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Abstract: This paper takes the Niejiazhuang clay figurines—a national—level intangible cultural
heritage—as its subject of study. It provides a clear and structured analysis of the various pr-
actical challenges facing this tradition, including the aging of its inheritors, a shrinking mark-
et, limited dissemination, and lagging cultural and creative development. Subsequently, drawin-
g on cultural translation theory and the potential of digital technology, the paper systematical-
ly and logically constructs a "closed—loop system" comprising "skill transmission—design trans-
formation - Market Validation," thereby naturally and effectively uncovering the cultural essen-
ce of Niejiazhuang clay sculpture. This approach has led to the development of the "Twelve Z-
odiac Animals" IP characters and a series of cultural and creative products, as well as the cre-

ation of immersive experience scenarios that complement both online and offline platforms.
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Consequently, it has identified a practical and feasible path for the creative transformation an-
d innovative development of intangible cultural heritage, providing an excellent model for the
living transmission and commercial transformation of similar regional intangible cultural herit-
age projects.

Keywords: Niejiazhuang clay sculptures; Revitalization of intangible cultural heritage; Digital t-

echnology; Cultural and creative design; Cultural translation
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