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Abstract: 
This article focuses on the emotional design of cultural and creative products. It introduces the concept of emotional design theory and examines the concept of cultural and creative products, as well as the present state of design and existing design challenges. The article combines the methods and characteristics of emotional design, analyzes how emotional design is used in cultural and creative products, and proposes an emotional design strategy for cultural and creative products based on the three levels of instinctive, behavioral, and reflective layers, with the goal of providing new ideas for cultural and creative product design.
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1. [bookmark: OLE_LINK259][bookmark: OLE_LINK258][bookmark: OLE_LINK48]Introduction 
[bookmark: _GoBack]In today’s consumer market, which increasingly focuses on emotional experience, cultural and creative products, as a combination of cultural connotation and creative design, have increasingly highlighted the importance of their design strategies.The principle of emotional design, as a human-oriented design concept, aims to trigger users’ emotional resonance through the design elements and interaction modes of products, thereby enhancing the added value and market competitiveness of the products.Therefore, research on the design strategies of cultural and creative products based on the principle of emotional design will not only help to deeply explore the emotional value of cultural and creative products, but also provide new ideas and methods for the innovative development of the cultural and creative products.
Currently, the market of cultural and creative products shows a booming trend, but it also reveals some problems.Some cultural and creative products overly focus on formal aesthetics and functional practicality in their design, neglecting the emotional needs and psychological experiences of users, leading to difficulty in gaining widespread recognition and acceptance in the market.Therefore, how to apply the principles of emotional design to guide the design of cultural and creative products and enhance their emotional value and cultural connotation has become an urgent issue to be addressed in the field of cultural and creative product design.
This study aims to propose a set of cultural and creative product design strategies based on the principles of emotional design, through a deep analysis of the connotation and application methods of these principles, as well as an integration of the design characteristics and market demands of cultural and creative products.By applying the proposed design strategies, it is hoped that cultural and creative product designers will be guided to pay greater attention to the emotional needs and psychological experiences of users, enabling them to create cultural and creative products with richer cultural connotations and stronger emotional resonance. In turn, this is expected to drive the sustainable development of the cultural and creative industry.
2. Overview of Emotional Design Theory
Emotional design is one of the common design methods in product design. It was first mentioned by American scholar Don Norman in his book “The Design of Everyday Things”. Don Norman divides emotional design into three levels: visceral, behavioral, and reflective [1]. Emotional design, as a design approach emphasizing user emotional experience and connection, highlights the creation of products or services that can evoke emotional resonance and connection among users through design.
Emotional design theory is an important design concept that incorporates user emotional needs into the consideration of product design. It emphasizes that in the process of product design, not only the practicality and functionality of the product should be focused on, but also the emotional connection between the product and the user [2]. This theory maintains that products are not merely tools to satisfy people’s material needs, but also vehicles for transmitting emotions and expressing individuality.The theory of emotional design advocates the integration of more emotional elements into product design, triggering emotional resonance among users through means such as shape, color, material, and interaction. These emotional elements can originate from various aspects including people’s daily life experiences, cultural backgrounds, and psychological needs, collectively serving as a bridge for emotional communication between products and users.
In practical applications, the theory of emotional design emphasizes that designers should conduct thorough research and analysis on users to understand their emotional needs, psychological characteristics, and behavioral habits. Only by truly grasping users’ needs can designers accurately grasp the direction and focus of product design and create products that truly meet users’ expectations.Furthermore, the theory of emotional design also emphasizes the integration of design and culture. It holds that as a carrier of culture, products should embody and convey specific cultural values. By combining cultural elements with emotional design, designers can endow products with unique cultural connotations and emotional value, making them more attractive and competitive.
In summary, emotional design theory is a people-oriented design concept that emphasizes the emotional connection and cultural exchange between products and users. By applying the principles and methods of emotional design, designers can create products with richer cultural connotations and emotional resonance, satisfying users’ deep-level needs and promoting innovation and development in the field of design.
