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Abstract

Objective: To explore the commonalities between the three-level theory of emotional design and
the “three contexts”, analyze specific cases, and propose design strategies. Methods: Analyze the
three-level theory of emotional design and the theory of “three contexts” by using the literature re-
search method, expound the common points of the two and their embodiment in product design, and
summarize the main points of the design of the wujing layer, the yijing and the qingjing layer. Re-
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sults: By specifically analyzing the performance of museum cultural and creative products in the
wujing layer, the yijing and the qingjing layer, the emotional design strategy of museum cultural and
creative product design is proposed. Conclusion: It is advocated to introduce the design strategies of
respecting the history of cultural relics, choosing suitable carriers, continuing the functions of col-
lections, creating living inheritance, creating a story atmosphere, and creating an emotional expe-
rience in the design of museum creative products, so as to improve the emotional and cultural values
of these products, and thus promote the development of museum creative products as well as rea-
lizing the living inheritance of culture.
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Figure 1. Creative product failure case
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Figure 2. Jade cabbage umbrella
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Figure 3. The fat sword of Wu Wangfu
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Figure 4. The world is at peace fragrance
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Figure 5. Twelve flora book lamp
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Figure 6.“Blooming flowers and full moon”
Tea set

Ee. “LiFAE” HXR®

5. XA miIRRRAL I SRR

ZR L TR BATRT LAMIMT ) Z B EEAA MR, MR E T FREE R, D A2
SCYRIE TUARE R, XA TTVEIB R B SRR, DR P IRZIE RS 2 56 S — R R S 5k Tk
R SR AT 1 S A P 5 DA AR BB (R 2, SR A7 0T DA P i SR i ) RS2 AR A B 5
B2 B HE S s DI REA A 7 3K, (HA I —BRIBSR D RERHT A BE S BOE R H R MR . B, ££
BEUE IS 7T DL SR SE S SR AR D RE, XA 200 TR I & o2 — Ao i Ge s R MBI E
?%ﬁ,E%%ﬁF%A%%ﬁﬁ%,@K%WﬁﬁF%T%i%%%iﬁ%%%ﬁﬁﬁ%ﬁ%ﬁ$o
PrbL, EGE S H GBS EREE, W OMEE e RSEHE S AR, PR DR B R
BORAMATH A A ) o

51. BEXMGSE, EEAEHGE

FESCAB R S BT iR T, IR R R E L, R B R IR AE NI LORAR R AR
#E, NS MRS IERA RS, B0 i AMIAT SRR B ST . AR RSO HEAT YTt A2
RN TESCII P ST 5, 1 RELAE R 5 IR AR S BT R A R S A IR N B AR A 25 5304
A RER HER LA FA DO ERRERE . (R, FEEAT ST B R S BETHIN 7 EEORREXS I S SR A 12
oty RARO UL GERSCAU N B O BURRE o B VR 2 B ST TR A I Wb i BT, ST B R AL
FEANAI I, S P SRR AR NIE SR, B2 AR 1 — MR T ARG SCAL R 2 OB 22
B A DA AE QB (I [RII %%ﬂ%%x% A3 AL B i BE A BUARI R, SCRERS Al A

Oy GURNATR I ARSI . RSB e it i, SRE IS BEARSCIE, R BUHHIIT D,
2 ST A AR A i P S B T LE

5.2. IELLRMINGE, TEESMEE
K A% G B R AR Dh RERRAIA™ s 77 i R D S04 R e, IR BEIR B SRR IR L . 1% 48

DOI: 10.12677/design.2023.84508 4163 any


https://doi.org/10.12677/design.2023.84508

ECH,

Bt A R SO = (K — B 43, B BATIRIE R RSO S5t K R GR DY RE AN ILAR ™ v, T UK
WL G, BIEHRA P AR B b XACCEXE SR E, B2 il K
WAL TS AR i R RE T, i am i D RE R BRI R RE 2 RS SCAL B A, SESERRR i D fE
Peflt T —FEEREW R BT R, XRERB AL GURHE R . XM AR TR S AR A Se e, i
I 1A ARS8 I, N 1 SRR S S i -

BN, SESH DI RE AR PR A S AL AR S R i — Mol . EAMNEA 1165, B SALR
A BIE TR RENE . R GRAIU, REFSULAER I T, IR ZE SR R A4 . X
TR G KT 1R SO S B SRR A 5 R SR oTik 1 8 & .

53. EEWESRE, HERRER

IR B T SO B RO FE G I TR, P PSR R AR, T
Re— AR AR PRI S S T LRV R LS, AR R R, SIS e
1) T 3 e 2 1)«

AT DR ST P, H BRI, S 5 SO ARG e SR Bl e B T o
PRI ez e, B S A SRR RGNS o RN OUREE TN, SR LU R
U A R . ST B T B PR . — K U SO T LA P (70, R
FI RS . B SRR, P S BRI, RS L. XH ) TR
R S6RR, S0 7 B

5i4b, WOHE T USRS AR TR . B YHE 57 S AR S, 7T A SO (e
te%s, WODRG FOFE RSO I, AR SO SSRGS, AT DA A ) S 14 2 4 (8 e A
o I TTIPIORUE, SOOI T LU AR AT S SO I AL, A7 i R SR e A
TR
6. BES

RSB A BT AR IR T B4 IR A2 50, B S 2 MR N S AR A R IE I B . 7R 1
PAE LRI BB b, AN PR PR T ] B 0 S S s T ], T SNSRI S P Z TR A IR
HE). XA LLEEEE B AT RIS Tt o R . RS R BN, BARSIR R P SRR i
R RS o X R R E B AL RN TR EE P AR Sk, IS AT S IS T R
ST EIRZIER R o ASGELIRANT T YR S s B v, RIS, BHREMEEE
BT SREE, DA A 2 KA E # ST R K, o A RIS B, ARSI SO A S A5 4%
HRFUR o
e

