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On Experience Design: Context of Problems, L ogic of Disciplinesand Trend of Theories

HU Fei, JJANG Ming-yu
(School of Art & Design, Guangdong University of Technology, Guangzhou 510090, China)

ABSTRACT: The work aims to clarify the origin of concepts, context of problems and logic of disciplines on user ex-
perience and experience design. By comparing the concepts related to "experience" from philosophy, economics, hu-
man-computer interaction and design science, the term connotation of usability, user experience and experience design
was compared, and the logic of disciplines of user experience and experience design was discussed. By reviewing the re-
lated research achievements at home and abroad, the research context of user experience and experience design was sorted
out. The context is very clear in the field of human-computer interaction from usability to user experience. However, from
responding to the "experience design” of "experience economy" to the "user experience design" strongly influenced by
user experience, the design science has been returning to the "experience design” recently. In the research trend, the user
experience research has completed the continuous exploration from the elements to the system, from the dimensions to the
depth, and is breaking through "an experience" and moving towards a broader and deeper "experience design paradigm".
KEY WORDS: experience; user experience; experience design; experience paradigm

I 20 4E3k, HIFARES (User Experience) FIA S
Wit (Experience Design) M 2 HPH:, #E ik
BT R —T T B2, (B RE — 5 &) 2%
W, R EIHE S e E . 1995 4 Don Norman
fE CHI & EE A T - RE", Mg ul: <3,
ZI LR A ARG, 2B AL

(interface ) AIn] FE (usability ) KBk: 7. FAEH
— RGO T NIRRT, S Tl ik

Wi B ER: 2018-07-21

it BB, i, Y EAMFEM ., WL, X4
FO & 2%, UETEeFhkEErs M,
SRENR, IR,

MRS PRI s R T B, TR RIS
a7 P A 56 AR 58 15 1 A0 AR AR R A T R
A S N NS PR OB /K O A ol A VR o T
Experience "] BRfFN : (1) 1B EIIR LA X 3548 &
BRMERFHE S, (2) SLHMR . H6k, SsiEmE

HETH: BRAAASL L RS —E (15BG88); J AL AAHFHMA AN ZIHFELRF " FHAE

fEZ® v A (1977—), 5

, A, W, STAILKRFERE, HEAEST, TR H G AKREZIT S TR,



% 394% 4 201

BTRAE . RS ST L e R i S Ee gl ) 61

FEMEE T S 5 EAE AR B L (3) A li—1
NAETEABRB I (4) DB, K2z, &)
s (5) BB BL T e R, k
4% ( ArtasExperience) H'#¥"Experience", & -
BRI A p T I — B

ARSI Experience Y £ SCYE RIS PE | SR IT X
FH P AR5 FOAAR 3635 1 A0 R DR . R TR T R 522
1o ACHBPIFAERE —D5E8 L Wl SR
S8 SC, TR P A 2R B g I 3 B A R S R
BIANTE A BRI RMEE, nHCHKkSE
e, T O A b P A 1 T 2R R IE AR 2 D7 i
e, LAFS Blise o g b Je 10 ) AR A1 SR o

1 IR 2FMAA

1.1 EEMIE TR EE”

TE4 Viiet i Mulder (2006) T 5™, XT A%
g e BA KR 24858, SR, TEfd i
A ) R, AN ZRIRIR B 53 13X — B R = AR KRR
BE b i AR EA YT T AL ( Human Computer
Interaction ). "] M T.#2 ( Usability Engineering ).
FH PR SS FVA B 3 1A SOk o

BUARKE | JER . FKIRZE  FORE RR AN I 18 AR 55 %
RIS HRABUE THERERDIE IR . IR ERRTE (S
Ik ) gL, RIS — il B R BT SR IR R —
HE, AR AR LR R — K
JiRATI, JE SRAE K R ZR B (i SE R ShibiA% )( 1870 4F ),
TEIT TR 8 N 1872 4F ) M AR AR AL X 1877
) PASL T IZ

