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Research on the Development and Promotion Strategies of Chaoshan
Intangible Cultural Heritage Cultural and Creative Product Design and
Promotion System from the Perspective of Emotional Value Consumption
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Abstract : Against the backdrop that emotional consumption has emerged as a new growth driver of the market,
the market scale of China's intangible cultural heritage (ICH) related industries exceeded 1.1 trillion
yuan in 2025 with a growth rate of over 20%, and post—90s and post—-00s generations account for
more than 60% of total consumption. Nevertheless, the Chaoshan ICH cultural and creative industry
is generally plagued by homogeneous design, backward brand development and poor market
adaptability. Taking the intangible cultural heritage culture of Jiedong District as a foothold and the
entire Chaoshan region as a broader research scope, this study adopts questionnaire surveys and
in—depth interviews, and introduces the AISAS consumer behavior model to empirically examine the
influencing mechanism of four core IP marketing elements of ICH cultural and creative products on
consumers' purchase intention. The results show that all four IP elements exert significantly positive
impacts on purchase intention, among which story fun (utility value = 0.790) and distinctive image
(utility value = 0.741) present the most prominent effects; emotional attitude (utility value = 0.784) and
new media effect (utility value = 0.776) serve as critical mediating variables. Accordingly, this paper
proposes a four—dimensional driving strategy featuring "empowerment at the supply end, IP shaping
at the brand end, experience enhancement at the experience end, and co—creation at the demand
end", and establishes a collaborative design and promotion system integrating government, industry,
academia, research institutions and end users. It provides a feasible pathway for Chaoshan ICH
cultural and creative products to evolve from regional cultural symbols into national cultural business
cards.

Keywords : emotional value consumption; Chaoshan intangible cultural heritage; cultural and creative
IP; design and promotion system; purchase intention
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