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Abstract

Our country has a vast territory, and the features of each place are also very different. Regional
cultures have become increasingly unique, with rich spiritual connotations and outstanding cul-
tural cores. The cultural and creative industry is a new economic category that has gradually de-
veloped in our country in recent years. The resulting popular tourism and cultural creative prod-
ucts are also in a state of explosion. However, due to the development of science and technology,
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the boundaries of regional culture are constantly being broken, and the regional characteristics in
tourism cultural and creative products have become increasingly blurred. Therefore, how to avoid
conflicts starts with regional culture and explores the role of regional culture in the design of
tourism cultural and creative products.
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