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ABSTRACT: The work aims to explore the innovative development strategy of cultural and creative product design in the
new era. In recent years, with the development of the times, cultural and creative industry has showed a strong momentum
of development, which is related to the current background of consumption upgrading. Facing the market environment and
industry competition in the new era, the design innovation of cultural and creative products has become a research hot-
spot. First of all, the changes of the times in recent years and all aspects of development and change affected by the envi-
ronment were reviewed from a macro perspective. Secondly, from the specific level, the current development and the
success and shortcomings of cultural and creative product design were studied. Finally, the development trend of cultural
and creative products in the new era was discussed from three aspects of culture, brand and era to explore the innovation
path and summarize the value of development and the effective methods. The cultural and creative product design in the
new era should avoid the previous low standards and low level, get rid of the solidified design thinking, accurately grasp
the current position in the market and consumer demand and conduct exploration from the practicality, aesthetics, culture
and era, so as to constantly put forth new ideas and realize cultural and creative product design and development with
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more characteristics, thus pointing out the development direction for the transformation and upgrading of the industry and

finding a scientific and reasonable long-term development path.
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