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Product Modeling Style Design Based on Vocabulary

QIN Fang-yuan, WANG Rong-jie
(Guilin University of Electronic Technology, Guilin 541004, China)

ABSTRACT: The work aims to discuss the influence of adjectives on product styling and its application with from the
perspective of adjectives by taking the perceptual knowledge of consumers as the entry point. The descriptive word “hale”
used to express the appearance style of the product was taken as the study sample. Based on the case study method,
through the analysis of data and user interview methods, consumers' perception of the product's appearance and style was
explored. From the perspective of users' perceptual knowledge, different forms of expression of products were explored,
and the rules of form and style were summarized. The characteristics of the “hale” style were analyzed according to the
four styling elements: form, color, material, and texture and applied to the design through the actual operation. Finally, the
design of a "hale" style cup was taken as a design practice to verify the effectiveness of the method. Through the effective
combination of the four elements of product modeling, the product modeling of the corresponding style can be designed.
Product modeling is an important factor that affects consumers' perception of style. Exploring the formation of product
design style from the perspective of consumers' perception is a way of product style design.
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Fig.1 Case study process
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Fig.2 Screened valid pictures
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Fig.3 Four components of a "hale" style product
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Fig.4 Design sketches and results of "Hale" style cup
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