3. Research on the Current Situation of Cultural and Creative Product Design
3.1. Overview of Cultural and Creative Products
Cultural and creative products are an important part of the cultural and creative sector, as they combine components like culture, creativity, design, and technology. Traditional cultural aspects are translated into modern forms and given to consumers as products using innovative methods.Cultural and creative products have not only functional and aesthetic qualities, but also rich cultural implications and spiritual aspects, making them vital carriers of cultural heritage and creativity [4]. The design of cultural and creative products often takes traditional culture as its foundation, drawing on the cultural essences from various fields such as history, art, and folklore. Through clever design concepts and innovative expressions, these cultural elements are transformed into products with modern aesthetic value.These products can be practical items used in daily life, such as household items and clothing accessories, as well as artworks with collection value, such as souvenirs and handicrafts.
[bookmark: OLE_LINK59]3.2. Significance of Cultural and Creative Product Development
The significance of cultural and creative product development is profound and diverse. It is not only related to cultural heritage and innovation, but also plays a crucial role in promoting economic development, enhancing brand image, and satisfying consumers’ spiritual needs. Cultural and creative product development is an important avenue for cultural heritage and innovation [5]. By merging traditional cultural aspects with current design techniques, cultural and creative products can vividly display cultural charm, allowing more people to comprehend and appreciate traditional culture. At the same time, the development of cultural and creative products is a form of cultural innovation. Based on a thorough examination of cultural implications, designers use creative design to instill new value and meaning in things, supporting cultural innovation. The growth of cultural and creative products also has a positive impact on economic development. With customers’ increasing desire for cultural products, the market for cultural and creative products has grown rapidly. By creating cultural and creative products with cultural features, it can attract more customers, encourage the development of the cultural industry, and inject new vigor into economic growth. Most importantly, the growth of cultural and creative products can meet consumers’ spiritual requirements.People are becoming more interested in spiritual endeavors in today's environment where material demands are being satisfied to a greater extent. With their distinctive cultural meanings and design aesthetics, culturally and creatively inspired items can fulfill customers’ dreams and desires for a higher quality of life. Customers can feel the nurturing and impact of culture through the use and purchase of cultural and creative products, which will improve their own aesthetic sense and cultural literacy [6].
3.3. Development Status of Cultural and Creative Products
Cultural and creative products are an essential part of the creative and cultural industries, and they have developed quickly in the last several years on a global scale. With a foundation in traditional culture, they use creativity and design to fuse cultural components with contemporary aesthetics and technical applications, resulting in a wide variety of highly coveted product shapes. The market for artistic and cultural goods is currently showing signs of tremendous growth.With the increasing demand for personalization and cultural experiences among consumers, the market for cultural and creative products has continued to expand.Because of their distinctive originality and cultural significance, culturally relevant products have become a significant means of pursuing fashion and expressing individuality, particularly among younger consumers. Cultural and creative products are now a part of everything from apparel accessories to trip souvenirs and home decoration. The caliber and degree of design of cultural and creative goods are also continuously rising at the same time. Designers explore the essence of traditional culture in great detail and blend it with contemporary design ideas to produce innovative and culturally significant goods. Through painstaking attention to detail and astute use of cultural aspects, these objects not only have distinctive looks and textures, but they also express important cultural implications.Technology is driving the constant innovation and upgrading of cultural and creative items. Applications of artificial intelligence, augmented reality, and virtual reality have expanded the range of expressive possibilities and enhanced the interactive nature of cultural and creative outputs. With the use of these technologies, consumers can interact more directly with cultural and creative products, learn more about the stories that underlie the culture, and have an immersive cultural experience.
