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Abstract 
In this paper, we present the design process of cultural and creative products based on 
Liangzhu culture: the analysis of Liangzhu cultural characteristics, the extraction of 
visual elements, product design and development, the extension of brand image, and 
marketing promotion. In the design practice, we innovated the modeling design, 
interpreted the Liangzhu culture by art, presented the Liangzhu culture interactively by 
using scientific and technological means, and designed the "Liangzhu Impression" brand 
and cultural and creative surroundings in combination with the actual situation. We 
provide a new idea for the design of Liangzhu culture in cultural creative products and a 
feasible way for traditional culture to integrate into modern society. We hope it 
enlighten relevant art design and jointly promote the development and dissemination of 
Liangzhu culture. 
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1. Introduction 

According tothe archaeological definition, Liangzhu Culture refers to a kind of archaeological relics 
with common cultural characteristics, mainly distributed in the Taihu Lake basin between 5300 and 
4300 years ago [1]. Liangzhu culture is one of the important sources of ancient Chinese civilization, 
is the demonstration of five thousand years of Chinese history, and possess profound cultural deposits 
and tourism cultural resources. With the successful inclusion of Liangzhu Ancient City Site in the 
World Heritage List, Liangzhu culture has entered a period of rapid development, and the market 
demand for related cultural and creative products is growing day by day. However, the current 
research on Liangzhu culture is mostly based on the archaeological perspective, and the research from 
the perspective of product design is relatively few [2]. 

Liangzhu culture is famous all over the world, especially due to the excavation and discovery of a 
large number of exquisite jade articles. Liangzhu jade ware has a peculiar shape, various patterns, 
rich and mysterious connotation, and ingenious design and composition. The establishment of the 
jade ritual system makes the design of jade articles also reflect the rich cultural connotation and 
diversified integration, which is complex and concrete and full of meaning[3]. 

By investigation, it is found that the existing cultural and creative products of Liangzhu are mostly 
souvenirs with low unit price and low cultural added value, such as cloth bags, notebooks, bookmarks, 
and so on, which lack  medium and high-end souvenirs with exquisite design, strong interaction and 
rich cultural connotation. Local tourism themed souvenirs, such as imitation jade cong and other 
handicrafts, lack use value and commercial value and need to be designed and improved urgently. 
According to our questionnaire, medium and high-end cultural and creative products have a certain 
consumer market (45.01% of respondents can accept products worth more than 100 yuan, and 10.63% 
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can accept products worth more than 500 yuan). Therefore, we decided to design high-end cultural 
and creative souvenirs with profound cultural heritage, proceed with the jade culture of Liangzhu 
culture, which can be played, appreciated and collected, and provide practical experience and ideas 
for the design of Liangzhu cultural and creative products. 

In the context of the rise of Han clothing craze, Chinese culture craze and the Palace Museum IP 
craze, the traditional cultural consumption power of young consumers is increasingly prominent. In 
recent years, museums represented by the Forbidden City have launched relevant cultural and creative 
products to become popular IP. Behind this is the cultural consciousness of the young generation in 
China. More and more post-90s young people fall in love with "museums" and "new cultural and 
creative". Cultural and creative products with exquisite design and profound cultural heritage have a 
young consumer market. Therefore, the team designed cultural and creative products based on the 
use needs and aesthetic habits of young post-90s consumer groups, aiming to make more young 
people understand Liangzhu culture and have a strong interest in Liangzhu culture through Liangzhu 
themed cultural and creative products. 

Chinese chess is a treasure of Chinese chess culture. It has a long history and strong interest. It is the 
most popular chess project in China. According to our questionnaire, about 61.25% of the respondents 
have the capability of playing chess. However, the design of chess products on the market is relatively 
traditional, lacking artistry and innovation. Through market research and literature review, we learned 
that domestic designers have made many attempts in chess design, matching historical figures or daily 
objects with chess pieces, breaking through the previous flat shape, and making the chess image more 
intuitive and three-dimensional. However, there is still a lack of aesthetic sense in the design of 
Chinese chess, and there is no breakthrough and innovation in the material. Compared with chess 
design works at home and abroad, our team is deeply aware of the urgent need to redesign Chinese 
chess, and make bold innovation in the shape and material, so as to make it practical, aesthetic, 
cultural and interesting, and attract more young consumers. 

