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and Creative Product Design

WANG Jia-nan
(Heilongjiang International University, Harbin 150025, China)

ABSTRACT: The work aims to discuss the specific application of brand culture elements in the design of cultural and
creative product to improve the value and brand influence of cultural and creative product. The methods of literature re-
view and empirical analysis were used to sort out the concept of brand culture elements, and discuss the specific applica-
tion of brand culture elements in the design of cultural and creative products through case analysis. The application of
brand culture elements in the design of cultural and creative product can enhance the intrinsic cultural value of product
and emotional connection with consumers, thus increasing the value and brand influence of cultural and creative product.
Brand culture elements should be closely combined with the design of cultural and creative product to form a coordinated
and unified whole in order to achieve the effect and goal of brand communication. In addition, the design of cultural and
creative product should pay attention to fitting with consumers' needs, and realize emotional resonance and connection
with consumers by deeply understanding and satisfying consumers' cultural values.
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