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Innovative Design of Cultural and Creative Products
Based on Regional Culture

FU Zhen-yu
(Changchun Institute of Engineering, Changchun 130021, China)

ABSTRACT: The work aims to explore new ideas of cultural and creative product design in the context of regional cul-
ture. First, by the definition of culture, extending to the characteristics of regional culture, then introducing the relation-
ship between regional culture and design, the idea of integrating regional culture into the product design was put forward.
On this basis, the focus was locked in the field of cultural and creative products to analyze the concrete manifestation of
regional culture in the appearance, material and process of the cultural and creative products and its current development
situation. Finally, respectively from the perspective of regional cultural characteristics in the regions of the Changbai
Mountain and Jiangsu, combined with the specific geographical elements and their application principle, the regional ex-
pression of cultural and creative products was explored. The unique regional cultural elements are parsed, induced and
condensed, so as to transform them into elements that can coexist with cultural and creative products. This can realize the
integration of tradition and modernity, culture and design, endow products with more forms and newer cultural vitality,
promote the upgrading and innovation of cultural and creative products, and promote Chinese culture in an all-round way,
thus letting the world know China and letting China go to the world.
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