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Innovative Design Methods of Cultural and Creative Products

LIU Yang, MEN Meng-fei, TIAN Mi, XIE Zhen
(Beijing University of Technology, Beijing 100124, China)

ABSTRACT: At present, the contents and forms of the cultural and creative products in the market are mostly the same,
and they generally lack cultural connotation, which makes it difficult to meet the diversified needs of consumers. There-
fore, the work aims to study the innovative design methods of cultural and creative products. Based on the concept of
cross-border integration and people-oriented design, the new ideas of cultural and creative product design and develop-
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ment were discussed from four dimensions: “dig for needs and be close to life”, “stimulate emotions and shape experi-

ences”, “inherit wisdom and carry forward culture”, and “combine current p011t1cs and seek development”. Nine key
points of innovative design of cultural and creative products were put forward, including cultural depth, the combination
of the tradition and the modern, exclusive features, artistic aesthetics, practicality, interesting experience, educational sig-
nificance, environmental friendliness, brand concept, etc. The creative analysis was carried out with the help of design
practices. An attempt is made systematic design concepts to guide and promote the innovative research on cultural and
creative products based on the systematic design concepts to better meet people’s demand for the material and spiritual
functions of cultural and creative products, and provide a practical way to promote the spread of traditional culture in
China, so as to form positive practical significance and reference value for research and development in this field.
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