3.4. Current Problems in Cultural and Creative Product Design
While the cultural and creative design business is currently thriving, some challenges remain unresolved. A major issue in the design of cultural and creative products is a lack of emotional resonance. Emotional design focuses on creating an emotional connection between the product and the user, however many cultural and creative products fail to take users’ emotional requirements into account during the design process. The product may simply offer cultural components without appealing to the user’s emotions through design, resulting in a lack of emotional resonance between the consumer and the product. This decreases cultural and creative products’ potential to serve as a channel for emotional transmission, as well as their appeal and market competitiveness [8]. At the same time, the use of cultural aspects is not accurate or comprehensive enough. The philosophy of emotive design emphasizes the significance of cultural factors in product design. However, several contemporary cultural and creative products use cultural themes just superficially during the design process, without a thorough knowledge and accurate expression. As a result, objects may reflect certain cultural qualities but lack depth and connotation, rendering them incapable of properly conveying culture’s appeal and value. Furthermore, there is a trend of homogeneity in cultural and creative products on the market today, with a lack of distinctiveness and innovation. This makes it challenging for items to stand out in a severe market rivalry while also meeting users’ increasing demand for distinctiveness.
In conclusion, the current design of cultural and creative products has challenges such as a lack of emotional resonance, insufficient accuracy and depth in the application of cultural aspects, and insufficient personalization and uniqueness. To address these issues, designers must pay more attention to consumers’ emotional demands and conduct a thorough examination of cultural connotation during the design process. At the same time, they should improve the interactive experience and personalized design of the products in order to develop cultural and creative products with greater emotional resonance and cultural charm.
4. [bookmark: OLE_LINK20]The Application of Emotional Design Theory in the Design of Cultural and Creative Products
In the design of cultural and creative products, the emotional design hierarchy is separated into three levels: instinctive, behavioral, and reflective. These three levels interact with one another, forming the emotional experience of the product.
4.1. Instinctive layer: user’s direct response to product representation
Instinctive layer design focuses on the intuitive feeling and initial impression of the product. For cultural and creative products, instinctive design is represented in characteristics such as product appearance, color, and material. These features can directly trigger users’ senses, eliciting immediate emotional responses. For example, cultural and creative objects manufactured with traditional workmanship have unique materials and textures that generate a sense of familiarity and identity with traditional culture in users. Furthermore, by including culturally meaningful colors and patterns, the instinctive layer design can improve consumers’ perceptions of the product and encourage their urge to explore.
4.2. Behavioral Layer: Behavioral Relationships of Interaction
The behavioral layer design focuses on the user's experience and interaction while using the product [9]. For cultural and creative products, behavioral layer design is most visible in areas such as product function, operation techniques, and usage situations. Designers must ensure that the product is usable and functional, allowing people to quickly get started and enjoy the experience of using it. Furthermore, by using creative interaction methods and sophisticated technologies, the behavioral layer  design can give users with a more comfortable and delightful experience, hence enhancing the emotional bond between users and products.
4.3. Reflective Layer: Emotional Reflection and Resonance
The reflective layer design is focused with the deep reflection and emotional resonance elicited by the product. In the design of cultural and creative products, reflective layer design encourages consumers’ thinking and knowledge of traditional culture by conveying cultural stories and exhibiting historical images. This type of thinking and understanding not only strengthens users’ sense of identification and belonging to the product, but it also allows them to form an emotional bond with traditional culture. Simultaneously, the reflective layer design invites people to express themselves and reveal their personalities through cultural and artistic products, thereby meeting their spiritual demands.
5. Design Strategy of Cultural and Creative Products Based on Emotional Design
5.1. Instinctive Layer: strengthen the visual form of the product and stimulate positive emotions of users
When designing cultural and creative products at the instinctive layer, it is critical to incorporate cultural implications into the aesthetic design of the product's appearance and form while meeting functional requirements. This can be accomplished by concentrating on the most fundamental outward features or elemental symbols, such as sound and color, shape and ornamentation, materials and craftsmanship, which are explicit traits that can be communicated to consumers and elicit pleasant emotions.
