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Design and Innovation of Cultural Creative Product
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ABSTRACT: The paper aims to explore the development opportunities and the innovative application path of cultural and
creative products in the new era. The concept of cultural and creative product and its important role in commemoration,
function, and communication were analyzed. Combined with the development trend and specific market trend of cultural
and creative product in recent years, the problems of low level of development, emphasis on viewing rather than practi-
cality, serious homogenization, lack of promotion, etc. of current cultural and creative products in the market were ex-
plored. The design ideas for cultural and creative product in the future were summarized. Finally, the researched was car-
ried out from the perspective of culture to analyze the innovative attempts in terms of putting forward new ideas, keeping
pace with the times and resonating to points out the specific application path. New attempt of cultural and creative product
in terms of aesthetic characteristics, cultural elements, humanistic spirit and other aspects in its development process
makes various cultural elements can permeate it by virtue of effective carrier to produce new cultural and creative prod-
ucts, and further enrich the form and connotation of cultural and creative products.
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