53 (R85 (Erlebenis) 1“2 5" ( Erleben)
— AR M. “ & — IR e TR I kA
TIRTESH T, RS T B, BTy nik
POk A BB ACES 27, mAEENT &Yl W
R A, 28" e B3R AHE R 2 W)
AR AR b, 38 R AR B AR O T R S
Yy B 5 RN RIE 2R AT, BB DA HT A A 4 R
g5 TR IR S B 28 Dy v RAS SRR R R AR
BINERZERZ, Ft, — N ANED ki
I I AR RS o BR8] 5 8 1R
ZFERR XA S, AR sz,
B BRIR G U “ WURBEAARVGA N & ki H
BT AETE IR AT — A il 3 B B gk S e 2 X
FUERRIE, IR A PEat 8 TR ue® . "2 )5, 2%
FAEA AT 20 S < ek CRRE ). “iRae (ZkIR
Z%). “EERET (S ). IR () 4
BES VLRI T, A, RIS B BRI IR M AR
i RN OB

AN, PAE—)I (1988 4E ) WARERIEN¥E
N a7 190 e g 1200 g 5 T Stk 1y (AR 6 55 2 0E

TR RABETE s DL [ A5 49 56 2 rp g« O " IR
G Rt WG, A Rt — 2 S 2
AN, RSG5 R B RN A AT A R

LR SRR X AT N R RS | S L SR
ARG 5 22 U] i el (R G PN 22 3 0 X 42, BB 42 0L
(28R RS TiNE L I (BN N8 o 3t I vt
WA A HE— D RHE . 280 S VR R f A 7 A
AR AR SRR R, B e T AR RO AP
fifgs I RN RIS AL TR B2 I B AR 4

LR u0 I [0] TSR P AR MRS, PRI U 1)
SCHESER s Pk, W —AE FAR A DR R M E R
) — R ROE S, R AR E S BN R
SAFAER 25

1.2 ZFFRE TR EEESF"

RIS 2 B R A AR S5 B S . LAR o iE
o DIE A Sl - DA AR5 S 2 B L 25 W 1)
2745 Pine 5 Gilmore( 1998 4E )i 3 &5 Welcome
to the Experience Economy ) MLy, 1ARIG 2 3% J& 4k
felb 2655 . Tk 25 FIR 55 48055 2 )5 56 AR & BB
Ao AR IR FH 2 548 (A A 52 HKRS S5
MW z5) M58 (WHSBZWRBCFIRA ) P
ANYEFE B TIRER Y 4 80 S AR R T 3, B
PEIRIKES (entertainment ), 2L B K45 ( educational ),
H RS (esthetic) FLEHEIAL (escapist). —4F )5
TEHZEAE (RG22 0% ) (11999 4F ) wh A5 1T 4 1 i AL
B AT, AR, “ARBE AT A NGR BN 25
T3 B IEE RS S — R AR, b B R T
PR I e e,

TEFRH, FAE 1970 4F Alvin Toffler #i7E (&
S ryahds ) Hefe el 28 5% & ) 4y Rl 22 5 L IR
A 2T RE L 2255 3 BB, FRAE il 1 (AR 56 1)
N —FERARUHAR S 2655 . Toffler R 55 il i
SR IE S E H AR O L R R T
T2 E T O Sl T 2 Ak a
T R TH B XS 38 B L PR AR R E P S T T
Mt . A8 Uk A N,

4%, Holbrook F11 Hirschman ( 1982 4 ) #5157 T
CORIE PR 21 8 E 442 % Gerhard Schulze

(1992 4F ) ML T ( Die Erlebnisgesellschaft) —3,
1995 4FiZ H ¥ 3 hi { The Experience Society ) i fi: .
BEFS SR T Kt SR 25 AR T . 40 Schmitt( 1999
) TR LT 00TE, 2 T NI E R E
TR, B fr8h . KRB S AN EHE L. wiTE
BYH A BRI B AR5 Prahalad 45 ( 2003 4F )
WA IR AH 19 B A A& s 7= i sl iR 55 A &
MR T 3LEAIEA A . v py iR, =5 26
B 0 45 0 e S B X — H AR i T B

