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Analysis and Expression of Instinct, Behavior, Reflection in Emotional Design
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ABSTRACT: It aims to investigate the application of emotional design concept in product design.By introducing three
levels design of instinct, behavior and reflection proposed by Donald A Norman, it researches the characteristics of different
levels of emotion between users and products, and explores the emotional design methods of different levels.It summaries
the use of performance method of emotional design in the product design process, and analyzes how three levels of
emotional design methods stimulate the emotional interaction between user and product in product design by investigating

the cases of the existing excellent products. Finally, it puts forward design direction of designers should take to provide some

ideas and inspiration for the future design.
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Fig.1 Design method of three—level emotional design
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