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Design M odel of Hunan Cultural Creative Products from
the Per spective of Communication

CHEN Kun-jie, XIAO Di-hu, LI Hui
(Hunan University, Changsha 410082, China)

ABSTRACT: It aims to discuss the design ideas and models of Hunan cultural creative products from the perspective of
communication, to support the design of Hunan cultural products. Based on the five basic elements of communication and
combined with studies on communication and design, it analyzes the design and communication mode of Hunan cultural
products, and constructs their design model. Through design practices based on this model, its effectiveness is verified
with specific cases. Through systematic analysis and reconstruction of design elements and Hunan regional cultural cha-
racteristics based on information communication, it analyzes the design model of Hunan cultural products from the new
perspective of communication, and tests the feasibility of this model with specific cases. Asaresult, it can open a new and
creative design vision for designers, enhance the quality of Hunan cultural creative products, and achieve both the dual
value and the charm of cultural creative products and regional culture.
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Fig.1 The essential communication factors of Hunan cultural creative products
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Fig.2 The communication missions of designers
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Fig.3 Based on the design of regional culture ontology se-
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Fig.4 The Relationship among the media of Hunan cultural creative products
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Fig.5 The factors that influence and restrict the consumers
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Fig.6 The communication mode of Hunan cultural creative products
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Fig.7 The design model of Hunan cultural creative products



H390% FHeM

WRIMZNAE . DA% R DL AR SR W9 SC AL B 3™ i A BE A 2 93

3 ITEBISLERAG

AN S R F IR BRI ) 3 AL R IT, X LAY
AT A S AN E, I i TR AT 55
TR SRR, DAKG A A 7R ) 38 FH Ak
3.1 HWMHAXtIFREEREMT
3.1.1  JHIR ABER R

X 150 B A R 2 A DA R IR 45 3 A T IR A R
DT T it Ui 28 6k 1 80 9K SC Ak 7= it %) s e 2 5 R R0
FREE, MBI BT H AR o L 1 X A v G 3k %
Ji 200 iy inl 4, Hrp AR m 4 167 4y, AR CR A
83.5%. XA RNIEIATIHNE L . P2 AR AREE
D7 Ay B A — 8 W SE 7 B AR R T R AR, AT SR
SR HEHZERE . WMERE, BAY A B AR TS S A
B A ST SO M ERRAE AT S ) ) B
PR R . A TAE L /N H R A A
27 ) FH S, W S g M R 2R 32 BRI SRR (e L S
FTORE . Mo S BT 4 R = i H AR 7 A
A PR A 1 75 SR W SRR O R IR IR AL T
312 bR A RIS B

SCAR DR B 5 BN 78 0 25 B SO 9 A AL R A

ALY

i e SR L

K&t
>

|

A i Ly BRI

Gl 2t 1 ISR O 1 8 T L 2R I A RAE

{6, B2 EA M AR | SCIERAEYE | AR E
RUESESF o BT/ NI T I SO B A AR B A
0 SO AN 55 BT 20 T2 o Bt JsU s P A [ R AR
WrrocAis ™, BA R ROE; A5 R G o2k
BT AATH R A RAR S RIS & AR,
e RN R A FE A SCILRAE o A7 9 i B4 TR T
M BRRE, e E AU AR LR o P 2 A
i, FLZRCE DRI I A T IR ZR AR R B e 2, H.
A TR T RE

3.1.3  CHOTERAY B

il B I R v ] 510 B9 4 5 L AR S0 TR SOR
BHAT 25 00 b1 T T2 D e o0 R, BREUMIAT 4 B R I
TR, b F AR fEBE. MR 3 AIBFTEN
SRR LR AT I TR SR, WK 8. Xt ouR M
BE. ORI ST B T IR IR, R
BORIE TR RN B) AR RAERS, SR, W
ML mAMR, JEB AR NS R, JLTEeE
AMCEA A, B R BT 3R AR A R
R i an BHAT SR LR TRCT4F, A TR )R Y R ] 2%
fifl, Are HOE RS EAR S, BT RHTZ
M AR Z R, VLSO AR B AE B X5 301 61
EEOHHRA R KRS

XN,

¥ o ,;;;;:f
f B & C’& O Setinaiaiend

OXXQ,
mevir  (CARERER 47 et

HR AT 28 SR A

18 A SO Y R B 42 A A4

Fig.8 The excavation and refinement of designs of Hunan cultural prototype

3.2 HHXtFRERESEERIEMMENR
3.2.1 ISR AE R

BT HE & BT M AL 3% 25 14 2 & W) — A 7= ik
L, LS| AT P B E L A R A LN o RS AT
it 2 SRS, B A D RERF A B 2 B ARG
FIVKRIN AL . % 25N LATTE 2SR R AT A BEA AR fif XL
¥, FF IR T g %) SR SRR 4 B SORERR (S, IR
B SCAL B Bk A IRl B 85 AR L Bsh i L I&IH L AT
T T, AL IR —FP T RN A AR T AR
3.22 wiITFRIE

H A FiRE N E AEFNERREE, WES.
RS . AORHULEE . Thiak . g5F . T2 50wk
AR = BT RIS, WLIE 9,

3.23 MR

536 A RO, R IR IR AL FE
DR T RN AT TR, FFE 2 A 215,
S FAREURG ) 3 XS, B R T I R .
Ml AEa B Ak . BN ZARRME, T2 B4R T
R TENMEG R W, WAERUR FARBFLH T 59
SCAbgE(, JREL T BRI R R, R— R
B 5| 8RS B = e b, LA 9,
3.3 WM eI R EEYRE

WU X R T T 3 FRCE ED G | AR
B K AR PN IR B SR 1Y A2 AP S L R R, DR
WK, 52 A NBEFEAR GEAE VER o D= S R BGsE T
Ui A% 35 B9 BETTHE BRSO & X, W DL R SR IR AL



94 fu %% T &

20184 4 H

B9 i1 R B R R AL I T2 K S o AR
Fig.9 The designs of a series of leisure bags of Hunan style
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