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Design of Cultural and Creative Products Based on Users' Empathy

WANG Zhao-xia, YAN Ze-xue
(Tianjin University of Science & Technology, Tianjin 300222, China)

ABSTRACT: The user's empathy is a new trend of cultural and creative product design development in the current ex-
perience economy. From the perspective of user' empathy, the work aims to sum up the concepts of user' empathy and
cultural and creative products, discuss the value and significance based on the user' empathy in the cultural and creative
products, and summarize the design principle of cultural and creative products based on the user's empathy, through the
case study of cultural and creative products of the Imperial Palace. Through case analysis, literature research and other
demonstration methods, finally, an actual design case of a set of tableware (plate with bat and "shou") was presented to
verify the effectiveness of the innovative design principle. For design of innovative cultural and creative products, adher-
ence to the people-oriented design concept and enduing products with stories and cultural connotations should be con-
ducted to make users imperceptibly connect their emotional cognition in the process of interaction with products, thereby
gaining the experience at a deep level and cultural empathy, guiding users to understand and respect more history and
culture which contain cultural psychology and human cultural spirit consciously, so that traditional culture can be carried
forward better.

KEY WORDS: user experience; cultural empathy; experience design; empathic design
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Fig.1 The Imperial Palace series cosmetics
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Fig.2 Mobile phone holder
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