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Design and Development of Cultural and Creative Productsin Museums

SHENG Zhuo-li, SUN Qi, WANG Hui-min
(Jinzhong College of Information, Shanxi Jinzhong 030800, China)

ABSTRACT: The work aims to explore the design and development path of cultural and creative products in museums.
As a kind of comprehensive multi-disciplinary product, cultural and creative products of museums need us to carry out a
comprehensive study and find a design path of cultural and creative products that meet the requirements of the times and
the needs of the audience. Starting from the actual development of the museum, the diversified attempts in the current so-
cial environment were summarized to lead to the actual design of cultural and creative products of the museum, and
summarize the existing shortcomings. Then, starting from the shortcomings of the actual design, the problems in design of
museum cultural and creative products in categories, culture, creativity and other aspects were analyzed. Finally, the de-
sign and development paths of cultural and creative products in museums were summarized from three aspects: aesthetic
conception, vivid expression and connection with life. At the same time, some design examples of cultural and creative
products in museums were discussed in depth from a macro perspective. Effective traditional culture, rich connotation and
aesthetic pursuit should be taken into consideration in design and development of cultural and creative products in mu-
seums, so as to fully reflect their own cultural value, aesthetic value and commercial value, expand the market and pro-
mote the sustainable development of museums.
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