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Abstract. This paper takes CHI JEWELLERY as a typical case to construct
a four-stage model of brand culture communication: Value Mining, Product
Transformation, Scene Integration, and Narrative Communication, which
systematically explains how traditional culture empowers brand building.
The study finds that CHJ has successfully transformed traditional culture
into perceptible and consumable brand assets through four interconnected
stages: deeply mining the cultural value of the intangible cultural heritage
filigree craft, realizing the product transformation of cultural symbols with
its Filigree Candy Collection, embedding cultural experience into daily life
by focusing on “self-pleasing” scenarios, and promoting the popular
communication of brand narratives through social media content seeding.
The four stages form a logical closed loop for traditional culture to empower
brands. The construction of the four-stage model provides clear and practical
brand communication strategies and specific implementation paths for
enterprises to address the dilemma of product homogenization and enhance
differentiated competitiveness. It also offers a replicable and referential
approach for more brands to integrate traditional culture into market-
oriented communication, so as to improve consumer recognition,
consolidate brand advantages, and achieve sustainable development in a
fiercely competitive market environment.

1 Introduction

In the 21st century, with the rapid advancement of the economy and technology, accelerated
industrialization and rising productivity have resulted in a substantial increase in the variety
and volume of products available in the marketplace. This abundance has been accompanied
by a growing problem of product homogenization. An increasing number of products display
striking similarities, making it difficult for companies to cultivate strong consumer brand
loyalty and significantly constraining the sustainable development of enterprises [1]. As the
core pillar of product marketing, branding plays a decisive role in creating distinctive product
identities. A powerful brand not only establishes unique memory points that foster consumer
loyalty but also enables enterprises to achieve steady and long-term growth in an increasingly
competitive business environment [2].

Since October 1, 1949, the disposable income and living standards of Chinese residents
have continued to improve steadily. As a result, consumer demand has gradually shifted from
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the pursuit of functional utility to the desire for emotional value. Emotional value is a
necessary condition for consumers to be willing to pay a price premium, whereas functional
value is merely a sufficient condition [3]. This illustrates the importance for merchants to
integrate emotional value into their products ,and one of the useful approaches is to endow
the brand’s products with specific cultural implications. Culture infuses product brands with
special meanings, allowing consumers find the sincere emotion of the merchants, and then
stimulating their purchasing desire.

The brand symbols of Pop Mart serve as an intermediate medium that allow consumers
to place their emotions [4]. The cultural connotations give the meaning to the brand symbols,
and consumers gain emotional support through buying the products. Integrating the brand’s
cultural heritage with marketing strategies is the only way to ensure brand development
sustains [5]. During brand shaping and development, once the brand’s cultural value has been
explored, marketing strategies incorporating cultural elements should be further employed to
reach consumers widely and deeply.

According to the above literature, brands play a vital role in corporate products, and
culture is the soul of a brand. Brand building and development rely on effective
communication strategies, whose core lies in the deep integration of cultural connotation and
marketing practices.This paper deeply analyzes the process of brand building and
development of a successful enterprise case. It summarizes the main stages, together with the
objectives, tasks and specific practices of each stage, aiming to abstract a universal corporate
brand culture communication model to a certain extent, so as to provide referential experience
and mature practices for other enterprises in brand building and development, as well as the
integration of brand culture and market.

2 Case introduction

CHJ Jewelry Group is a leading player in the Chinese fashion jewelry sector. Established in
1996 and listed on the Shenzhen Stock Exchange in 2010, it is among the earliest jewelry
enterprises to go public in China. The company focuses on the design, production and
distribution of jewelry, mainly providing colored gold jewelry, gold ornaments and lab-
grown diamond jewelry. It owns several well-known brands, including CHJ, VENTI, FION
and Cévol, with a clear brand positioning targeting young and fashion-seeking consumers.
Since its foundation, CHJ has attached great importance to design innovation and has
integrated the national intangible cultural heritage—filigree craft—into modern jewelry
design, revitalizing this traditional technique and making it one of the company’s core
competitive advantages. CHJ is famous for its exquisite craftsmanship and profound oriental
aesthetic.In 1996, CHJ co-launched the first China Jewelry Design Competition. In 2006, it
brought its classic Purple Splendor collection to Baselworld in Switzerland, presenting
Chinese jewelry design to the international market. In 2012, the company established its
brand positioning “More Shining Moments” and built the 3A value system: Aspiration
Design, Amazing Experience, and Accessible Luxury. CHJ has realized integrated online-
offline operations and cross-border development. By June 2025, it had 1,542 stores across
Chinese markets and expanded its presence to Southeast Asian markets including Malaysia,
Thailand and Cambodia. In the first half of 2025, the group achieved revenue of 4.102 billion
yuan and net profit of 331 million yuan. With stable operation and distinctive cultural features,
CHJ has become a successful model of using traditional culture to empower Chinese jewelry
brands. Therefore, this study takes CHJ as a typical case to explore its brand culture
communication strategies.
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3 Four-Stage analysis of CHJ’s brand building and development

