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Visual Analysis of Cultural and Creative Product Design from the
Per spective of Knowledge Graph
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ABSTRACT: The work aims to summarize the research status and hotspots of Chinese cultural and creative product de-
sign and analyze the development trend in this field. CiteSpace was used to analyze the 1881 articles on research of cul-
tural and creative product design in China CNKI from 2010 to 2021 in terms of publication volume, author, institution,
keyword clustering, emergence word and timeline to reveal the development vein and research hotspots of this research
field. Using key word clustering analysis method, 10 topics and 6 categories of clustering research hotspots were obtained,
and key word clustering map, key word emergence map, and key word timeline map were generated. The number of an-
nual publications is generally on the rise. The basic development period focuses on the establishment of basic theoretical
framework. The development period further expands the research scope and design methods. The innovation devel opment
period focuses more on dis-covering the cultural connotation of cultural and creative products, innovative design tech-
niques and professional talent training. The study conclusion provides theoretical references for research on Chinese cul-
tural and creative product design.
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