Design &Xil, 2024, 9(5), 538-544 Hans X
Published Online October 2024 in Hans. https://www.hanspub.org/journal/design
https://doi.org/10.12677/design.2024.95587

32 EARAE T 38U = At B g S5 A Il
BIEHR

T &
MBS A SCHE S5, T35 5

Weks HiH: 202448 H5H; A HM: 20244F10A8H; KA HM: 20244¢10H 15H

wm B

AR K, TR SCRIF= B KB BB, ETHATEMAT 6 KRR AT SR K
Bt B F R R, R SRR RIS S SCRIF S BT 2, B R SCRI S BT AT
M, WESCAIEM CHE” MFeR, WTEESC=RNTisetE. HRESBIRE, A= mm%
HRSH B .

XKiEid

ARG, SCRIF= G, PR, AR

Research on the Design Ideas and Visibility
Shaping of Cultural and Creative Products
from the Perspective of Social Media

Ran Ding

School of Humanities and Social Sciences, Nanjing Forestry University, Nanjing Jiangsu

Received: Aug. 5%, 2024; accepted: Oct. 8", 2024; published: Oct. 15, 2024

Abstract

Starting from the perspective of social media, this article explores new ideas for the design of cul-
tural and creative products. Based on the communication characteristics of social media platforms,
the design of cultural and creative products and their visible shaping are carried out, and the ad-
vantages of social media are introduced into the design of cultural and creative products. The aim
is to improve the innovation of cultural and creative product design, explore new ways for cultural
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and creative products to “go out of the circle”, enrich the functionality, emotionality, and fun of cul-
tural and creative products, and provide new ideas for the design of cultural and creative products.
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Figure 1. Ma Ta Fei Yan doll
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Figure 2. Hongshan zoo cultural and creative industry
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Figure 3. Du Du’s emoji pack
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Figure 4. Netizens’ evaluation of Ma Ta Fei Yan doll
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Figure 5. Museum staff “cooking Spicy Hot Pot”
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Figure 6. “Doting husband” Du Du
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Figure 7. CASETIFY series co branded products
& 7. CASETIFY Rk~ HR"

FEASHRT 6 LU 32 (0 P SE R SRR (U AR R 7, D SCRIP= it B SR T 4 1508
— Iy, SEAE AR, ORI A A AU R R ) R R 1P AT,
BRI 7 (K03 22 HERIAT SRR 71, A K R AR FEL o 3003 R & ML 3 7 SO 0 14
EFISME, TR 60 T4 3 FANE AN, B2 17 MOt AR R . A — 07T, M AT
& RO R SOOI P BT B, S R B AR I SR Y T
SR PTE SRR, TR R RN, L SCEN 7RI ] R TR, SEBLH P
EER
5. &57&

AP, XA T S R IR ERPERS, AOORBET AR AR, AR R
A IRE, PR MR N T, FO8E R R R 0 SRR . PR
AT PR BERE A LU BURTSR B A R e Sk, SCAL ™k e BB M ke — 2k AP RIS, FRRIRT R
HISE BRI FBERAE QIR AN RS T mndiahe, 15 H OV HESh 25 RB M nl, JRBLH i3
KIS AT 33 7o SR A SO 5 QIR A I SE i1, IRT T ST BRI e k. R
Polta, AAEACT G 1IZD B AN B PR B ThaE, SCRIP SRR AT &AM TR A T

DOI: 10.12677/design.2024.95587 543 iZann


https://doi.org/10.12677/design.2024.95587

T

M th, SERIERARM. AL RIT. BIOVEMIIRE. AR R RAE D SO i SR B4 1
ZIIATRE. FESCO Bt B IE AR BT G T RerE, fk 7 SCa™ i 5 R P AR KR
2, ITERTE S fh R 555+ 7T

