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Abstract

Objective: To explore the relationship between the position of smartphone rear camera and prod-
uct style, and to study the influence of different styles on users’ happy expression. Methods: First,
Huawei mobile phones were collected as samples, and perceptual terms were extracted to describe
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the layout features of the rear camera. Then, through questionnaire survey and semantic difference
method, the user’s pleasure to different styles of camera design was evaluated. Then, through sta-
tistical analysis of the results, to determine the impact of different styles of design on the user’s
pleasant expression. Conclusion: Different styles of smart phone rear camera design can affect the
user’s pleasant expression. The compact, innovative, design-conscious and balanced rear camera
style can increase user enjoyment and satisfaction, thus improving user satisfaction with the phone.
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Figure 1. Sample smartphone example
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Figure 2. Example of a semantic evaluation scale
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Table 1. Typical sample mean statistics

= 1 ARFARYEST

MR
BAYFEAR
AR FEMLI (! SSLCNib) ARl B BRI
FEA 1 -0.35 -0.13 0.48 1.30 0.39 2.09 1.22
FEAS 2 1.65 1.43 1.57 0.57 0.83 1.39 1.30
FEAR 3 0.70 0.52 0.62 0.74 0.30 0.96 0.26
FEA 4 0.04 0.22 1.65 1.48 0.83 1.70 1.65
FEA 5 0.83 1.09 1.61 1.35 0.70 1.26 1.30
FEA 6 1.87 1.52 1.43 1.65 1.96 1.43 0.83
FEAR 7 0.48 0.48 0.57 0.96 078 1.30 1.04
FEA 8 0.39 0.74 0.65 0.78 0.39 1.35 0.70
FEA 9 1.78 1.22 -0.61 -0.35 -0.35 -1.09 -0.78
FEAS 10 -0.10 0.80 1.00 0.95 0.93 0.75 0.70
Table 2. Statistics of reliability
= 2. ATEMSIT
sBEELRR Alpha BT RRAEACIUR 5e E LR Alpha T
0.740 0.759 7
Table 3. KMO and Bartlett tests
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KMO BUREI& ) 7 = 3 0.700
AT 52.533
ELRF RS BRI A B0 H 21
BEM 0.000
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B, BB, BB, SRR,
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Table 4. Common factor variance

F4 NATFHE

EaLG] AL
AEM 1.000 0.904
EWLHY 1.000 0.958
[EEA0] 1.000 0.870
PRI 1.000 0.882
e di] 1.000 0.843
BIHTH 1.000 0.894
BN 1.000 0.886
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Figure 3. Scree plot
E 3. A
Table 5. Total explained variance
WIURRFAEE PR Aar - 7 F
5%
=k TEH T 2% Mt T E ZH%
1 4.120 58.856 58.856 4.120 58.856 58.856
2 2.117 30.241 89.097 2.117 30.241 89.097
3 0.379 5.413 94510
4 0.201 2.878 97.387
5 0.091 1.303 98.691
6 0.055 0.782 99.473
7 0.037 0.527 100.000
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Table 6. Component matrix
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J% 53
1 2
B 0.941 -0.022
B H) 0.937 0.062
BIHTH 0.935 -0.141
e 95 H) 0.831 0.423
Cangr ] 0.695 0.600
FEA) -0.317 0.926
AN —0.455 0.835
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