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Abstract

With the development of the times, traditional folk customs are facing new opportunities and chal-
lenges in modern society. This paper deeply discusses the commercial value and cultural logic of
traditional folk customs at present. Through the analysis of its concepts and characteristics, com-
bined with practical cases in commercial brands, it expounds how traditional folk customs realize
the transformation of commercial value in modern society and reveals the profound cultural logic
behind it. At the same time, it analyzes the interaction relationship between commercial value and
cultural logic, and proposes strategies to achieve benign interaction between the two, providing
theoretical support and practical guidance for the inheritance and development of traditional folk
customs.
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Figure 1. Packaging design of Daoxiangcun’s gift box for the year of the dragon
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Figure 2. Packaging design of Kinder’s year of the tiger cultural series
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Figure 3. Paper-cut style design of Danish blue canister cookies
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Figure 4. Ganso’s lantern gift box for blessed lantern festival
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