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Cultural innovation design is very reliable in making traditional culture up to date. 
With a population more than 1.4 billion people, China is blessed with many 
traditional cultural properties. However, in case of cultural properties, preserving 
is no longer hard but making it significant to the current and future generation is 
harder. Therefore, the purpose of this study is to understand the role of familiarity 
and liking in helping to improve the awareness of Chinese traditional culture 
among the Chinese people. Two surveys were conducted for this research, the 
first survey was to identify the most familiar and the most preferred cultural 
elements among the Chinese people. While the second survey validated the 
intention of the research. Using 5-points Likert scale, each participant were 
asked to rate the 10 product images based on their familiarity and liking level of 
preferences. Data were then analyzed using correlation analysis, ANOVA 
analysis, and descriptive analysis in SPSS. Results of the study indicated that, 
in survey 1, respondents preferred traditional color and nature patterns in palace 
culture. Through the data analysis for survey 2, respondents were indicated to 
prefer single color cultural elements, simple style with complete cultural elements. 
In addition, through the data analysis, this study confirmed that the design of new 
products with people's prefer cultural features will help them better understand 
their own culture and improve their cultural awareness. 
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Inovasi reka bentuk dalam budaya amat berpotensi menjadikan budaya kekal 

mengikut peredaran zaman. China mempunyai populasi seramai 1.4 bilion 

penduduk, ini membuatkan mereka kaya dengan pelbagai jenis budaya. Banyak 

usaha telah dijalankan bagi memastikan budaya-budaya tersebut dipelihara 

dengan baik. Namun ketika ini pemeliharaan budaya bukanlah lagi masalah 

utama, cabaran ketika ini adalah untuk mengekalkannya supaya ia seiring 

dengan peredaran zaman dan sentiasa relevan untuk generasi akan datang. 

Justeru, tujuan penyelidikan ini adalah untuk memahami peranan aspek 

kebiasaan (familiarity) dan kesukaan (liking) dalam membantu meningkatkan 

kesedaran terhadap budaya tradisi China dikalangan masyarakat China. 

Penyelidikan ini menjalankan dua kajian survey. Survey yang pertama bertujuan 

untuk mengenalpasti elemen budaya yang paling dikenali dan disukai 

dikalangan masyarakat China. Manakala, survey yang kedua dijalankan untuk 

melihat sejauhmana tahap kesedaran masyarakat China tentang budaya 

mereka setelah elemen budaya yang dikenalpasti daripada survey satu direka 

bentukkan dengan produk terkini. Menggunakan Skala Likert 5-points, 

responden diminta untuk menilai 10 imej produk dan menetapkan level 

kebiasaan dan kesukaan berdasarkan pengalaman mereka. Data kemudian 

dianalisis menggunakan teknik ‘correlation analysis’, ‘ANOVA’ dan ‘descriptive 

analysis’ daripada perisian statistik SPSS. Analisis data daripada survey 1 

menunjukkan responden lebih menyukai warna tradisi dan corak semulajadi 

daripada budaya istana. Manakala, analisis data daripada survey 2 

mengenalpasti bahawa responden lebih menyukai produk yang mempunyai 

elemen budaya penuh, satu skim warna dengan gaya penggayaan yang ringkas. 

Disamping itu, penyelidikan ini juga membuktikan bahawa reka bentuk produk 

yang disesuaikan dengan ciri-ciri budaya yang dikenali dan disukai, bepotensi 
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membantu masyarakat memahami dan sekali gus meningkatkan kesedaran 

tentang kebudayaan mereka sendiri.
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CHAPTER 1 
 

INTRODUCTION 
 

1.1  Research Background 
 

In the process of globalization, it is important to preserve traditional cultures to 
maintain the diversity of world culture since culture is the soul of a country and a 
nation. If any nation in the world abandons its national cultural traditions and has 
no distinctive features, it will lose it is national identity and be assimilated by the 
world. According to Zhang and Cheng (2015), they enjoy celebrating western 
festivals and imitate the cultural behaviors of other countries, but at the same 
time, they are not very interested in their local culture. This has contributed to 
the annihilation of the traditional local culture. Because of that, there is a critical 
need to make an effort to increase the awareness among the people about their 
local culture. However, in order to make sure people are more sensitive and 
aware about their traditional culture, the affection or contact with the people 
involved includes considering aspects such as behaviors, trends and 
environments (Paula et al., 2019). Consumer product is one of the best contacts 
that can reach the people because products are capable to inspire people’s 
behaviors, social status and providing effective support in their daily activities. 
These days, digital products are the most commonly used product by the 
consumer. Research by Wu and Ying (2016), included their report on the 
prospect of the Chinese smart watch market in 2018 which indicated that the 
closest digital product to the consumer is a digital watch. Therefore, consumers 
are strongly suggested to take advantage of the digital watch as it would help in 
improving the people’s perception on traditional local culture. 
 

