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Abstract

This paper is about the emotional design of pet cat feeder. It is based on the emotional design
theory, and studies the design method of pet cat feeder focusing on emotional expression. This
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paper investigates the emotional needs of pet cats by means of questionnaire and field observa-
tion in pet stores, analyzes and puts forward the design strategies related to pet cat feeders from
three levels of emotional design, and designs the scheme of pet cat feeders, which provides a new
idea for the design of pet cat feeders from the perspective of emotional design. This paper effec-
tively solves the emotional needs of the pet cat when the owner is not at home, and establishes a
long-distance interaction bridge between the owner and the pet cat.
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Figure 1. Factors influencing consumers’ choice of feeder
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Figure 2. Three levels of emotional design
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Figure 3. Appearance modeling of pet cat feeder
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Figure 4. Details of pet cat feeder
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Figure 5. Overall rendering of pet cat feeder
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