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Research on the Marketing Strategies of Huangyang Wood Carving Intangible
Cultural Heritage Workshop under Digital Transformation
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Abstract : Driven by the dual forces of China's digital economy and national trend consumption, intangible cultural
heritage (ICH) workshop has become a core carrier for the living inheritance and market—oriented
development of traditional handicrafts. As a national-level intangible cultural heritage, boxwood
carving workshops generally face dilemmas such as outdated marketing models, low satisfaction
among young audiences, single sales channels, and insufficient digital capabilities. Taking boxwood
carving ICH workshops as the research object, this paper analyzes the current marketing status
and transformation bottlenecks of such workshops under digital transformation, and explores the
optimization of marketing strategies. It aims to provide theoretical reference and practical solutions for
traditional wood carving ICH workshops to achieve digital breakthroughs and accurately connect with
the young consumer market.
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