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Semantic Transformation and Application of Heqing Tile
Cat from the Perspective of Daily Life

WANG Jia, TIAN Ye, CHEN Bai-yu
(Faculty of Art and Communication, Kunming University of Science and Technology, Kunming 650504, China)

ABSTRACT: Heqing tile cat is a representative intangible cultural heritage of Dali, which is a kind of god beast. Re-
search on the way of daily life turning and innovative application of Heqing tile cat modeling symbolaims to let it enter
people’s daily life. Through literature research and field investigation, the traditional modeling characteristics of Heqing
tile cat were summarized. The product information of Heqing tile cat in the market is collectedthroughmarket research.
The current situation and function scene distribution of Heqing tile cat cultural and creative productsareanalyzed and
summarized, andthe existing problemsarefound out. Then through the questionnaire survey method, the existing product
user feedback and user needs are statistically studiedfrom the perspective of design practice to explore the way to change
the daily life of Heqing tile cat. Based on the previous research results, a brass bookmark “blue tile and cat” with narrative
as the breakthrough point and the portable Bluetooth speaker necessary for travelare formed, whichgivea symbolic mean-
ing to the daily life of Heqing tile cat. Through the research on the daily life turning way of Heqing tile cat, regional cul-
tural IP convergence effect is builtand the cultural core of Heqing tile cat ispromotedfrom the perspective of consumer
demand, to promote the inheritance of intangible cultural heritage with design innovationandconstruct a productive pro-
tection mechanism of Heqing tile cat intangible cultural heritage.
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Fig.1 Heqing tile cat
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Fig.3 Survey and statistics on the style of tile
cat cultural and creative products
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Fig.4 Function scene distribution statistics of Heqing
tile cat cultural and creative products
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Fig.5 Questionnaire statistics
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Fig.6 Feedback on the use of existing
products and user expectations
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Fig.7 Blue tile and cat series brass bookmark
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Fig.9 Tile cat Bluetooth speaker color source

-

K 10 W7

ART5Z& AR LR Tl RS 0 3 AR FUAR L
D7 2OEHE HRAET T B ETEA AT0T L
T HOB T AR DIRE, 2 ACRE S % T IR K
3.3 EHMEFEFEX Mm%t

N T WG EUM H R AT I RE S, BT A
PR PUM & BUAT 5 5 i S RS & o A7 S 2
Xt 20~29 BT E — K, WA E AR T, TR
WAL R A R BETE . BB wE R AR T Ml Sy
PEIAT , =TS, B T B P e A 1S T AR IR

EE R
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