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Creative Product Design Based on Zhanjiang Regional Culture
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ABSTRACT: It aims to research the regional cultural resources of Zhanjiang, and provide the formidable reference and
support for the design of cultural creative products with distinctive features and characteristics of Zhanjiang. Taking the
regional culture of Zhanjiang as the core, meanwhile it classifies and summarizes the cultural resources of Zhanjiang;
studying and analyzing the specific attribute of cultural creative products aims to conduct specific design and combing of
the products; building a creative product design model based on the regional culture of Zhanjiang, and showing it through
specific design cases. By excavating, sorting out, inducting and exploring the property of the cultural creative products of
the regional cultural resources, a concrete design model is built, which provides the design thinking for Zhanjiang cultural
and creative products, at the same time help enhance the dual value of Zhanjiang's regional culture and creative products.
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Fig.2 Modal classification of regional cultural resources in Zhanjiang
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Fig.3 The design attributes of cultural creative products
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Fig.4 Design model of Zhanjiang regional cultural creative product
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Fig.6 The tea set with fish in bluewaves
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