LA (2002 4F ) @ AR AT 5k 4 5%



62 (S

T 7

2018 4F 10 H

()56 2 AT BY T o A BE T X R0 28 55 B B .
TS = UIR ) F A —MORE T, RS T2
— I, ARRAT=R = ZE TG 5 IREG 2 R
I —if, fCFRTH BT ELE T e, Rz
X—ME SR 3AEER, M . (1) NEIRZF 1
FRZTE, Pine ik, LU Y B R HOK %
T it B o) 3 B R B A 3o Al S5 ) ARG 1
Pine #ES FIRANME” , EAEME (RIXHT P E445)
B MEAEHRA G ;5 (2) R BT B ) 1 B S,
Pine fl Gilmore 1A a2 56 28 5% = B NAB LA 1E
(7 S 5 H A RS, RIS 25 M 2 Bt
FRRRSS, M 45 18 9% 2 8 4 Bt . TRZIAE AL
(A5 IR Y A7, R, REAEA R 2T 7%
) —Ff TSP, S P XA A (Y 0 )
— PP (3) I— SN i A, RS2t
HHC, A CROH) BPENSk A T R AR R
FRLI B AN AR S o 255 16 3h D77 i 4 0 < e 20 R 55
I E RS I, PR R AR 2e 4

1.3 ANZEME TN AT AE 2 HAERE"

20 tHh2e 70 AR ISR AN N H Bl 1) 2% S A5 K kg
A NFRBL T AT AL A, R Bt S pL e
A T A L R R R S L A 8 2 e DR
SMERY RAT @A SR THEAR, AfE
FHF AL T 202 5 535 5 00 40 A 1 9 B 25 44 1F
725, BIEH P (GUI) #5 Bh %A S AR m
P 5B B R B, 20 tHh4ag 70 4E4R
KA HYETE T LRl 22 U5 DA

Bifi 5 ANALEE B AW & ', ml PR BES H 25 58
#, MR a2 . Nielsen (1993 4F ) #5
Mk REBCR . GictE L AR E S
T o A S T P 1) B 4 FR12) 5 Hartson( 1998
A ) LK BT IS A PR A S v A 2 2
PRbRifE 1SO 9241¢ HA /R & I A 2 TAERY A
TR 2R ) (11998 4F ) 45 11 &R 43 AT FHPEF8 R Xt
AT A SR 32 R A B P PR R A
FERT, AR ARCK . A = 6k 24
FEFR" . AR P IR B0 38 2 B 0 RRE B PE R 5T
B LR TS P e BEORS B RN 8 8 B 50 AT 55 T AR
PGER, AFEE Sy ATy L B MR B R
R R P R G E N, IR T
FH72 & B AT 5E BE A AT AR 22 X 3SR E T
AR B AR o SR1, 1S0 9126 { 4 7= & i i
PEA BRI KON R R ) (2001 4F ) iy al v X5
1SO 9241 iy ] F & LA AN A . 1SO/EC 9126-1
BT e SO e e (R S T, 3™ S Re g
PR PR . 2E L MR BEREIRS I P Y RE
W T M E ST RRYE . ATEEME . AR dEE . B
R SE R A 72 T S a R P e R B 6 4N 7 .
AN, 75 1S0 13407 4FX 38 B R G LL N AR )%

FHAE Y (1999). I1SO/AWI 23973 { JH P A\ it 1y 2k 1
A TR ). 1SO DTR 16982 ( 7 Fit: 71 3 35 ).
ISO/AWI 16071 { AMLAC B /9 AR T80 ——5 A4 %)
Ft: (accessibility ) #5rg ) A FRBEATE L2 —F,

HIH I AL B 8 H R R TAE S
HAT R B ARG SEE, T ELM A R S B Oy 3 — 43
Sy 2 HARRY B T 1990 4R, 352 5 T aesthetic
quality ) eI B iR 1% Hassenzahl 4%
A (2000 4F) AN, JHPREY & Tl e, AN
ASAAE A TT PR, 3 A W8 75 N o ik 29
TR M 7 A S R S AR R Sl A BB A
FIREFE 7 10127, Xk T HAE 5 T B R bk
£ 5760 PR SS B f (QoE ) Hr, 1996 4F 1SO 9241-11
H ] R S SRS B T P R, (ORI
FG P I SRR . X AT BB 2 HESN AN 1SO 9241-11 %% )
SO 9241-210 )i Z— . Bargas-Avila ( 2011 4F- )
X} 2005—2009 41 ] & % i FH R 5638 SCHEA T 0 At
JE A8, AAILAE F A0 1 5 a5 2 nT R 1) P R
By MRE B R I 1) e k128
1.4 R FAE TR A IR

