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Abstract

With the development of mobile technology, smart watches are becoming more and more popu-
lar and gradually becoming an indispensable product in the lives of some people. In order to study
consumers’ perceptual evaluation of smart watch styling design, 15 representative smart watches
with obvious shape differences on the market were selected, their shapes were extracted as sam-
ples, 9 positive perceptual evaluation words were screened, and the perceptual evaluation of
smart watch styling design was investigated in the form of a questionnaire. The survey results
were then analyzed by SPSS26.0 software, and three factors were extracted: temperament fac-
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tor, trend factor and taste factor, and the comprehensive scores of 15 smart watches were ob-
tained. The results reflect that the styling style has a great influence on the overall perceptual
impression of the smart watch, which has certain guiding significance for the shape design of the
smart watch.
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Figure 1. China’s smartwatch market size from 2016 to 2022
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Figure 2. 15 Smart watch samples
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Figure 3. Sample stimulation plot after treatment
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Table 1. Average of perceptual impressions of smartwatches with different shapes

# 1. TRIGRBRFRMBRMINRTIE
HE 280 W S BB BB G BMER BER A

FEA 01 2.94 2.42 2.61 2.67 2.85 2.33 2.45 2.64 2.82
FEA 02 3.91 2.82 3.18 2.85 291 2.61 3.12 321 3.39
FEA 03 3.18 2.18 2.30 2.09 2.39 2.24 2.45 3.18 3.21
FEAS 04 2.42 2.33 236 2.88 2.58 273 2.70 2.45 2.55
BEA 05 2.30 2.64 2.64 3.15 2.79 2.36 2.67 227 2.18
FEA 06 3.48 2.58 3.03 2.45 2.82 2.30 3.09 3.18 3.18
FEA 07 2.82 2.18 3.32 3.32 291 2.24 2.58 291 2.76
BEAR 08 2.64 221 2.15 2.42 2.36 2.42 2.24 2.30 2.09
FEA 09 3.09 321 2.39 2.88 3.52 3.33 3.58 3.27 3.45
BEA 10 2.45 1.88 2.09 2.03 2.30 2.27 2.42 221 2.33
BEA 11 2.33 2.55 3.18 2.45 2.58 3.30 2.55 224 221
FEA 12 2.97 2.00 221 2.24 2.39 2.33 2.55 2.97 2.79
BEA 13 2.03 2.24 2.00 1.76 3.36 3.21 2.73 1.67 2.00
BEA 14 1.91 2.21 2.03 2.36 2.12 3.37 2.03 2.15 2.12
FEA 15 3.15 221 2.09 3.00 3.06 3.18 2.97 2.85 3.03
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B 1 P IIREACE BE R TN SPSS BAFHEAT KMO FI R RIRFERTE FEAS G, g5 s 2. g%
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Table 2. KMO and Bartlett tests
2 2. KMO FAE4FFIHFE L0

KMO HURE&E Y1t & 4L 0.728
EARTT 92.139

LRI BT LA 56 H 36
ZEME 0.000

BTG A 7T 2R BT ZMRR. WA e B FE R R UL 43 7 B BB R &
HHRas R,

R WriE B T REAT IR . A BT 7 ZZ R SR B 23 PR 5 x 22 B SR A A U2 R AR S ik 3
MIRERE, SRHCRIBUEREGE 1, RYNZIE R K T Il 241 AR SRR ST A 5 T7
ZHINR 3. RPEGREY, SNEEMAR T EZELRT 0.5, HEUEEEL 1058 S B B 70
AR E I R R R B

Table 3. Common factor variance

=3 AEFRHE

Ik 731
faj £ ) 1.000 0.933
ingifib) 1.000 0.786
3] 1.000 0.785
RSB 1.000 0.732
A 1.000 0.761
BIHTH 1.000 0.758
BRAE 1.000 0.909
PR 1.000 0.925
[EE i) 1.000 0.953
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IS R TR RIS OT ZE RN 4. ERFIRE 1 DU IRFIEE 2 4.444, 7 ZETTERE N
49.380%; 5 2 MRS IRFIE(E /2 1.945, J7 Z0TERE N 21. 613%: 28 3 N RHIEE & 1.151, J5 %0t
BRHEN 12.793%. 3 N IIRHEE IR T 1, BRI TTikE 0 83.786%, B HIX 3 AN ELA REBE I I H fif
B9 MR BN R AR &, HXTHE RN ED, FOIET 1. BT 2 fIE T 3.

