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Design Paths and Practice Exploration of Tourism Cultural and Creative Products
LU Ning-ning
(Weifang College,Shandong Weifang 261061,China)

Abstract: From the perspective of the integration of culture and tourism, people's enthusiasm for
the consumption of tourism cultural and creative products is increasing. Therefore, the design path
and practical plan of tourism cultural and creative products are discussed in order to improve the
overall quality of tourism cultural and creative products. With the improvement of people's living
standards and consumption upgrading, cultural tourism consumption is also heating up. However,
the market status of tourism cultural and creative products is not optimistic, and there are still
many problems. Therefore, it is necessary to re-examine the design path and practice of tourism
cultural and creative products: The design is discussed from the perspectives of integrating
regional cultural elements, constructing tourism cultural and creative IP, and creating product
brand, and further explores the innovative design from the aspects of product aesthetics,
functionality, culture and emotional attributes. Through analyzing the present situation of tourism
cultural and creative products market, the author finds the following problems: product
homogenization and popularization are serious; Lack of regional cultural characteristics; Product
innovation elements are few, update iteration is slow, etc., and then in view of these bottlenecks,
practical examples are discussed, so as to find a design path and effective improvement measures

that are suitable for the development of today's tourism cultural and creative products.

KEY WORDS: tourism cultural and creative products;design path;practice
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Fig.1 Whether to purchase tourism cultural and creative products
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Fig.2 What factors will be considered when purchasing tourism cultural and creative products
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Fig.3 What types of tourism cultural and creative products do you like
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Fig.4 What are the characteristics of tourism cultural and creative products that you prefer
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Fig.5 What do you think are the problems with tourism cultural and creative products

WEA A 7 — R B b R DI HE ¥ 2l 3 X T SC B i K 4 SR SR, R A
(N0 sz B 17 i e SC BN 7= it T A AE K 2 Rl L A2 DMEZR B GRS, B8 18 2 0 ey
AL BN RSN, SEHE SR BRI SR ST . AEVC R SRR AE SRR KB, Sk
P MG BT 2 BRI & o S0k, 2838 IRl SCOP dh BETH AT OARA A (7 (LA T
T e £ 294 SRR ™ b 2 75 A SR 2, T T b3 48 )35 55 A T SC B DLIR ar s
B, DA SR M BRI KA T 2R R I E E
1. 1 e AN i R AL ™ B

AVE 2 X RSO fh i R i e, SN0k, kil SCRURH B T T %
IR . B S Z A B IR SO AR ZTE L, [RIBUA™ B, %% 5 A A5 2 B



AR BB AR RIS SR SRR, BT L, 4 N A
SRR i RIR R I S DK ORI W LS ST A TRT TR
X
1. 2 i SCRU7= i SAL R R 2R

SR HESCHR PR BL T, T R S W BT R T KR (KR SR i, BRI

v IRERR R HAE R, XX AR SCON P dh B AR LR LG, S S
B FE QRIS B ARG A 302 b ) SO R R A S 343 e e SC B 7=
F2 JUR A LOGO B hR4s, (EEde i, FIEBARARIY “SERE 7 o SXPRIIRIE LAY
PR AR TR IURIHES ™ AN 50 XBRE IR R IR, AU RE R I 25 1 T %, 38 2> kAt
A7 A B e 55
1.3 Rl SCAIF= MR 5T etk R it

b R R SR b A Dy E AT SRAT AT B SE I WL F R XA

SRR SR FRBCE IR B SR AT Y. TIATEA, T I RIEAR, IRk
P X EI LRI i AD “ AR AR, ARSRIE R T LAE AT QU Bt A Bk, HRA R
FO R HRAE R ENIXZEINUBRIE, SEUIE S DRt R IR 107 i o TR 1E 2 i UK
VS XSO R BRER T I L SR A (B IR 2 — o W IR SC R 7= i R 2 S8 00 L e b,
AR B L B SO SRS S SO IR S RS g — T, R — A
E A RE S INGE i f
2. RIHESCAIFE SRR AT

TR SCE = ST TR A WATIE AT, AR, T VR 7SR 2
H I B R I B, R AR SRR S TE R e R AENL S TR .I@'Jmu
AHEF U AZ, EERLRER, BERGZAH R . PRI TH I R A2 i
SCAFE ST R IUIR S R, BOE B0 R, Bt th B 2 AT BRI SCBI A, DA
AN, TE LR
2.1 DD FIR AL B SO RAIT 1 ke SCRI= i Ak
2. 1.1 e sCRIP= i AL R X

JRIESCRIF= S i) SR, R BRI SCRU P S IR GE L W, R REAR IR 7] AL IR
Feo AENRIESCON it B it BRAL W TH IR o, AR AN [ 2R L F) 7 ot A T ) T A AN [R] 591
0 5% DX e SO S T BT IX o AR R A IRE RS HA SRS MR RS, &
EZRART EAELR RYV5E, (e AR b, SOOI SCAI ™ i 2215 5N R AL AER

}



Ak, BERIVEY T, SOMBE %, RO 1R SR E BT IR

TR SCAN 7 it B4t AL, A R T S5 XS IR R A R 3R R R TR R S, T8I — R
R0 R 8 — R £ B B (0 R 33 S 1) 7 ot PR et R BT, T 78 43 AR 3k s X AT TR S
AR ROGREL, R XL R A5 BUE R E, SR TF 7R ST ™ b i b AN 8
MR 51 B8 22 i 2 AT I 5K, i ok B K I T 4 5 3
2. 1. 2 T SCAU™ b il AL SE B

2.1. 2.1 SRigmlA ki SCa)

E SR b A AR BRI SC AN i, AN P R A IR A0 &, B TR 8 ST .
MEEE “AEs” B2, ARV O ™ s o s+ Bis IR IE RNz —, N
WA iz A B R O AR ST B, RATIE IR SR s LEARBIR I ST b b S
H b SO ARSI AR SR, oA S XA T 37 h — T S I A e, AT SE IR 51 %%

PRI S 8 iR i S 67 it b R AR 4T3, FAT BB o ARB SN s, AR T H
HA FHARR R 7 o FEREATIRIE SN i v, W FR AR AR SRR, R AIE R
TCRAE P A, DA L R A D7 SO AR SO T R T BN L, HES) AR
T SCAN A . PolA . Tdath, ARlER AR A ) .

DLZEAE BRSBTS S i R B CaniEl 1 ) S, fE R
P E R R AR E M, LR B 5 h i 2 Mok th NV GOp R, TRA1FT &
IP A “ M HETZE” b R R H RV SN F= b o LE 120 RRUIR Vi SC B 7= i s vk o, i v
R i AR H ESCTT R, LT 50Kt N0 D97 i FARTE 4, ORI 3K it ik i
L GEEC O, oA WA [ XU SRR BT« N 2 — ) BAr i EE
BRI SC B it it Lo

BT NI EE ARG R SO dh



Fig1 "Caozhou Noodle Sculpture “Intangible Cultural and Creative Products for Tourism
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Fig.2 Tourism cultural and creative products of the "Shi hu yuan" brand
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Fig.3 Tourism cultural and creative products of the Weifang Folk Designer:Lu Yuhe
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Fig.4 Kumamon Kumamoto Tourism Cultural and Creative Products
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Fig.5 "Fuhu Xiaoye Lamp" Tourism Cultural and Creative Products
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Fig.6 "Daoming Bamboo Weaving" Tourism Cultural and Creative Products
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Fig.7 “Filigree enamel” Tourism Cultural and Creative Products
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Fig.8 Donge Tourism Cultural and Creative Products
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