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Effect of Chinese Traditional Cultural on Product Value Perception
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ABSTRACT: The work aims to enable consumers to perceive the cultural value of product design more efficiently and
designers to make creative design with the help of Chinese traditional culture more effectively. In this study, according to
the theory of cultural stratification, the products focusing cultural value and practical value were selected as test samples
by different levels. Based on the cultural value perception of the product, the questionnaire was created to obtain the
consumer’s satisfaction with the cultural value perception in the test sample. Through the statistics and analysis of the
data, the relationship among different cultural levels, different product categories and consumer’s cultural perception sat-
isfaction was obtained. Consumers are more likely to perceive the cultural value of products based on cultural value.
Consumers are most satisfied with the application of Chinese traditional culture in product design in the form of behavior.
When Chinese traditional culture is applied in creative design of product, the application of behavioral level in Chinese
traditional culture is required to be focused.
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Tab.2 Satisfaction rating value
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Fig.1 Comparison of satisfaction scores of different cultural levels
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