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Design of Qin Cultural Tourism Souvenirs Based on User Perception

WANG Wei-wei, MENG Zhao-yang, GUO Yan-ni
(College of Art & Design, Shaanxi University of Science & Technology, Xi'an 710021, China)

ABSTRACT: The work aims to divide the user perception of the creative cultural products into two modes: general and
perceptual modes through the analysis of user perception, explore the user perception acquisition mode of Qin Cultural
Tourism Souvenir, and build a user perception innovation flow model which isin harmony with the user's cultural touch
points, and combine the design of a Qin Chime Bell and Bluetooth sound system to realize the dissemination of Qin Cul-
ture and product design application, satisfy the user's need for Qin Culture and deepen the perceptual impression of tour-
ists on the local tourism culture. The user perception analysis was conducted to accurately obtain the user cultural touch
points, inspire the user's sensory stimulation of Qin Culture tourism souvenir, and urge the user to identify with the new
form products. The user observation method and the semantic difference method were used to obtain the user's perceptual
information, and the analytic hierarchy process was used to analyze the relationship between cultural touch information
and emphasize the emotional application of the cultural elements and connotation of Qin Culture, so as to realize the de-
sign idea with the user cognition preferences as the center. Combined with the design flow model of the Qin Chime Bell
and the Bluetooth sound design, it provides the idea for the design of Qin Cultural Tourism Souvenirs, and injects new
vitality into the promotion and inheritance of Qin Culture.
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Fig.6 The analysis of the level of cultural contacts
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