3.1 Value mining of brand culture

Value mining represents the initial and foundational stage of brand culture communication,
whose core mission is to extract distinctive cultural symbols from traditional cultural
resources that can be effectively perceived, recognized and emotionally accepted by modern
consumers, and systematically transform such symbols into the core value propositions of
the brand. For CHJ, this stage is marked by in-depth exploration of the profound cultural
value embodied in filigree craft, a national-level intangible cultural heritage of China. The
brand takes craftsmanship spirit, exquisite workmanship and oriental charm contained in this
traditional technique as its core cultural genes, and carries out refinement, purification and
innovative transformation to integrate them into the brand’s development system. Relevant
academic studies have pointed out that the modern transformation and innovative expression
of visual cultural symbols act as a critical mechanism connecting traditional culture with
contemporary consumer groups [6]. A well-crafted cultural visual symbol not only conveys
a brand’s cultural essence, but also effectively boosts consumers’ cultural identification and
brand preference. Guided by this theoretical logic, CHJ has implemented concrete practices
in the modern transformation of cultural symbols. Taking the brand symbol “CHJ” as a
typical example, its lines and strokes are extracted and evolved from the earliest Chinese
pottery inscriptions, which skillfully integrate the longstanding historical heritage of oriental
aesthetics into the concise and smooth modeling of modern English letters. Such design not
only completely retains the inherent traditional cultural genes, but also caters to the aesthetic
orientation and consumption psychology of modern consumers. CHJ has keenly found that
the motivation of contemporary young consumers to purchase jewelry is no longer limited to
traditional occasions such as weddings and gift-giving, but has shifted more toward
emotional satisfaction, cultural identity and personal expression. Based on this critical
consumer insight, CHJ has adjusted its underlying design logic from function-oriented to
culture-oriented, and clearly put forward an integrated design philosophy that combines
fashion, youthfulness, personalization and intangible cultural heritage elements. The brand
integrates a sense of ritual and emotional connection into products, so that each piece of
jewelry is not only an ornament, but also a carrier of emotion and an expression of culture.
Through the above practices, CHJ has successfully completed the dual preparation of in-
depth brand culture mining and accurate consumer insight. On this basis, CHJ further puts
forward the core brand proposition of “accessible luxury”, which establishes a differentiated
value positioning with distinct competitive advantages. This positioning not only retains the
inherent high-end attribute and cultural taste of the jewelry industry, but also narrows the
psychological and price distance between the brand and ordinary consumers through a
consumer-friendly pricing strategy. It breaks the long-standing stereotype that traditional
jewelry brands are exclusive and distant to the public, and lays a solid and reliable value
foundation for subsequent product transformation, market expansion and diversified
communication.

3.2 Product transformation of brand culture

Product transformation of brand culture serves as the core connecting link in the whole
process of brand culture communication, whose key function is to translate abstract and
profound cultural connotations into concrete, perceivable, experienceable and purchasable
product language that can be directly accepted by consumers. Previous research results have
confirmed that products created through the effective integration of traditional cultural
elements and modern design innovation can significantly improve consumer acceptance and
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market penetration. Based on this important theoretical basis, CHJ has carried out targeted
and innovative practices in product design and cultural transformation. In the design and
communication process of the Filigree Candy Collection, the brand invited a world-renowned
designer Mr. Sato to take personal charge of the creative design, realizing the deep integration
and transformation of brand cultural value into tangible product forms. This collection takes
the traditional national-level intangible cultural heritage filigree craft as its core technical
support, and creates a hollow mesh structure on the surface of earrings, rings, necklaces and
other products. The texture and shape of the structure are highly similar to the delicate folds
of candy wrappers, presenting a round, compact, exquisite and sweet overall style. The
gemstones inlaid inside can sway and sparkle slightly with the wearer’s movements inside
the “candy wrapper”, forming an elegant visual effect of dynamic-static combination and
virtual-real interaction.