Don Norman # HAE AL B2 A B LRk E 40
SRR B R S, CHE WS BRT)
(11988 4F ) Hhai i g 37 IE i IO HE SRR | TE R Y DT
B . TR R kP ke (IR e ) (2003 4E )
H, MARRE . AT A IR B 3 ANk BE A S A i far s
IR R P2 S B Y, Norman (9 35R 78 B0
=3 1V RS SEI NS IR Al

Elizabeth Sander ( 1999 4 ) £& i1 “ AR IR % 11"
X—frat, B30 H W L3 451" Experiencing” 2 21 .
Sander $ IG5 Bk IR/ 3 AL . Say,
W H WO S S Do, il AR i A4
P P A s Make, 1R E T HIE— L6 41,
MR B 3R S BN 5k, Sander &R T —
AN, AERWARSHER TH, fhaiioE Al
AN W S5 2 T AR R4S bR [ i R AR AR L i
. AR SE —4E T HAR AN E T R4S, 551
AT 4 RO AL KT X, 3% B AMTTITE A
MAEN R, THHPEE TIET . 17 e
AR, XA T4 R AT RERYE L A
TR e T HA A Y, SkFEBMATHIES
JEE A S, (RNt AT DL e 3k A 4 v i 2 G i A A
F1%) T} T 58 0 LA 75 1 A 1 B,

Sander* A A 55 11 3 11 19 B4R AR 5 AHLAC H
U P RS KA AR, (H AN m 2 2F R
Sander A BE& 55 kW IF TG 2225 T0 . ] — it 3]
WML 1 Patrick Whiney (1998 4F ) fy“f7 R 4E"
( Activity-focused Research ), Tuuli Mattelmaki ( 1999
) By IAE %" ( Empathy Design ). Bill Gaver %
A (1999 4F ) AY“SCALERIN” ( Culture Probe) 453511



% 394% 4 201

BTRAE . R E ST TR

RS 5 B F) 1) 63

ST, fhE CREH: UCD W& 595 )
(2008 4F) BIEME T AWEN: BN L, Lk
MAFPTR. B2 B NERAR S BbR, JLH
FTETFE . HSE R R S 1k R B
W b, P AR 5 0y e T o™
FEH 1o PR A R AR BN ARO B S BEAR SCAE

Nathan Shedroff ( 2001 4 ) iy ({R%EIT) Pk
MR TR 225 ARG . MR, IR B AR T
TR IERE, IR A B R D AR B L, IF
FESUIREG Y 6 AN CHEERE , RIYERE | 5B | Frgkad ] |
ML, 2H . B, IR TR T TE LR
g, W TETHNENGE BRI 5K
B3t (Sensorial Design ), 1% %HACE K H4y 2k ik
T THER, AR AR BETT X — AR i

Don Norman [P fCER TIANALO 2R T
[, Elizabeth Sander i AR T 10E TR
W2 AE T R A, Nathan Shedroff (1) (/&5
BETF ) W32 B RIS 28 3 A AMLAE B RCE FZ IR 34
BT PIARAT, ST el 2 28 i e L
P R i3t (user-centered design) A9 777418
Hqa]

2 RSP APAL. AT SRRt

21 RAREEMEXHER

V2058 # AN 8] £ BE e SO P RS, 1
YA A AE PRI B AR T AN G bk s,
Hassenzahl 5 Tractinsky 4 F P & 55 & o H P i —
RO TEARE (Wim . W, T2 shhl. 1H

%), REMWFHE (2. Hes. nTHM: . Thhg
) RAESE (8RE), S b g A (gl
QU SUERE . AT RTE S, [ A &S ) B, )
I, ol S SRR N P AT 14 PR A7 A E 22 51137
Kuniavsky (2003 ) Ay b3 FRXE A9 J5 R 2 — s AE
“FH PRI G AT AR B8

