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Symbolic Image and Creative Product Design of the Tianyige Pavilion
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2.Macau University of Science and Technology, Macau 999078, China)

ABSTRACT: It aims to study the relationship between symbolic image and creative product design. It studies the narra-
tive design methods to discover the cultural characteristics of traditional culture, uses three order cultural creation product
design model including the conceptual model, research strategy and design process to explore the cultural feature sym-
bols, which is translated into the image expression in regional product, and then integrates the image elements into the
design of creative products. The analysis of the Tianyi Pavilion's cultural characteristic identity shows that cultural char-
acteristic is a valuable element embedded in the product to emphasize its value or meaning. By extracting the symbol of
the Tianyi Pavilion's most prominent cultural characteristic, it demonstrates how to do narrative design oriented from the
culture derivative. By applying the example of the modern design that transforms the imagery of the Tianyi Pavilion into a
consumer market to local cultural and creative product design models can provide references for creative education and
for creative product designers on how to design creative product using narrative design method.
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