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Abstract

Dunhuang goods are a medium for the inheritance and promotion. Cultural consumption has
become an important activity to meet the needs of spiritual culture. The purpose of this study
is to analyze the consumer needs for Dunhuang products using the Kano model, understand
the current status of Dunhuang products, and provide optimization directions for product
design. Literature and cases are analyzed to form a framework, and the Kano model is used to
see the relationship between demand and purchase satisfaction with consumer surveys, and
new designs are proposed with the help of generative Al to improve consumers' experience.
The research shows that in the design and development of goods, cultural factors should be
prioritized while reflecting consumer needs. According to the better-worse coefficient, regional
characteristics, cultural codes, and practicality are the requirements that best meet consumer
expectations. Through the analysis of the design of Dunhuang goods, this study suggests
design directions according to consumer needs and provides scientific basis and reference.
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D3 5.13% 16.67% 25.64% 42.31% 1.28% 8.97% -24.29% 47.14%
A5 7.69% 19.23% 23.08% 41.03% 2.56% 6.41% -29.58% 46.48%
OtAl A3 2.56% 17.95% 21.79% 43.59% 6.41% 7.69% -23.88% 46.27%
E—Ztl'zl') D4 8.97% 15.38% 23.08% 41.03% 3.85% 7.69% -27.54% 43.48%
== Ad 8.97% 15.38% 21.79% 44.87% 1.28% 7.69% -26.76% 40.85%
B5 11.54% 23.08% 12.82% 42.31% 3.85% 6.41% -38.57% 40%
Q 7.69% 19.23% 15.38% 50% 0% 7.69% -29.17% 37.54%
B2 3.85% 17.95% 12.82% 53.85% 3.85% 7.69% -24.64% 34.78%
B1 10.26% 12.82% 16.67% 51.28% 1.28% 7.69% -25.35% 32.39%
B3 5.13% 8.97% 11.54% 43.59% 25.64% 5.13% -20.37% 29.63%
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