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Analysis of the Design of Industrial Tourism Cultural and Creative
Products——Taking Shougang Park as an Example
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ABSTRACT: This paper aims to explore the development status of industrial tourism cultural and creative products under
the background of new industrialization and urbanization by taking Shougang Industrial Park as an example, and to study
the design and development strategy of industrial tourism cultural and creative products, and provide new ideas and
methods for cultural and creative products to promote the consumption upgrading of industrial enterprises, helping indus-
trial enterprises brand promotion and legacy industrial resources revitalization. Based on the development status of indus-
trial tourism and the role of cultural and creative products in the dissemination of industrial culture, this paper uses the
Pierce symbolic ternary relationship theory to deeply explore the relationship between the structural level of industrial
tourism culture, the attributes of industrial tourism cultural and creative products and user emotional cognition, con-
structing the design and development model of industrial tourism cultural and creative products in Shougang Park, and
analyzing the differentiation and diversification of industrial tourism cultural and creative products, which is an effective
way to derive its characteristics and increase cultural and economic benefits for industrial enterprises. This paper is com-
mitted to the innovative research of industrial tourism cultural and creative products, promoting the development of in-
dustrial tourism, providing practical ways for industrial enterprises and regional cultural dissemination, bringing users a
unigue emotional experience, and making high-impact and practical research suggestions for research in this field.
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Fig.1 Theme arrangement and symbol analysis of industrial cultural elementsin Shougang
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