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ABSTRACT: This paper explores the application of current popular culture in the design strategy of cultural
and creative products in the Dunhuang Museum, and discusses the value of popular culture, consump-
tion-oriented popular culture in the era of Media Convergence in the cultural and creative design of museums.
Under the guidance of culture communication theories and techniques of the Post Modernism design, com-
bining user research, this paper, by analyzing the interpretation and innovation of popular culture on the aes-
thetic elements, spiritual connotation, and artistic attitude of Dunhuang Grottoes art, as well as analyzing the
dissemination of popular culture boosting the promotion of Dunhuang cultural and creative products, explores
the application of current popular culture in the design of cultural and creative products. The cultural and
creative products in the Dunhuang Museum combines network media technology, carrying out the design
strategy of integrating the three module systems of the design layer, the propaganda layer and the experience
layer. Cultural products and digital entertainment products is designed at the design level to enhance brand in-
fluence; at the publicity level, use cross-border integration to tell modern design stories to form a brand com-
munity. Multicultural consumption activities is planned at the experience level to provide cultural aesthetic experi-
ence and broaden cultural creativity design extension. Dunhuang cultural and creative brand combines current
popular cultural forms to provide strategies and suggestions for the sustainable development of cultural and creative
brands. The cultural and creative design of museums should give full play to its own cultural and regional charac-
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teristics, keep up with the needs of the times, and seek cross-border integration and cultural transcendence.
KEY WORDS: popular style; Dunhuang cultural and creative design; museum cultural and creative industry;

popular culture; traditional culture; Dunhuang art
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Fig.19 *“Baidubugin” red envelope design ideas and finished products
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Fig.20 “Rijindoujin” red envelope design ideas and finished products
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Fig.21 *“Pingbugingyun” red envelope design ideas and finished products
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Fig.23 Design concept of mobile applet platform
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Fig.24 Mobile phone shell and cultural shirt series products
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