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Construction of Cultural and Creative Product Design
Paradigm Based on User Kansei Needs

WANG Tian-xiong, ZHOU Mei-yu
(East China University of Science and Technology, Shanghai 200237, China)

ABSTRACT: The work aims to accurately explore the user’s innovative design preferences and Kansei need factors for
cultural and creative products. Based on the case of application of Huizhou architectural cultural elements in products, the
development design of cultural and creative products was analyzed through the three-level method of cultural research
theory, and the user satisfaction of cultural attributes was analyzed combined with the Fuzzy KANO Model to excavate
the user’s appeal for cultural and creative products. The cultural color of Huizhou architecture, the form of Huizhou cul-
tural architecture, the form of cultural experience and the emotional resonance were attractive needs. When cultural and
creative products had these four design characteristics, the user satisfaction with the product was improved. Through the
user’s need judgment on the design characteristics of cultural and creative products, the attractive need is excavated,
which provides a reference for the innovative development of cultural and creative products.
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Fig.1 Cultural hierarchy analysis structure
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Fig.2 Huizhou architectural cultural and creative product design case
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Fig.3 Analysis model of attribute characteristics of Huizhou architectural culture
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