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Abstract
This paper takes the cultural and creative products and users of Niushou Mountain as the research
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object, expands a new development direction for the regional cultural and creative products of
Niushou Mountain, and realizes the multi-faceted inheritance and in-depth development of re-
gional cultural resources. Using market product research and KANO model method to verify and
analyze the demand, it is concluded that the market scope of Niushou Mountain cultural and crea-
tive products—stationery products is relatively broad, except for handbooks, bookmarks, canvas
bags and other products, the market potential of stationery still has a large space for development.
In terms of user needs, there is greater attention and interest in the functionality, practicability,
price, commemorative and Buddhist patterns, visual beauty and appearance of bamboo stationery.
Under the market economy, the application and research of Niushou Mountain cultural and crea-
tive products can provide feasibility and certain product guidance and design directions, which
can enhance the popularity of Niushou Mountain regional culture to a certain extent, and play an
important role in further building a socialist cultural power.
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Table 1. Dunhuang Museum cultural and creative products

=1 BUREMES R

%71 1 % AR TE PRMRITE A
. Ve VPR RIUERE s N
584 25 A s Z*fgﬁi%%ﬁ%% pe Bk 10.8
1561551 0 e miin we b i 99
Lokt 71 WA N Mo AL Sk Ep 45
T HAs ki o ARMGERS 45
CRRBHEREAR, HIE
CRFS B HB QURE S ZOEAETAE SRR 29k
RS /DT
i R
K 75 HAG BT RIE BHBECRRENZ  mAm 208
W, Z IR B R R R
e EREEERATEAER SRR
A A LR Ot sagg oAt
YR T SR 24
o EITATRGE § OXF R,
R 71 AR e gt BT S bk 268
AT,

DOI: 10.12677/design.2024.93435 1244 Bk


https://doi.org/10.12677/design.2024.93435

SR

Table 2. Qixia cultural and creative products
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Table 3. Xiamen University cultural and creative products
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Table 4. Niushou Mountain target user research original functional requirements list
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Table 5. Niushou Mountain target user wood and bamboo stationery cultural and creative demand hierarchy model
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Figure 1. KANO model demand hierarchy diagram
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Figure 2. Classification comparison table of KANO model evaluation results
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(—68%) < Z5 (—68%) < Z9 (~76%) < Z10 (—78%) < Z6 (—80%); L F AT R - HEF X1 (—15%) < X4 (—29%) <

X3 (—43%) < X2 (~56%);

TR - HiF CL (—21%) < C3 # /it (—41%) < C5 (—42%) < C4 (—62%).

Table 6. Niushou Mountain cultural scenic area wood and bamboo stationery cultural demand hierarchy model
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Table 7. Analysis of the proportion of wood and bamboo stationery cultural demand types in Niushou Mountain cultural

scenic spot

F 7. FELUSTURRARTSCASTU T RER LA

FF DhReIss A 0 M | R Q
1 AR 21.00% 5.00% 63.00% 11.00% 0.00% 0.00%
2 SEH T 14.00% 63.00% 17.00% 6.00% 0.00% 0.00%
3 etttk 15.00% 3.00% 38.00% 44.00% 0.00% 0.00%
4 LT 32.00% 27.00% 35.00% 6.00% 0.00% 0.00%
5 ERER s 23.00% 33.00% 35.00% 9.00% 0.00% 0.00%
6 SCEIM R 24.00% 7.00% 36.00% 33.00% 1.00% 0.00%
7 LRI RS 26.00% 53.00% 14.00% 6.00% 0.00% 0.00%
8 P EL 16.00% 59.00% 17.00% 8.00% 0.00% 0.00%
9 5Btk 8.00% 2.00% 19.00% 71.00% 0.00% 0.00%
10 i % 5.00% 2.00% 13.00% 80.00% 0.00% 0.00%
11 BENEayit] 7.00% 4.00% 15.00% 74.00% 0.00% 0.00%
12 BRI 6.00% 3.00% 10.00% 81.00% 0.00% 0.00%
13 fEHETE(1A &) 8.00% 1.00% 14.00% 77.00% 0.00% 0.00%
14 &tk 31.00% 48.00% 8.00% 13.00% 0.00% 0.00%
15 MEHBENFEE  15.00% 58.00% 20.00% 7.00% 0.00% 0.00%
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16 SO 10.00% 5.00% 24.00% 61.00% 0.00% 0.00%
17 Dirett 21.00% 65.00% 13.00% 1.00% 0.00% 0.00%
18 TEHEAE 6.00% 6.00% 23.00% 65.00% 0.00% 0.00%
19 i FE 18.00% 26.00% 28.00% 28.00% 0.00% 0.00%
20 PbE I 36.00% 23.00% 19.00% 22.00% 0.00% 0.00%

Table 8. Niushou Mountain cultural scenic spot wood and bamboo stationery cultural demand data survey statistics

%8 FELITURRART AU TR B AL

5 TheeRS A 0 M | R Q KR Better ~ Worse
1 A Wi B 21 5 63 11 0 0 PEEYE  26.00% —68.00%
2 SEH T 14 63 17 6 0 0 A 8 77.00% —80.00%
3 etfitt 15 3 38 44 0 0 ExEREHE 18.00% —41.00%
4 iR e 32 27 35 6 0 0 WEJEME 59.00% —62.00%
5 EmEER 23 33 35 9 0 0 »&EM 56.00% —68.00%
6 XEMHE 24 7 36 33 0 0 »EEM 31.00% —43.00%
7 SRR 26 53 14 6 1 1 muEtE  79.80% —67.68%
8 PEAEE 16 59 17 8 0 0 AR B 75.00% —76.00%
9 SEutE 8 2 19 71 0 0 ExEREHE  1000% -21.00%
10 fi e 5 2 13 80 0 0 EEREME  7.00% -15.00%
11 CHRMER 7 4 15 74 0 0 ExEREHE  11.00% -19.00%
12 BRI 6 3 10 81 0 0 XEERREME  900% -13.00%
13 {FiEd(kE) 8 1 14 77 0 0 ExEREH  900% -15.00%
14 ot 31 48 8 13 0 0 A 8 79.00% —56.00%
15 %§§§§5 15 58 20 7 0 0  WiEEM  73.00% -78.00%
16 ofedkmgy: 10 5 24 61 0 0 ExEREHE  15.00% —29.00%
17 Difett 21 65 13 1 0 0 AR 8 86.00% —78.00%
18 L ErEYNE 6 6 23 65 0 0 XEERREME  1200% -29.00%
19 i P 1 18 26 28 28 0 0 ExEREMH  4400% —54.00%
20 PR3 5 1k 36 23 19 22 0 0 W@ 59.00% —42.00%
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Figure 3. Better-Worse coefficient table of cultural demand for wood and bamboo stationery in Niushou Mountain cultural scenic

area
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