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Abstract 
In recent years, with people's growing desire for consumption and the continuous 
improvement of living standards, cultural and creative products are highly sought after 
by people. Jingdezhen is famous all over the world for its long ceramic culture. It can be 
said that opportunities and challenges coexist. Jingdezhen still has a long way to go in 
the development of cultural and creative products. This paper looks at the development 
of cultural and creative products in Jingdezhen in the context of science, expounds the 
development status of tourism cultural and creative products in Jingdezhen, analyzes 
them at the methodological level, and explores how design thinking can be used in 
cultural and creative products from the perspective of "problems". To extend the 
application in design, it is necessary to trace the relationship with "things", see the 
essence through the phenomenon, pursue the development of characteristics, and tell 
the story of the porcelain capital well. 
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1. Explanation of Basic Concepts 

1.1. Overview of "Affair" 
Looking at the relevant explanations of the word "shili" in ancient Chinese books and 
documents, it can be roughly divided into three aspects: the first refers to the truth of things, 
such as unreasonable. The second refers to things, matters, such as things and human feelings. 
The three are mostly used in Buddhism, referring to the truth of Buddhism and worldly things. 

1.2. Overview of Design Affair 
The design methodology of Design Affair is a philosophical theory proposed by American 
economist Herbert Simon. Mr. Liu Guanzhong conducted further excavation in China and 
expounded its connotation, thus forming a philosophical theory in line with China. The theory 
is to help us develop a design thinking mode, look at the essence of the problem from the 
perspective of everything around us, emphasize the exploration of the relationship between 
"things" and "reasons" in design creation, abstract "things", and transform "things" into one the 
doctrine of a new way of life. 

2. Development Status of Jingdezhen Tourism Cultural and Creative 
Products 

Regional cultural and creative products are cultural and creative products designed to 
incorporate local local culture and regional characteristics. Compared with ordinary cultural 
and creative products, it pursues the uniqueness of products and highlights regional cultural 
characteristics [1]. 
Jingdezhen In the long process of ceramic creation, production and sales, Jingdezhen has 
formed customs that reflect the life and production habits and spiritual outlook of ceramic 
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people. These customs, as an important part of Jingdezhen culture, still affect the lives of local 
people. However, in the face of the increasingly diversified and personalized needs of 
consumers, Jingdezhen tourism cultural and creative products also face many opportunities 
and challenges in the process of design and development. 

2.1. Inherent Advantages in the Design of Tourism Cultural and Creative 
Products in Jingdezhen 

Overall, the advantages of Jingdezhen in developing tourism cultural and creative products are 
as follows: 
(1) Geographical advantages and profound historical value 
Relying on a good foundation for the development of the ceramic industry and high-quality 
porcelain clay resources, the development situation is good. Because of its rich porcelain 
historical relics, precious ceramics, exquisite porcelain making technology and local porcelain 
customs, many tourists are attracted by this unique ceramic culture. , Ceramic art is a kind of 
art recognized by the world, and it is also a "world card" of China. 
(2) The artistic atmosphere is strong, and the tourism industry has a strong momentum of 
development 
As an important birthplace and art market resource of the Maritime Silk Road, due to the 
uniqueness of regional development, batches of famous ceramic masters have been born here. 
Many international friends and scholars from all over the world came to Jingdezhen to create 
and develop, which also led to the development of Jingdezhen's tourism industry. With a strong 
artistic atmosphere, tourism has a good prospect and advantages, and tourists' enthusiasm for 
consumption has only increased. 
(3) Talent training and technology precipitation 
The continuous influx of talents is one of the driving forces for the development of its tourism 
and cultural and creative products. Jingdezhen Ceramic University, Jingdezhen Vocational and 
Technical College and many other ceramic colleges have cultivated a large number of excellent 
professionals. The talent structure of this charming town is getting younger and more 
professional. 

2.2. Problems Existing in the Design of Tourism Cultural and Creative Products 
in Jingdezhen 

In the face of the rapid development of society, there are many problems in the development of 
cultural and creative products in this city, which hinder the development of cultural and 
creative product design in Jingdezhen. After a comprehensive analysis of various aspects, the 
following aspects are summarized: 
(1) Jingdezhen cultural and creative products show superficial content and lack in-depth value 
thinking 
Most of the tourism cultural and creative products on the market are of shallow value, and the 
creators did not dig deep into the cultural attributes of Jingdezhen, but rigidly carried 
incompatible symbolic elements, leaving behind the colorful "things" and "reasons" in the art 
of creation. As a result, a large number of core traditional cultural elements are lost in the design 
process, and consumers cannot perceive the corresponding emotions, functions and other 
information to be conveyed from cultural and creative products, and cannot resonate with the 
products. When people buy tourist souvenirs, they no longer only pay attention to the cultural 
and creative products themselves as in the past, but pay more attention to the emotional value, 
taste and fashion behind them. Tourism cultural and creative products reflect the 
characteristics of local regional culture. There should also be changes and innovations in the 
way of expression. In recent years, the Sanxingdui Museum has entered the public life with a 
new attitude. The official launch of a series of ice cream, blind boxes, bookmarks, notebooks, 
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etc., while maintaining the uniqueness, makes the cultural relics come alive, and also highlights 
the charm of the museum. It is worth learning from Jingdezhen cultural and creative products 
(see Figure 1). 
 

