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Research Hotspots and Trends of Cultural Creative Products
Based on Knowledge Mapping
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ABSTRACT: The improvement of national cultural soft power is inseparable from the inheritance and innovation of cul-
ture. In recent years, design research of cultural creative product has attracted more and more attention. Based on the
analysis and comparison of domestic and foreign literatures, as well as objective data and visual map analysis, the hot is-
sues and development trends of current cultural creative products were analyzed and summarized. With relevant literature
of cultural creative products included in CNKI-China Journal Full-text Database and the Web of Science core collection
database as the data sources, this paper used the visual literature analysis software Cite Space V to draw scientific
knowledge map on the spatial and temporal distribution, keyword co-occurrence, research institutions and authors, re-
search content and hotspots, etc. of current cultural creative products at home and abroad to conduct visual analysis to sort
out the research context. There are many research topics on cultural creative product design in China. In recent years, it
has mainly focused on regional culture and museum cultural creative product design, as well as digital application in de-
sign. The design is combined with other disciplines such as semiotics, communication, and psychology to conduct study.
Foreign research focuses on innovation and creative expression, as well as commercialization. The research focuses at
home and abroad are not the same. Research scholars and research institutions in China have few cooperation which needs
to be strengthened.
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Fig.2 Keyword co-occurrence knowledge map (CNKI)
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Fig.7 Study author and institutional knowledge map (CNKI)
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Fig.14 Co-occurrence keyword clustering knowledge map (WOS)
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