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Application of Regional Cultural Elements in Cultural and Creative Product Design
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ABSTRACT: The paper aims to analyze the application strategy and future development of regional cultural elements in
cultural and creative product design based on the characteristics of regional cultural elements and cultural and creative
product design. Based on the basic concepts, characteristics and function of culture creative product, the lack of regional
element was analyzed. Taking the basic structure of regional culture element and cognitive, emotional, aesthetic, social,
and other functions give by it as reference, the specific application principles and ideas of regional culture elements in
cultural and creative products were researched in combination with pattern, color, material, cultural and other details.
Meanwhile, the effective application of characteristic regional culture symbols in cultural and creative product in Hainan,
Anhui, Jiangsu and other places were illustrated to put forward the fusion development idea. The application of regional
cultural elements in cultural and creative product design can urge the creation and design of personalized product, make
the product have high identification, more culture and emotion, so that the people in the process of purchasing can enjoy a
sense of kindness and substitution, and experience the unique charm of different cultures.
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