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Visual Cognition of Product Form

WEI Li-fang

(Pearl River College, Tianjin University of Finance Economics, Tianjin 301811, China)

ABSTRACT: It aims to analyze the visual cognition of product form. Usingf the form language of typical products interprets
the interaction form between the related elements, combined with human cognitive habits with feedback to shape design method,
to comb the tension expression and visual cognition power between product form. The expression of the product form factor
need to be expressed in order to obtain the visual interactive experience, which makes the design form a continuous visual per-
ception, which constitutes the aesthetic sense of visual image. From the perspective of visual cognition, the relationship between
product form and the law of visual dy namic is studied, which provides the basis for the construction of product form.
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