FH PR 88 B o o A AT — A LR A
1SO 9240-210: “ Afi A FAli S 5= . RS8R
Gt e A SR R[] 7190 A ST T LR E T
FH P AR FHE T (Whose) & N7, #8511 (What ) “J2%
BURRE S, FE] (Time) BRGEFE“M IS 5/,
XFLIE . SR, SR, & X2 )5 Wik
VLI T U P RSSO IR R
&L B B, BRS50BEERE, XANHEEL
) e T ST AR 1 6 P ARG B I BT . Law AE N
(2009 4 ) WBE T2k H 2R BRI A 275 £ 0H5%
N GR35 F PR B 10 B 7 o R 2802 Ui & # A
JFH PR R EhASR . EAY AL TAE B R . FaR T
FHET 1SO 9240-210 F KK & X%, Wigh
— SR T Y e R P AR B e 5 I
— R

T—AE SR H UPA: JH P ARES F Bl T
PRI 5 7= 5 . IR S5 B St AT A B & T o
FA PR BAE R —A 22 54 A T B Ir A JC R ARG,
AR T SO, . . RKHS.
FH PR TAE B Eh X 2e 50 2 0 F P B et 58
AR A A E X, RIS A
E e 5E X R BR T 38 BRI E . PS8 SRR HE AL
%1,

®1 RAPEBEHEXER

Tab.1 Comparison of user experience definition

A 1SO 9240-210 & X K fift #% UPA E X
#ERY (whose) N P RER
ft4 (what) RS Rt FERE . MR, & . B, W ERLO BRSO . AT R AR SR
fafif (when) I F0/E T £ 1 HHzZH . Z2HhMZiE

%% (object) . RFEEURSS
¥ (focus) i

22 RARAFBRSTAMHXR

“FH P RS X — IRk | ABLAE B4, (H
AR I S — A B A A A, AN N ] Bt 5 AT PR R
FH A TR AR IF18 . Folstad 1 Rolfsen ( 2006 4F ) ¥
SCik AR AR ST R C R A 325 (1) H
PR AL ] P (2) R P REG#h 78 T Rl I (3)
FA PR S A l aT R LA 2 —1*3 . Hassenzahl
N (2006 4 ) Bgh T ] I s 5 P ARG 2 1R )
FIEX N, R B STE R o5 A RN 0
AR S5 A (ANZEAR ) Z Rl B AN

AT MR, R D& T AT AR 58 R ) Uiy LA 7 i
175 35 SRR, P AR R — el O RRURR A B
AT R T BRI AR BN, (H DR R R i vl
WKL ITCIE P IS B R R,

AAPES AR SCER . A UPA E] UXPA (1)
HFRAZ A ] UL —BE . 1991 4, UPA ( Usability
Professionals Association) K37, B7EHES Al FE:AR
SRR 2004 4, UPA FEFR4IZI AL Tt Fn]
PEH”; 2012 4, UPA T 44 5 UXPA ( User Experience
Professionals Associationl nternational ) 4,



64 1 %

T 7

2018 4F 10 H

2.3 g%t 5 ARPEIER LR

M Nathan Shedroff ( 2001 4F ) FF4f, “IREG#E3"
SR S AR, (E SRk P JE I o TR SRk
I B R E SO R IRITHETE A S Sk
AW, AT RIS SR G, A E
H ) VR A s, 1 BT 9% 3 A8 Bk sl i i
HURZ B 6 I ARG AR 1S (H AR, e
BRUER AR T _FR 0 LRI, J4 TR ik
B 225 % U ER BIRER T (R 25 )
FEFGIE IR . S 3L TR BRI 3B 158 R i 1)
FHPRE 5 sl SO i = L b #R L RS . S RIEN
L BSR4 " Tom Wood BRI %1 5E X
g — g BT TS, REAE R P AR A IR
25 VA5 2] 0 S0 5 R ORI L S TR B R G )
HSEpEA,

