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Product Design Method Based on Niche User Needs
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ABSTRACT: On the premise of the increasing diversity and diversity of the demand level of the consumer, borrowing a
niche concept of consumer demand, it puts forward the target user consumption mentality demand characteristic, target
users demand characteristics to meet the demand of effective product design method. By minorities refine the features of
demand, it is concludes that the niche customers personalized leisure pleasure diversified small batch experience elements
based on factors such as building information product design performance, outstanding design new highlight the user ex-
perience using reflect individual customization methods such as functional integration, and in every way to refer to the
actual case to verify the validity of this method, so as to explore how to get to the target user research results into effective
means of aesthetic of the targeted product design. The method by consumer psychology describes the target user require-
ments and the characteristics of effective help product design positioning, to build product design information can be
solved in the product design personalized diversification emotional problems, targeted to show the characteristics of user
cognitive highlight fashion personality.
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Fig.1 Consumer mentality composition
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Fig.2 Product elements
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Fig.5 The work of "Zero" portable electric scooter design
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