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Cultural and Creative Product Design under User Behavior and Situation Orientation
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ABSTRACT: The work aims to obtain the targeted ideas suitable for the design of cultural and creative products through
the study on the user's operational experience and operation situation, so as to solve the consumer's perceptual demand for
the products, and meet the product realization function whiling having a deeper spiritual connotation. By observing the
user's behavior, and analyzing the operation mode and behavioral motive of the user's specific use of the product, the ex-
perience contact point was discovered during the interaction between the user and the product. The situational analysis
was combined to construct a user behavior map, get the design requirements and summarize the design clues. Finally, the
feasibility and effectiveness of the proposed method are proved by the design of Zen tea supplies. The product operation
contact points were combined with the situation to assist in discovering the main factors influencing the design of cultural
and creative products, and help the designer to look at the design direction and ideas of cultural and creative products
from a macro perspective. By improving user experience and satisfying users' operational functional requirements and
cultural experience requirements, the core competitiveness of cultural and creative products in the market can be enhanced.
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Fig.4 User behavior map of Zen tea supplies
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Fig.6 Zen element extraction and transformation

FEXRAETR R, TEROT AR i e e di
7, X a) MR AE R AT LA BRASTE , FEu 2
PR A D RENE S ST IS M Rl A, SR R
R E R R T o) WIEEHATRIT,
DU B8 AR AT S B, B 2 LA R A R 5
K, AETFHI P AR5 28 e ae B 15 2 P R Bl S A,
AT, A Z TR A WA ORI 2548
TP IR | w4 T s 20 Ll as JC
RILSIEAT IR AL B, Ay i e IR AR AR 25 5 1R
PO S BRI s (O IUER LR by, (AR
525 B2 (A2 R e W A AL 5E X R, i i it

W7,

e
<

K7 FEH BT
Fig.7 Design renderings of Zen tea supplies



32 (S

T 7

2019 4F 12 H

5 &4hiE

S LG AT 2 B PP 5 35 g A
R LR, 18 O 8t o P
Ko Mt B, AR SCERER T — il A
PR I RS AL PRI 0 Jri | B Jeiti i
FIPUAT S FUR IR S RO TES B P 57 o )
il 405 56T AU P 0 TR AR R 5
S P B A FLYE M R P 7
T 3 5 SOOI 2 B ST et 2
U P 0 B 2 L AT T 2
R e 2 24 P P R 50
RIS

S 3k :

(11 PR PEATARE SR dbat: B Tkl
JizAt, 1988.

LUO Li-jian. An Introduction to Behavioral Science in
China[M]. Beijing: Electronic Industry Press, 1988.

2] #i. FRETFHL APP HI P BLIE BT 1947 i i 4
[J]. fL2E T2, 2018, 39(22): 241-245.

YANG Jie. Logical Thinking of Behavior in User Inter-
face Design of Smartphone APP[J]. Packaging Engi-
neering, 2018, 39(22): 241-245.

[3] AEARRK. BT H P AT i B R ] T
£, 2016, 37(14): 73-76.

ZHENG Lin-xin. Product Design Principles Based on
User Behavior[J]. Packaging Engineering, 2016, 37(14):
73-76.

[4] BUCHANAN R. Design as Inquiry: the Common, Fu-
ture and Current Ground of Design[M]. Australia: Monash
University Press, 2005.

[5] JAN C. Hidden in Plain Sight[M]. New York: Harper
Collins Us, 2013.

(6] folil. T PAT HEY™ M IT WD), A TR,
2012, 33(12): 60-63.

NI Han. Research on Product Development Based on
User Behavior[J]. Packaging Engineering, 2012, 33(12):
60-63.

(71 L%, Kb b, WECKR, S FHLA TR
A R BB [I]. TR I R 5, 2010, 16(2):
239-248.

LUO Shi-jian, ZHU Shang-shang, YING Fang-tian, et

[9]

[10]

[14]

[15]

[16]

al. Context-based User Experience Design in Mobile
Interface[J]. Computer Integrated Manufacturing Sys-
tem, 2010, 16(2): 239-248.

s . W R IR M. db st E AR B 1 RA,
2011.

LIU Guan-zhong. Design Methodology[M].
Higher Education Press, 2011.

EPRIE. A8 ) 597 i BB BT 7 k)] Bt 2R
(R T SRR B 4), 2016(5): 101-106.

YUE Huai-wang. Context-oriented Approach to Product

Beijing:

Innovation Design[J]. Design Art (Journal of Shandong
Institute of Arts and Crafts), 2016(5): 101-106.

A, B, R SCIRIE ™ ah BT R A e AR
FEWFSE[T]. % T AL, 2016, 37(14): 135-139.

XIA Meng, LYU Jian, LI Xi. Situational Modeling
Method of Cultural and Creative Product Design Proc-
ess[J]. Packaging Engineering, 2016, 37(14): 135-139.
SURI J F, MARSH M. Scenario Building as an Ergo-
nomics Method in Consumer Product Design[J]. Ap-
plied Ergonomics, 2000, 31(2): 151-157.

GERO J S, KANNENGIESSER U. The Situated Func-
tion—Behaviour—Structure Framework[J]. Design Stud-
ies, 2004, 25(4): 373-391.

SATO K. Context-sensitive Approach for Interactive
Systems Design: Modular Scenario-based Methods for
Context Representation[J].
Anthropology and Applied Human Science, 2004, 23(6):
277-281.

LI K, TIWARI A, ALCOCK J, et al. Categorisation of
Visualisation Methods to Support the Design of Hu-

Journal of Physiological

man-computer Interaction Systems[J]. Applied Ergo-
nomics, 2016, 55: 85-107.

MR, XK, 220, T Kano-QFD Y/ AL i
o A A b T BB S DT ik D). TR HLAE B E R,
2014, 20(11): 2697-2704.

SUN Yuan-yuan, LIU Fei, LI Li. Kano-QFD Based
Method for Determining the Importance of Personalized
Product Attributes[J]. Computer Integrated Manufac-
turing System, 2014, 20(11): 2697-2704.

SCHEM. P AT R SIS T AR AR wh et Jr i
W S RIH[D]. P2 BRPGRHR, 2019.

MENG Zhao-yang. Research and Application of Intelli-
gent Product Design Methods Based on User Behavior
and Context[D]. Xi'an: Shaanxi University of Science
and Technology, 2019.



