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Abstract

With the continuous improvement of consumers’ demand for material and cultural life, with the
development of digital economy as an important driving force, the excellent culture and its derived
cultural and creative products in China have gradually shifted from “material consumption” to
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“spiritual and cultural consumption”, and the market of cultural and creative brands has shown a
booming trend. The development of these local cultural and creative brands has played an im-
portant role in promoting local awareness, inheriting characteristic culture and promoting local
economy. As one of the important cradles of traditional Chinese culture, Zhejiang has rich historical
and cultural resources and profound cultural deposits, which provides a broad space for the devel-
opment of cultural and creative brands. Zhejiang’s “Zhijiangnan” cultural and creative brand, with
its profound understanding and innovative interpretation of Jiangnan culture, with a unique mar-
keting strategy in the market has achieved remarkable results. This not only highlights the cultural
charm of “Zhijiangnan” brand, but also provides a useful reference for the development of cultural
and creative brands in other places.
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