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Abstract

The accidental discovery in 1929 revived the Sanxingdui civilization. Since its inception, it has
been the focus of attention of the academic community and the outside world. According to con-
sulting, academic circles have conducted a lot of theoretical research on bronze plastic arts, but
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the ultimate purpose of theoretical research should be to serve social life. Therefore, it is a way of
integrating theory with practice to transform bronze plastic arts into cultural and creative prod-
ucts. Nowadays, when buying products, consumers pay more attention to the cultural connotation
and emotional experience contained in the products in addition to the functionality of the products.
Based on this, this paper focuses on the emotional design and explores how to use the three-level
emotional theory to guide the new strategies and methods of cultural creative product design.
That is, on the basis of “instinct, behavior and reflection”, combined with the specific characteris-
tics of cultural and creative products, through induction and analysis, emotional elements are ob-
tained, and different emotional elements are summarized into design principles to carry out emo-
tional design, so as to enhance the emotional value and cultural value of Sanxingdui bronze cul-
tural creativity.
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