In recent years, more and more designers are aware of the importance of local 
culture, but most of them lack the knowledge on how to combine traditional 
culture with modern product designs. Recently, a large number of digital products 
entered the market and this provide some opportunities for innovative and 
participatory (Reisman, Payne, & Frow, 2019). Therefore, in the area where 
digital products and culture are combined, there is a lot of space for development. 
Because of that, there is a good opportunity to study on how to implement 
Chinese traditional culture elements to the digital product design and at the same 
time, increasing the awareness among the Chinese people about their own 
traditional culture.  
 

1.2  Problem Statement 
 

At present, there are many issues in China regarding cultural identity. The 
situation is becoming worse until it has become difficult for their own people to 
differentiate between their own cultural characteristics with their neighboring 
countries such as Japan and Korea. At the same time, the Chinese people prefer 
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to wear modern clothing and hardly wear their traditional outfits in their daily lives. 
This is unfortunate since Chinese traditional culture has a long history and has 
been handed down to the present from one generation to the other. Therefore, it 
is necessary for the Chinese people to preserve their cultural identity and try to 
make sure it is relevant for the new generation to appreciate it. By doing this, it 
will not only increase the cultural awareness among the Chinese people, but it 
can also educate foreigner’s about the Chinese traditional culture.  
 

1.3  Research Question 
 

1. What are the components of Chinese traditional culture that could be used 
into digital product design? 
 
2. How to establish a balance between traditional components and modern 
features through Chinese traditional culture in digital products design? 
 
3. How to increase the awareness on Chinese traditional culture among Chinese 
people? 
 

1.4  Research Objectives 
 

1. To analyze the components of Chinese traditional culture that could be used 
into digital product design. 
 
2. To establish a balance between traditional components and modern features 
through Chinese traditional culture in digital products design. 
 
3. To increase the awareness on Chinese traditional culture among Chinese 
people. 
 

1.5  Limitations of the Study 
 

Firstly, this study has explained the concept, classification and characteristics of 
digital product design and factors that influence consumers' purchase of digital 
products. This is because digital products have a great influence on our life 

(Zhang， 2014; Zeng, 2016; Jiang & Wang, 2015). However, other types of 

industrial products should also be considered, since they have a huge influence 
on our lives. However, due to the wide range of industrial products, it is difficult 
to comprehensively introduce them. Thus, this study only used digital products 
to show the process of research. 
 

In Chinese traditional culture, porcelain culture, regional culture, clothing culture, 
etc. the above mentioned are all valuable reference materials (Xu, 2018; Yang, 
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2017; Li, Liu, & Li, 2016). These types of culture are also applicable to product 
design. However, the regional culture has regional limitations, and the range of 
these cultures is large. Thus, only porcelain culture has been used in this study. 
In the porcelain culture, different periods have different characteristics, 
especially the prosperity and maturity of porcelain in the Ming and Qing dynasties. 
Therefore, this study focused on the Qing dynasty since the porcelain of this 
period was developed and matured by (Zhang, 2018). 
 

In the research, the data collection was done online and obviously it is impossible 
to get more real feedback from the respondents directly. The main reason for 
this is because the research was conducted in another country and thus, it was 
also limited by time and funds. 
 

1.6  Research Significance  
 

First of all, the integration between traditional culture and modern products will 
enhance the influence of traditional culture in the present Chinese society. The 
application of traditional cultural elements with digital modern products will make 
it up to date and “evergreen”. 
 

