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Abstract

With the rapid development of e-commerce, traditional flower-and-bird painting cultural and cre-
ative products have ushered in new development opportunities. This article explores in depth how
to brand and promote traditional flower-and-bird painting cultural and creative products in the e-
commerce environment, analyzes the opportunities and challenges they face, proposes effective
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brand building strategies and promotion methods, aiming to promote the prosperity and develop-
ment of traditional flower-and-bird painting cultural and creative products on e-commerce plat-
forms, and inherit and promote traditional flower-and-bird painting culture.
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