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ABSTRACT: The paper aims to study the laws and methods of visual illusion applied to regional cultural and creative
product design, and explore its value. Optical illusion is an art form, which was mainly used in visual communication de-
sign in the past, with the purpose of highlighting visual effect. The product design is based on the function realization. If
the vision error occurs, it will affect the correct judgment of function. How to give full play to the advantages of visual
illusion and effectively serve the function of product design are the cores of this study, and also the innovation of this
paper. From the perspective of philosophy, the relationship between visual illusion and product design was explored, and
visual illusion was applied to regional cultural and creative product design. The advantages of visual illusion were skill-
fully used to break the convention and go against it. At the same time, the form of “double negation equals affirmation” in
linguistics was used to highlight the realization of product function. At the same time, this kind of performance method
tacitly echoed the emotional, interesting, amazing and effective creative innovation of regional cultural and creative
products to break the market homogenization phenomenon to summarize its expression method, design service life, make
cultural and creative products become “lively”. From another point of view, it can provide valuable data for the research
of product design methodology, and has certain practical significance.
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