At the same time, it will provide designers with philosophical knowledge on how 
to adapt the traditional conception to the product design, especially on the 
selection and percentage of elements that should be considered and added in. 
Furthermore, designers are also trend setters. Hence, the new product design 
not only solves problems, but also makes an existing good product better and 
the aim was to get attention, especially from the consumer. Therefore, if Chinese 
or non-Chinese designers consider to have traditional culture elements when 
they design a product and it sells very well in the market, it will definitely influence 
the society. This will help to increase the Chinese people’s knowledge on their 
own traditional culture elements and makes it appear relevant all the time. 
Chinese traditional culture is ancient and wealthy, and Chinese products have 
gone to the world, hence, the Chinese must promote their traditional culture to 
the world to enrich the world’s culture. On the other hand, China's huge market 
also attracts many foreign companies to design products for sale in China. 
According to Li et al. (2016), the problem that needs to be solved would be how 
to use traditional culture to design products for foreign designers. 
 

Besides that, modern products with cultural elements will help the new Chinese 
generation to appreciate their cultural identity. According to some cases, modern 
styles of product design were inspired by a simple style of traditional cultural 
elements and some modern features that originated from traditional components 
(Kang et al., 2017). For example, the simple modern style designs were referred 
from the same design concept as Zen and freehand brushwork in traditional 
Chinese culture. 
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Finally, the combination of traditional elements and modernity has more benefits 
to the aspect of innovation in design. In this research, the researcher believes 
that by adapting traditional cultural elements in product designs, it will create a 
new style of design concept which is original and will be very familiar to the 
Chinese people. Furthermore, the application of traditional culture to the current 
product design will preserve the local culture over the changes of the time. 
 

In the Chinese local culture, there are many concepts and elements with local 
characteristics that are classic and valuable, and those elements are more 
attractive than some pop culture. Some of the modern culture were developed 
by the benefits of traditional culture (Taddeo et al., 2017). According to Taddeo 
et al. (2017), designers need to learn how to enhance the effect of cultural 
elements to improve the user experience and increase the sense of identity of 
consumers. Therefore, if designers can blend the traditional and contemporary 
elements together in their designs, they might not only promote cultural 
awareness, but also increase the sales for the product. Besides that, both 
traditional culture and modern features will get their continuation and innovation 
out of it. 
 

In conclusion, it is a good prospect to consider traditional cultural elements when 
designing a modern product. The three main benefits about includes enhancing 
the influence of traditional culture in the present society; capability to increase 
the sense of belongings among the new generation of Chinese people, while 
having the potential to promote innovation in design.  
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1.7  Research Framework 
 

 
Figure 1.1: Research Framework 
 

Figure 1.1 shows the research framework for this study. Chapter 1 points out the 
main issues and highlighted the question for this study. In addition, three 
objectives were suggested in order to answer the research questions for this 
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study. Besides that, this chapter discusses the importance and the limitations 
that the researcher faced while conducting this study. 
 

Following that, Chapter 2 describes the theoretical framework for this study, and 
discusses any related literature review to the present study. It starts with a 
discussion about numerous literature reviews related to Chinese traditional 
culture, familiarity and liking, theoretical references on Cultural Innovation 
Design, digital product design and the existing application of traditional elements 
with modern product designs. Besides that, relevant inputs from this chapter will 
be used to support the method selection for this study, that also facilitates the 
formation of theoretical proposition. 
 

Moving on, Chapter 3 describes the research method for this study, including 
questionnaire surveys, data analysis, and comparative research plus literature 
research method references. Moreover, two surveys are used in this research, 
the first survey shows why cultural elements are appropriate for digital products 
designs, and the second survey verifies application rules of traditional cultural 
elements in digital products. 
 

Subsequently, Chapter 4 shows the analysis of survey 1, results identified the 
categories of cultural elements most popular with Chinese people and analyzed 
respondents' preferences and habits for digital products. Meanwhile, Chapter 5 
shows the analysis of survey 2, which analyzed respondents' preference for the 
application of Chinese cultural elements in digital products and showed how to 
improve Chinese cultural identity among the Chinese people. 
 

Finally, Chapter 6 focuses on the summary, knowledge contribution and 
suggestions for future research. This study provides a reference for the 
combination of digital products and Chinese culture elements, including a study 
on the appropriate proportion of elements in the using area of digital products. 
For future research, people can study more about the standards of cultural 
innovation design and how to apply culture into industrial products. 
 
