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Creative Product Design Methods of Red Culture Based on
the Perspective of Reception Psychology

DU Jun, LIU Chun-yao, REN S-lin
(Southwest Jiaotong University, Chengdu 610031, China)

ABSTRACT: The paper aims to study how to improve the emotionality, culture and practicality of red cultural creative
products from the relationships among the subjectivity, subjective factors, subjective initiative and horizons of expectation
embodied by the audience’s reception psychology. Firstly, the spiritual and material needs of the audience when exposed
to red cultural and creative products were interpreted as the relationship between function and form, and the mental ac-
tivities such as attention, sense, perception and emotion of the audiences when they encountered with the products was
sorted out and analyzed. Secondly, combined with the design cases, the functional relationship and functional image were
introduced to summarize the functional and formal relationship of the red cultural and creative products. The study of the
audience’s reception psychology can promote a change from a merely single focus on spiritual needs to embrace material
and spiritual needs as well; at the same time, it demonstrates that the designer’s treatment of the relationship between the
functions and forms of red cultural and creative products will directly determine the audience’s reception psychology. The
design method based on reception psychology can provide strong reference and support for the sustainable development of
tourist attractions of red culture in China.
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Fig.1 The subjectivity, subjective factors, subjective
initiative and horizons of expectation
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Fig.2 Analysis on the age of tourism users in red scenic spots
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Tab.1 The subjectivityanalysis of the audience on the red cultural and creative products
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Fig.3 Analysis of the audience’s subjective factors
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Tab.2 Analysis of subjective characteristics of users aged less than or equal to 18 years old
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Fig.4 Little red army series of cultural and creative products
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Fig.5 The relationship between subjective
initiative and users and products
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Tab.3 Four characteristic points of subjectivity selection based on function and form
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