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Abstract :

This paper focuses on the development and marketing of Haihunhou cultural creative products, and

aims to promote Haihunhou cultural creative products to a broader market by discussing how to

integrate the millennium history and culture with modern design concepts, and adopting innovative

marketing strategies. The article first analyzes the unique value and potential of Haihunhou culture,

and then elaborates the integration of cultural and creative products in design, including the extraction

of cultural elements and the application of modern design techniques. Then, the article discusses the

innovative practice of Haihunhou Wenchuang in marketing strategy, such as brand building, channel

expansion, interactive marketing and so on. Finally, it summarizes the successful experience of

Haihunhou in the integration of tradition and modern and the innovation of marketing strategy, and

looks forward to its future development direction.
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