 
  



© C
OPYRIG

HT U
PM

137 
 

REFERENCES 
 

A research report on the prospect of the Chinese smartwatch market in 2018. 
Retrieved from China Competition Information: 
http://www.askci.com/news/chanye/20180622/1708431124998_3.shtml 

 
Bartikowski, B., & Cleveland, M. (2017). “Seeing is being”: Consumer culture and  

the positioning of premium cars in China. Business Research, 77, 195-
202. 

 
Berlyne, D. E. (1970). Novelty, complexity and hedonic value. Perception& 

Psychophysics, 8, 279–286. http://dx.doi.org/10.3758/BF03212593 
 
Berlyne, D. E. (1971). Aesthetics and psychobiology. New York: Appleton-

Century-Crofts. 
 
Bornstein, R. (1989). Exposure and affect: Overview and meta-analysis of 

research, 1968–1987. Psychological Bulletin, 106, 265–289. 
 
Brewer, J.D. (2003) Qualitative research, in: R. L.MILLER  & J.D.BREWER  (Eds) 

The A-Z of Social Research: a dictionary of key social science research 
concepts (pp. 238–241) (Thousand Oaks, Sage). 

 
China Webmaster. (2019). Apple Watch Series 5 with all-weather retina display. 

Retrieved from 
http://www.chinaz.com/phone/2019/0911/1046930.shtml#g1046930=2 

 
China Webmaster. (2019). Equipped with dual noise sensor technology, SONY 

wf-1000xm3 true wireless noise reduction headset. Retrieved from 
http://www.chinaz.com/news/mt/2019/0923/1049428.shtml 

 
Creswell , J. W. (1994) Research Design: qualitative & quantitative approaches 

(Thousand Oaks, Sage). 
 
Desmet, P. (2002). Designing emotions. 
 

Donald A. Norman. (2005).《Emotional design》 

 
Fan, L. (2015). DaShuju Shidai Beijing Xia de Shuma Chanpin Sheji Yanjiu [The 

research of the digital products design of the big data age]. (master’s 
thesis, Hunan University of Technology). 

 
Geng, D. (2018). Yongzheng Shiqi Caici de Yishu Tese-Yi Zhongguo Guojia 

Bowuguan Shoucang Weili [The artistic characteristics of colored 
porcelain in yongzheng period-as an example of Chinese national 
museum]. Shoucangjia, 2, 13-18. 

  



© C
OPYRIG

HT U
PM

138 
 

Jacoby, L. L. (1991). A process dissociation framework: Separating automatic 
from intentional uses of memory. Journal of Memory and Language, 30,  
513-541. 

 
Janiszewski, C. (1993). Preattentive mere exposure effects. Journal of 

Consumer Research, 20, 376-392. 
 
Jiang, W., & Wang, R. H. (2015). Qianxi Yingxiang Zhineng Shoubiao Zaoxing 

Sheji de Yinsu [Analysis on factors of modeling design of smart watch]. 
Sheji(18), 115-117. 

 
Jiang, X. L. (2016). Lun Qingdai Yongzheng Shiqi Fencai Huadie Wenyang de 

Goutumei [On the structure beauty of pastel butterfly patterns in the 
yongzheng period of Qing dynasty]. Popular Culture& Arts, 17, p. 58. 

 
Jochim Hansen, & Michaela Wnke. (2009). Hansen, j. & wänke, m. (2009). liking 

what’s familiar: the importance of unconscious familiarity in the mere-
exposure effect. social cognition, 27, 161-182. Social Cognition, 27, 161-
182. 

 
Jones, D. E. Kanouse, H. H. Kelley, R. E. Nisbett, S. Valins, & B. Weiner (Eds.),  

Attribution: Perceiving the causes of behavior (pp. 27–46). Morristown, NJ: 
General Learning Press. 

 
Kalat, J. W. (2010). Introduction to psychology (9th ed.). Boston, MA:Wadsworth 

Publishing. 
 
Kang, S., Kim, E., Shim, J., Cho, S., Chang, W., & Kim, J. (2017). Mining the 

relationship between production and customer service data for failure 
analysis of industrial products. Computers & Industrial Engineering(106), 
137-146. 

 
Kanouse, D. E., & Hanson, L. R. (1972). Negativity in evaluations. In E. E. 
 
Klein, C., & Gomes., G. (2016). “Innovation Culture and Performance in 

Innovation of Products and Processes : A Study in Companies of Textile 

Industry.”. RAI Revista de Administração e Inovação，13(4), 85–94. 

