Ha4t M6 M % T R
20234 8 A PACKAGING ENGINEERING 365

EMIEX S~ miZiTh “RIA-SME” ERIR

TEH, BE
(PEFHE T2, 07 PkfH 110159)

WE: &) LB ALK IEFWAE B4 A 2T %, 4580 L a] = s ik it 69 3R Ia b B & R 930 R4
AE, MBI E YA G LR, L0 SR CAIR-IMET BFRAELR, AR AL A ST AR L
B S HE DL AT A @ BV AT, B E LA S R AR g E%%%ﬁ%ﬁﬁomﬁﬁmﬁ%ﬁﬁﬁ
B AT ST IR R TN, A A AR &R R S A R R ) S AR 6 AR
Fik EREREL, AAFHALEARRE 2 FF X4, Goh, 4B AW LA R R
KIBHAT RN L F 6 F ) 2B I7, 752 1B M A5 & BT A4 & a9 L X 48 . K6 , A1 A Bazhuayu
HERE T LB IE L) B0 K428, WA e B A& Za TN E Rt BE%BD,
ORISR, A 3B FEE D LA Z Rk it B X AR R TN, &# Wi LR K
BERENA, AR ERREFFRE, BE R EEASE LA~ BKE, TAT] FH % &0 LA
Jo | FEHARAE R R FAY Bt WA LA ST IR AR S, A RE R T
A FE Ak KA B Al Fo 3 3R A G ) FARBIRAE § A KE

KB Mg, XA F R S %A, Rt gE

hESHES: TB472 XEkARIRAE: A XEHS: 1001-3563(2023)16-0365-09

DOI: 10.19554/j.cnki.1001-3563.2023.16.039

"Inner Loop-Outer Loop" Framework of Museums' Cultural
and Creative Product Design

LI Jun-miao, XUE Bing
(Shenyang University of Technology, Liaoning Shenyang 110159, China)

ABSTRACT: The work aims to take the cultural and creative stores of nine major museums in China as the analysis ob-
jects, construct vertical and horizontal coordinates of characteristic elements based on internal recessive factors and ex-
ternal dominant characteristics of cultural and creative product design, to comprehensively analyze the overall situation of
museums' cultural and creative products, so as to clarify the potential advantages and development of cultural and creative
products in design, put forward targeted suggestions and development forecast based on research data inference, and pro-
vide a perfect design reference for cultural and creative products based on the cultural history of museums. The data were
collected manually and through information-based crawlers. First, the consumption data on cultural and creative products
of domestic museums were tracked manually for one year, and nine Chinese museums with good sales and characteristics
were determined. Then, the Bazhuayu data collection tool was used to track the consumption information of museums'
cultural and creative stores. The sales cases of museums' cultural and creative stores were subject to content statistics,
classification and coding, data analysis, etc., so as to conclude and infer the design mode and potential development space
of cultural and creative products. Cultural elements of museums carry information such as historical value, humanistic
design and emotional stories, and a comprehensive cultural and creative product experience can guide consumers' cultural
cognition, aesthetic taste and consumption psychology. The in-depth exploration of museums' cultural and creative prod-
uct design provides a multi-dimensional perspective reference for optimizing added value and enhancing vitality of mu-

Wi B EE: 2023-03-16
HETH: 2022 % Fkfa w485 5 RiR8 (SYSK2022-JD-15); I T E#F/TALAL %7 B (LIKFR20220188)
EERBN: 5% (1975—), K, Ald, ##H, T 2R T A EMERET. AL LR, REZ&HF 5 Rkt



366 fu, %%

T 7

2023 4F 8 H

seums' cultural and creative industry in the new era.
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Tab.1 Product case of “inner ring” design
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Fig.1 Original 1P product image of Taobao in the Forbidden City and Shaanxi History Museum
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Tab.2 Product case of " outer loop" design
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Tab.4"Inner ring" design code of museums' cultural and creative stores
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Tab.5" Outer loop" design code of museums' cultural and creative stores
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Tab.6 xy axis cross analysis data of museums' cultural and creative products
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Fig.4 Price trend of museums' cultural and creative products

BHAMARR G IR R LG 94,

SRR TR 2 00, B s RE s, ke 4 TRRERESMBEEN

LR “SME” BRI R S, 276 101 o

TERLL. PR R AR B R A R, dameg A1 KRR BT

R RS B 0 SCAL T L 3 R A b 1 5 o ) PR, “x B-NER” VA I 2 L
W, B4R AR AT SR, IR T sh R TR R A W SCOUE ARG 3 R M T S T
B FoA R AR P R SO PR DT T A 10, D (R BRI 3 Fh, IR ELIZ R 8 R EL R A 1R A



