FarE 2 (N R
2020 4F 1 H PACKAGING ENGINEERING 189

A EEE T mENZIT R AT SR RIE X R

RE', RE:, EFT’
(1AL ECEPRIZABE, dba 1026005 2. FiERE T R2%, ¥ 200093 )

WE: B8 WEHAVBRGEMFReyiZt 2L, FARH., BAHEEGFNFT EE5 THEARL,
ik A58 SWOT & snid oW 7 ik, RRIT A G LM =6 TH L, S EEZ me) I RNIE,
£ PR AL E R, SRR b, B RiE LKA F A AT A B R F B AT AR 32
B AEGEMB R AN, v “BE ih . REXI AFEF @~ Rikit B, il = &
Ko MR FEFRFIKRTE, M “GMRE, T51L. TATER, ZF. THLE, SPNEA”
6 MNEEHFATEZATFN ., &b BFEAVXEARROENF I — 2oy = LWL, FoTHe%it
AT @, NEFEMFFEELEER, ERABELIE ., MAtdfe, #E L8R RRINATRT, L#E
g X AR R, BRI FRBFIIYH RN, Al ik LA A A PRI f A E £ FHIEN
ER

KEIR: BFEM; ITIRE,; BEER; BREEL

FE4ES: TB472 XHEHRIAEE: A XEHS: 1001-3563(2020)02-0189-06

DOI: 10.19554/j.cnki.1001-3563.2020.02.028
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ABSTRACT: The work aims to explore the design definition, development innovation, comprehensive evaluation method
for semantic image and market positioning insight of new honeycomb structure products. With SWOT product semantic
analysis method, and insight into market opportunities of new honeycomb structure products, the functional value, aes-
thetic characteristics and design application of such products were analyzed. On this basis, innovative design was made
with the help of product semantic keyword scale, radar map and other evaluation means. With honeycomb structure char-
acteristics as the core and “light, fashionable, democratic design” as the development direction, the product design think-
ing was mined, and the product development was carried out. Eight of the design schemes were selected for comprehen-
sive evaluation from six dimensions, including “structural strength, mass production process, redundant reliability,
economy, sustainability and appearance modeling”. With excellent structural characteristics and certain industrial value,
the honeycomb is in line with the development direction of sustainable design. Starting from the honeycomb structure and
aesthetic image, on the premise of the improvement of forming technology, material selection and key manufacturing
technologies, the bionic characteristics of honeycomb form are brought into play, and the ingenious application of design
means will create products with brand-new user experience and aesthetic characteristics of life.
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The semantic opportunity insight of honeycomb products
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Fig.2 SWOT analysis of new honeycomb products
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Fig.4 Semantic analysis of new honeycomb products
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Tab.1 Perceptual vocabulary pairs’ survey statistics
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Fig.5 Broken line graph of product word meaning scale
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