Design X7}, 2024, 9(5), 432-441 Hans XM
Published Online October 2024 in Hans. https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2024.95576

ETHRAR =3B 8~ mi v

B ML R ZR BB, TLJ5 B

E2

Weks . 20244F8 190 S HEM: 20244F10H5H; KA HM: 2024410 14H

wm B

REELTRIRR, WFF AR RS RRPRIERE MR . DB X 5 AR AR 22 SR
FERARZREM, RIAHBERESUKES, B3| THEREE KIFEIEREN. TR RIE L
RIRRE, @RI SRS SRR HZIX I BATE R, DR — MERIRAR B . 3T 3B
M X BRI SCRIBET, MUBEB R R R XK SIS INIME, BRIRREVHEEK, EAETIEE K%
B EIEAE, R Z ISR A AARR . AESETRBPORZIN, BENERASR
WXHAT ORI RS, DEERERIARX e, KRR REEE, BRRFa KRR, Nae
FRHEBEEIALBRITR, WSRO RS LT R KRN ERTT

KT
HelSCl, Fodmm, MBERNHR, wEEit

Cultural and Creative Product Design Based
on Huangpi Mulan Culture

Yaqi Fan

College of Art and Design, Nanjing Forestry University, Nanjing Jiangsu

Received: Aug. 19%, 2024; accepted: Oct. 5%, 2024; published: Oct. 14t, 2024

Abstract

With the development of economy, the tourism industry plays an increasingly significant role in the
comprehensive development of cities. With its unique Mulan culture and profound Mulan spirit, the
Huangpi area in Wuhan has shown strong cultural soft power, attracting more and more tourists to
visit. With the development of the tourism industry of Huangpi in Wuhan, how to enhance the over-
all image of the area through tourism cultural and creative design has become a problem worthy of
in-depth discussion. The tourism cultural and creative design of Huangpi area can not only improve
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the economic added value of the scenic spot and achieve the purpose of economic development, but
also enhance the social influence and identity of Mulan culture through the transmission of culture
and the promotion of spirit. Based on the Huangpi Mulan culture, this work aims to carry out the
cultural creation and packaging design of Huangpi eco-tourism area, and show the characteristics
of the scenic spot in the form of illustration. Its visual image style is unique, which not only meets
the public aesthetic, but also meets the needs of consumers to buy gifts, so as to realize the double
improvement of cultural communication and economic benefits.
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Figure 1. Comparison of cultural and creative products of different age groups in consumer
tourist attractions
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Figure 3. Detail presentation
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Figure 4. lllustration—Heroic Resolution in Hair-Cutting
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Figure 6. Mulan ip emoticon design
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Figure 7. Stamp display and postcard
7. #E. BBIER

(2 E&ERER
BEENURERNREZN MR GE T, W UBCRBORANTHIX TAEARZ M8 . K 1P RS
BE &, RENEHURTE S KRR, SORAMATT A AR, W 8,

Figure 8. Mulan blind box
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Figure 9. Canned gift box, bag gift box, tray gift box and square gift box
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Figure 10. Bookmarks, mugs, badges, notebooks and mobile phone shells
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