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Design Method of Cultural and Creative Products Based on the Qualia Theory
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ABSTRACT: The work aims to explore the application of qualia theory in the design of cultural and creative products to
propose the design method and process of qualia cultural and creative products, thus helping designers to accurately cap-
ture user’s emotions and design heart-touching products that satisfy consumer’s needs. The connotation of qualia theory
was sorted out to propose the concept that qualia focused on experience. Four levels of experience could be discovered in
cultural and creative products: sense, behavior, emotion and reflection. The design methods of qualia cultural and creative
products were respectively proposed in terms of the four levels of experience. The design process of qualia cultural and
creative products was divided into three steps: the extraction of cultural elements, the integration of designers, and the
sensory transmission of cultural features. Finally, the design practice was verified with a regional tea set. The design
methods and processes of qualia cultural and creative products can help designers capture the emotions and needs of users
more accurately, and design products that can match the consumer’s cognition, bring the sensory, behavioral, emotional
and reflective experiences to the consumers, and touch their hearts.
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Fig.1 The degree to which consumers

experience different aspects
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Fig.8 Design process of cultural and creative product
with four levels of qualia experience

MR ST B R AE A7 Rl BE 1 I P i A A
SPURAE T TH N2 o FEFR IR 2 78 b e 2 1 I %
By a7 SO AR SR N Z M 1 AL 38, iR TR 2L
FIEFIM SR P Z MBI ER, UGG H P G
S REE W R AR o 7EHE T o0 R AR Z AR ) kR
TE S RGP 7 I o P SRR 2 Wy, L AE AR
T AU, PO EW . T L AL
IRSCARAFAE , BT ZE RO &S | [ E A S
PO BRAAE, AT RICR ARSI | sk . fEdivh
M. HPUiRSE . KRR, 170580 18
TR PR D R R A 2 1) RSB R TR R BRI B 1 U 7 22
S5 M P AT IR AC TS H gl , I BURIE T L K
L, WORFSCIRERER . BT B | Rk (R R
RIS T

32 XHURESFREANES

TESCRI ™ it B BB T AR B 25— 2T R
WEE, BITESAEITR SRR T APk, mZ
TRITE . B R EA S, B IR
HOURMVBIARNE . G USRS S
A BT SEAHEDL , SRR TEMESR N X BT ZE R AT X
L2l A TN 1 S AP o [ P DT
ARG EEE LA,

1) ARIRMEZRAF o SO il A 2 v A 3 A 3 S0
PEBRE T PN 2, L0 2 RE RS B U N AT it A7 4%
o RSO A v B R AR R ) B ARt
ML | GR B AT S RHIE, FEI0 A% 1 7 Ay
8 XU 55 4 R

2) IIReMEZR A . SCICBI ™ il LR SE T,
TIRE b 2 AT A BEAR TSR o 7 i BT ER 5
FHP B fd P A6 55 PR A %5 4, BEAS A B L i S 4
MBI AT R, P Oy T I o

3) BIEMEAME . BUEBOT R T SC S B
i, woitliis AR BT FIERB SN A, ™
A BEEA SOOI, AT A BTG 5t TER Y
AP Z U AR LR T, S
AFITCER G DR

4) BRSO BORBGE SR e A 0
SCA i AT B OB SR i %
AREXI TR A IRAE L, —IRHER)

5) AR PEARE. SCRIT B R 8 5
G PEEN e N Y e S SRS e v I N T a:bp v S SIS
RELRUE ™ it B 25 S P o et A vh 2825 8™ T 45 40
(R, IR BV bR T AR A AL AL
3.3 XUFEMRERIX

PP A A Ay ik R v BE A JR 2 R B A 7 i 4%
MSCAE R, BESE AL T SCARRFIE Y43k, (H T X B
PR SR N B AEAERIRIIPE , A I xfE L2 o i EAR s 2 2k 1
FIE AR ™ Sl 55, ot Il d B Wy . it il



415 143

e S ST R EE Y SR R BT T IS 65

5P SCA AT B UC BCRE R , 3 52 i 21 TP 4 S0
PRI T IIRE . TR . SO A Y
B ANBESR o SCIARFAE A2 Tk A7 2 1 5 ol At
A HRALEIE L 52 BAERY , S5 4R IR SC
W FURFIEXS 7= i i AL L BT, (ORI
1T A B S AR 2 B PR A, TP TR ARS8 A BE AR JX
TNE], BN 2O e AR AT 3l
LA, A5 AR 57w B DIRE | T D5 20
A PSS &, LB B B s ™ i i RERE 7 A
WA, pEAT RO, SEERZ D, 5 L g A BEAR
%,

