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Effect of Consumer Attributes on Cognition of Product Shape Similarity
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ABSTRACT: The work aims to study the effect of consumer attributes on the cognition of product shape similarity, so as
to provide basis for optimizing the product shape space and improving the people’s cognition consistency. Firstly, 43
household air purifiers were screened out by traditional method to build a product shape space. Then, 73 subjects were
invited for multi-level classification according to the shape similarity among products to obtain the similarly data and
subject attribute data of samples. Secondly, based on contour analysis, the cognition consistency was analyzed among
subject groups with different attributes respectively. Finally, the effect of attributes on product shape similarity cognition
was analyzed through the distribution of abnormal product samples. Lifestyle attributes have a significant impact on the
cognition of product shape similarity, with an abnormal rate of more than 20%, which is stronger than the influence of
population comprehensive characteristics. Education, gender and professional background have little effect. Lifestyle
factors are introduced to test the consistency of people’s cognition of product sample shape, and further optimize the
product shape space.
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Tab.1 Analysis results of lifestyle information factors
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Fig.1 Clustering tree map based on lifestyle information
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Tab.2 Contour parallel test for product 07
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Fig.2 Cognitive contour map for product 07
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Tab.3 Between-subjects test for product 07
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Tab.4 Multivariate tests for product 07
B K9 fE T K9 {A F et gn iy | B df WEAME A R Sig.
2= Pillai’s Trace 0.949 21.036 38.000 28.000 0.000
PE 5 Pillai’s Trace 0.956 25.303 37.000 30.000 0.000
Ll Pillai’s Trace 0.981 13.894 37.000 28.000 0.000
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39 |4 0.700 0.851 0.104 0.049
HETRIEAS 1.426 0.061 0.579 0.049
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