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Tourist Souvenirs Design Based on the Characteristics of Regional Festivals

PENG Wei-li, SHI Jin
(Qingdao University, Qingdao 266071, China)

ABSTRACT: To explore the present situation and development direction of tourist souvenir design from the perspective
of regional Festival culture. Folk culture souvenir is not only the miniature of a city’s feature, but also the sedimentary
deposits of city’s history. It is the most important medium for the transmission of a city’s image, culture and civilization.
With the bloom of tourism, souvenir is the carrier of the tourists' affection need, and it is becoming more and more im-
portant for this. Firstly, rising from the tourism industry, combined with the status quo of tourism souvenir market analy-
sis, how to effective integrate the regional culture into the tourism souvenirs design and development is analyzed. Sec-
ondly, taking Qingdao as an example, the market situation is in-depth analyzed, combined with the local tourism souvenir
development direction and the specific case, the path design and development of tourist souvenirs in the future are sum-
marized. It points out that the tourist souvenirs should not show better symbolic regional culture and traditional folk
characteristic. Finally, it is an effective way to promote the cultural connotation of tourist souvenirs to correctly under-
stand the defects and shortcomings of the design of tourist souvenirs, and to solve the problem that the regional cultural
resources and cultural products can not be effectively converted and utilized.
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