4 @it

AT R — A B RN 8 I R SR P S BT
AR , AR SCH G2 T a6 it 1L s X S
mn I R R HI, AfE R BN, EEXTE AR
HiL B A i B AT IR B R A, T R b X ek
7 i B D S A IR BE BT X R A X LR T —H
AR, FCE RS —EE B0, BRUENE
89.2% X H LG AT M A8 . FH P 3 22 0 3K 5|
M H L PR, AR BN I ) =
fis SE T RS IX DU R AR AT [ 44, AR ) ik
PRI L K JE I BE A2 0 7 i, ) S0 ) 2 PR 2R R A
IAELGE 8% . SCARRR R FH D BB 55 T . $R UL,
7 it o B 28 s DR B I 28 A T T

R T LRI 9% AR L N i S SO 2 (R
AR, SR ST B e e T L 5| ) N 52 ek
MITC R EATRIE, PR T 2 T M 2% 5 b 3l Scfk
TCEM TR EERE, hEARERENITR, 2
HZEveds 5 w3k (I=3EF IR, 2=ARE R, 3=A1f
JRUMAEIK, 4=53, S=9EH% =% ) X5t X d 5 i)
P 47 78 B AT VRN o ZE U 200 Y 56 55 X el Bs) 22 i 1)
B, RIW G A&+ =4, Bl h
86% , HEATHUHE BT , 453 5 A I (B Y
W9,

MG LA B0, BE B IN B JR AN = 3R ik
TREEM, FRARE A TR VIR, MR 3RE
HRETRIHRBOC TR, Wk 1. RIEwit it
TEATTRIIES, WRAZIA . Thae. A&, H3EM
AR, WE 10,

FEZR BT, R %3 44 1 et L L bk i Y
5 R 35 5, B S AMTEE Lok ; %
BIAS IR 7 AT e i A AR =i fE] , KA S
PRSI RE 2R i A ZS B Sh1E, IR B4 R 2%
AR R ar B SO, 78 ATl B e i Jlk Az 3k
AT R LRSS s s, JE R —A AFETEEI )
TR, A B E b XA 0 XA 3t — K IR A 18 i AR
TEARE, 767 245 ANATTR I8 15 IR 00 g [ ), e Xof 3
RIETTERAT ZA G R R RV ILE 11,

SRR
I 4.12
ez
BAFAE
FER

%7"(%% 1 1 1 1 1 1 1 1 1
0 05 1.0 15 20 25 30 35 40 45 50
Ko Staifibs FEsE

Fig.9 Scenic spot preference

4.37

F1 XUTHERRER

Tab.1 Extraction of cultural elements

AR5 TR TUARY:  SCIOTER IR
CERFEYURL, i p S B AR Lk
RERSLE Ot L
CRAAE, fFETERM I AR RAREISIE
], AREA—FER A5
CROEBRAETE TR R T, AR RN
TR HELURT AN PB 2RO SSRGS
XS

e R RT. MBEEk

BEURMT HLSeXFsERIN
PEMEM BMEnaR. 1o
LR SIEMPAMCAIEIE
EFt R ETHESS

i

N
<>
ry kil
o=
K10 IS

Fig.10 Designer integration

K kA
Fig.11 Tea set design

5 &5k

ARSCHE T R RS Y U AN JZ UK, 32 s Se )™
s BTk, FFHEAT TSGR SR SO Y
BT AU —Fh Al Y O S s ik 4, R
— Bl 5 AL ) SE T Bl o B BT SCAR ARl
PEATHREMR . SEARRIIAL, B R R R,
i 4 H P L kBl



66 £ % TR 2020 4F 7 A
SE K : NOBUYUKI I. Discontinuous Age[M]. LIU Jin-xiu,

(1]

e, PRE 2 UF LA T Al s A U 5 5 R0 ).
P 2 BF ST, 2012(30): 45-46.

CHENG Long. Reform and Innovation of Enterprise Ma-
rketing Mode from the Perspective of Experience Eco-
nomy[J]. Journal of Commercial Economics, 2012(30):
45-46.

