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Current Situations of Product Value Creation Based on Timeaxis Design

CHU Dong—xiao
(Wuhan University, Wuhan 430072, China)

ABSTRACT: Objective For the realization of maintaining or improving product value. Methods It analyzed that

"time" was the most important influencing factor, which caused product value attenuation, and indicated that "Timeaxis

Design" theory can help value creation in product design, and realized the change of product from value attenuation to value

growth.Furthermore, it systematically analyzed the current situations of product research from the point of product value

classification, value co—creation, kansei value creation and product lifecycle research related closely with the "time" factor.

Conclusion It finally pointed out that the shortage of research methods of product value creation due to not considering the

influences factors of "time".It made the "time" into the process of industrial product value with "timeaxis design" theory and

methods, which can effectively create or promote product value and realize sustainable growth of industrial product value.

KEY WORDS: timeaxis design; value growth design; product lifecycle; kansei value
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Fig.1 Transformation from value attenuation design to value

growth design
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