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The Automobile Modeling Evaluation from the Perspective
of Product Experience

JING Chun—hui, ZHAO Jiang—hong
(State Key Laboratory of Advanced Design and Manufacturing for Vehicle Body, Hunan University, Changsha 410082,
China)

ABSTRACT: Objective In order to investigate the automobile modeling evaluation from the perspective of experience
Methods On the basis of previous studies, it proposed the multi-level automobile modeling evaluation model, and
combined this model and the TOPSIS mathematics method, constituted an automobile modeling design evaluation method
under the perspective of product experience. Conclusion This method combined inductive method and rational method
from the perspective of experience, formed a set of operational experience evaluation process, and finally verified by
experiments.The results has been used in the computer aided generation of automobile modeling design based on
evolutionary algorithm, and has played a major role, this method can also be applied to the evaluation of other products in
industrial design.
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