 
Leder, H. (2001). Determinants of Preference: When do we like What we Know? 

Empirical Studies of the Arts, 19(2), 201–211. 
https://doi.org/10.2190/5TAE-E5CV-XJAL-3885 

 
Li, C. (2016). Dangdai Zhongguo Shuma Chanpin Zhi Shengtai Shejiguan Yanjiu 

[The research on ecological design concept of contemporary Chinese 
digital products]. (master’s thesis, Liaocheng University). 

 
Li, H., Liu, W., & Li, X. (2016). Construction of Basic-element Database for 

Traditional Chinese Culture in Industrial Design. Procedia Computer 
Science(91), pp. 1011-1017. 

 

https://doi.org/10.2190/5TAE-E5CV-XJAL-3885


© C
OPYRIG

HT U
PM

139 
 

Li, J., & Shen, J. M. (2017). Chuantong Yishu dui Chuangyi Wenhua Chanpin 
Sheji de Yingxiang [The influence of traditional art on creative cultural 
product design]. 5, p. 228. 

 
Li, S. (2019). Qianxi Zhongguo Chuantong Wenhua Fuhao zai Chanpin Sheji 

zhong de Yanjiu [A brief analysis of Chinese traditional cultural symbols in 
product design research]. Popular Culture& Arts, 9, p. 87. 

 
Liang, Y. Z. (2017). Woguo Bowuguan Wenhua Chuangyi Chanpin Wangluo 

Chuanbo Yanjiu [Study on Network Communication of Cultural and 
Creative Products in China’s Museums]. (Master's thesis, Xiangtan 
University ). 

 
Liu, X. J., & Ji, L. H. (2017). Jiyu Dui Wenjuanxing Duo Gongneng Shezhi 

Yaodian de Yingyong yu Yanjiu [The key points of multi-function setting of 
So Jump based on the application and research]. Kaoshizhoukan, 73, 26-
26. 

 
Li, Y., Luo, F. X., Shi, Q. Y., Gao, L., & Yan, J. X. (2020). Xin Wenchuang Ruhe 

Funeng Laozihao - Jiyu Xiaofeizhe Dui Gugong Wenchuang Chanpin 
Goumai Pianhao de Zhengshi Yanjiu [ How does new cultural innovation 
enable time-honored brands -- An empirical study based on consumers' 
purchasing preferences for cultural and creative products from the Palace 
Museum]. Shangchangxiandaihua (19),7-9. 
https://doi:10.14013/j.cnki.scxdh.2020.19.003. 

 
Lyu, J., & Zhang, Y. (2018). Yongzheng Fencaici Yishu de Fuhaoxue Jiedu 

[Semiotic Interpretation of the Art of Yongzheng Famille-rose Ware LYU]. 
Chinese Ceramics, 9 (18). https://doi.org/10.16521/j.cnki.issn.1001-
9642.2018.09.015 

 
Mandler, G. (1984). Mind and body: The psychology of emotion and stress. New 

York: Norton. 
 
Margolin (2002) The Politics of the Artificial, University of Chicago Press, 

Chicago, USA. 
 
Marzano (2000) New Values for the New Millennium, Philips Corporate Design, 

Eindhoven, Netherlands. 
 
McDuff, D., El Kaliouby, R., Cohn, J. F., & Picard, R. W. (2014). Predicting ad 

liking and purchase intent: Large-scale analysis of facial responses to 
ads. IEEE Transactions on Affective Computing, 6(3), 223-235. 

 
Miao, G. (2015). Chanpin Sheji Zhongshi Shenmei de Wenhua 

QingxiangBiaoxian Yanjiu [The Culture Tendency of Chinese Aesthetic in 
Product Design]. Packaging Engineering, 36(12), 135-138. 

https://doi.org/1001-3563（2015）12-0135-04 

 

https://doi.org/10.16521/j.cnki.issn.1001-9642.2018.09.015
https://doi.org/10.16521/j.cnki.issn.1001-9642.2018.09.015


© C
OPYRIG

HT U
PM

140 
 

Moalosi, R., Popovic, V., & Hickling-Hudson, A. (2010). Culture-orientated 
product design. International journal of technology and design 
education, 20(2), 175-190. 

Monahan, J. L., Murphy, S. T., & Zajonc, R. B. (2000). Subliminal mere exposure: 
Specific, general, and diffuse effects. Psychological Science, 11, 462–473. 

