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Abstract

As an outcome of “culture + creativity + commerce”, the healthy development of cultural and crea-
tive products not only promotes the progress of China’s cultural industry but also enhances the dis-
semination of excellent traditional Chinese culture. Based on the 5A model in modern marketing,
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this study investigates the marketing strategy of Nanjing Yunjin Research Institute’s cultural and
creative products through five stages: Awareness, Appeal, Ask, Act, and Advocate. The research
finds that the Institute has established a coherent marketing logic: itincreases exposure by building
cultural and brand awareness of Nanjing Yunjin, captures trending traffic and creates high-quality
content to attract attention, deepens inquiry through professional interaction and response, facili-
tates purchase actions via live streaming with embedded shopping links and spend-and-gift promo-
tions, and ultimately strengthens user retention and sharing to generate word-of-mouth effects.
This strategy offers a valuable reference for the market-oriented operation and contemporary of
other cultural and creative brands.
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