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ABSTRACT: Satisfaction with the state of national life reflects a country's happiness. Product design, as the main means
of improving clothing, food, shelter, travelling and entertainment, should not only aim at improving people's living qual-
ity, but also be guided by stimulating people's inner happiness perception. The effective definition of the concept of
product happiness design, the correct interpretation of its connotation and the organic evolution among its levels are of
vital importance. Based on extensive literature review and the refinement and combing of related elements of product
happiness design, on the basis of defining the concept of product happiness design, this paper excavated the connotation
of product happiness design and the evolution of its hierarchical relationship, and deduced the basic core elements of hi-
erarchical model. The concept and connotation of product happiness design are defined, and the basic model of product
happiness design hierarchy is deduced. The universal hierarchical model of product happiness design based on connota-
tion analysis and the setting of core elements at different levels can provide theoretical basis for enhancing happiness
perception in product design and basic model reference for specific product design.
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Tab.2 Elements of product innovation and happiness design
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Fig.1 Hierarchical model of product happiness design
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