% 38 &

4 22 1]
2017 4F 11 H

(O N

EF BRI JBL BRI EREH R

X|#, BIKE
(9 K%, Kb 410082)

WE: B8 L BL F/H A, NIFEBAZRT A BEHRT T it B R RFIENREE, Tk MARR
HAEFo RARSFAE T 7 @R & IBL F 48 5 S 09 FH G AR, R SL £ F ik feth BRI 89 = B R R,
3t IBL F 4 BRI HAFHR, 2 =K BL F R RBRI G TE RARKAEGIERTZRG £ 4,
it TREARFIEE TN R BRI AR SHe, AR TATRR T R % AN B R B
i, AL HITFRE T AREENS EEF EHIEE T POEALRA L, RN ERE 3AERE RN
R ARAR L, RIZRF PO TS, LB BRI REEARHHIERE DB R, AHLAAFR P
o Hr B K

KR H ALK IBL G M RRMIAE; RAMIE; &kt

hESHES: TB472  XEFRIRFAG: A XEHE: 1001-3563(2017)22-0239-07

Evolution of Family Characteristics of JBL Speakers Based on the Emotional Design

LIU Dian, XIAO Di-hu
(Hunan University, Changsha 410082, China)

ABSTRACT: Taking JBL speaker series as typical example, it aims to research the evolution of product family charac-
teristics based on the emotional design. It explores the upgrade design model of JBL speaker series based on the study of
family characteristics and prototype characteristics. With the SD method and the three levels of emotional design(visceral,
behavior, reflective), it studies the upgrade design of JBL speaker series, and analyzes the relation between the changes of
the emotional feedback and the evolution of family characteristics. The evolution of family characteristics alters the emo-
tional feedback in a complex way, and the evolution of single feature could influence several levels of emotional design.
Enterprises need consider the emotional design factors of the characteristics evolution when they upgrade their products.
The changing of material is the key of the upgrade design for it relating to all the three levels of emotional design. In the
reflective level, the core is to meet the user's emotional appeal by shaping the new product image with new characteristics.
KEY WORDS: emotional design; JBL speaker series; family characteristics; prototype characteristics; product design
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Fig.1 The launch schedule of the JBL speaker series
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Tab.1 The analysis of the element characteristicsin the three sample group
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Fig.4 The comparison of shape and front characteristic line of 3 generation JBL Flip
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Fig.5 The mapping of the design elements and characteristics type of JBL speaker series
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