 
Figure 1. Sanxingdui Culture and Creation--Bronze Dali Portrait Bookmark 

 
(2) The creative and innovative ability of designers is weak, and the form is single 
Many designers blindly imitate, plagiarize the creative ideas of existing cultural and creative 
products on the market, or recklessly carry logos and labels, with a single form, lack of 
innovation, weak sense of design, and serious homogeneity, unable to meet the diverse needs 
of consumers. Excellent cultural and creative products are not the solo work of designers. If 
they truly stand in the aesthetics and perspective of consumers, and tap the connotation and 
elements of the things themselves, the ultimate goal of cultural inheritance can be achieved. 
(3) Poor resource development and utilization ability, no brand effect 
Fake and vulgar cultural and creative products are rampant in the market, greedy for short-
term interests, and expensive, which has seriously damaged the reputation of Jingdezhen 
Porcelain Capital and the creative enthusiasm of artists, and tourists have a poor experience. At 
the same time, local cultural and creative products have not established a certain scale of 
brands, tourists lack brand awareness, and government control is weak. 

3. Development Analysis of Jingdezhen Tourism Cultural and Creative 
Products based on the Theory of Design Theory 

In the design, Mr. Liu Guanzhong always emphasizes the understanding of design from the 
perspective of things, things, emotion and reason, starting from people's reason, focusing on 
the needs of users to carry out applicable designs, and through "things", you can see the people 
behind "things" The "meaning cluster of motivation, purpose, emotion, value, etc." [2]. 
Combining design theory with Jingdezhen tourism cultural and creative products, we can look 
at Jingdezhen cultural and creative products from the way of thinking of designing "things" to 
designing "things". It is necessary to put cultural and creative products in an external 
environment. Then analyze the problem, and then summarize the problem for association and 
creation, and then continuously evaluate, revise and solve the problem, and finally summarize 
the design law. Based on this, when studying the relationship between internal and external 
factors in the design of tourism cultural and creative products, we may wish to formulate the 
purchase situation of cultural and creative products: who? at what time? Where? What emotion 
and value? 
To avoid such problems, we must first analyze the "object" system in the process of cultural and 
creative product design, and dig into the "object" system. Behind the "things" is the cultural 
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connotation of Jingdezhen. The structure of "things" can be further divided into time flow, space 
field, people, things, behavior, information, and meaning. 

3.1. Time and Space 
Standing in the flow of time to discover the past and shape the future; and the meaning of space 
transcends its physical level, and different people, things and things constitute different spaces. 
Therefore, as designers, from the perspective of time flow, we need to grasp the relationship 
between the past, present and the future, and dig deep into the local traditional customs and 
culture of Jingdezhen. Because of its own ceramic cultural charm, Jingdezhen has left countless 
memories for the world and future generations. Exquisite porcelain, Chinese culture can last 
for thousands of years, and it is inseparable from excellent traditional culture. When designers 
extract traditional design elements for cultural and creative products, they must not blindly 
abandon tradition and blindly innovate; Old capital, unwilling to develop and progress. Instead, 
we should take the essence and remove the dross, and combine the modern porcelain-making 
technology with the traditional hand-made porcelain technology to bring forth the new. 
On the other hand, from the perspective of the space field, Jingdezhen has unique water and soil 
resources. Therefore, in the design of cultural and creative products, the uniqueness of 
Jingdezhen’s regional space must be fully considered, based on the cultural characteristics of 
the porcelain capital, and strive to create a unique culture. Content products. On the other hand, 
as a third- and fourth-tier town that is a non-political, cultural and economic center in China, it 
must also break through the limitations of space and region, and constantly communicate with 
the world. In the context of the epidemic, the sales of cultural and creative products must also 
focus on Traditional offline sales have turned to multi-channel sales models such as Internet 
multimedia, allowing the world to feel the unique cultural charm of Porcelain Capital. 