372 £ %

T & 2023 4F 8 H

WAHEATE AT, MY SO = M s 2B 2 2
W, 20, ZMENERE, 3/ NI BT2ER
FIIE FAT R AR R 28 5, DISCAR I P2 32, LU
D3 EANEL R SRR A A A SR = N
W7 A . SRR FAME A G &, (BT
NI ET4ERERY 68.89%, © &t Hifth 2 4
JERI He B 22 A, RIS SCAR PR 2R B 4 Fp HLARPE
A LBIAELE RTINS, AKATY T LA I N 7 i ik
TS5 R O . 7 S R RN SR R f 3 P A X e e
T SCALST 5 1Y iz FAE T 08 S8 ™= ik ot b 7E Y
FARAM A, HBTHE ) 5 —fh b SR 255 3 2% 3 %
TR DT S TR B, R RO T B R LA S e
5 T 1L
4.2 “yEH-5ME” RITEE

N CHMIE” 7R TR, W T SO T
B B4R . QIR R R . B
H 6 AN, AR50 2 6] ) b 5 A AR i 92 5
SCRIFI . ANEREIHT N ER K, ULBE T E
i 1] T PR 2 A=A RIS, SO 4l v 38
I o A I RIS s R Sk 4 1 SO T Ik R R
e SEZAT. 48
43 xyHHIZXIEA

IR B (x i) A “AMIE” B Cy Bl
IS HRE, SCRITFIE 20 A4S . fid
D g N e o B o 2 " . e i T B N
BUMBE EZZ DR M ER WA i, AIER
SR DASCAL R RURN R AN Y 2 FpARSS G T4 & ik
Tho “PHER” &R “OME” Bt IR B8 4 R S
TH 2% B9 AT R R AN (E P S, [ Ik i 1 R [ il
WA SCAN I Bl A BE T T BURTE A0, $f 1 ] S
T OB 7= BT % B A BETT e BE RN E

4.4 mEEEN

E 3 T T SO 7 BT R R AR A S A
e (1) Sl A SR SCRY NS B 2 18] iy e 44 51, AN
S5 SCAL B R S BT AYT BE IR E , g SCA S B Y
KSEEANG AN F S15 (2) 3 30 s (e
IR N Beit, RAZ MR 2O
AR T SCAR BT i BB RE 1, A B LA A4 i
T E A U SCR I T A0 A R 5 (3) 7 T M A S
FEERTE RSN Z B IE DI, YR
BRI LL e xy A ST, AT RLE A AR TR A
AT HAR RE RO, AMCEA B BT 200 77 i Y
W HRERE, RS R SR B A R N SR

5 45

TR K RAMRAEF R D0 i 2, T SRk b Ak

RELE T2 A SCAL B IR AZ Rl e 7 il BT 2 o B SC
PP AL ) B0 iy e — 25 Ak, 1) 0 SR I 7 5C
PRI i T K 07 TR AR R R, AN W d O K ML
BE, PRISCER R

i LRTIA, WAL Z 0T R R Z T,
FA B FE R 1E B SCR)™ T LA B, A RESE B
TP AL Mk RSt AR AR T

S % 30k :

(1] X5, o E R SO R e S R
[J]. izt %2, 2020, 296(4): 169-176.

ZHAO Ying- fang. Theory and Practice of Cultural and
Creative Product Development in Chinese Museums [J].
Shandong Social Sciences, 2020, 296(4): 169-176.

[21 HEER, K47, BRI+ 5R R SR T
RN —— LA B OR R B[], Bl
5%, 2022, 40(1): 32-36.

FAN Qing, ZHANG Yang. Research on the Develop-
ment Path of Cultural and Creative Products in Science
and Technology Museums under the Background of

"Internet +"—Taking China Science and Technology
Museum as an example[J]. Science Management Re-
search, 2022, 40(1): 32-36.

(31 Z=0h, Shuta, JRA=Ae, 4. W0 SO g R

BEHFFET). A% T RE, 2022, 43(16): 372-379.
LI Shuai, YI Shan-shan, ZHENG Ren-hua, et al. Emo-
tional Design of Cultural and Creative Products in Mu-
seums[J]. Packaging Engineering, 2022, 43(16): 372-
379.