RIS A SR — ANz AL RO S, P A ok
e 45 JLF 0] LA S5 AT 4] 4% 38 20 i — AR T8 Law 25 A
(2009 4 ) HAE T H RIS 5 SRS | 7= AR5
IR S5 AR S ARIERI R - (1) FhARLS S — > e A
RIS 7 A, ol R B AN (AL 46 532 ™
MIEH., WG S AR MRS M HE s ; (2) Desmet
F1 Hekkert (2007 4% ) 7Ei:118 -5 A T4 9 AH BLAE I Bt
AR T 7= S R0 18 7 ORI 14 3 B A5 T FH P 4
B, P ARG 5 R 1 s AR P O, AR
M= g s (3) ) X AR S5 PR 56 T L5 i o) 1
M55 . ANIMSs . BERIR S 55w RS AR T
FHPRES, R AN 280%A P A1, B AT IAS B
A" NZE o 5= S A 5 7 R 55 10 S 23 5 10 7= i 1)
AR P RR, B S50 PR AN
Law %5 A\ 38 i 4 TR A I 5E 45t A0« 5 P R
X — ARG E R —A Nl P A S 238 5o
il RYE. SRS, WIE 22U g T A AR
RGEWBIRRS, REEZT W AP A
I, )@ TP RS B EWs ;i A5 N Z 1] i X I
ZEH., U AR A e

Experience
Everything we experience

Face-to-face @
interaction I

K1 PR S A

Fig.1 User experience and experience

User experience
Interaction via user interface

VT AF SR AR 86 B3 A & 7 [l 9B P L 1)
BHAE Sl R i BG4k . MWH PR (UX) SRR
Bt (EX) " (2015 4F ) s Frp P, i 17 Tolki%

T S E BRI PR ST, AR 2
KL (progression ), AR SITHELETIA & 4
VEXF G, ST R AR P R IR 50 1 e
b, RIS 8 2 4E R s P RSB 1 =
I WIS & 5 PRI R T4 ™ i i
B, RGN A8 & R AE . et
LHE S BRI EFEES B, e AHP
R FIAR K BT (2016 4F ) WTEDE, JFEiZ2Ritis
S A AR R A o At A R R G S T R O A )
P 5 RIS BT R PEAC IR 55 A 3R A, B 2 M T I
1. e MEREE A L4k 1 g FH P B3 A0 (Y
2017 AEFE RV T 1) R A 2 R 1E— 25 BH
TRES 5 P ARES  Radh A i RIS A SR AR G
2, DL R 3 R g (AR 00 AR 3 0 2 ok i )
SR S J s AR5 o i B 56 T AR B B 1 AR TR
ZA S — AR M R B BT SE, AT LA
A& H B E PRI BT BRI T BT 8k 2
[ BE A A 36 53 ) 8 A L I 2591

Societal

TREND CULTURE

Immediate «—— EXPERIENCE —> Long-term

UX Life Style

Personal

K2 REBatmEs, (SFmH, 2017 48)
Fig.2 Positioning of experience design(XIN Xiang-yang, 2017)

EH A, HETHARE, KRl P
— 1) T K B A T SE R 1Y B B B AR T B B 20
HIF (enduser) ¥ 3 7% 7 (customer ) £ 2 fr fi
Fl5 A (stakeholder ) XFETE {2 BIME &, KIE
WHM R H S B BRY R TEANESEES
A AR

3 FREE: NXXEMBILEAE

3.1 AREEHFERMEEE

SR T TR S B R X P AR 1 24 AR B A S AT
29 "X —[n) 8, Stefan Hellweger %3 A (2015 4F ) L4
2012 4F 1 A & 2013 4F 10 A AWETERE, X 4 ~1H
K05 H AT R 173 % Sr s, pFe 4 Rk
Wl MBFSR4EERE , L H A2 R0E (875 ), HIk
S (65 ), PR Z B0 e (215 );
MEFRH SRR, 4 i A (80 % ), (U FE2% (40
B Wz, SRR (2955 FMS BFAR (2455 ) B,
R G IE H T P AR SE B E LA, E0 5 A0
JEIH Z B A — B

UPA 15 51T PR EG 1) R ), B
G T didE ., SCA L L SR E A T,



% 394% 4 201

BTRAE . R E ST TR

2FRLE R 5 S Bl ) 65

R I RE CARRBLH — E (s 2R , (HUK F P ik
B0 SR BRF A TS A0, AR e b

Dan Saffer (2008 4F- ) {5 8 KR T P K5
(A ) 2 Bk 1] 22 S5 2259 2009 4R %3 i) 2

BT G SRR S EER . APLEE
AT BTG AR B E
FERE EREBOT . BOIT R BRikz Ak, BIT
Wit . AP TTRRM AR TR A, HU TR
TR, ¥5e . ARk DBl | hasadt e

