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The Correlation of Prototype and Attention in Product Design

WANG Yan-min
(Jiaxing University, Jiaxing 314001, China)

ABSTRACT: The work aims to explore the influence of prototype theory and attention theory on design from the per-
spective of user cognitive experience, strengthen product identification and self-illumination, and improve the emotional
value of user experience, thus providing new design methods for product innovation research. By analyzing the role of
prototype theory and attention theory in user cognition, it was clear that the heuristic effect of the prototype in the cogni-
tive process was easier to improve the attention of the product design. By transforming the moderate characteristics of
"stimulus" and "attention" in the attention curve model into the design strategy, the correlation model between prototype
and attention was constructed. The designer and user take the product as the medium. The "code-decode" cognitive fea-
tures of product design information exist between the designer and the user. In the process of product design, the innova-
tive design method that integrates the prototype theory and the attention theory can be used to make more efficient use of
attention resources. It can meet the personalized needs of users and enhance the emotional experience of products, which
will help enterprises to form a differentiated product style feature and enhance the product competitiveness of enterprises.
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Fig.2 Product cognitive model
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