Design #tit, 2023, 8(4), 2704-2710 Hans X
Published Online December 2023 in Hans. https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2023.84330

EPIE P E R~ mAVIL TR

Frin 44,
SN R I S 5 RS BE, B3 SRR

Woks H . 202349180 FHEM: 20234F12H1H: KA HM: 20234F12H8H

R

BE-MENEME SRR RN RR, RRENZFEHKES, RABRAKEETY, §&~hER
FHEMESCRIETF ALK RS, BEARRIMNTE AL . ASCEESCRE R AR TERFTITE, X
W BRSSO BATRT R, SaKAIat, BEEETRKITREN. HFRARTRE.
EEBTSH, AMARRE RN AT & RIS S.

XK ia
EywtEscel, 58, MRt

Research on the Design of Blind Box
Products in Museum Cultural Creation

Jiaming Li

School of History and National Culture, Guizhou University, Guiyang Guizhou

Received: Sep. 18", 2023; accepted: Dec. 1%, 2023; published: Dec. 8", 2023

Abstract

As an emerging category in the cultural and creative industry of museums, the development of
blind box products is increasing year by year, and it has a large potential market. Blind box prod-
ucts not only enhance the economic transformation of cultural and creative industries in museums,
but also show excellent culture to the audience. Through literature review, sample analysis and
other research methods, this paper studies the design of excellent blind box products in domestic
museums, and summarizes the development principles, strategies and design process of blind box
products with case analysis. Through research and analysis, it provides a reference for how to
transform excellent culture into blind box products.
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Figure 1. Blind box cultural and creative product development and design process
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Figure 2. “Sanxingbanyue” creative products
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