Envis-precisely £ HALA EEfT TR Hx i e N
15 BT b, HEb RS e TR S B AR S P RS ™ A 5K

B EH R PR T4, HOCHERHE T
W, S R EA . WS T
AR TA (human factors), AMLEEH.. P& BT
SFET: 7E Saffer IEIfgh, P PRI 1Y) B 24 B
Tokisih . @ [FRAM . N M. AL
ZEH.; 1 Envis-precisely $# AR T RE A AL 2

The Disciplines of
User Experience Design

ST RAE R SR 2R FL . 2013 4F Envis-precisely Xk Wesa” a;fgfn%‘““‘s
BT BT, DL 3BT, R Y 1R e b e ) e
{5 BB 95 I #3581 communication design ), e " e
(R ISR P R 56 (%) G B 2= B s i T SEALRR 5 i " P e .
JEZIKZETLE/‘J}\HLZ‘E;E‘LJ&%TZEE&%#\ Tﬂk&i‘[‘\ j\ o ;::‘-;:&»M \n‘-ges\g\“ s ...
KT 3 AR sc s, FreidE =M, 2013 A o et s R o
fiff T A bR L SR N T P AR g 2 R AR SRy P A w o oz .
R R - . L e,
2EE ¥ Envis-precisely (1) 2013 J & fi 5 e B g .
AREL, FTLLE SIS M 22 R 280 R, WA 4, \;“2\2@‘-““‘& s
NI 4 hT LS, P AR 030 R 5 IR e st oS
TARZHN TRk Ll Sk . {78286 . 22 H % it -
T S RIS R 6 M ARIRIES A ik e
BHa Ll S 5 F P RS A8 U RER R A il T o
VR L HESE . TR A TR TR gt
TR, LR P R EN, 2R
I E R3S S T 20 ANl A, 4
Ko BFRRR L IR RS . MR AT B3RP AR R
Bl /fE BT AL . ThReRR ok . TPt &2h Fig.3 The disciplines of user experience design
C B ) [ e
[ SSES Maalstiall
« \ AR
{ WA SmEE ) g
B i et T UGENA
[ Wil as ]
M i —
N el i e A FE )
i‘ Cznen ) SRR [ PARE )
\ CEELE T R 7
“ \ O WEEE ) swIE
\ NTFrmaR) / 4 —
C mwEE )
Sl J C_EEE HEHLR
T rvaam HIIIHH
BIFE

B 4 HT Envis-precisely BI04 H P R 522K E

Fig.4 The tree diagram of the disciplines of user experience design based on Envis-precisely diagram



66 (S

T 7

2018 4F 10 H

AR (1) PR (Bt ) R T2 E
i, ZHBRHER P ARE () MEER; B8ER
TAREF AN ; (2) AP AR (i) 228
P ( multidisciplinary ) ¥ A A#L3E 5 138 X 2EFHE
( crossdisciplinary ) ¥, AMLACH SINALLESE . A
HTHEE. AR (ergonomics), TAKILLHA:
M OEE2E | RG TREATTHIRF G2 B A g
Mo AnAs NS B K H A SRR bR g — B i 4,
W2 B 2R bR S o — R, P R
(&It YE RIS 5 AWAC B S SR BRIR AR L

3.2 kiRt BFTE

Bt r2E R 3R, TRt 5
O ARG, EFEFmedt. it ZSaihaE;
HETHEWBT, BB ke, MASR
THEE s T AW AT, S8 hsr B iy #ie fie
g, DR P oo ryiit (UCD )., Al Regkixit
(D4S) Hjjm Tk,

MBS R A X S, TP BRI TG0 2 it B EL
PR, RS TE X G I A7 7 i RSz, A
AR B T X AR A ik ST F 7= S ISR AL IR T
FEREE BT 55 2 AMNHT AT S8 B 28 A 5 I BETH A
2EE , TCE P IR AR KR T 4 R T 1 5E 4 1)
RIS R, MEEATRAOH2E, AFHTRE, B
R 2R s MBS EIR B, RS
it 5B E T UCD, B ARt~
S — T T A BT 2R,

