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Abstract

In the context of the country increasing its efforts to protect regional cultural heritage and ex-
panding cultural and tourism consumption, it has become particularly critical to study the various
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designs and application forms of tourism cultural and creative products nourished by the culture
of different regions. By understanding the concepts and functions of tourism cultural and creative
products, we can discover existing problems in the tourism cultural and creative market, and by
exploring regional cultural elements, we can find the inspiration they bring to the field of art and
design, and make use of the cultural resources and tourism cultural and creative products of var-
ious regions. Its cognitive, emotional, aesthetic, promotion and other functions can promote the
creative transformation and innovative development of regional excellent culture. In the design
and application of tourism cultural and creative products, regional cultural elements need to re-
tain their cultural core to the greatest extent and be both practical and ornamental, in order to
achieve the purpose of strengthening cultural protection, shaping regional features, and continu-
ing regional historical context.
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Figure 1. Suzhou museum bookmark of the west
chamber
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Figure 2. The national palace museum’s
“Yongzheng Showing Treasures” emoticon
package
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