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Design and Development of Tourism Cultural and Creative Products

MA Jian-ying
(Taiyuan University, Taiyuan 030032, China)

ABSTRACT: The work aims to explore the design of tourism cultural and creative products. Under the background of the
current hot tourism market, the overall demand for tourism cultural and creative products keeps rising, and the related de-
sign ideas and methods need to be reformed. Based on general current state of tourism culture, its specific deficiencies and
development direction were analyzed comprehensively. Focusing on the needs of the audience, the objective design
thinking was summarized to point out the improvement of comprehensive value it can bring; then it was explored from the
different angles of view to find the design potential of tourism cultural and creative products from different directions.
And with story, localization, fashion and other specific performance of different levels as the main research content, its
design value was verified. The design of tourism cultural and creative products must rely on the market research in the
early stage, integrate various effective elements into it, refine the details and highlight the personality based on the de-
velopment of the times and the needs of the public, win more audiences with practical and aesthetic products and open up
the market with more development potential.
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