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Abstract

With the vigorous development of the cultural industry, the market competition is gradually fierce.
In order to enhance the competitiveness of cultural and creative products in Qingyan Ancient Town,
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this study investigated the marketing of artistic and cultural creative products in Qingyan Ancient
Town by means of field investigation and interview. The survey results show that there are some
problems in the marketing of art and cultural and creative products in Qingyan Ancient Town, such
as the homogenization of product development, the need to improve the connection between prod-
uct connotation and Qingyan culture, the insufficient use of network channels, and the lack of pro-
fessionalism of staff. Based on this, this article proposes improvement suggestions such as actively
organizing relevant training activities, deepening local culture, enriching online sales channels, and
increasing product innovation.
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Table 1. Types of cultural and creative product development
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Table 2. Sales of cultural and creative products

=2 Mo REERER

5 JE % &I & A EIRIE
1 HE—H Kb+ &F AE
2 SR &b+ &TF JE F S
3 eI Kb+ &F JE
4 paclEcg s &F x
5 —MEE &b+ &T WAB MRS
6 SRRy &b+ &T I E5E
7 FILERR 2N R
8 =R &b+ &T e
9 EIE 3 & x
10 WXCF L5 gkl + &F MR NEF
11 EEIAE ) Kb+ &F s AN Y
12 BT gkl + &F WAEADERFOF R ) WEEHL
13 SN TR gL+ &T JE F S

TR EHEVIHE.

44, BEHENXSFREHERRE

TEEAREE L, HaEESPRSC0R W FEBEREET AR ST A= 588, #Bonfcalr-
P EAE L, WEBEREAMRE T E EEA. EB/NIE P UBER KB EERNEARE, U
BRI AR X T &8 AE AR S U R BEIK S ZIRIE#HITESL. EEHEASEL, EFATEHE
ERIE BB, HlaEE. s, BEAKRS . DNEBREUANSBEERTFE FREANE, EEUNAR
X m UL ERIE AT, BANEW RSB HRIERE,
5. B~ REHEELM
5.1. A LRBRI

TEX A d SR = S T AR R I, A SHENE S T BRSCRIFE K2 AT S | i e
ARG EE T 2R R, BUE H 67 S I ER R T2 7 AR R AL % . [, X P
WA R R BRI Z R HEERAE. 9. 5, UESHNEECEENGE, XS HT
THNE, XS B A E RS R 3 R XU I B R
5.2. FmAESBEEXLERATRES

MEVIRER 14 FPrESER P MK AL EE, RS RINE 3 B, S TAmAE RS S 5 EE

DOI: 10.12677/ecl.2024.1341132 135 TR 4TS


https://doi.org/10.12677/ecl.2024.1341132

X %

BRI ST R, EEGRAREE T A AR Roeseth . RIS . A i 2 3L
FIRCR E&, @SR R AU B AEX PR R S S KIS & PSR S S P M AT 45
MR, W HSCFZIRE AL . RIS T A S — DURER S D HRERE TG R R
KR Fr B iR R A A A SR ok Sl E R 2B, DR - XNIMER .
HMAZ A SO, 501 AR SRR A AR R 0T R A U S R LA R R
S R AR R, KB E B H AT R, R0t & 3 BT I 275 B W 10Ty B AR REWE B .

MUTRER LA, DA A o B SO i (0 SCH AT 2 B R AR X 5 SCAL 2308, TR 55
W ST Y24 . 2 BT, B A ST NS A SRR AR R, A U R IR
TR EAR7EE

Table 3. Correlation of product culture
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