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ABSTRACT: The work aims to comb the relationship and differences among art products, modern products and
traditional handicrafts from the perspective of theoretical evolution and summarize the theoretical model. The selected
representative samples of art products, modern products and traditional handicrafts were compared and discussed in the
three dimensions of advanced technology, advanced design idea and advanced artistic thought. There were significant
differences among art products, modern products and traditional handicrafts in the three dimensions. Compared with
traditional handicrafts, modern products get higher scores in the three dimensions of advanced technology, advanced
design idea and advanced artistic thought and are more suitable for the need of modern life. Compared with modern
products, most cultural and artistic valuation products only get higher scores in advanced artistic thought, but do not
display excellent performance in advanced technology and advanced design idea. Cultural and creative products and
cultural tourism products both belong to cultural and artistic valuation products, requiring progressiveness development
and innovation in the three dimensions of advanced technology, advanced design idea and advanced artistic thought.
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