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Abstract

Under the background of rural revitalization, the development of rural tourism has become an im-
portant driving force to promote the economic development of rural areas. Tourism cultural and
creative products are not only the main carrier of local culture, but also the key elements of tourist
experience and memory. They play a pivotal role in enhancing the popularity of tourist destinations,
promoting excellent rural culture, and meeting the growing spiritual and cultural needs of the
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people, and are an important driving force for cultural revitalization and economic structural trans-
formation. However, there are still many problems and deficiencies in the design practice of cul-
tural and creative products, such as lack of regional characteristics, weak brand awareness, and
serious homogenization. Based on the in-depth analysis of the above problems, this paper puts for-
ward corresponding design strategies, hoping to provide useful references for the development and
design of tourism cultural and creative products.
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