The Filigree Candy Collection uses rose gold and diamonds as its main materials,
intending to echo the high-end jewelry positioning represented by the "three diamonds" in
the brand logo. The warm golden tone continues the dignified temperament conveyed by
deep red. More importantly, the Filigree Candy Collection deeply integrates a sense of ritual
and emotional connection into product design. Each piece is like a collectible "sweet gift",
carrying the emotional bond between the giver and the recipient. This design language
enables the product to transcend mere decorative functions and become a medium for
emotional expression and a carrier of ritual sense.

In terms of pricing strategy, the Filigree Candy Collection practices the brand’s
“accessible luxury” concept with a starting price of less than 1,000 yuan, which fully matches
the consumption capacity and willingness of young consumer groups. This strategy
effectively lowers the threshold for the public to experience and consume traditional culture,
making filigree craft change from museum exhibits that are inaccessible to ordinary people
into fashionable accessories that young people can wear daily. Research conducted by Guo
Yanchun shows that CHJ’s operating profit margin and gross profit margin have long
maintained a relatively high level in the industry, and one of the important reasons is that the
brand has achieved a benign balance between consumer-friendly pricing and sustainable
business operation [7]. Therefore, the integration of product culture transformation,
communication strategy and market-oriented operation of this series has formed a highly
successful practical model, which provides valuable experience for the combination of
intangible cultural heritage and commercial product development.

3.3 Scene integration in brand communication

Scene integration constitutes the experience extension link in the process of brand culture
communication, whose core purpose is to deeply embed brand culture into consumers’ daily
life scenarios, and enable consumers to perceive, recognize and internalize the brand’s
cultural value in the process of actual product use through immersive and interactive
experience. In this critical stage, CHJ takes the self-pleasing consumption scenario that young
consumers pay close attention to as the core breakthrough point, and systematically
constructs a complete value delivery chain extending from products to daily life. In the
process of product promotion and market communication, CHJ actively connects its jewelry
products with daily topics highly concerned by young groups such as attracting wealth and
smooth career, guiding consumers to naturally integrate jewelry into commuting, home life,
gatherings with close friends and other daily life scenes. This strategic layout transforms
jewelry from a luxury item limited to special occasions into a close companion integrated
into daily life, which effectively expands the boundary of consumption scenarios and
enhances consumers’ emotional affinity and sense of identity with the product. In the actual
consumption experience link, CHJ pays special attention to the implantation and
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enhancement of ritual sense and emotional connection, so that consumers can obtain dual
satisfaction of function and emotion while using products. For instance, the brand has
launched rope-braiding DIY services in stores across Chinese markets. After selecting beads,
consumers can independently match colors and braid ropes on the spot, participating in the
personalized creation of products in person. This process itself is a ritualistic co-creation
experience, through which consumers personally endow the product with unique personality
and exclusive significance, forming irreplaceable emotional value and memory points in their
hearts. As relevant scholars have pointed out, when consumers participate in product co-
creation, the emotional bond between them and the brand will be significantly enhanced, and
the perceived value of the product in the minds of consumers will also be substantially
improved [8]. Such a scene-based experience design not only strengthens the deep connection
between consumers and the brand, but also provides rich and real materials for subsequent
brand narrative communication.

3.4 Narrative communication of brand culture

In the context of digital media and social networking, brands can promote users to transform
from passive cultural recipients to active cultural producers and disseminators by stimulating
community value co-creation, which can enhance consumers’ sense of participation and
belonging, deepen emotional links between consumers and brands, and effectively reduce
brand marketing costs. CHJ’s communication practice in brand culture narrative precisely
responds to and applies this theoretical logic. The brand focuses on mainstream social media
platforms such as Xiaohongshu and Douyin, which are highly popular among young
consumer groups. Aiming at the core demands and pain points of young users such as
attracting wealth, smooth career and freely customizable rope-braiding styles, the brand
accurately locks core keywords such as gold fortune beads and beaded rope braiding, and
continuously outputs lightweight, fragmented and highly practical content including rope-
braiding tutorials, styling matching guides and cultural interpretation. This “content seeding”
strategy accurately grasps the consumption psychology and information acceptance habits of
young people, and effectively stimulates the spontaneous sharing and communication desire
of content viewers, realizing the autonomous communication and fission diffusion of brand
information among user groups. Furthermore, CHJ further amplifies the communication
effect and brand influence through user co-creation activities. For example, the brand
regularly holds offline experience activities, allowing consumers to braid ropes, match colors
and design personalized beaded jewelry in stores after purchasing beads. After the activities,
when consumers share their handmade works and experience on social platforms, they
naturally become voluntary brand advocates and communicators, attracting more peers in
their social circles to understand, try and accept the brand’s products. In this way, CHJ has
realized the low-cost and high-efficiency fission growth of brand communication with the
help of consumers’ social networks. On the other hand, this “ordinary people effect” formed
by real consumer experience sharing is more authentic and credible than traditional brand
promotion, which helps consumers establish a deeper sense of trust and recognition in the
brand more easily, and further consolidates the brand’s competitive advantage in the youth
market.
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4 Reflection, suggestions and model summary

