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Research on the development mode of cultural and creative products

driven by regional cultural images

CHENG Yongsheng, XU Xiaoqi
(School of Design & Innovation, Tan Kah Kee College, Xiamen University, Zhangzhou 363105, China)

Abstract; In order to make cultural and creative products more prominent in regional cultural characteristics,

improve the homogeneity of product types, meet the emotional needs of target users and reduce product devel-

opment risks, a cultural and creative product development model driven by regional cultural images is pro-

posed. The research took the three dimensions of regional culture, cultural and creative products and target us-

ers as the main body of research; by studying the matching relationship and level correspondence between the

level of regional cultural imagery, the emotional needs of target users and the design attributes of cultural and

creative products, a cultural and creative product development model that highlights regional culture imagery

was constructed. Xiamen was taken as the research object of regional culture to verify the development model of

cultural and creative products, providing new research ideas and design methods for the regional cultural and

creative product development models.
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Fig.1 Matching among regional culture, target users

and cultural and creative products
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Fig.2 Hierarchical relationship of regional cultural images, product design attributes and user emotions
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Fig.3 Cultural and creative product development model
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Tab.1 Xiamen regional cultural resources
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Tab.2 Specific cultural content of the regional cultural image level
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Fig.4 Conversion model
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