OF 1 RJE: 55—
https://gugong1925.jiyoujia.com/shop/view_shop.htm?spm=a230r.7195193.1997079397.2.387f2a3bwOWjfZ ;
2% —HF http:/www.liyuwenchuang.com/details/97

@ 2 KJH: https://www.zcool.com.cn/article/ZMTQ1MTkOMA==.html

@K 3 K5
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeX0S8&id=698383592777 &ns=1 &abbucket=
18#detail

DOI: 10.12677/design.2023.84508 4164 wit


https://doi.org/10.12677/design.2023.84508
https://gugong1925.jiyoujia.com/shop/view_shop.htm?spm=a230r.7195193.1997079397.2.387f2a3bw0WjfZ
http://www.liyuwenchuang.com/details/97
https://www.zcool.com.cn/article/ZMTQ1MTk0MA==.html
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeXoS8&id=698383592777&ns=1&abbucket=18#detail
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeXoS8&id=698383592777&ns=1&abbucket=18#detail

EOCH,

@ 4 SFe

https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeX0S8&i1d=733281517968&ns=1&abbucket=

18#detail

G 5 k.

https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeX0S8&i1d=714496474133 &ns=1&abbucket=

18#detail

® K 6 -

https://item.taobao.com/item.htm?spm=a21n57.1.0.0.5897523c8MYQqE&id=736115557385&ns=1&abbucket=

18#detail

&E 3k

(9]
[10]
[11]

[12]
[13]

[14]

[15]

PRI, RR AR BRSO — AL 7T [D]: [ 260830, il SEARIMTE K2, 2007.

EVEH. LATH REGHTHRAES 25w R R R[], T 5 g, 2022, 38(6): 38-51.
htps://doi.org/10.16331/j.cnki.issn1002-736x.2022.06.004

Tu, J.C. and Yang, C.H. (2019) Consumer Needs for Hand-Touch Product Designs Based on the Experience Economy.
Sustainability, 11, 2064. https://doi.org/10.3390/sul 1072064

ZRRYD. SO SCBI s R IR & 5 R VR[], SEARMER, 2018(5): 28-29.

20, S, BTSSRSO BB B T T[], e AR, 2022, 43(16): 372-379.
https://doi.org/10.19554/j.cnki.1001-3563.2022.16.044

FoKME. PEZ A HERAEWEN]. ARIBTE, 2021(25): 24-27.
W FE . BT Eh v 55 R B BRI IR 7 i T SR I A WIAR[T]. LAkisit, 2018(9): 41-43.

https://doi.org/10.13398/j.cnki.issn1673-260x.2015.18.071

TR, BT RIS AP S E BRI R[], Tk, 2022(3): 52-54.

X, E & s A Bt e [0]. T, 2021(4): 51-52.

20 BB AR BT SO S T S —— BLTR M [ R T SEE O BI[T]. 260, 2021(5): 136-137.
https://doi.org/10.16272/j.cnki.cn11-1392/1.2021.05.032

R . RERG =B SO T IR R M 2EIHE A [D]: (A0 3], Bt AR ESEAR P, 2018.
FAIN. FET CREMED) <=8 BRI E RER SO IR AL[I]. SUMISSE 5 E, 2022(23): 126-129.
https://doi.org/10.20005/j.cnki.issn.1674-8697.2022.23.032

Tk, EEE. BT P SRR R F ] B TR, 2019, 40(16): 249-253.
https://doi.org/10.19554/j.cnki.1001-3563.2019.16.040

Tk TN, XA, T R BB A TR SO ST T A [I]. U, 2017(7): 173-176.

DOI: 10.12677/design.2023.84508 4165 wit


https://doi.org/10.12677/design.2023.84508
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeXoS8&id=733281517968&ns=1&abbucket=18#detail
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeXoS8&id=733281517968&ns=1&abbucket=18#detail
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeXoS8&id=714496474133&ns=1&abbucket=18#detail
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.1a48523cMeXoS8&id=714496474133&ns=1&abbucket=18#detail
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.5897523c8MYQqE&id=736115557385&ns=1&abbucket=18#detail
https://item.taobao.com/item.htm?spm=a21n57.1.0.0.5897523c8MYQqE&id=736115557385&ns=1&abbucket=18#detail
https://doi.org/10.16331/j.cnki.issn1002-736x.2022.06.004
https://doi.org/10.3390/su11072064
https://doi.org/10.19554/j.cnki.1001-3563.2022.16.044
https://doi.org/10.13398/j.cnki.issn1673-260x.2015.18.071
https://doi.org/10.16272/j.cnki.cn11-1392/j.2021.05.032
https://doi.org/10.20005/j.cnki.issn.1674-8697.2022.23.032
https://doi.org/10.19554/j.cnki.1001-3563.2019.16.040

	博物馆文创产品情感化设计研究
	摘  要
	关键词
	Research on the Emotional Design of Cultural and Creative Products in Museums
	Abstract
	Keywords
	1. 引言
	2. 文创产品市场现状
	2.1. 博物馆文创产品发展现状
	2.2. 博物馆文创产品情感化的消费需求

	3. 情感化设计三层次与“三境”
	3.1. 情感化设计三层次
	3.2. “三境”
	3.3. 情感化设计三层次与“三境”的共同之处

	4. 文创产品案例分析
	4.1. 物境层
	4.2. 情境层
	4.3. 意境层

	5. 文创产品情感化设计策略
	5.1. 尊重文物历史，选择合适载体
	5.2. 延续藏品功能，打造活态传承
	5.3. 营造故事氛围，创造情感体验

	6. 总结
	注  释
	参考文献

