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Abstract

The integration of culture and tourism promotes the improvement of the quality and efficiency of
the tourism industry, and at the same time promotes the prosperity of the new industrial model of
cultural and creative product development. Based on the 4P marketing theory, this paper investi-
gates Yangming cultural and creative products in Guiyang area, and finds that there are some prob-
lems, such as rough imitation, form homogenization, high price, few sales channels and inadequate
promotion and publicity. At the same time, it puts forward that Yangming needs to innovate product
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forms, improve product quality, combine tourism development with reasonable pricing, expand
sales channels, and actively promote the solution strategies, in order to provide useful reference
for the development of Yangming cultural and creative products out of the dilemma of the serious
homogeneity, the less market proportion.
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