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Abstract

Objective: In view of the pain points in the functions, design creativity, cultural connotation and
emotional identification of the cultural and creative products in China Silk Museum, based on Nor-
man emotional design theory, this paper puts forward an optimization scheme for the user expe-
rience of cultural and creative products in the museum. Methods: Using the methods of literature
research and questionnaire survey, taking China Silk Museum as an example, the application de-
gree of emotional design theory in the experience of cultural and creative products was analyzed.
Analytic hierarchy process (AHP) is used to decompose several key indicators of cultural and cre-
ative product experience in the museum, including appearance design, interactive experience and
emotional value construction. Based on the preference degree of users at different levels and cha-
racteristics, the hierarchical path of consumer perception is optimized. Conclusion: Museum cul-
ture is the core of its cultural and creative design. This paper quantitatively analyzes the relative
liking and necessity of different characteristics of museum cultural and creative products, points
out the multi-level development orientation of cultural and creative products in China Silk Mu-
seum in the future, and puts forward the innovative strategy of emotional expression-experiential
behavior-reflective identification.
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Figure 1. China Silk Museum
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Figure 2. Cultural and creative page of online platform of China Silk Museum
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Figure 3. Design of “Purple Gas Coming from the East” series square towel
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Table 1. Summary table of target consumers’ response rate and penetration rate to the design of cultural and creative prod-
ucts in the museum
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A 207 23.630% 67.208%
& 2T 267 30.479% 86.688%
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ppSS 876 100% 284.416%

WA : #=15452, p=0.001
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Table 2. Analysis results of target consumers’ touch experience frequency for museum cultural and creative products
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Table 3. Analysis results of target consumers’ psychological positioning frequency for museum cultural and creative prod-
ucts
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Figure 4. User experience radar chart
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