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Relevance Between Morphological Elements of Health
Product and Emotional Imagery of User
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ABSTRACT: The paper aims to analyze the morphological elements of health products as well as the morphological fea-
tures and semantic context of products to further investigate the image characteristics of the users’ emotions and provide
guidance for design of morphological elements. The image terms and representative samples of health products were ob-
tained by the way of questionnaire. The semantic words of the styles of the health products for researches were extracted
and analyzed based on the method of the statistical semantic differences; and then they were verified by case studies. On
one hand, the users’ tendency of cognition of the morphological semantics of health products are obtained so that some
references and guidance could be provided for the designers. On the other hand, these elements are mutually influencing.
The designers’ expressions of morphological elements of products may be multi-styled, and the users’ feelings can be
processed for various imagination. It provides certain inspirations and suggestions for future design activities.
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Fig.5 Correlation coefficient of each semantic word to overall sensory preference
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Fig.6  Products with high score for vocabulary
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Fig.7 Semantic model of health product
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Fig.8 Conveying target of purifier semantics
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