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Abstract

In order to calibrate user perception experience and product usability dimension, designers can
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find a more accurate entry point between product usability testing and user emotional experience,
and carry out solution iteration and optimization more scientifically. Under the guidance of rele-
vant theories of cognitive learning, the research group will build an affective semantic space suit-
able for the interaction of B-end products, quantify the subjective and objective perception of us-
ers’ emotions through interaction experiments, and build an evaluation model of users’ emotional
experience based on correlation degree analysis to enrich design strategies. The evaluation model
of user’s emotional experience is constructed according to relational analysis, and the design strat-
egy is enriched. Further optimize the quality of product experience design, improve the usability
design effect of designers, and promote users’ emotional experience of products. Finally, through
the practice of the design scheme, the theory is applied to guide. This evaluation model can make
use of correlation degree analysis to get a strong correlation priority ranking from the usability
test dimension to the emotion dimension, and effectively provide a scientific basis for the subse-
quent program iteration.
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Figure 1. Perceived experience and usability targeting
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Figure 2. Matching model between product usability testing and user sentiment evaluation
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Figure 3. PAD affective assessment scale
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Figure 4. Usability testing tasks
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Table 1. The difference of affective bias between the two groups of interactive tasks
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Table 2. Scoring results of correlation coefficient
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Figure 6. Dominance corresponds to the priority of availability indicators
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