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Abstract

Taking humidifier as an object, this study adopts semantic differential method and principal
component analysis with the aim of exploring the relationship between pleasure expressions and
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product style. By using the semantic differential method to mine the emotional vocabulary in user
perception in order to construct a semantic network of pleasant expressions, and by using the
principal component analysis method to comprehensively evaluate multiple style features of the
product and extract the main factors in order to reveal the inner structure of the product style. It
is found that pleasure expressions are closely related to the product style of humidifiers, and spe-
cific design elements and formal language can trigger users’ pleasant emotional experience. The
in-depth analysis of the correlation between pleasure expressions and product style provides
substantial guidance for humidifier design, emphasizing the focus on emotional design in product
development to improve user satisfaction and product market competitiveness. This research
framework also provides insights into the emotional design of similar products, expanding the
theoretical and practical applications of product design and user experience.
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Table 1. Key perceptual terms for the impact of humidifier product style on pleasantness
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Figure 1. A sample of perceptual semantic tests for humidifiers of
different styles
1. FRIRA AR RS BB SR IR A"

R SCZE i B R B 9 AN]SR PR IR A M 1 SGRIGAE A 5 7 2R TRl R 1R L)
FEERE9]. BYEXEMESHN-3, -2, -1, 0, 1, 2, 3, Hr -3 FoRxFIREAS AR D 0 B 754 22 )
IR, 3 RN BEREA B A 0SB R A A M 250, T2 BRAS () UK ) e o B e v S 4 T &
M, WL 2,

DOI: 10.12677/design.2024.94442 43 Bt


https://doi.org/10.12677/design.2024.94442

mEE, B

Table 2. Perceptual semantic test questionnaire for humidifier product style sample S7
= 2. §HIERR @ RUSHEEAR ST RIRRMEIE )R IG [R5

AR -3 2 -1 0 1 2 3 AKER
B &K -3 2 -1 0 1 2 3 B iU 1)
C fRiZI -3 2 -1 0 1 2 3 C EAM
D I 1) 3 2 -1 0 1 2 3  DELM
E SR -3 2 -1 0 1 2 3 E’ i
FREE0m -3 2 -1 0 1 2 3 FOHLRE 1)
G A -3 2 -1 0 1 2 3 G’ LI FE 57

5. MBIHRRMEERITEN

I IR 56 A A E T I WA, o 33 44 14 3 34 AR AL 20 44 35 3 40 & 1h AR
NELRe 3 44 NI &8 et B BE it il e SR8 T 56 43 156, A 2R B n] 1 54 43X IX 54 431 &
W) BB AT T Gert b, THE T RN AR AG 2 e R SR B T P54 B A RE N 3.
Table 3. Key perceptual terms for the impact of humidifier product style on pleasantness
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Table 4. Common factor variance
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E-E’ 1.000 0.878
F-F’ 1.000 0.907
G-G’ 1.000 0.846
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Table 5. Total variance explained
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Table 6. Component matrix
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Table 7. Pleasure evaluation indicator bias measure
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Table 8. Ranking of pleasure rating scores
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2 S3 3.052
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