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Abstract

In recent years, cultural and creative products have gradually become a hot spot in the consumer
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field. When introducing consumer psychology into the design and marketing concept of cultural and
creative products, we must make every effort to create products that meet the needs of consumers,
so that the design and marketing concepts are at the forefront of consumer psychology. Injecting
local cultural elements into the design and marketing concepts of cultural and creative products
helps build unique product value and marketing advantages. Based on the perspective of local char-
acteristic culture, this paper deeply discusses the unified relationship between the design and mar-
keting concept of cultural and creative products, and its ultimate foothold lies in the creation and
innovation of product market value. In order to strengthen consumers’ cognition of products, the
design of cultural and creative products should focus on excavating the cultural connotation of local
characteristics, highlighting the personality of the product, and avoiding homogenization in the de-
sign direction and marketing choice. Whether it is product design and marketing concept, we must
explore innovative ideas and create an overall brand advantage, so as to win in the fierce competi-
tion.
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