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Abstract

The Tiao Wu Chang of Gaochun is an intangible cultural heritage of Jiangsu Province and is a rep-
resentative traditional folklore of Nuo culture, especially the unique mask image and cultural
connotation, making it a representative business card of the Gaochun area. However, the single
means of communication and the “aging” of the culture have led to its increasing isolation from
everyday life. In order to better promote this traditional culture, this paper extracts the artistic
characteristics of “Tiao Wu Chan” through a review of the existing “Tiao Wu Chang” cultural and
creative products in the market. Through an in-depth analysis of the dilemmas faced by “Tiao Wu
Chang” in the transmission of intangible cultural heritage, the paper explored traditional culture’s
connotations, established its brand positioning, and promoted the active inheritance of intangible
cultural heritage.
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Figure 1. Existing cultural and creative products for “Tiao Wu Chang”
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Figure 2. Sanxingdui Museum cultural and creative products
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Figure 3. Samsung pile prayer gods theme blind box series
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Figure 4. Mythical beast cultural red packet design
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