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Product Aesthetic Value and Its Design Innovation Dimension

MA Hong-yu
(Wuhan University of Technology, Wuhan 430070, China)

ABSTRACT: The work aims to explore and define the concept and connotation of aesthetic value of products, so as to
provide systematic design innovation theory for product aesthetics from the perspective of aesthetics and design. Based on
the analysis and summarization of Chinese and foreign literatures on product aesthetics research, the concept of product
aesthetic value was first proposed, then its characteristics and elements were summarized, then its aesthetic cognition
level was analyzed, and then the systematic and structured thinking was applied to divide the innovation dimensions of
product aesthetic design, and construct the theoretical innovation model. Finally, the questionnaires and the interviews
were used to verify the innovation model, and the connotation and correlation of the dimensions were explained. The
aesthetic value of a product is an intangible property with a material as a carrier under certain conditions and with a cer-
tain utilitarian purpose to meet the aesthetic needs of consumers. It has five characteristics: aesthetic pleasure, relationship
dependence, sensory perception, performance diversity and value dynamics. Material elements, technical elements and
symbolic elements are the three major components of aesthetic value. The perceptual level, the taste experience level and
the comprehension judgment level are the main cognitive levels. The beauty of sensory modeling, the beauty of functional
experience and the beauty of image connotation are the three dimensions of its design innovation.
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Fig.1 Aesthetic experience model

ARG — e SRR R S AT A e, T 28 0 7
IS E AR B , RS AELUT = A2 1

1) BAGER . BE AR AR TROERE, &
SUPNINEIRE TR R iINE: 32 NN R e 1IN AR iR i
el UG, R/, @PE DU, RSEIER, R
ERNTE Z R EEAR N R, X LE i L oE . il IR
A TR, il NFERY T SEE R A R BN AN BE TR
SERVNL, B RS BRSO, R i e AN RE
XTI 9% O SE TR, 67 S AR R AR R
L2 R T SRS

2) AERERR . HIEAERIER E fE, ARE
— I ST, TH 9 S ARSI i B AR M RE I
%, fEX—id e, RIGBARIR EAHSC R | 2
PEdl, BEATRRAH A ICEC AT, IFTEs 2 FISERTZ:
B BVE R A IR, X i R B — 2 B

3) GURFIRNZ . g BRI AL AR,
B h BE2E EEAS Y BRI, 0257 f (L
KF o IR, TESCPRIE St , R e M e AR, BR
TR I MIGESN, o H L =AM, B
iy« AR SRS ShTRELS T IH 2 B R R B SO N T, X
LI TH B S8 5 AU 1A%

PSRN E R AN RRAE NI 2

W Z AT, WA sy . fEBLSEH SeA T o,
A H IR Z BRI AT RE B2 R, 2T
JE PR BRI , 7 it e (A DA R 32 1o e T R
T 2% o SR 9 SRR A i DR W 3K ATy, B
HAHEALLEE AR MR H IONHG A 2 AE s
AP Ry BAIER . TN R, k™
i A E B AR A T B

3 FmEFNEIRITEIFY%EE

FamEFNERNRIT IR EER S

AR oyt — R AL B 4E 7 X, DU ERIE
TIRFD AN . KT S BTN A,
n] AL I AT 00 A o 85 K5 I SE
Wk, KT Rt B A, Al DIRBER = Fh 3
B — R 4RI A B LS, AL IA
PIRERTIE S SRy VYD SR ISP ) e a IS N
WAEM BT, S R MBS ITH, X ERiE5
J& H AT SCRF NBURZ B9 — RO s 4 e 56
FROTE, XA, Pk A Em I (i
) RMIRE (FOAR) 36, RIHMESERHLE"IE;
SRR S RO, XA DU R Y

3.1



Fa0k 22 DT 7 A S N LB BB 4 BE TS 105

W HARIIRESR | ok =AW REN,
el 2 BT UF R ASRE)Z | A7 8 R AR E = AN JE UG R
PO, A5 BUAR BT v 4 3 BOK B T E 1h 5
Wi o H A B B TT I RN R, o 2 B WLt I
GO 7 i S22 T

RGP EAg ik, BT il A I (H 2 5 i) o
HR . PAREZAG S ERFZRER, ULARE
UCHR R JEORIRE 2% | ity (57 P 380 S TR ) 2= 2 = AN =
U, AT LR i G2 I (B0 o = AN, WA 2.

B2 =k R a M e ) BT QT 2 L

Fig.2 Design innovation dimension of product aesthetic value
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Tab.1 Statistics of survey feedback of design innovation
dimensions of product aesthetic value
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Fig.3 The connotation and relationship of design innovation
dimension of product aesthetic value
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