E-Commerce Letters 3T Fj%5¥iL, 2024, 13(2), 2099-2105 Hans Xl
Published Online May 2024 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2024.132255

ZEWN Y~ mEH RPN

FR A
SN R I S 5 RS BE, B3 SRR

Woks H . 202443190 FHER: 20244F4H2H; KA AH: 20244F5H22H

G2

ZEHECA MBI T RANE, EME. BE8MFEET G5 T KK, AL
IR T TTRHIERSt. AR SCTR AT RA R ik, UZEBREARAAN R, SE=BH
A= BB 6 5K0%, T EEHRIIZ A, B H = B0l Mild DO IRV E K B RS
BESOANRE, #EFRER; BRRG, EHEH; SR8, QFEH: Bfsl, AREH:; X
WK, WHES: FRAEE, BhRL 2HRE, FEEH, MEBEEUFHREHRE T REFS
M, FRRR T ZEEA~ RIARE. MEE.

X in
=B, RIS, EHRE

Research on Marketing Strategy of
Sanxingdui Cultural and Creative Products

Xinhong Zheng

College of History and Ethnic Culture, Guizhou University, Guiyang Guizhou

Received: Mar. 19", 2024; accepted: Apr. 2", 2024; published: May 22" 2024

Abstract

Sanxingdui cultural and creative products have gradually entered the public’s field of vision, at-
tracting public attention on new media platforms such as Weibo and Douyin, and making consi-
derable achievements in the field of cultural and creative industry. This paper uses literature anal-
ysis method and case study method, takes Sanxingdui cultural and creative products as the re-
search object, combines the marketing strategy of Sanxingdui cultural and creative products, ana-
lyzes its marketing successes, and concludes that Sanxingdui cultural and creative products build
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brand image by focusing on cultural connotation; Create cultural identity, refine product selling
points: follow hot spots, take advantage of marketing; borrow tide, innovate marketing; live stream-
ing cloud travel, creative marketing; cultural makeup, fashion marketing; use the topic, increase
exposure; multiple channels, platform marketing, so that Sanxingdui cultural and creative product
marketing has achieved good performance, and has also improved the awareness and popularity
of Sanxingdui cultural and creative products.
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