[4] THEWE, #0735, 1P AT By SCRRIE ™ S B A AE ).
£925 T #2020, 41(18): 306-312.

YU Li-na, ZHONG Lei. Research on Cultural and Crea-
tive Tourism Product Design in the IP Era[J]. Packaging
Engineering: 2020, 41(18): 306-312.

[5] GSor#. “BUOELTH - R Z4EERT IR HE
BORMI T —5 T (ERBOLHEBCESE TS ) 1
SCASYHT]. O AR EE, 2019, 40(9): 12-18
MA Li-chao. Vocational Education Policy Research un-
der the Two-dimensional Framework of "Policy Tools
and Development Chain"-Based on the Text Analysis of
the "National Vocational Education Reform Implemen-
tation Plan"[J]. Vocational and Technical Education,
2019, 40(9): 12-18.

(6] PRk, WA SCRI™ i i BB Jr R ).
SCARFE LAY, 2016(3): 144-158
CHEN Ling-yun. Value Design Methods and Principles
of Cultural and Creative Products in Museums[J]. Cul-
tural Industry Research, 2016(3): 144-158.




944 5 16 1)

BHEW, SF MEYRESCRT MO CNIR-AMET HEZRBESE

373

(7]

(8l

(9

(10]

(11]

[12]

Az, Bohy, Bidid, 55 LT EESEHHEE
TAFE BRI, ZARBHL, 2019, 32(6): 35-36.
HE Shan, LUO-Zhong-yu, CHANG Lan-run, et a. Re-
search on the Meaning of Auspiciousness in Traditional
Chinese Auspicious Patterns[J]. Art Science and Tech-

nology, 2019, 32(6): 35-36.

VLR . T 1R B 00 SR T F SR [D).
RO R T K%, 2016.

JIANG Yu-jie. Research on Cultural and Creative Prod-
uct Design Based on Museum Marketing [D]. Wuhan:
Wuhan University of Technology, 2016.

WIMR L. i 22 30— P A Sy 2 1 X0 R
M. HEFSEA, 2022(1): 114-128.

CHU Shu-hao. Reconstruction Experience: The Signifi-
cance of Li Bo's Relics Replicated to Liu Shi-ming[J].
World Art, 2022(1): 114-128.

KSR, BT AR G A SO B T T R BT
[D]. #RM: FR K2, 2015.

ZHANG Yao. Research on the Development and Design
of Cultural and Creative Products Based on Museum
Resources [D]. Suzhou: Soochow University, 2015.
DRI, T JC RN S5 SR A A 5 B I HIBIE 5
[D]. Kb 1w IG5, 2018.

CHEN Yan-lin. Research on Deconstruction and Design
Application of Ma Liu Embroidery Patterns in Guan-
gyuan [D]. Changsha: Hunan Normal University, 2018.
Em. R E S L g T R R — L
B 0 S Al B R 7 s S 9], i, 2019,

(13]

(14]

[15]

32(11): 142-145.

WANG Zhao. Research on the Redesign of Chinese Ex-
cellent Traditional Cultural Elements: Taking the Design
of Cultural and Creative Products in Chinese Museums
as an Example [J]. Design, 2019, 32(11): 142-145.
MR, SCARRITE TS 5 T AT I SO B R AR SE
(3. E5EAROTTRR), 2017(12): 94-95.

HUANG Mei-rong. Research on the Development of
Museum Cultural and Creative Products under the
Background of Cultural Tourism [J]. Beauty and Times
(City Edition), 2017(12): 94-95.

FlaE. v I 8 18 SO B0 ™ f T K BFFE (D). I &
g R7%, 2016.

YIN Xin. Research on the Development of Cultural and
Creative Products in Chinese Museums[D]. Kaifeng:
Henan University, 2016.

T . A% G0 T A B AL R T i R A
[J). fu3% T, 2019, 40(6): 62-67.

WANG Rui. Application of Traditional Cheongsam
Elements in Modern Packaging Design[J]. Packaging
Engineering, 2019, 40(6): 62-67.

WA, BRI, B TERITR Y 1 LR S B E Y
[J. E2% T, 2021, 42(22): 298-303.

XIE Jing, CHEN Hong. Lipstick Cultural and Creative
Product Design Based on Inheritance Elements[J].
Packaging Engineering, 2021, 42(22): 298-303.

CRER L