 
Montoya, R., Horton, R., Vevea, J., Citkowicz, M., & Lauber, E. (2017). A re-

examination of the mere exposure effect: The influence of repeated 
exposure on recognition, familiarity, and liking. Psychological bulletin, 
143(5), 459. 

 
Monin, B. (2003). The Warm Glow Heuristic: When Liking Leads to 

Familiarity. Journal of Personality and Social Psychology, 85(6), 1035 
1048. https://doi.org/10.1037/0022-3514.85.6.1035 

 
Moreland, R. L., & Zajonc, R. B. (1979). Exposure effects may not depend on 

stimulus recognition. Journal of Personality and Social Psychology, 37, 
1085-1089. 

 
Myers, D. G., & DeWall, C. N. (2016). Exploring psychology (10th ed.).New York, 

NY: Worth Publishers. 
 
Nan, Y. (2018). Jiyu Renzhi xinlixue de Kechuandai Shebei de Gexinghua Sheji 

Yanjiu [Personalization of wearable devices based on cognitive 
psychology design research -- take smart bracelet as an example]. 
(Master's thesis, Nanjing University of Science and Technology). 

 
National Bureau of Statistics of China. (2020). China statistical yearbook 2020. 

Javvin Technologies Incorporated. 
 
Pan, Y. (2009). The influence of Chinese traditional values and customer 

perceived values on Chinese consumer behavior. Journal of Shanghai 
Jiaotong Univeristy. Philosophy and Social Sciences, 17(3), 53–61. 

 
Paula, A., Cunha, J., Stief, P., Dantan, J., Etienne, A., & Siadat, A. (2019). 

Fashion communication in the digital age : findings from interviews with 
Fashion communication in the digital age : findings France interviews with 
industry professionals and design recommendations industry profes. 
Procedia CIRP, 84, 930-935. https://doi.org/10.1016/j.procir.2019.04.204 

 
Pavliscak, P. (2019). Emotionally Intelligent Design. Sebastopol: O’Reilly Media. 
 
Press and Cooper (2003) The Design Experience: The Role of Design and 

Designers in the Twenty-first Century, Ashgate, Burlington, UK. 
 
Qian, Q. (2015). Huwai Yundong Shuma Chanpin de Renji Jiaohu Sheji Yanjiu 

[The Research of the Outdoor Sports Digital Products Base on Human-
computer Interaction Design]. (master’s thesis, Huaqiao University). 

  



© C
OPYRIG

HT U
PM

141 
 

Qiao, Y. (2016). Zhongguo Butong Lishi Shiqi de Yinshi Qiju Sheji Yanjiu [Study 
on Design of Eating Utensils in Different Historical Periods of China----
Analysis from the Viewpoint of Ceramic Eating Utensils Design]. (Doctoral 
dissertation, Beijing Institute of Technology ). 

 
Reisman, R., Payne, A., & Frow, P. (2019). Pricing in consumer digital markets : 

A dynamic framework. Australasian Marketing Journal, 27, 139-148. 
https://doi.org/10.1016/j.ausmj.2019.07.002 

 
Ren, D., & Yao, J. (2018). Waiji Liuxuesheng “Zhongguo ji Zhongguo Wenhua 

Yinxiang” Renzhi he Pingjia de Zhengshi Yanjiu [An empirical study on 
the cognition and evaluation of foreign students' impression of China and 
Chinese culture]. Dang Dai Chuan Bo, 50-55. 

 
Renmin Wang (2015). Qingtan Hanxu Gugong Bowuyuan Ruyao Ciqi Zhan San. 

http://art.people.com.cn/n/2015/1016/c206244-27707274.html 
 

Seamon, J. G., Williams, P.C., Crowley, M. J., Kim, I. J., Langer, S. A., Orne, P. 
J., &Wishengrad, D. L. (1995). The mere exposure effect is based on 
implicit memory: Effects of stimulus type, encoding conditions, and 
number of exposures on recognition and affect judgments. Journal of 
Experimental Psychology: Learning, Memory, and Cognition, 21, 711-721. 

 
Schacter, D. L., Gilbert, D. T., Wegner, D. M., & Nock, M. K. (2015). Introducing 

psychology (3rd ed.). New York, NY: Worth Publishers. 
 
