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Design Strategy and Application of Thematic Cultural Innovation
Products Based on Qualia Theory
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ABSTRACT: This thesis aims to introduce the Qualia Theory in the design of thematic cultural and creative products.
Through the acquisition, transmission and transformation of qualia imagery, the connotation expression and design reso-
nance of cultural and creative products can be enhanced to realize the different experiences of different themes. Under the
guidance of Qualia Theory and qualia transmission mechanism, the thesis analyzes the temperament factors of cultural
and creative products with the theme as the starting point, and refines the acquisition methods and coding methods of
qualia element. The three methods of image transitivity, image transitivity and image transit are used for object, situation,
mood translation and emotion transfer design to realize the fusion expression of “object-world-state” of the product. Fi-
nally, combined with the design practice, the thesis proposes a thematic analysis strategy for the thematic image of the
cultural and creative products, a whole-process construction strategy for the perceptual field, and a multi-channel imple-
mentation strategy for the perceptual experience. The application of the Qualia Theory to the design of thematic cultural
and creative products can help deepen the theme, trigger the user's attention and cognitive mechanism, realize the
two-way interaction between users and products, and improve product quality, orientation, and differentiation qualia ex-
perience.
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Fig.5 Schematic illustration of the expression method of qualia transfer elements
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