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Construction of Nanjing Paper-cut Intangible Cultural Heritage

HE Jia, WANG Chao-yang, ZHOU Li-min
(Nanjing Forestry University, Nanjing 210037, China)

ABSTRACT: Taking Nanjing paper-cut as an example, it makes a study on the construction of the brand of intangible
cultural heritage. Through the review of various regions of the paper-cut handicraft and Nanjing paper-cut history and
present status, it analyzes the status of the cultural and creative products, and learns from the successful experience of
other areas of cultural and creative products brand extension ideas. Finally it puts forward three proposals for the con-
struction of the brand Nanjing paper-cut: the establishment of brand visual identification system, improve the brand
recognition; product innovation, cross-border development; strengthen brand promotion with the help of new media and
technology strength. At the same time, combined with the design practice, it makes an attempt to build the brand of Nan-

jing paper-cut intangible cultural heritage.
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Fig.1 Local paper-cut legend

FAERE, Ja Z T RIS I KRR H 1o HEZEARKY
T e A AE, SRR, R, MR R
SRR G AL B AR, MR SRR £ R
B WA AR AR XS o B LIS AE AL A
HONES, WEFE, RSN, WZATEE.

A AU BT AR B A B R BRI . i e,
AT RS BT AR UVRH O B9 SOl B2 o
B, TR RN A R, WK RER: 4 & A ST TR
IS S . ZEH L HEEE, Ter
SO S B ALY E B R P BT AR/, — 1
S B VL5 v SO Je A R ) R ) 25 A B ( Rl
L ZFEARRIN ) SRR QBT 4tE ", I —1F
J2 1 F U R B R AT BR A W 255 s 40T R it
HR AR O R . Wi i e g — it
HAEAT RGEME L LT A, 7 B8, H,
H i 5t B AR ™ PR A T —essil, HE
ey B RIS T, RIBTIE AU B —, TR R A b
o4 Lo 2 UL K BT RN ] T B AR BORE L A RIS
FARETE . B2 AR AR B B B R &
JrE K i T BT AR AL AR D L RS L, B4R 2R
W AT DAL 58 — 4800 2 By T 1 20 o W ik 6 3 AT
ufﬁiﬁﬁ)ﬂﬁiyﬁm&iﬂ’ﬁnn wE, i@ﬂnnﬁ?ﬂ’]f??ﬁ
e IRIEATFIF & o BRGSO fh i B 4 iR
AT E RGN, A0 Es st B R T I A 2 i
ALY SRS, T IR, 1R SR A ALAE
M SR . e B4R R O, e
HETRIE, WE SRS S, HAERUE . UE
APP U R IR AL4% 1 O FTIHE SR Ta] | M
SRER M, TR R BF R R, SRR A . SCER)

7 it it R AN AN T Ly T it S A i ) — 5K 44
B, TR A O S HR 1R B SO A R R
S, LS TR I BT AT K4 B TR R T L
KA R, 8 R FE SOl K

2 BERERANEIMmMIFLRESR

21 RE@EEIR, ExmERRiR5 A%

A B A — R R E AR 2, TEHZ e
L5 AL 7R E LA — H A IR R A, X2 g a5y
ARNSORTHTAE , QLR AN RE Y S AN (L . P 5T
ARSCRIT i B AT D — A, RS AUTARA A
SORG M — R T 22 B R IR Y, SRR TR
ICICRZER , FANTAE R BUAS ™ i S e R A
PRI IR G AT R A BT AR R A H Y, 2
i AR g U H, ERAT T B8 A AT R Y
AR AR, S AT I B0 i 5 S8 o 7 i B A 3
D, R AL G T T2 g i A AR A
e B R Eh 2 56 DA R R £ 8 SO B R SR A e AR A
B o MR RS MAE TP [ R SO BT R SR R, A
st R G 00 S0 AE A A R 0 R . R B
RN NIRRT SElras B A RN T bR St
PO, AN RODIREE, REE RHA EAE,
e H G AR Ty e, ik R RN
T s MATRHE i, g™ sh 2 43R, SCB™ dh B,
B SR IMRELE s KRBT AR TR R A
LI EERR b, B E SN, e ) it
20, AWHE RO RE T s BRI AL S A A RE
12 700 R % B B B AR 2R OB 2



48 fu %% T &

2018 - 3 H

AR W R R PR B oA DLIAT 20 55— R AR FEIR B
LR AR RN, AR S R R, R
TP FRRGE, &N 54 EARSSG [RINE 4R SC e
PEATAERMBIHT, k15 60 ZHIEZ LA, HEh 1k
HAIAVES 2R E RO QU 7 i, L5 SO H o ] 2
TR

R AT L, B e A Rl i Bt AIBA 2
M 50T A HLAR I8 0 R, A AU ) A
(NS B TN 82 B2 S N /oF [T N U L o
ARAME, VR R . B eGE ATxEA
PR SCIES, BEIASCE M5 SR, Gl he S
T 2 6 388 A — T8 R, R IR B AL BEIA
) o SR JG BT AF 5 1 o 9 2% SCR1 it it B L 5 151 R
G¢, LA AR SR BT L, B AN I 5 AR
SCRY AL EATEN G, HlCS S REAR S B R € L
R SRS, IR IE e 5 5 7 e 7 A
Jeng AL A RS P E TRIE SRR

HE R S

ot S 5 SR A T

mmmﬂmmab

P2 i o A A 1 (1 A
Fig.2The legend of Franz brand building
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Fig.3 Construction of Nanjing paper-cut brand
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THE WEST WINDOW CANDLE
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