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Abstract

The design of cultural and creative products is the product of the development of the current era
and acts as a bridge between production and market, exporting cultural connotation and materia-
lizing it into the design concept of the product itself, condensing the design style and quality of
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cultural and creative products, so as to enable the cultural value to convey ideas, culture and inno-
vation value to consumers. This paper mainly combines Tibetan traditional culture and people’s
daily necessities perfectly, and takes this as the design entry point. Through the theoretical research
method of design semiotics and the research orientation of consumer demand, the paper studies
the design of Tibetan cultural and creative products, and summarizes and concludes according to
design practice.
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Figure 1. Tibetan Yak, Tibetan antelope, Tibetan sheep horn incense sticks
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Figure 2. Color design of aromatherapy products
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Figure 3. Use scenario diagram of Aromatherapy products
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