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Product Semantics Segmentation Based on Psychology

NI Han, LIU Yang
(University of Shanghai for Science and Technology, Shanghai 200093, China)

ABSTRACT: It studies designers who want to grasp the subtle product semantics, should pay attention to the relationship
between user group’ s psychology and product semantics because of this complex and competitive market. It analyzes the
relationship between user group and product semantics.By making use of many successful examples, it studies the theory of
product semantics segmentation further from aspect of lifestyle, reform, character and social status.It demonstrates the theory

of product semantics segmentation based on psychology and provides certain research method to help designers to grasp user

group and semantics better.
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