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Abstract

The article takes the cultural and creative products of the “Village BA” official offline experience

CEG|I M TKgE AILE G B R BA” B J7 TR E SR B E B SRR BT AL D). HLT R %5 PFIE, 2025, 14(6): 2875-
2881. DOI: 10.12677/ecl.2025.1462064


https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2025.1462064
https://doi.org/10.12677/ecl.2025.1462064
https://www.hanspub.org/

K yE

store in Taipan Village, Taijiang County as an example, and combines the social and cultural back-
ground and cultural and creative development trends of Taipan Village to systematically analyze
the development status and design problems of the cultural and creative products of the “Village BA”
official offline experience store in Taipan Village. The article points out that the cultural and creative
development of the official offline experience store of “Village BA” has cultural resource advantages
and traffic advantages, but there are also problems such as insufficient innovation ability, serious
design homogenization, insufficient market positioning, lack of brand awareness and user experi-
ence. In response to these problems, the article believes that the sustainable development of the
official offline experience store of “Village BA” should be strengthened by deeply exploring the cul-
tural core and IP value of “Village BA”, strengthening the practicality of “Village BA” cultural and cre-
ative products, improving consumer experience, two-way linkage between online and offline, and
expanding marketing channels.
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