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Design Strategy of Drive the Product by Exhibition about Museum
Cultural and Creative Products

WANG Guo-bin
(Beijing University of Technology, Beijing 100101, China)

ABSTRACT: Through the study on exhibition industry museum of cultural and creative product design strategy, accord-
ing to the innovation of 2 stage, focus on system design, the creative transformation and innovative development of Chi-
nese excellent traditional culture is completed to promote the cultural and creative industries to keep pace with the times.
Based on the analysis of the current museum of cultural and creative product design related defects, it puts forward to
"exhibition" museum of cultural and creative product design strategy, completes the "the 2" stage of the design and de-
velopment of ideas, and explains the practice of "application to exhibition production design strategy through examples.
"The cultural and creative industries focus 2.0" in the system design of products is rather than a product itself, only out of
the Ivory Tower Museum, museum of cultural and creative products can really achieve cultural flourishing, achieve the
ultimate goal of "Living Cultural Relic" real.

KEY WORDS: cultural and creative industries focus 2.0; temporary exhibition production; drive the product by exhibi-
tion; reverse design; Heze cultural relics
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Fig.2 Traditional culture experience course product
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Fig.4 Mobile museum
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Fig.5 Multifunction electronic invitation letter
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Fig.11 Modular exhibition box
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