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Animation Design of Cultural and Creative Products Based on User Experience

SONG Hai-nan, XU Zhan-min
(Henan University of Science and Technology, Luoyang 471023, China)

ABSTRACT: The work aims to propose an animation design method of cultural and creative products based on user ex-
perience, making cultural and creative product design meet the user experience. On the basis of user experience research,
through the analysis on the research status of current cultural and creative product design method, as well as the influence
and significance of animation technique of expression on cultural and creative product design, the mapping relationship
between user experience at three levels and animation design expression of cultural and creative products was summa-
rized, and the design method process of expressing the cultural characteristics of cultural and creative products was estab-
lished. The modeling of tripod in the tripod culture was designed in animation, represented by typical cultural elements,
and the characteristics of these cultural elements were designed in animation. The design scheme of cultural and creative
products in animation that met user experience was obtained. The proposed design method analyzes user experience and
maps it into design requirements. Combined with the performance of animation design, users gain in-depth user experi-
ence in the process of contact with cultural and creative products, which provides a new design idea for the design and
research of cultural and creative products.
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Fig.2 Cultural and creative product design framework
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Fig.12 Reproduction of the cultural story “Poster”
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