Shoucangjia Julebu (2016). Cangpin Zhanting. 

http://shoucangjia.ywfdwl.com/index.php?s=/Product/index/category/16
7.html 

 
Stang, D. J. (1973). Six theories of exposure and affect. Catalog of Selected 

Documents in Psychology, 3, 126. 
 
Taddeo, R., Simboli, A., Morgante, A., & Erkman, S. (2017). The development 

of industrial symbiosis in existing contexts. Experiences from three Italian 
clusters. Ecological Economics, 139, 55-67. 

 
Taylor, S. E., & Armor, D. A. (1996). Positive illusions and coping with adversity. 

Journal of Personality, 64, 873–898. 
 
Tian, M., Deng, P., Zhang, Y., & Salmador, M. P. (2018). How does culture 

influence innovation? A systematic literature review. Management 
Decision. 

 
Titchener, E. B. (1910). A textbook of psychology. New York: Macmillan. 
 
Vanhuele, M. (1994). Mere exposure and the cognitive-affective debate revisited. 

In C. T. Allen, & D. R. John (Eds.), Advances in consumer research, Vol. 
21 (pp. 264-269). Provo, UT: Association for Consumer Research. 

  



© C
OPYRIG

HT U
PM

142 
 

Wang, J., Liu, X., & Xiao, H. (2018). Dangdai Chanpin Sheji Zhongde “Zhongguo 
Yinxaing Yanjiu” [The Study of "Chinese impression” in current product 
design]. Sheji, 108-110. https://doi.org/1003-0069(2018)08-0108-03 

 
Wang, Y. (2018). Wenchuang Chanpin Ganxing Lianghua Pingjia Fangfa Yanjiu 

[Study on Sensitive Quantification Evaluation Method of Cultural and 
Creative Product] . (Master's thesis, Xi'an Polytechnic University). 

 
Wang, Y. Z. (2016). Gongye 4.0 Beijing Xia de Gexinghua Sheji Moshi Yanjiu 

[Research on the Personalized Design Pattern under the Background of 
Industry 4.0 -Taking Smart Air Conditioning as an Example]. (Master's 
thesis, East China University Of Science and Technology). 

 
Wang, Z. (2011). Jiyu Lehuo Shenghuo Fangshi de Shuma Chanpin Sheji Yanjiu 

[Digital products design research base on LOHAS]. ( master’s thesis, 
Jiangnan University). 

 
Wei, W. (2018). Understanding values of souvenir purchase in the contemporary 

Chinese culture: A case of Shanghai Disney. Journal of Destination 
Marketing & Management, 10, pp. 36-48 

 
Wu, B. X., & Ying, G. H. (2016). Shoubiao de Zhinenghua Sheji Yu Fazhan 

Qianjing [The intelligent design and prospect of watches]. Shanghai 
Normal University (Natural Sciences), 5. 

 
Xiao, H. (2018). Dangdai Yishu Sheji zhong de “Zhongguo Yinxiang” Yingyong 

Yanjiu Chu Tan [A preliminary study on the application of “China 
impression”in contemporary art design]. Sheji, 301(22), 145-147. 

 
Xin, X., & Naren, G. W. (2017). “Weixin Gongzhong Pingtai + Wenjuanxing” Zai 

Shenglixue Jiaoxue Zhong de Yingyong [Application of “We Chat Public  
Platform&So jump”in the Physiology of teaching]. Yi Xue Jiao Yu Yan Jiu 
Yu Shi Jian, 3. https://doi.org/10.13555/j.cnki.c.m.e.2017.03.030 

 
Xu, B. (2018). Jiyu Qingxu Celiang de Fuzhuang Tuxiang Qinggan Jisuan Yanjiu 

[The Study of Clothing Image Affective Computing Based on Emotion 
Measurements]. (Doctoral dissertation, Donghua University). 

 
Xu-Priour, D. L., Truong, Y., & Klink, R. R. (2014). The effects of collectivism and 

polychronic time orientation on online social interaction and shopping 
behavior: A comparative study between China and France. Technological 
Forecasting and Social Change, 88, 265-275. 

 
Yan, N. N. (2017). Ci Hua Zhongguo - Zouxiang Shijie de Zhongguo Waixiao Ci 

Fanyi Shijian Baogao [A Report on Translating Porcelain on China-
Chinese Export Porcelain Going to the Outside World]. (Master's thesis, 
Xinyang Normal University). 