WA, ROCEL, ARmYN. B TRR S A AT I 7 a1
T EEFSE[I]. A TR, 2016, 37(24): 38-43.

YAO Jun, YUAN Wen-yu, LI Xiang-zhou. Study on Pr-
oduct Design Method Based on Qualia Theory Analy-
sis[J]. Packaging Engineering, 2016, 37(24): 38-43.
sRF. b E SO O ESE]. SARETE
FHE, 2010, 32(1): 51-54.

ZHANG Ying. Research on the Export Strategy of Chi-
nese Cultural Creative Products[J]. Contemporary Econ-
omy & Management, 2010, 32(1): 51-54.

B2, SO E e M. dest: T EARR
F AL, 2010.

WEI Peng-ju. Introduction to Cultural Creative Industry
[M]. Beijing: China Renmin University Press, 2010.
T, WEE. SO AL RRIE S JE M 0 FAR D]
R, 2011(5) : 120-123.

ZANG Xiu-qing, YOU Tao. Cultural Product: Recogni-
tion of Features and Attributes[J]. Probe, 2011(5): 120-
123.

B, TREERN, T SCRI A LR VAN 5 SR
TTRNRAMEE[I]. I T, 2018, 39(24): 183-188.
QIAN Feng-de, YIN Ze-he, DING Na. The Relationship
between Comprehensive Evaluation on Products and
Purchasing Behavior[J]. Packaging Engineering, 2018,
39(24): 183-188.

MRERZE, XIFBH), 2. BIEAE NG Pl A b 7 Bk
5RO R dh— R AN ROTFE(C). BRI 2t
£3,2010.

LIN Rong-tai, LIU Bang-chu, LI Ying-jie. The Percep-
tual Field and Perceptual Commodities of Creative Liv-
ing Industry: Case Study of Southern Countries[C]. Pro-
ceedings of Taiwan Sensibility Society Seminar, 2010.
Wz, AEEg M), XIS, . Ry AR
#t, 2003.

[9]

Translate. Shangzhou Publishing House, 2003.

SR, BTSRRI BF D). B A
EARKRE, 2012.

WENG Jun-jie. Bamboo Design and Creation of Qualia
Research[D]. National Taiwan University of Arts, 2012.

[10] f0R, AR, AT, 4. 0% # R0 ok

[11]

[13]

[14]

[15]

[16]

WITik SN RD]. E3ER, 2018, 10(4): 8-16.
ZHONG Chen, ZHU Li, ZHAO Dong-jing, et al. Cons-
umer Experience Oriented Packaging Design Method
and Its Application Progress[J]. Packaging Journal, 2018,
10(4): 8-16.

R N AF T B <TG —— A G U AR
Vit — A i R R [I]. WAL SR, 2016(11):
137-142.

WU lJian-feng. From Symbol to Image: Poetic Expres-
sion of Traditional Culture in the Modern Chinese De-
sign Art[J]. Zhejiang Social Sciences, 2016(11): 137-
142.

KR, 77 it s SCAR PR & B 205 k)], T
£, 2018, 39(4): 180-187.

FU Yong-min. Cultural Language and Its Methods of
Organization of Product[J]. Packaging Engineering, 2018,
39(4): 180-187.

RAET. R WTT 0 b7 s 5B 8], i, 2018(12):
92-94.

DAI Fu-ping. The History and Logic of Experience De-
sign[J]. Zhuangshi, 2018(12): 92-94.

SREEHE, L, IR A S I RS i 2R T
BREEE[T]. % TR, 2018, 39(6): 14-19.

ZHANG Ling-hao, LOU Ming, HE Juan. Art Synaes-
thesia Translation in the Sensory Experience of Product
Symbol[J]. Packaging Engineering, 2018, 39(6): 14-19.
TR 5SSO i B BT P R L Y SR BIE Y
U] RARHEFWIIE, 2018(14): 60.

TENG Ming-yong. Research on the Strategy of Integ-
rating Creative Thinking in Cultural and Creative Prod-
uct Design[J]. Art Education Research, 2018(14): 60.
PhNE. 7B R AT R SL MR SR [D]. PR PHEESE
A2EBE, 2016.

SUN Hui-min. Research on the Sustainability of Product
Design[D]. Xi’an: Xi’an Academy of Fine Arts, 2016.



