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Emotional Experience Design of Product Color in User Needs Classification

WU Tian-yu, ZHAQ Yi-gian, LI Ya-jun, LI Qing-chen, YANG Xiao-min
(School of Design Art & Media, Nanjing University of Science and Technology, Nanjing 210094, China)

ABSTRACT: This paper aims to achieve the product color design that meets users' sentimental needs and good emotional
experience. Based on the grounded theory, the household coffee machine was taken as the research object, and the quali-
tative analysis tool Nvivol2.0 was used to deeply explore the recesses of the users color demand for the target product,
and the users demand category of the product color was obtained through the systematic clustering analysis. According to
the existing user demand category, the color samples were collected to assess the multi-dimensional emotional experience
combined with the PAD scale, and obtain cases of product color matching that can stimulate users' positive emotional
experience as areference paradigm for design practice. Futhermore, this paper aims to complete the design practice of the
emotion experience from the coffee machine colors under the influence of different user demands. Product color design
oriented by user demand classification can help designers refine diversified demands for product color in a more targeted
way. The proper use of PAD emotional experience measurement method to analyze and assess the existing color design
cases also provides a simple and fast research approach for the design and application of the current emotional experience
of product colors.
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Tab.3 Partial importance evaluation value of 15 need pain points
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No.19 0 3 -1 -1 -2 -1 -1 —4 -3 -1 -3 2 -1 3
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APERDREBREIHTERL

Clustering Analysis Map of User Need Nodes
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Fig.3 Results of systematic cluster analysis
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Tab.4 PAD affective experience evaluation of M ean value

HeA Wb (P) BEEE (A) T (D)

P vV Vs Vs Vio Vs Ve Vi Vs Vs Vo Vi
PN-01 0.08 3.83 1.58 -0.04 1.08 2.08 2.38 0.21 3.79 0.17 -0.13 0.04
PN-02 3.46 —-2.25 2.92 -1.71 0.04 1.92 —2.46 0.42 1.37 0.06 -1.42 —2.53
PN-03 2.13 -0.42 0.21 1.33 0.13 -0.46 -3.21 —2.29 -3.58 2.42 0.25 -0.33
PN-04 0.17 2.46 0.5 -0.13 1.88 -3.08 -1.17 -1.04 -1.42 0.75 -0.21 1.29
PN-05 -2.13 2.75 0.13 2.17 0.46 -1.33 -1.75 -0.04 1.42 0.25 -0.17 -1.71
PN-06 3.33 —2.79 0.54 —2.29 1.58 -0.54 2.13 0.13 3.17 1.21 -0.38 —2.88
CN-01 0.13 3.17 -2.13 1.08 0.75 2.13 0.38 -1.17 2.88 0.13 -0.04 -1.21
CN-02 0.21 2.46 -2.33 2.46 2.25 2.38 -0.13 1.46 1.04 0.13 2.29 0.58
CN-03 2.5 0.04 2.33 -1.96 0.13 1.92 —2.63 2.13 0.38 1.08 1.21 -0.17
CN-04 1.08 -0.17 -0.96 -0.42 -0.38 -2.13 1.04 -0.08 -1.08 2.42 —2.25 0.04
QN-01 1.04 -0.15 0.67 0.42 2.38 3.04 -1.75 —2.17 —2.33 -0.04 0.13 2.88
QN-02 -0.92 2.13 0.63 1.54 —2.17 0.58 -1.04 —2.13 -0.58 -0.17 1.04 2.46
QN-03 -1.13 3.17 0.04 -0.04 -0.04 0.13 -0.08 -0.54 2.25 -0.17 1.92 0.21
QN-04 2.58 -2.21 3.04 —2.29 0.17 2.33 -1.79 0.92 0.25 —2.08 1.33 —2.04
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Tab.5 Results of PAD affective experience measurement

= REA PAD % /B {H 15 ERAR I8 f 17)
S| P P A D =N B WE K oW s B Rk
PN-01 -053 -0.29 0.86 2.12 1.59 178 148 113 096 071 084
PN-02 2.59 1.19 1.31 0.12 1.1 086 235 26 238 247 26
) PN-03 0.36 0.08 -1.46 226 184 15 051 099 091 182 1.76
SERHS PN
PN-04 —0.42 -121 -0.92 268 191 219 061 008 095 158 153
PN-05 -173 -0.02 0.68 273 23 224 181 132 09 029 014
PN-06 224  -1.03 112 134 022 1.69 1.85 196 224 234 249
CN-01 -156 -0.04 0.98 261 219 219 187 1.39 102 021 034
) CN-02 -1.76 0.43 0.66 269 238 216 1.89 148 088 024 005
i 17 CN
CN-03 1.69 1.64 0.17 099 145 0.8 1.86  2.18 177 209 216
CN-04 018 -072 -145 249 18 192 013 062 101 185 1.8
QN-01 0.37 006 -1.33 221 178 152 051 096 088 177 1.72
QN-02 -0.99 042 046 247 213 178 122 102 012 092 08
i QN
QN-03 -1.06 -0.07 1.03 234 191 196 173 131 097 022 055
QN-04 2.53 1.22 1.43 014 112 089 239 262 239 244 258
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