  

https://doi.org/1003-0069(2018)08-0108-03


© C
OPYRIG

HT U
PM

143 
 

Yang, Y. (2017). Bangongshi Zuoyi Xingtai Yaosu de Shijue he Yixing Yanjiu 
[Visual HEJ Research of Office Chair Product Formative Elements]. 
(Doctoral dissertation, Central South University of Forestry and 
Technology). 

 
Yang, Y. S. (2017). Ciqi de Faming Yu Chuangzao [Invention and Creation of 

Porcelain]. Zhuangshi, 3, 60-66. https://doi.org/10.16272/j.cnki.cn11-
1392/j.2017.03.011 

 
Ye, G., & van Raaij, W. F. (1997). What inhibits the mere-exposure effect: 

Recollection or familiarity? Journal of Economic Psychology, 18, 629 – 
648. http://dx.doi.org/10.1016/S0167-4870(97)00027-5 

 
Yilmaz, K. (2013). Comparison of quantitative and qualitative research traditions: 

Epistemological, theoretical, and methodological differences. European 
journal of education, 48(2), 311-325. 

 
Yu, Q. (2012). Hewei Wenhua [What is culture]. Fa Zhi Zi Xun, 11, 67-68. 
 
Zajonc, R. B. (1968). Attitudinal effects of mere exposure. Journal of Personality 

and Social Psychology Monographs, 9, 1–27. 
http://dx.doi.org/10.1037/h0025848 

 
Zeng, L. X. (2016). Jiyu Qingjing Ganzhi de Zhineng Chuandai Shebei Jiaohu 

Sheji Yanjiu [Intelligent Wearable Devices Design Research Based on 
Context Awareness——A Case Study of Intelligent Bracelet Design for IT 
White-collar. (Master's thesis, Jiangnan University). 

 
Zhang, D., & Cheng, Y. (2015). Zhongguo Wenhua Jingshen [The spirit of 

Chinese culture] (Vol. 8). Beijing, China. 
 
Zhang, H. (2018). Zouyi Yongzhengyao Ciqi [Discuss on yongzheng kiln 

porcelain]. Wenwu Jianding yu Jianshang, 1, 16. 
 
Zhang, J. (2015). Jiyu Diangu Wenhua de Wenchuang Chanpinsheji Yanjiu 

[Research on cultural and creative product design based on allusion 
culture]. (Master's thesis, Nanjing University of the Arts). 

 
Zhang, S. (2014). Zhendui Daxuesheng ShenghuoXingtaide Xiaofeilei Dianzi 

Chanpin Sheji Yanjiu [The research on the consumer electronics products 
based on the lifestyles of college students]. ( master’s thesis, Beijing 
Institute Of Fashion Technology). 

 
Zhang, W. (2017). Jiyu Ke Chixu Sheji Linian de Xiandai Dianzi Chanpin Sheji 

Yanjiu [The Research on the Modern Electronic Product Design Based on 
Sustainable Design Abstract]. (master’s thesis, Tianjin University of 
Technology). 

  

https://doi.org/10.16272/j.cnki.cn11-1392/j.2017.03.011
https://doi.org/10.16272/j.cnki.cn11-1392/j.2017.03.011


© C
OPYRIG

HT U
PM

144 
 

Zhao, X., Wang, J., & Huang, Q. (2017). Jiyu Zhongguo Yuansude Jiadian 
Chanpin Qingganhua Sheji Tanxi [Research on emotional design of home 
appliance products based on Chinese elements]. Modern Business Trade 
Industry, 5, 61-63. https://doi.org/10.19311/j.cnki.1672-3198.2017.05.028 

 
Zhao, Z. (2015). Lun Zhongguo Chuantong Wenhua Fuhao Zai Chanpin Sheji 

Zhong de Qinggan Biaoda [On the emotional expression of Chinese 
traditional cultural symbols in product design]. Popular Culture & Arts: 
Academic Edition, 11, 110-111. 

 
Zhou, Y. (2015). Beijing Minsu Wenhua Zai Wenchuang Chanpin Sheji Zhongde 

Yingyong Yanjiu [Study on the Application of Beijing Folk in Cultural and 
Creative Design]. (master’s thesis, Beijing Institute of Technology). 


	Blank Page



