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Design Ideas and Practice of Tourism Cultural and Creative Products
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ABSTRACT: The work aims to explore new ideas and practice paths for design of tourism cultural and creative product.
The current tourism industry is booming, but the accompanying tourism cultural and creative products face unpromising
situation. All aspects show deficiencies, or lack of creativity, or the market is cold. In short, it is urgent to explore scien-
tific and effective innovation paths to change the reality. Starting from the background of the hot cultural tourism, the de-
velopment prospect and practical problems of tourism cultural and creative products were summarized. The realistic de-
mand of innovative design ideas and methods was put forward in combination with representative types of tourism cul-
tural and creative products. Their positive roles in creating topics, publicizing culture and promoting the development of
scenic spots were analyzed from the important role and the design direction of tourism cultural and creative products. The
development directions were given from several aspects. Finally, the design methods and means of tourism cultural and
creative products were deeply analyzed from the perspectives of cultural diversity, functional richness and market de-
mand. Tourism cultural and creative products face homogenized and popular market competition. Only if the unique crea-
tivity is highlighted in design in combination with the realistic demand in culture, function and market and the flexible
and changeable design methods, can they give themselves more forms and deeper connotation, so as to find design strate-
gies for tourism cultural and creative products that accord with the modern social context.
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