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Design Innovation of Cultural and Creative Productsin Chinese Universities
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ABSTRACT: This paper explores the general laws and innovative strategies of design innovation on cultural and creative
products in Chinese universities through the study of successful cases in Shenzhen University by summarizing the campus
cultural and creative product design innovation practice methods, hoping to provide inspiration to the research on cultural
and creative product design innovation in other Universities in China. The author first analyzes the existing outstanding
problems and practical significance in the design and innovation of cultural and creative products in Chinese universities
in the new era, then clarifies the current situation of cultural and creative product design in Chinese universities, and fi-
nally brings out the feasible path for the design and innovation of cultural and creative products in Chinese universities in
the new era through the combination of successful cases and experiences of Shenzhen University's cultural and creative
product design innovation practices. The problems incurred in exploring the innovation path of cultural and creative
product design in Chinese universities can be creatively solved by combining the university’s own culture and innovative
practices. Boldness experiment and innovation, focusing on original design, combination of design and technology,
broadening the international horizon of design, and cultivating student designers, etc. are important and effective innova-
tion strategies on the road to the innovation of cultural and creative product design in Chinese universities.
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Fig.11 Sales design works of Wechat store (3)
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