4.1 Reflection and suggestions on CHJ’s brand communication

CHIJ has shown impressive strength in cultural transformation, it has successfully turned
intangible cultural heritage craftsmanship into a modern product language that fits young
consumers’ aesthetic tastes and spending power, and brought traditional culture to the mass
market through product branding. Both the Filigree Candy Collection in the product
transformation phase and the in-store jewelry DIY services in the scene integration phase
perfectly tap into young people’s desire for self-pleasing consumption. That said, its narrative
communication strategy for culturalizing product brands still has room for improvement.
This is reflected in the fact that consumers’ understanding of the cultural connotations of
products integrated with intangible cultural heritage elements often remains at the surface
level, namely explicit cultural identity, and is difficult to reach the deep level of implicit
cultural identity [9]. The current problem facing CHJ is that consumers’ perception of
intangible cultural heritage products only stays at the aesthetic level such as “good-looking”
and “exquisite” and the practical function of products, without establishing a deep
understanding of their historical origin, craftsmanship value and cultural significance. To
achieve deeper emotional and value recognition, this paper suggests that in the
communication of intangible cultural heritage product brands, intangible cultural heritage
knowledge and oriental aesthetics interpretation can be organically integrated into practical
content such as rope-braiding tutorials and matching guides. With the help of co-created
content by influencers and craftsmen, cultural narration can be naturally integrated into
“functional promotion”, thus helping consumers achieve a significant cognitive leap from
“aesthetic symbols” to “cultural core”.

In addition, studies have shown that in social media, different types of user content trigger
different participation behaviors, and utilitarian content is more likely to prompt users to
share information [10]. Enterprises should use practical content that is easy to promote user
sharing as the carrier to interpret product culture, also infiltrate the inaccessible cultural core
into the minds of video viewers as much as possible, so as to achieve low-cost and high-
efficiency upgrading of consumer cognition. Finally, product brand communication can be
elevated from “selling beautiful ornaments” to “delivering an aesthetic lifestyle”.

4.2 Model summary

This study proposes a four-stage model of brand cultural communication, consisting of
value mining, product transformation , scene integration, and narrative communication .The
model outlines how cultural empowerment supports brand self-development. These four
stages form a mutually reinforcing cycle with two-way feedback. Each later stage strengthens
the foundation laid by the previous one, while the implementation and extension of earlier
stages are refined by feedback from later ones, thus forming a closed loop.

Value mining is the starting point. When it comes to this stage, companies should identify
the core meaning of cultural symbols, align brand positioning with cultural ideas, and turn
abstract values into concrete visual symbols.

Product transformation is where cultural meaning becomes physical products. Businesses
translate cultural connotations into a product language consumers can see, touch, and
understand to be more specific companies could integrate cultural elements into design and
material choices.

Scene integration extends brand culture into everyday life. This happened by designing
immersive experiences, brands embed emotional connections into products, allowing cultural
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values to be felt through actual use. This stage produces authentic, relatable material for
narrative communication.

Narrative communication is the final step in the whole model. Through diverse

stakeholders and user-driven content formats, it shares the brand’s cultural stories and
product values with consumers, helping them understand and embrace what the brand stands

for.

5 Conclusion

Using the case of CHJ, this study presents a four-stage model of product brand culture
communication showing the ways traditional culture empowers brand building. The findings
suggest that CHJ’s brand culture communication is not a one-way process of turning culture
into commercial products, but a logical closed loop made up of four successive stages, which
means that each stage plays an indispensable role in the whole model. Meanwhile, the model
offers a reference for emerging enterprises in brand building and for mature enterprises in
brand development. It also provides approach for companies to address product
homogenization and build differentiated advantages through brand culture.

This study has limitations. The number of cases is small, and the research focuses mainly

on Chinese brands. Future research could extend to more industries and multinational brands,
exploring how this cultural empowerment model works in different cultural contexts, thereby
enriching the theoretical framework of brand culture construction.
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