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Reflection of Feelingsin Product Design

CAl Ke-zhong™?, ZHAI Yan-yan?
(1.Nanjing University of the Arts, Nanjing 210013, China; 2.Nanchang Hangkong University, Nanchang 330036, China)

ABSTRACT: The work aims to explore the meaning and methods of product design oriented by feelings. Through the
investigation and research on feelings and related literature and data of products on the market, the connotation of spirit
design of products was defined, the meaning of spirit products was analyzed from different perspectives, and the strategy
of spirit design of products was explored. By discriminating the spirit design and emotional feature, the spirit design of
product is defined correctly. And according to the spirit design of product for the social group scale, the spirit is divided
into macro spirit and specific spirit. The application of spirit design in products is conducive to the promotion of product
connotation and quality, and further meeting the needs of consumers, as well as the expansion of the market space. Ac-
cording to product investigation and research, three methods of spirit design of product are proposed. The first is to ana-
lyze the spirit inducing factors of specific groups and conduct spirit design of product. The second is declarative design,
which means to humorously display the depressed feelings through product design. The third is situation design, which
reproduces the connotation of feelings in product design in a reasonable way.

KEY WORDS: consumer groups; induced design; declarative design; situation design
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