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Turtle-shaped and Serpentine Long-lived Cultural Product
Design Based on User Preference Evaluation
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ABSTRACT: The work aims to construct a design method based on evaluation of user preference in view of the creative
design of cultural products, so as to improve the user satisfaction of the product, and enrich the ideas for cultural product
design. The basic analysis method of applied pattern theory was used to summarize the cultural characteristics of the Tur-
tle-shaped and Serpentine long-lived culture. The morphological analysis method was used to deconstruct the product, and
the target product form design features were summarized. The orthogonal experiment was applied to construct the sample,
and the design features based on the user preference evaluation were obtained through questionnaire survey. The cultural
features were transformed into the product form, and then the design plans were generated and selected according to the
user preference evaluation. Finally, a creative cultural product design was completed after the plan was further improved.
With respect to Quick Cup design of Turtle-shaped and Serpentine long-lived culture, the creative product design based
on user preference evaluation was completed. The design and cultural characteristics of cultural products can be objec-
tively positioned through the user preference evaluation to obtain the product design scheme with high user perception,
and satisfy the users' visual needs of the product and the perceived needs of culture, which can effectively improve the
user satisfaction of cultural products.
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Tab.2 Design features of Quick Cup
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Tab.3 Product samples
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Tab.4 Average value of user preference evaluation
A B w#iE wH ie= R |75 W ) AT 5 ES3UN: 05| B (e
1 2 2 1 1 2 1 3.03 2.72 3.31 3.1 2.83
2 3 1 1 2 2 1 3.21 3 2.93 2.79 2.9
3 1 2 2 3 2 1 2.79 2.72 2.38 2.31 2.1
4 3 2 1 1 1 2 2.86 2.69 2.66 2.55 2.38
5 1 2 1 2 2 2 3.17 2.72 2.59 2.62 2.66
6 2 1 1 3 1 2 3.41 3.28 3.28 3.1 3
7 1 1 1 1 1 1 3.28 3.14 3.69 3.1 3.1
8 1 2 1 3 1 1 3.17 3 3.07 2.86 2.6
9 2 2 2 1 2 2 3.07 2.79 2.72 2.66 2.93
10 3 1 2 3 2 2 2.83 2.86 2.86 2.76 2.93
11 1 1 1 1 2 2 3.17 2.9 3.24 3.24 2.79
12 1 1 2 1 1 2 2.52 2.9 3 2.48 2.2
13 2 1 2 2 1 1 3.24 2.97 3.14 2.9 2.97
14 1 2 2 2 1 2 3.59 3 3.03 3.24 2.8
15 1 1 2 1 2 1 3.1 2.86 2.9 2.83 2.8
16 3 2 2 1 1 1 3.14 2.72 2.97 2.86 2.97
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Tab.5 Average value of orthogonal test evaluation
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Tab.8 Average value of cultural perception evaluation
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