For example, in the series of “Zodiac Rat” tea set cultural and creative products designed by Zhou Tao and Bu Jun from Jiageng College of Xiamen University, the designers conducted extensive research on the rat’s zodiac culture and summarized the cultural symbolic meanings of the rat as intelligent, resilient, fertile, and family-oriented [11]. Given that tea set usage scenarios are typically associated with a strong family atmosphere, the designers chose to abstractly express the shape of the rat through the form of the tea set and extract the imagery of “family-orientedness” as a cultural symbol, resulting in this series of tea set cultural and creative products.
Furthermore, when extracting element symbols, designers should consider users’ cognitive biases and apply all applicable design knowledge and expertise to appropriately pick and judge element symbols that match users’ cognitions, so effectively transmitting cultural implications. To ensure sustainable development, it is recommended that ecologically friendly materials be used whenever available.
5.2. Behavioral Layer: Focus on product functionality, improve user interaction experience
When designing at the behavioral layer, designers should consider the product's usefulness, ease of understanding, and pleasure from the standpoint of user demands. They can begin the design process by examining the user’s behavior in relation to their social surroundings, conventions, habits, and lifestyle. They can forecast user behavior by integrating the product’s usage patterns and then designing the product with specific design strategies that match the consumer’s aesthetic preferences. This guarantees that the product’s usage patterns and functions correspond to the user's living conditions. Designers can generate various emotional experiences for customers and increase their trust in the product by employing precise behavioral logic and attention to detail.
The Suzhou Museum has created a cultural and creative product called King Wu Fuchai's Sword Umbrella. The umbrella cover resembles an antique scabbard with the inscription of Fuchai’s sword inscribed on it, and the umbrella handle is a replica of the hilt of King Wu Fuchai.
During the design process, designers not only strive to accurately replicate the visual characteristics of the sword of King Fuchai of Wu, but also delve deeply into the behavioral patterns of users when using an umbrella. By ingeniously integrating the image of a sword with the functionality of an umbrella, users, when withdrawing the umbrella from its elegant sheath-like cover, are given the illusion of drawing a sword from its sheath. This unique design not only endows the umbrella with practical functionality, but also provides users with an immersive historical experience that is immensely enjoyable. Such cultural and creative products, which blend historical elements with modern design, not only enrich the cultural connotation of the museum, but also offer visitors a novel and interactive mode of cultural experience, thereby playing a positive role in promoting and disseminating the historical culture of Suzhou [12].
5.3. Reflective Layer: giving products cultural significance and mobilizing users’ emotional memory
The reflective layer stresses the transition of the design object from artificial objects to subjective human experiences, as well as the transfer of the design purpose from the technology world to the domain of human life, thereby fostering a more free human experience. As a result, designers of cultural and creative products must stimulate users’ innermost memories and perceptions while carefully blending visual effects, product functionality, and user cognition. Designers must ponder deeply on themselves, society, and the globe. With partial information given with customers, they employ the product as a material carrier to attach narrative content to the product itself, guiding users to emotional reflection through product engagement.
For example, designers design music player products by integrating classical silk and bamboo culture, so that consumers can feel the profundity of silk and bamboo culture, and then drive the cultural memory of traditional music emotion and philosophical reflection [13]. At the same time, in the reflective layer design, forward/reverse thinking can also be used for personalized product development, the organic fusion of modern culture and traditional culture, and accurate design to meet the needs of the times and audience groups.
6. Conclusions
With the increasing willingness of people to consume culture, the market for cultural and creative products is experiencing a booming trend.  These products not only focus on utilitarian purposes, but also incorporate rich cultural implications, meeting the spiritual demands of modern people. Based on the three levels of emotional design theory, this article examines cultural and creative products and provides design methods for three distinct emotional experience levels. Its goal is to help designers of cultural and creative products better transform cultural connotations and create a bridge for emotional contact between products and users.
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