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Design of Cultural and Creative Product under Emotion Orientation

ZHOU Xin-hai', CAO Xing?, WU Ji-cai®
(1.Southwest Minzu University, Chengdu 610041, China; 2.Sichuan Conservatory of Music, Chengdu 610503, China)

ABSTRACT: The work aims to explore the development path of cultural and creative product design from simple appli-
cation of cultural elements to profound emotional expression. Under the current situation that all kinds of product design
tended to be emotional and humanized, the design idea and method of cultural and creative product gradually changed to
improve the audience's satisfaction with the help of emotional design. The main connotation and development trend of
emotional design were summarized, and the cultural and creative product design under emotion orientation was deeply
analyzed. To further validate the feasibility and effectiveness of emotional design, the specific practical design was dis-
cussed from three aspects of cultural identity, interactive association and affinity improvement, and the design ideas and
methods of museum cultural and creative product, female cultural and creative product and other specific types of cultural
and creative product were listed. Then, several new viewpoints were put forward. With the integration of emotional design
concept, cultural and creative product can realize the pursuit of cultural publicity and spiritual level, so that it can be used
as the product form of comprehensive development in the aspects of ideological collision, cultural communication, emo-
tional care, and can find an effective path for future convolution development.
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