Therefore, this project aims at the post-90s young consumers, designing a set of Chinese chess with 
distinctive Liangzhu cultural characteristics that can be played, appreciated and collected, and 
designing the VI, packaging and surrounding cultural and creative products corresponding to this set 
of chess. 

2. Design Practice 

2.1 Innovative Appearance Design, Artistic Interpretation of Liangzhu Culture 

This project cleverly integrates Liangzhu jade culture into the shape design of chess. 

2.1.1 Single Shape Design of Chess Pieces 

We sorted out the typical Liangzhu jade artifacts and representative patterns, extracted the shapes that 
match the meaning of chess pieces, further designed and processed them, and designed chess pieces 
with Liangzhu cultural characteristics. In the material performance of chess, it simulates the common 
materials and colors of jade articles in Liangzhu culture. 

We combed the representative jades of Liangzhu culture, corresponded these jades to the chess pieces 
in Chinese chess, extracted visual elements from the shape of jades, and applied them to the design 
of chess pieces. The following table shows the shape source and design description of each chess 
piece. 
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Figure 1. Single Shape Design of Chess Pieces 

2.1.2 Combination Design of the Pieces 

The design concept of jigsaw puzzle is applied to the combination design of chess pieces, which can 
be put together to form a rectangular body, easy to store, simple and beautiful. The wooden box for 
storing the pieces will be opened to form a chessboard. 

The bottom of most pieces is a uniform size of 3cm × 3cm, which gives a sense of unity and harmony 
visually. The appropriate size plus rounded corners will also be more comfortable. At the bottom of 
the pieces, there are embossed characters to indicate the pieces, not only to identify the pieces, but 
also to serve as seals to increase the playability and fun of the pieces. The chess pieces are made of 
solid, slightly transparent materials, simulating the texture of Liangzhu jade. 

 

 
Figure 2. Chess Pieces and Their Packaging Design 
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Figure 3. Combination Design of the Pieces 

 

 
Figure 4. Bottom of the Pieces 

2.1.3 Packing Design 

The visual elements of chess packaging come from the representative artifacts of Liangzhu culture. 
The Liangzhu God emblem on the front of the chess box is the most classic of Liangzhu culture, 
which intuitively expresses the spiritual connotation of Liangzhu civilization. The hollowed out wood 
design not only retains the basic shape of the divine emblem, but also mak pieces es the decoration 
more flexible and less rigid. The ivory white seal in the middle is printed with white shading. 
Liangzhu cultural relics and patterns referenced by chess modeling design are drawn on this pattern, 
including double jade cong, jade axe, trident jade ware, jade comb back, crown shaped ware, dragon 
head pattern jade bracelet, jade bird, jade fish, jade bi, jade cong, half cut jade bi, etc. Simplicity but 
rich in connotation is the highlight of the chess box. 

The carving decoration on the front and side is the trident of Liangzhu jadeware. It also adopts the 
method of hollowing out and dark lines, which is exquisite and beautiful. There are four groups of 
the same patterns on the four edges of the box, which use the classic element of jade cong: divine 
man and beast face pattern, perfectly making up for the lack of edge gaps. 

 

 
Figure 5. Chess Packaging Design 
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2.2 Use Scientific and Technological Means to Interactively Present Liangzhu Culture 

In order to enable consumers intuitively and deeply understanding of Liangzhu culture through the 
products, this chess set is designed with a set of jade shaped special-shaped cards. The front side of 
the card is an illustration of the representative jade of Liangzhu Culture, and the back side is a picture 
of the jade relics, a text introduction and the corresponding chess pieces. 

The highlight is that there is a QR code on the back of each card. You can scan the mobile phone to 
watch the video introduction of the cultural relics, so as to better understand the culture and stories 
behind the cultural relics. The design of this card makes the product more interactive, cultural and 
educational. 

