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Development and Design of Cultural and Creative Products

LI Jia
(Vocational and Technical College of IMAU, Baotou 014109, China)

ABSTRACT: The work aims to explore the path of creative development and diversified design of cultural and creative
products in the current era. Combined with the huge development potential of cultural and creative industry and the seri-
ous imitation, lack of culture and inconspicuous style exposed in the current development, etc., the in-depth analysis was
carried out. According to the outstanding characteristics of cultural and creative industries, the competitive advantages in
knowledge accumulation, value appreciation, high integration, advancing with the times, etc. were presented. Then, the
future design and development path of cultural and creative products were explored. From the fusion and innovation of
traditional culture and the unity of material and spirit, the theory and practice were attempted and explored. On the basis
of the typical case, the comprehensive and in-depth thinking was carried out to the following development and new design
of cultural and creative products. The development and design of cultural and creative products is an important attempt to
meet the requirements of the times and the law of economic development, which not only enriches the properties of cul-
tural and creative products and endows them with more rich cultural connotations, but also points out the direction for the
long-term development of cultural and creative product design.
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