Modeling Method of Mechanical Emotion
on Home Appliance

Jaein Lee', Jungmin Park’, Wonsuk Jungz, Cheehwan Lim®

"Production Research Institute, LG Electronics, Osan, 451-713
’Brain & Research Innovation, Seoul, 135-855
’Department of Management Information Systems, Seowon University, Cheongju 361-742

ABSTRACT

Objective: The aim of this study is to suggest the method of developing the model which survey the mechanical emotion
factors on home appliance and evaluate the product quantitatively. Background: There are many studies that evaluate the
emotional satisfaction of the home appliance to estimate the competitiveness or to fine the direction for improving emotion

factors of them. However, there are not many studies on the mechanical emotion factors of the home appliance. Therefore

this study treats them mainly. Method: The first step of the method is to grasp the general meaning of the target product

and extract the important words on the product. The words are used by key expression in next step. The second is to survey
the real voices of customers and find the mechanical emotion factors by various tools like Eye-tracker, FGI, Personal Diary,
etc. The next is to analyze the interaction and calculate the relative weights among the factors quantitatively. Results: As
the result, lastly, this study makes the emotion map of the factors and applies the method to the refrigerator which is the
representative product of home appliances to identify the possibility of the method. Conclusion: We can improve the
mechanical emotion quality of home appliances by using this method. Application: This method of our study will lay

foundation for improving the competiveness of home appliances.
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2. Background
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3.1 Word Research
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Figure 2 Overview of the method
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Figure 3 Image of ASTAS
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3.3 Qualitative Emotion Experiment
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1) FGI (Focus Group Interview)
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2) Image Card
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3) Personal Diary
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3.4 Quantitative Emotion Experiment
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1) Clinic Test
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Figure 4 Emotion Matching Test

2) TAHP (Implicit Analytic Hierarchy Process)
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Figure 5 Image of IAHP
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Figure 6 Emotion Map
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1) Grasp of Product Image
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2) Neuro Emotion Experiment

Qg AbgulEe] WE A 2aE 97
Al F 3078l st 6782 s/ 1w 10
T, 9 s 2E)E el Ade AAss
th o] 59 ¥ BE= 25~5041 % thFsklth

3) Qualitative Emotion Experiment

2 A8 AR dAEAR APsFH o=
Personal DiaryE & 3l7] fleiAjolm Ay A5
o] Aol Aol Wik 7hsshy] woltt

4) Quantitative Emotion Experiment

34 Aol dskel JFH WFeA7]
s AA T F ARl @s) BAwg 2,
3 Agel ez shel A Ay 3,
F 120089 ojdeow A en 304 470
Groupl. & T3ttt 183 A% 2% 504
oA 604I7HA s But e ARy x9dd 5
AES salek

ol e ygoz Wae dste] & AT
MES 283 A3 Figure 701 VERG A WS
S8 7 A8tk o] AW 9702 Emotion(
‘D 19719 Value(PHA)Oo.E AU S, @
1o 7144 A4 9719 AlE Emotionlo E

o o

o

M=

Figure 7 Emotion Map
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