 

 
Figure 6. Jade Interactive Card 

 

 
Figure 7. Card Details 
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2.3 Design the "Liangzhu Impression" Brand and Cultural and Creative Surroundings in 
Combination with the Actual Situation 

We designed the "Liangzhu Impression" logo and auxiliary graphics, which were used in the 
packaging of Chinese chess and brand extension products. 

Logo design: 

The logo font evolved from the seal character, simple and elegant, full of rich cultural atmosphere. 
The standard color is black, which is calm and atmospheric. The common off white, dark grey and 
khaki colors of Liangzhu jadeware are used as auxiliary colors to shape the brand's simple and elegant 
tone. 

Auxiliary graphic design: 

The brand auxiliary graphics are extracted from the modeling and classic portrayal of Liangzhu's 
representative jades, which are in line with the modeling of chess pieces. The auxiliary graphics are 
simple in shape and bright in color matching, which are rich in cultural connotation and aesthetic 
appreciation for young consumers. Our team specially designed colorful auxiliary graphics around 
the parent-child cultural creation series, which is full of childlike interest. 

 

 
Figure 8. Sign Design 

 

 
Figure 9. Brand Auxiliary Graphics 
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According to the field and questionnaire survey, the team found that cultural and creative products 
with low unit price, lifestyle, small and beautiful still occupy a large market share and are popular 
with young consumers. And, in Pingyao Town, the parent-child study tour project can well connect 
the local cultural and tourism resources, which will be the future development direction. Therefore, 
based on the Chinese chess products of "Liangzhu Impression", this project has created the brand of 
"Liangzhu Impression", and designed a series of cultural and creative products around it relying on 
the parent-child study tours. 

 

 
Figure 10. Brand Creative Periphery 

3. Product Marketing Strategy 

3.1 Market Positioning and Pricing 

3.1.1 Target Market: Meet Young and High-end Consumer Demand 

According to our questionnaire, young consumers after the 1980s and 1990s are willing to consume 
cultural and creative tourism souvenirs. 77.5% of respondents occasionally buy cultural and creative 
products, and 12.5% of respondents often buy them. At the same time, the team's survey found that 
consumers can accept cultural and creative products with higher prices. 45.01% of respondents can 
accept products worth more than 100 yuan, of which 34.38% can accept cultural and creative products 
worth 100-500 yuan, 10.63% can accept products worth more than 500 yuan. This survey result shows 
that the medium and high-end cultural and creative products priced between 100-500 yuan have a 
certain consumer market. Therefore, on the one hand, we strive to polish the works to meet the 
consumption demand of medium and high-end cultural and creative products of young and middle-
aged consumers, on the other hand, we strive to control the cost and keep the product price within 
500 yuan. 

3.1.2 Competitive Product Analysis: Unique and Full Potential 

According to market research, we found that among many Liangzhu themed cultural and creative 
products, there were no chess products. At present, the medium and high-end souvenirs sold in 
Liangzhu Museum include cultural relics imitations, jewelry, tea sets, jade pendants, and so on. These 
products lack entertainment, intelligence and interaction. The products of this project may fill this 
gap. 
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Table 1. Chinese Chess Competitor Analysis 

Chess name Picture Product Features and Problems Price 
($) 

Terracotta 
Chinese 
Chess 

 

Features: Terracotta warriors and horses shape 
design, with cultural heritage. 

Problems: The pieces are roughly shaped, with 
an obvious sense of cheapness; the whole set of 
pieces is not convenient to store. 

55 

Tangram 
Chinese 
Chess 

 

Features: simple and generous shape with 
creativity. Won the German IF design award. 

 

Problem: Higher pricing and lower market 
acceptance. 

800 

Cartoon 
Chinese 
chess 

 

Features: cartoon image design is more vivid, 
suitable for children's use. 

 

Problems: Simple packaging, chess board 
without storage function, not convenient to store. 
The sense of value is low. 

65 

Children 
Chinese 
chess 

 

Features: The shape has some creativity. 

