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Design of Guangfu Cultural Creative Products under Nostalgic Representation

JI Wen-rui, LI Jing
(Beijing Institute of Technology, Zhuhai, Zhuhai 519088, China)

ABSTRACT: The work aims to explore the construction basis and design pattern of cultural and creative products based
on nostalgic representation by analyzing nostalgia and nostalgic emotion. Based on the analysis on components and hier-
archical structure of nostalgic emotional experience, three manifestations (prototype representation, scenario creation and
metaphorical mapping) of nostalgia in cultural and creative products were summarized. Taking Guangfu cultural and cre-
ative product design under the nostalgic representation as an example, the emotional context of nostalgia was built
through the emotional experience needs of users. The design ideas of emotional coding design of cultural and creative
products under nostalgic representation were summarized. Combined with the application of digital printing technology,
the design path of cultural and creative products based on nostalgia representation was explored. Cultural and creative
products under nostalgic representation are personalized cultural and creative products. With the change and segmentation
of consumer demand in the era of individuation, products that tend to be creative, personal and emotional are more likely
to arouse consumers’ recognition and resonance. The intervention of emotional experience not only can guide product de-
sign but also improve the value of product design.

KEY WORDS: nostalgia; cultural and creative product; Guangfu cultural and creative product design under nostalgic re-

presentation ; application of digital printing technology
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Fig.2 Cultural and creative products of Jiaguwen paperweight
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Fig.3 Cultural and creative products of Daguanyuan bookmark
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Fig.5 Design ideas of cultural and creative products
under nostalgia representation
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Fig.6 Design ideas of cultural and creative products under nostalgic representation of Guangfu
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Fig.7 Design expression of nostalgic representation of Guangfu 1
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Fig.8 Design expression of nostalgic representation of Guangfu 2
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Fig.9 Design expression of nostalgic representation of Guangfu 3
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Fig.10 Guangfu cultural and creative product design under nostalgic representation
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