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Construction and Development of Tianlongshan Cultural and
Creative Productsin Taiyuan Based on Symbol System

ZU Rui-zhi
(Taiyuan Normal University, Taiyuan 030619, China)

ABSTRACT: The work aims to take the design project of cultural and creative products of Tianlongshan Grottoes in
Taiyuan as an example to expound the development mode of establishing cultural and creative brands by extracting brand
culture genes based on symbol system. By analyzing the current design situation of cultural and creative products, Kano
model was used to analyze consumer demand. The innovative design ideas for products in cultural and creative industries
were put forward, the construction and development methods of cultural and creative brands dominated by symbols were
summarized, the symbols were extracted from regional cultural features and the symbol system was constructed and
transformed into design elements. The cultural and creative products were designed according to cultural connotations to
strengthen brand value and spread regional culture. The symbol system provides theoretical support for the creative de-
velopment of Tianlongshan cultural and creative products, and provides a new realization path for the inheritance of
Tianlongshan culture in Taiyuan.
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Tab.5 Statistical results of questionnaire data

%
sk A (0] M | R Q
S1 11 65 19 8 2 1
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S6 11 9 68 8 3
S7 18 12 59 10 6 1
S8 9 10 72 11 2 2
S9 11 10 57 18 8 2
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S11 64 11 6 21 3 1
S12 57 16 13 12 6 2
S13 68 11 18 7 2 0
S14 5 17 13 67 2 2
S15 13 62 17 10 3 1
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S17 67 18 9 3 2
S18 62 9 27 6 2 0

S1 10.38 61.32 17.92 755 1.89 0.94
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10.38 8.49 64.15 6.60 7.55 2.83
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S10 5472 2170 11.32 849 377 0.00
S11  60.38 10.38 566 19.81 283 0.94
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S14 472 16.04 1226 6321 1.89 1.89
S15 1226 5849 16.04 943 283 0.94
S16 1038 67.92 11.32 755 1.89 0.94
S17 63.21 16.98 8.49 6.60 2.83 1.89
S18  58.49 8.49 25.47 566  1.89 0.00
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Tab.7 Better-Wor se coefficients for each demand

TR Better (B) /% Worse (W) /% YR Better (B) /% Worse (W) /%
S1 73.79 -81.55 S10 79.41 -34.31
S2 20.59 —85.29 S11 73.53 -16.67
S3 82.35 —29.41 S12 74.49 —29.59
A4 65.05 —79.61 S13 75.96 —27.88
S5 82.52 -87.38 S14 21.57 —-29.41
S6 21.05 -81.05 S15 73.53 —77.45
S7 30.30 -71.72 S16 80.58 -81.55
S8 18.63 —-80.39 S17 84.16 —26.73
S9 21.88 —69.79 S18 68.27 -34.62
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Fig.2 Four stages of cultural and creative brand construction
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Fig.3 Cultural and creative brand construction methods
in the design and development stage
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Fig.4 Glazed dragon patterns on the two sides
of the Tianlong Temple gate

Kl 5 ReA et Al e 2 fm A R
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Fig.7 Drafts and renderings of Tianxiangluo umbrella
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Fig.8 Front wall of the third cave with one Buddha
statue and two Bodhisattva statues
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Fig.9 Front niche of the sixteenth cave
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Fig.15 Interactive experience of woodblock print rubbing
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