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Abstract

Objective: To analyze the research status of cultural and creative products in China under the
background of the rapid development of cultural and creative industries. This paper conducts an
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in-depth discussion on the limitations and deficiencies in the development of cultural and creative
products in China, and puts forward the design innovation strategy of cultural and creative prod-
ucts in combination with the methodology and theory of “participatory design”, so as to improve
the innovation and user satisfaction of products, and promote closer interaction and cooperation
between designers and users. Methods: This paper reviewed the relevant literature on participa-
tory design theory and systematically sorted out the definition of the theory. This paper analyzes
and studies the practical cases of successful application of participatory design theory in the field
of cultural and creative product design methods and design, and discusses its methods and strate-
gies. Results: The practical application and design strategies of participatory design in cultural
and creative product design were revealed. Conclusion: Participatory design theory can signifi-
cantly improve the innovation of products in cultural and creative product design, and cultural
and creative product design based on participatory design theory can fully understand user needs
and expectations, and create designs closer to user psychology.
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Table 1. Revenue of cultural creativity and design service industry from 2018 to 2022
= 1. 2018~2022 3 A EFNZ ARSI T AN IE R

Ay gxi(fieon) HEFEHEKO) Pl HE %)
2022 19,486 -0.2 16.0
2021 19,565 16.6 16.4
2020 15,645 111 15.9
2019 12,276 113 14.2
2018 11,069 16.5 12.4
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Figure 1. Participants in participatory design
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Table 2. Analysis of user engagement methods in a design case
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Figure 2. “Heng” series table lamp
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