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Strategic Study on the Integration of Regional
Culture into Packaging Design of Tourism Products

LI Li
(Yellow River Institute of Cultural Ecology, Yuncheng University, Yuncheng 044000, China)

ABSTRACT: The development of economy promotes the continuous development of the tourism industry, in which the
tourism products as an indispensable form of existence have also started the attempt of innovation. The work aims to ex-
plore the integration of regional cultural elements in the packaging design of tourism products. By focusing on tourism
products, from a new direction and new requirements of tourism product packaging design, and with regional culture as
the breakthrough point, with humanistic characteristics, urban culture and national culture as the foothold, effective ap-
plication paths were summarized and explored in-depth on the basis of cultural, aesthetic, innovative applications of ideas,
to explore innovative methods of integrating regional culture elements in the tourism product packaging design. Incorpo-
rating representative elements of regional culture into the packaging design of tourism products and in-depth development
based on regional culture can make tourism product packaging more cultural and particular, enrich its connotation and
forms, and to a larger extent, improve the grade of tourism product packaging, develop the existing market of tourism
products and promote the sustainable development of tourism industry.
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Fig.1 Packaging design of some products in
Salt Lake scenic area
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Fig.2 Design symbol system of Hedong salt culture
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Fig.3 Colorful Salt Lake

K4 RS X R et

Fig.4 Packaging design of salt soap in Salt Lake scenic area
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Fig.5 Packaging design of milk and salt
cream in Salt Lake scenic area
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Fig.6 Packaging design of mask in Salt Lake scenic area
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Fig.7 Packaging design of massage salt in
Salt Lake scenic area
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