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Design of Mongolian Cultural and Creative Products Based on Rooted Theory
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ABSTRACT: In the new consumption era, the value of customer demand should be accurately grasped to design excellent
cultural and creative products. With the design of Mongolian cultural and creative products as an example, the work aims
to analyze the demand value of local consumers in depth, explore the design ways of cultural and creative products, and
improve the effective docking of the supply and demand markets of cultural and creative products. The rooted theory was
applied to carry out field interviews. Coding analysis and logical relationship construction of the interview text were
conducted. A demand value embodiment model which included 12 core concepts and functional value, experience value
and innovation value was obtained. The demand val ue embodiment model was applied as the guiding ideology in the de-
sign process of literary and creative products to complete the selection of creativity sources, the extraction of cultural
elements and the display of finished product design. The consumer demand value embodiment model can effectively guide
the design, innovation and brand promotion of cultural and creative products, and the cultural and creative products de-
signed on this basis can occupy a strong competitive advantage and promote the vitality of the local cultural and creative
market. At the same time, it has important practical significance for inheritance, protection and development of Mongolian
intangible culture.
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Tab.2 " Open coding" process of cultural and creative product design research based on consumer interviews
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Tab.3 " Spindle coding" process of cultural and creative product design research based on consumer interviews
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Fig.1 Value demand embodiment model of Mongolian cultural and creative products
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Fig.2 Creativity source of Mongolian cultural and creative products
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Fig.3 Creative element extraction of Mongolian cultural and creative product design
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