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Redesign of Shenyang Tourism Souvenir Innovation from the Perspective of
Cultural Identity

LIU Chun-lei', WANG Lan-chuan®, LI Na'
(1.Shenyang Aerospace University, Shenyang 110136, China; 2.Shenyang Jianzhu University, Shenyang 110168, China)

ABSTRACT: It aims to make cultural heritage and modern design as the core elements of the cultural and creative indus-
tries, achieve outstanding creative intellectual achievements to the production of intangible resources and cultural creativ-
ity, stimulate the Shenyang regional cultural tourism products innovation potential. It extracts the regional cultural sym-
bols, combined with traditional crafts and new materials, new technology, the design of tourist souvenirs. The traditional
Manchu culture and the modern tourism souvenirs are combined to create a new type of unique characteristics of She-

nyang tourist souvenirs, to better disseminate the regional culture in Shenyang.
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Tab.1 Qing culture classification
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Fig.1 Tourism souvenirs to buy intention scale map
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Fig.2 Unpopular cause and the distribution of consumers
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Fig.3 The consumer age distribution
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Tab.2 The extraction of qing culture element element

questionnaire
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