Table 4. Total variance interpretation

T4 BRHERR

o VI A A SRS 7 A Jie e A Y5 A

Bt rEEal 2% At rEasok 2R it TEAs B2R%
1 4.444 49.380 49.380 4444 49.380 49.380 3255 36.162 36.162
2 1.945 21.613 70993 1.945 21.613 70.993  2.494 27.714 63.876
3 1.151 12.793 83.786  1.151 12.793 83.786  1.792 19.910 83.786
4 0503 5.594 89.380
5 0493 5.474 94.854
6 0257 2.855 97.709
7 0.094 1.043 98.752
8 0.091 1.010 99.762
9 0021 0.238 100.000

H otk R A B LA 4, BIEERN, BT 1 RRHEER S, HOGERT 2. BT 3, HAEE AR
KT 1, BHIRT 3 A7 R A AR B I sTRRECK . AT 4 THR, ZRBUZWFT 22, FHILEET 0,
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Figure 4. Gravel diagram
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Table 5. Component matrix after rotation

® 5. nERRIRHI S RERE

A
a1
FEI
L]
AR
B
I ¥
BIE
A
FEEUH

B 1
0.946
0.932
0.928
0.193
0.546
0.246
~0.408
0.225
0.129

g3 2
0.059
0.258
0.070
0.837
0.764
0.750
0.730
0.025
0.196

J%73 3
0.185
0.128
0.243
0.152
0.168
0.403
—0.240
0.857
0.823
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Table 6. Component score coefficient matrix

6. P /DERIEN

Bl 4 1 % %43 3

(RSN 0.340 -0.071 —0.088
I M -0.054 0.279 0.162
S -0.108 -0.099 0.581
R -0.153 -0.009 0.560
) -0.025 0.350 -0.021
BT -0.172 0.393 -0.162
BAE 0.122 0.285 -0.083
R 0.318 -0.071 —0.042
[EE i) 0.331 0.027 -0.148
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=36.162/83.786 F, +27.714/83.786F, +19.910/83.786 F,
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Table 7. Factor scores and composite scores for each sample

®7. ERAETFEIREERS

HEA Fi 134y Fy 135y F 135y LEf oy
FEAR 01 0.19899 -0.36519 0.36118 0.05
FEAR 02 1.38340 0.45079 0.87389 0.95
FEAR 03 1.32490 —1.05653 -0.99810 -0.01
AR 04 —-0.47333 -0.02189 0.25915 —0.15
FEA 05 -0.99864 0.03575 1.36069 -0.10
FEA 06 1.26372 —0.02799 0.34126 0.62
FEA 07 —0.04637 —0.68515 2.07356 0.25
FEAR 08 —0.53246 —0.89742 -0.29260 -0.60
FEA 09 0.90753 2.53538 —0.17466 1.19
KEA 10 -0.23264 -1.14702 -1.02104 -0.72
BEA 11 -1.30611 0.40997 0.84792 -0.23
FEAR 12 0.77873 -1.00302 —0.89126 -0.21
FEAR 13 -1.32939 1.26013 -1.53982 -0.52
FEA 14 -1.41512 -0.30641 -0.67651 -0.87
AR 15 0.47681 0.81860 -0.52366 0.35

HILAH, 15 R BEFRNE ST HES B m 2RI : FEAR 09, FEA 02, FEAR 06, FEA 15,
FEA 07, FEA 01, FEA 03, FEA 05, FEA 04, FEA 12, FEAR 11, FEA 13, FEA 08, FEA 10, FEA
14,
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