 

Problem: The chess piece shape simply interprets 
the literal meaning of the chess piece and lacks a 
certain cultural heritage. The chess piece storage 
is more messy. 

200 

 

Our team made competitive product analysis and SWOT analysis for the product, as shown in the 
following tables. 
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Table 2. SWOT Analysis 

Advantage Disadvantages 

1. The product has a deep cultural heritage, and the 
interactive card design introduces Liangzhu culture 
in depth. 

2. The shape design has both cultural connotation, 
beauty and creativity. 

3. Humanized product design details, convenient 
storage of chess pieces. 

4. Exquisite packaging, exquisite workmanship, 
with collection value. 

1. Product production cost is high. 

2. The product has a certain volume and weight, 
which is not convenient to carry. 

Opportunities Threats 

1. There are fewer similar products in the market, 
and the market competition is not fierce. 

2. With the revival of traditional culture, more and 
more young consumers are willing to buy well-
made cultural and creative products, and the project 
products have a broad market prospect. 

3. The rise of Internet marketing gives the product 
the opportunity to become a "netflix" product with 
less advertising costs and greater commercial 
returns. 

1. There are more and more high-quality creative 
products in the market, and the competition will 
become more and more fierce in the future. 

2. With the development of online chess games, the 
demand for physical chess is decreasing, and the 
demand for high-end chess products will be greater 
for gift collection than for use. 

3.1.3 Profitability: Controllable Cost, Cultural Premium 

In terms of profitability and feasibility of the project, our team, on the one hand, obtains accurate and 
reliable data on product production costs through market research, so that product production and 
marketing costs can be known and controlled. On the one hand, it adopts the cognitive value pricing 
method to price according to the psychological price of consumers in the market survey, so as to 
obtain a large premium space. 

The final results are shown in the following table. The profit margin is large and the profitability is 
strong. 

 

Table 3. Chess Cost Accounting Table 

"Liangzhu Impression" Chinese Chess Mass Production Cost Accounting Table 

Entry name Quantity 
(set) 

Total price 
(yuan) 

Unit price 
(yuan) 

Suggested retail price 
(yuan) 

Piece 500 

 

7500 15 500~1000 

Beech chessboard 35000 100 

Hardware 
accessories 

1500 3 

packing 2000 40 

Promotion 1000 2 

the Sum 47000 94 
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3.2 Marketing Promotion Strategy 

3.2.1 Create "Online Celebrity" Products Through Online Social Networking Platform and KOL 

Through the popular social platforms such as Little Red Book, Tiktok, Weibo, and with the 
endorsement of opinion leaders (KOL) on the platform, the product will have a certain popularity on 
the network and create "online celebrity" products. 

Little Red Book Marketing:  

Little Red Book is the hottest lifestyle sharing platform among young people at present. Users can 
share good experiences and products on the platform through text, pictures and videos. A large 
number of young consumers have bought products that they like through "planting grass" in small 
red books. 

When selling products, we can organize a Little Red Book printing and cash back activity to promote 
consumers to carry out positive word of mouth communication on the platform. At the same time, we 
can promote our products to KOLs of all sizes in the Little Red Book platform, and ask them to 
endorse and promote our products. Through the endorsement of many influencer fans, a large number 
of ordinary KOLs with an average number of fans set up a tablet to create an atmosphere where 
products are widely recognized. With the word of mouth marketing of Little Red Book Community, 
the product can be widely publicized with less advertising investment, and quickly recognized by 
consumers through excellent design and quality. 

Tiktok Marketing:  

The promotion and sales of products through Tiktok is one of the hottest marketing communication 
methods in recent years. Set up an official account, upload short videos that introduce Liangzhu 
culture, use scenarios of products, and display details. While building a brand image, you can get a 
certain amount of fan traffic, which can then be converted into sales. At the same time, we can invite 
influencer fans on the platform to release videos to get more traffic and attention. 

Online celebrity live broadcast:  

Online celebrity live broadcast with goods is a marketing communication mode emerging in recent 
years. You can find online celebrities (such as Li Ziqi, "Sister Tangyuan", etc.) who are in line with 
the product positioning and brand image to sell products through live broadcast; At the same time, an 
official brand account was set up for live broadcast to introduce the history and culture behind the 
product and the design concept of the product. 

