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Abstract

Under the background of the rural revitalization strategy, Henan black pottery industry, as a local
characteristic cultural industry, holds significant economic and cultural value. However, the current
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marketing process of Henan’s black pottery industry still faces numerous challenges, such as insuf-
ficient brand influence, severe product homogenization, and single marketing channels. This paper,
through field research and literature analysis, thoroughly examines the current state of marketing
in Henan’s black pottery industry and explores its shortcomings in brand building, product innova-
tion, and market expansion. Based on this, innovative approaches are proposed, including con-
structing a value-coordinated marketing model for the black pottery industry, promoting product
differentiation and diversification, and utilizing digital technology to expand marketing channels.
Therefore, studying the current marketing status and innovative paths of the black pottery industry
under the backdrop of rural revitalization is of great theoretical and practical significance for in-
heriting and developing the black pottery industry, promoting its sustainable development, and re-
vitalizing the rural economy.
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