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Intelligent Design of Sanitary Products Based on Household Life Experience

XIA Ya-qin, KAN Xue-qing, TAO Meng-yue, WU Xiang
(Donghua University, Shanghai 200051, China)

ABSTRACT: The paper aims to analyze existing household intelligent bathroom product in all kinds of intelligent func-
tion attributes from the perspective of home life experience feeling "happiness", put forward the intelligent demand points
of existing household sanitary ware, establish user requirement model of intelligent sanitary product through optimization
design of intelligent household sanitary product, and help users feel convenient, comfortable and cared in using sanitary
product. The Kano user requirement analysis model was combined with the coefficient of Better-Worse to sort and screen
all kinds of existing intelligent bathroom product functions according to satisfaction degree and demand priority. It was
concluded that intelligent toilet functions were relatively perfect and mature and other intelligent bathroom products still
needed to be improved. Intelligent energy-saving, mobile intelligent control, security, fault reminding became the key of
intelligent sanitary system. Through analysis of user behaviors and the intelligent demands of sanitary product, taking the
excitability demand as the focus for design of future intelligent sanitary product, can effectively improve the user experi-
ence in actual use of household sanitary product and the happiness in home life.
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Fig.1 The Kano model
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Fig.2 Analysis on behaviors of users in using bathroom products and possible intelligent demand points
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Fig.3 Five levels of explanation examples before answering the questionnaire
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Tab.3 User demand attribute classification and satisfaction coefficient of smart toilet
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Tab.4 User demand attribute classification and satisfaction coefficient of smart basin faucet
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Tab.5 User demand attribute classification and satisfaction coefficient of smart bathroom cabinet and mirror cabinet
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