I B
O 1 k-

https://baijiahao.baidu.com/s?id=1736952767978832215&wfr=spider&for=pc&searchword="1 i K Dr {4
@ 2 kY5 https://mp.weixin.qg.com/s/iwMV8ZQOSUKWFocCliiWw-w
@K 3 kY& https://mp.weixin.qg.com/s/Kalyhj6uRZKEA4vLkq7llg
@ 4 K-
https://baijiahao.baidu.com/s?id=1736952767978832215&wfr=spider&for=pc&searchword="1} i K HEDr %
® K 5 kY& https://mp.weixin.qg.com/s/69Z3F MifgfBxOFgmP-iOg
©K 6 KiF: https://mp.weixin.qq.com/s/MbKuUL XgPL UNeaBGWIL es5A
DK 7 kY5 https://mp.weixin.qg.com/s/315ZSiGmIU2VVv2R_XeAMlg

SE ik
[1] bk Hog ik S KRR FIES AR R ——3R S LA AR AR B 2 AL [3]. TR G R ALK
224, 2011(3): 65-69.

[2] . 2024-2030 S [E SCENAT I 3718 4775 35 S 4% B A 5T 2 4 25 [EB/OL.
https://m.chyxx.com/research/202110/982228.html, 2021-10-21.

[8] ZFEA. RIS RTF]. B3 TTFE, 2023, 44(18): 400-403.
[4] EBeEE, FWIT, 2KE. BT ERSITEREYE SOOI T[] % 1%, 2022, 43(18): 320-326.
[5]1 VR, SRS 5 A R S R[], B3 TR, 2022, 43(18): 283-292, 326.

[6] HEiRdEH. Ha e 5 X ST 7 & 58 47 S22 [EB/OLY].
https://mp.weixin.qg.com/s/lyMMQO42SES-nOqGX0uhzcBw, 2023-08-30.

[7] B, RSB N = B A e fE L S 3h R 7 (0], A8 B AR, 2022(19): 120-122.

[8] ki, HriH IR R O Z AL FE BT ST [D]: [l L2608 S, B & TP R, 2022,

[0 k3%, HA TR T SRR N AR R[], BrEHATT AL, 2020, 6(13): 20-21, 31.

[10] VL, FE. SREESALIE T A — S T RS A EH AL [0). ¥R 5 S 1E, 2018(12): 32-39.

[11] SRERBY. EAEER T AL BRI 5 AR 3R A 5T [D]: [l L2608 3] ER: HEPKA, 2016.

[12] Hid, ==L WSSO R 0 B AGREERE IR FU[T]. IARAE 3 (R B AL 1K 24441, 2016, 38(3): 17-20.
[13] ZEW. HAATE CFURRD) G 7E[D]: [l 6718 30]. KB AEMIKEE, 2014,

DOI: 10.12677/design.2024.95587 544 iZann


https://doi.org/10.12677/design.2024.95587
https://baijiahao.baidu.com/s?id=1736952767978832215&wfr=spider&for=pc&searchword=%E9%A9%AC%E8%B8%8F%E9%A3%9E%E7%87%95%E7%8E%A9%E5%81%B6
https://mp.weixin.qq.com/s/wMV8ZQ0SUKWFocCliiWw-w
https://mp.weixin.qq.com/s/KaIyhj6uRZkEA4vLkq7llg
https://baijiahao.baidu.com/s?id=1736952767978832215&wfr=spider&for=pc&searchword=%E9%A9%AC%E8%B8%8F%E9%A3%9E%E7%87%95%E7%8E%A9%E5%81%B6
https://mp.weixin.qq.com/s/69Z3F_MifgfBx0FgmP-iOg
https://mp.weixin.qq.com/s/MbKuLXgPLUNeaBGWlLes5A
https://mp.weixin.qq.com/s/3I5ZSiGmlU2Vv2R_XeAMlg
https://m.chyxx.com/research/202110/982228.html
https://mp.weixin.qq.com/s/yMMO42SES-nOqGX0uhzcBw

	社交媒体视域下文创产品的设计思路与可见性塑造研究
	摘  要
	关键词
	Research on the Design Ideas and Visibility Shaping of Cultural and Creative Products from the Perspective of Social Media
	Abstract
	Keywords
	1. 引言
	2. 文创产品在社交媒体平台爆火“出圈”
	3. 社交媒体视域下文创产品的设计思路
	4. 社交媒体平台文创产品的可见性塑造
	5. 结语
	注  释
	参考文献

