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Research on User Participatory Experience of Shanxi Intangible Heritage
Cultural Products from the Per spective of Service Design

MA Ting-ting
(Taiyuan Normal University, Jinzhong 030619, China)

ABSTRACT: Shanxi culture is an important part of Chinese culture. With the rapid development of economy, high-level
consumption structure and diversified demand patterns are urgent problems to be solved in cultural innovation of China.
By analyzing the situation of Shanxi's intangible cultural heritage cultural and creative products, it further expounds the
product innovation design methods implemented by Shanxi Province in the intangible cultural heritage cultural and crea-
tive industries, and designs through the elements and processes of service design. The inheritance of intangible cultural
heritage is analyzed by establishing a kano model and understand the user's requirements for the product and the experi-
ence that the product function brings to the user. Using SWOT analysis to clarify the strengths, weaknesses, opportunities,
and threats of service design is also conducive to driving the development of innovative industries and improving eco-
nomic benefits. By deepening the reform of Shanxi's intangible cultural heritage industry, it will be more helpful to pro-
mote Shanxi's intangible cultural heritage products to further markets. It provides theoretical support for the development
of "Shanxi Story" cultural creative products, and provides a new realization path for the inheritance of Shanxi intangible
cultural heritage from the perspective of service design.

KEY WORDS: service design; Shanxi cultural innovation; cultural brand; experience
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Fig.1 Diagram of service design content
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Fig.4 Experience value innovation
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Fig.5 Relationship between service design and experience value in user-centered intangible cultural heritage creative industry
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