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Brand Development and Design of Cultural and Creative Products Against the
Background of Regional Culture

JIN He-lin
(Tianjin Sino-German University of Applied Sciences, Tianjin 300350, China)

ABSTRACT: In view of the problems of product generalization, empty connotation and poor cultural relevance in the
brand development of regional cultural and creative products, this paper puts forward the brand development and design
of cultural and creative products against the background of regional culture. First of al, it defines the regional culture and
regional cultural brand image, and puts forward the requirements of the era for the regional cultural brand image; sec-
ondly, it points out the important role of regional cultural brand image building in developing product loyalty and more
regional cultural products; and then it summarizes three dilemmas in shaping regional cultural brand images. It concludes
with the development and design strategy of cultural and creative products based on regional culture, which includes
combining the regional cultural image and the characteristics of the era with the design of cultural and creative products,
building an interdisciplinary design and development team, and effectively improving the publicity mode of cultural and
creative products in the new media era.
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