3.2. People and Things 
There was "Kaogongji" in ancient times, and Bauhaus today. Design has been emphasizing 
people-oriented since ancient times. With the continuous progress and development of science 
and technology, the concept of "humanization" has unconsciously become a familiar pronoun 
in the design industry. In the structure of things, people are the core. If there are no people, the 
entire design activity will have no meaning of existence. The ultimate goal of designing tourism 
cultural and creative products is to delight people. Judging from the structure of "people", 
"things" and "things", Jingdezhen tourism cultural and creative products, for example, to 
determine the target tourists, it is necessary to clarify the comprehensive attributes of 
consumer groups, such as economy, occupation, culture, political status, etc. Through these 
attributes, consumer groups can be divided to solve various problems, better understand the 
differentiated cultural needs of consumer groups of different age groups, people's identities 
and purchase intentions, and truly realize humanization. 
Children-oriented families, such as Tokyo Disney, are Disney's timeless market players. The 
products are characterized by fairy tales and romance, and the delicate and lovely 
commemorative products cater to the preferences of female consumers. Focusing on market 
entities and product positioning, Disney has developed a variety of products, such as dolls, 
refrigerator magnets, water cups, clothes, etc., through the R&D and regeneration of Donald 
Duck and other images, and constantly innovates to meet the diverse needs of tourists (see 
Figure 1). 2). 
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Figure 2. Disney cultural and creative products - Mickey ornaments/stationery 

3.3. Behaviour and Information 
Behavior and information are from the perspective of human behavior, exploring the 
physiology and psychology, discovering their internal laws, and thus discovering the meaning 
behind actions. the cultural connotation of ceramics carried by cultural and creative products 
can be passed on to consumers, arousing consumers' purchasing motivation, guiding 
consumption behavior, and finally achieving the purpose of purchase. This process contains 
complex behavioral information, and consumers' evaluation and feedback after purchase also 
constantly urge designers to improve the design of cultural and creative products. 

3.4. Significance 
Meaning consists of two parts: causal motivation and purposive motivation. Most of the people 
who come to Jingdezhen for tourism may love the profound ceramic culture, or prefer the local 
customs and geographical features of Jingdezhen; people who buy Jingdezhen cultural and 
creative products can also collect or give them as souvenirs, things are meanings carrier, so 
different things have different meanings. For the consumption environment, the consumption 
motives of tourism consumers can generally be divided into seven categories: announcement 
motives, commemorative motives, cost-effective motives, practical motives, origin motives, gift 
motives, and cultural motives [3]. Therefore, this requires designers to stand in the perspective 
of consumers when designing cultural and creative products in Jingdezhen, fully consider the 
relationship between external factors and internal factors, find design goals that "fit" between 
them, think in multiple dimensions, and avoid the same quality, so as to design cultural and 
creative products that meet different consumer needs. Put the final designed cultural and 
creative products in a specific "event" environment for testing, first "practice facts" and then 
"seek truth" to see if the results conform to things, things, emotions, and reasons, so as to 
understand the essence behind the event. 

4. The Meaning of the Combination of the Two 

"Things" need "things" to help. Telling cultural stories well is an important emotional support 
for a good cultural and creative product. Cultural and creative products are the embodiment of 
the cultural charm of tourist destinations, carrying the regional culture, historical customs, and 
customs of Jingdezhen. Cultural and creative products will arouse tourists' desire to buy, enrich 
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Jingdezhen's cultural and creative brands, deepen cultural connotations, and resonate with 
consumers through stories. Jingdezhen can rely on its unique and attractive ceramic culture to 
summarize, refine and create cultural and creative products to enhance their experience and 
entertainment, rather than just selling items. The Jingdezhen tourism cultural and creative 
product design based on the theory of design theory helps to make cultural and creative 
products scene-based, spatialized, experiential, and rationalized from the perspective of 
"things", so that cultural and creative products have a good-looking, interesting, and resonant 
image. To meet the diverse and innovative needs of consumers, and ultimately realize the 
innovative development of tourism cultural and creative products in terms of form, emotion, 
experience, etc. 

5. Conclusion 

Only by learning "things" can we understand "people" and create rational "things". This 
requires designers to fully expand their imagination and explore their needs from the 
perspective of users. Cultural and creative products are the spokesperson of the entire customs 
and geography. From the perspective of science, we need to analyze the design of cultural and 
creative products for tourism in Jingdezhen, which requires designers to change their design 
thinking, recognize the objective laws of "things", and put "things" into perspective. Connect 
with "things", explore Jingdezhen's ceramic culture, refine Jingdezhen cultural symbols, 
combine historical culture, regional culture and local brand effects, integrate multi-channel 
communication influence, and organize structure, materials, At the same time, we should start 
from external factors to understand the essence of products more deeply, so as to design 
Jingdezhen tourism cultural and creative products that meet the characteristics of the times 
and localities and meet different consumer groups. 
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