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Design of a Series of Cultural and Creative Products Based on Gestalt Principle
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ABSTRACT: Based on the Gestalt principle and taking a series of cultural and creative products as the research object,
the work aims to explore the process of optimizing the design of a series of cultural and creative products by applying
similar principles and perceptual characteristics and mining user needs with perceptual images. Taking the regional char-
acteristics of Ningxia as the starting point, the cultural elements were sorted out to extract the characteristics elements of
the theme based on design positioning. The product elements were analyzed with the image scale, so as to establish the
common style characteristics of the products, in combination with the investigation of the user's perceptual needs. The
user needs and characteristics elements extracted from the theme were combined to design the scheme of a series of cul-
tural and creative products as the office ornaments. Based on the research of Gestalt theory and similarity principle, the
perceptual characteristics of the series of products are analyzed. The design process is optimized in combination with
these perceptual characteristics. The excavation of user needs of the series of products as office ornaments can make the
products more responsive to such needs, and more easily accepted by users. Meanwhile, the uniformity and identification
of the products are improved and the design process is sorted out to improve the design efficiency and provide new ideas
and methods for the design of a series of cultural and creative products.
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Fig.2 Flow chart of cultural and creative series products
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Tab.5 Data statistics of perceptual image values of each sample
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Tab.6 Product image vocabulary score
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