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Abstract

The art of opera is a comprehensive art that integrates various forms of artistic expression and
absorbs the essence of literature, music, dance, fine arts, costumes and other arts. This paper ana-
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lyzes the current situation of cultural and creative products and the connotation of Kunqu art
from the perspective of cultural and creative design, extracts the Kunqu “Peony Pavilion” opera
pattern, and reasonably translates the external expression of opera and traditional cultural con-
notation in terms of graphics, color and design style, etc., and then combines the translated ele-
ments with Xiangshui’s cultural creations, so as to design cultural and creative products with in-
novativeness, epochal nature and design sense. The organic fusion of cultural elements of opera
and modern design concepts to design cultural and creative products that meet the needs of mod-
ern people can enable more people to understand and appreciate the unique artistic connotations
of Kunqu and highlight the national cultural characteristics of the design.
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Figure 1. “The tune lingered in the room”
Kunqu characters Q version music box
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Figure 2. Kunyun tea set
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Figure 3. Cloud pattern, peony pattern, butterfly pattern (arranged from left to right)
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Figure 4. Canvas bag with golden laurel floating moon
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Figure 5. Flying theme cup
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Figure 6. Chinese guardian god canvas
bag
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Figure 7. The fragrance of peony
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Figure 8. Mandarind flower bloom

B 8. TLFFZEE®

EFE N NER BT RAR H R BRI, B CHPHs) BB OR EAEOR B Ik
ih R R0 R A, T B EE A0, EOR L, EFRIGFE M) BIE st 5 A
MR A C M (P AN B (1] 9), E IR FSE G 54E 0, FMBtuERxX L, JFaE &Rt

DOI: 10.12677/design.2023.84436 3547 Bt


https://doi.org/10.12677/design.2023.84436

5K AT 3k

T veit,  SEHLR SO S B st RS

Figure 9. Stills from the youth version of “The Peony Pavilion”
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Figure 10. “The aroma of Opera Pear
Garden” brand logo design
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Figure 11. “Peony Pavilion” logo design
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Figure 12. Side view of perfume package
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Figure 13. Perfume bottle package
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Figure 14. Balms and soaps
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Figure 15. Derivatives: Film wrap, tape, mouse pad and silk scarf
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Figure 16. “The aroma of Opera Pear Garden”
brand promotional chart
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