AR O, RIS T IR — AR B R 2 AR
W, MR AR —FP L ( perspective); “IRE5" X —
WAL 85 B TR TR 4R, EAS e AT o]
— AN 58 G o P AR B 2 ABLAE LI 15
TR 73k, P R0 18 DU i ik — Ty i A
TN 5 7 i 9 38 TSRl 2 P ) U AZ AT AR
S LKL Sk 531" ( Design by Experience ), 41k
AP BT P 57 i 8 Bl B s, Wi it
FEA L ZRH MRS . MR B CHA ) — A I R R
[ H bR, 791 %) Elizabeth Sander 4 S 1A 56 1 4%
11 ( Design for Experience ), K% i1-1E A5}
SRR 22 BF BRI, , MR R BF kI, B
VLR P o BT e R B T2 I 4L, &R
G5 MRS 45 0 24 S B AT, B Newbery A Farnham!®%
(2013 4 ) W MR I U TH PLAE R L (ARG AN AN (L 17 2
HREH, AR R HATie A & —Fi it iz
(approach ) B{J5 k18, (HJEEA 0T R IE7e Rk n
RO —RERRT R

BEAL, 1SR F P ARS8 T AR 56 B A T AR 22
“EERERL . BRESFRMIFRIN T, BT R AT — T
SR A AP AR Z N AT AR ERZ A8
XA AT BEARAIR , (R R BRAAETE . Xk
TEXMRR BT AR . W ik BRa iT—&

FURBHE . E X HPE; e, R B L A0 A H
JEIF o

4 MRpE: NERFRS

41 RAPFBEHNER

Norman ( 1999 4 ) U1 JPark 26 A (2013 4F )
HAIAA, PRI B P 57 5 s i 44N Jr e
X — i Wifg AN . BEig I, Arhippainen L ( 2003
AR ) K P REG Y SR B IS E R . I B
AT, Dam 25 A (2003 4F ) 421 T SeAk e
FURES X — A, F5 T ISR R 62 B i
FX s B RGP R IR R, AR S 5 i H
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Fig.5 The relevant concept and framework of user experience
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Tab.2 The dimensions and elements of user experience
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Experience affordances

invite/enable Basic psychological need | Hedonic

needs

be-goals

motivate

to be fulfilled features

Perceived when in the right usage mode

Use affordances

invite/enable Physical and mental Pragmatic

pleasure

do-goaﬂs/i

cause |

satisfaction

| allow

(cognitive) skills of the user features

Perceived thanks to mental models or use plans

Effect affordances

Pragmatic
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Functioning of the artcfact
caused by manipilation

Directly perceived; perceived by knowledge of
cause/effect ratio or cultural symbols

Manipulation affordance

manipulation Physical compatibility | Pragmatic

motor-gob:

K 6

between user and artefact| features

Directly perceived

A2 AT AR G P R R HE L

Fig.6 A framework of user experience in interaction based on affordances
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Richard Carlson (1997 4% ) MR RIS, WA SR
VA" (experienced cognition ) 74, &3R4 A WY (3
TG, FH P [ RE R kA (2)
“—AMAK" (an experience) K A ALY (AR BN E
gy ) VS HA TR A o, IRk As THIS,

FE B NMEE AT R W H— AR AR & B G
A /N b ST AR R BT (3) A R B ARG

( experience as story ) W5 Ak i & AT TR R IC12Find
TR TR, SRHBI P S Az 2=

51 RARAEBRYEE

Hassenzahl ( 2001 45 ) UOU H A it 7= 1 51 77 11
AR TR i RS2 4R Bt (Hedonics quality ), JE ok
HE— W SR A T B | TR MA G A Ry 28 7 i 1) 56
g 577, Sascha Mahlke (2005 4F ) 4307 T 5505
oSSR S TR T, DA SR ORISR
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Fig.7 Basic user experience process
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Fig.8 3 aspects of user experience
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Fig.9 The three dimensions of an experience
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