRI v e Bl Rt . @l mT DAE B DRI 208 E RS AE B A TS
FHAETE SR S uiE BRI, AR ATE TR S R B R RIS, Rz B RS SCib ik /. b4, ]

DOI: 10.12677/ecl.2024.133524 4291 TR 4TS


https://doi.org/10.12677/ecl.2024.133524

J7% I

LA AR5 SR il 1 B AR Fr B LS, ST ST & B AL AR AT A 4, TS B2 NI SGIEM S 52 .
5. R SRE

ARIESC B i A D SCEI M AR S B R 7y, HL B SRS 1) 1) 5 St xRS ARG SR R A R S
RIERAEER L ASCEE AT AR SCE T B BAR . TR R DA BEAT R, S T SO B
77 it G DL 2R TR Bl A SR B SR . IO B SR TR SR N A 5E 4 ), ek AR
AL Z AR IR AR NI o

FEARRIA SR, B Bt A AR S i B E B3R AL 1T R S R AL, AR T M %
AR MBCTEARN PGS, QU E SRS AT B, ARG SCRI™ Sh i i ALK, ik
SO PR S SRR FEE AR R BN DR

i R
PP LSRR SR P O U A
P

[1] BT Wl RIE I EE R R RSB FMAL]. 5FE T, 2010(6): 92-97

[2] #is. AEVIIE SCAGIE = REAE FIANME S B [J]. £ 4%, 2007(2): 19-21

[8]1 K. AEEAEE SO0 IR AR S QU E A AU [D]: [ LA A08 3], B2 Irg ek, 2022.
[4] TE, FEME. JEBSCO WK T 7 [J]. FEV (IORRAR), 2023(4): 16-18.

[6] =ik mGREME T AILEPESCRIF LB RN BE T/ESA, 2020(7): 44-50.

[6] &, SCRRRLG T 5T M X AR SO0 dn B BUET T K B A2 —— DAL IR 5 N R BII]. 8 M L5 B 2 iR (R R AR,
2022, 40(4): 20-25.

[7]  #RWHH, SRV, &3 AR S T AR L G0 vt SEBR IR R [3]. AR2E ¥ 1HIM, 2023(8): 20-24.

DOI: 10.12677/ecl.2024.133524 4292 TR 4TS


https://doi.org/10.12677/ecl.2024.133524

	非遗文创产品的营销策略探析
	摘  要
	关键词
	An Exploration of Marketing Strategies for Non-Heritage Cultural and Creative Products
	Abstract
	Keywords
	1. 引言
	2. 非遗文创产品概述
	3. 非遗文创产品开发与营销的问题现状
	3.1. 传承面临困境
	3.2. 文化发掘不足，缺乏创新性
	3.3. 同质化严重，吸引力不足
	3.4. 营销策略单一

	4. 非遗文创产品的营销策略建议
	4.1. 提升非遗产品设计创新能力
	4.2. 精准定位目标市场
	4.3. 多元化营销渠道拓展
	4.4. 跨界合作与资源整合

	5. 结论与展望
	注  释
	参考文献