Microblog marketing:  

Firstly, setting up an official account to spread Liangzhu culture, establish the brand image, promote 
products, and publicize offline activities of the brand. Secondly, inviting microblog influencers and 
Internet celebrities to promote products,  and inviting Li Ziqi and other Internet celebrities to 
experience Liangzhu culture,  to use products and publicize them on Weibo. 

WeChat promotion:  

On the one hand, setting an official account and launching official account articles to introduce 
Liangzhu culture and brand products. Compared with Weibo, the content of WeChat articles is more 
detailed and in-depth.  Secondly, inviting official account with a large number of fans to release 
promotional soft articles to increase the exposure of products. 

3.2.2 Use the Online Sales Platform to Create the "Facade" Of Online Sales 

To create a "facade" means to operate the official flagship stores, micro stores and museum websites 
of "Liangzhu Impression", and actively create the brand image of "Liangzhu Impression", and 
transform the cultural value behind the brand into commercial value. 

Online store design and operation:  

Setting the official flagship store and official micro store of Liangzhu Impression on Tmall,  to sell 
cultural and creative products of Liangzhu culture online. 
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Endorsement on the Museum's official website:  

Cooperating with Liangzhu Museum to add friendship links or museum souvenir pages on the 
museum's official website to sell "Liangzhu Impression" cultural and creative products. 

3.2.3 Scene Marketing in Combination with Offline Tourism Resources 

Offline sales and promotion of products focus on providing customers with valuable experience. In 
combination with the rich cultural and tourism resources in Pingyao, experience marketing and 
scenario marketing are carried out to meet consumers' experience needs. 

Museum Cultural and Creative Experience Base:  

The "Liangzhu Impression" cultural and creative experience base was set up in Liangzhu Museum. 
Visitors visited the museum, got a certain understanding of Liangzhu culture, and were willing to buy 
souvenirs. At this time, entering the cultural and creative base to experience the Liangzhu themed 
Chinese chess and other cultural and creative surroundings can obtain a good experience of 
sightseeing and consumption, and promote the sales of products. And, the experience base can 
organize interesting activities such as chess competitions and Liangzhu knowledge competitions to 
attract tourists to experience and achieve mutual benefit and win-win results with the museum. 

Combined with parent-child study tours:  

The cultural and creative peripheral products of "Liangzhu Impression" closely match the situation 
of parent-child study tours. Therefore, cultural and creative products can be sold in combination with 
parent-child study tours. Firstly, package sales. In cooperation with the study tour project, provide 
the study tour team with uniform clothing, stationery, parasols, pillows and other articles needed for 
study tours. Secondly, scene marketing. Setting up sales points in tourist attractions, such as Liangzhu 
Ancient City Heritage Park and Pingyao Old Street, to attract customers to buy after experiencing the 
local culture. 

Plan online celebrity activities and conduct event marketing:  

Planing and holding cultural experience activities, to create consumption situations, and promote 
consumers to participate in the experience, use, consumption, and evaluation of products. For 
example, the Cherry Blossom Hanfu Festival is planned to attract young Hanfu enthusiasts to bottle 
kilns to watch flowers and play chess. Invite high beauty net reds in Han suits to enjoy flowers in the 
bottle kiln cherry garden, play Liangzhu themed Chinese chess, and broadcast on the social platform, 
generating hot topics and attracting more consumers' attention and consumption. 

4. Conclusion 

We present the design process of cultural and creative products based on Liangzhu Cultural Creativity 
in this paper: from the analysis of Liangzhu cultural characteristics, the extraction of visual elements, 
product design and development, the extension of brand image, to the marketing promotion. We 
provide a new idea for the design of Liangzhu culture in cultural and creative products, and provides 
a feasible way for traditional culture to integrate into modern society. We hope it enlighten relevant 
art design and jointly promote the development and dissemination of Liangzhu culture. 
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