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User Preference in Lamp Form Design Based on Consumer Type
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(1.Wuhan University, Wuhan 430072, China; 2.\Wuhan Qingchuan University, Wuhan 430204, China)

ABSTRACT: The work aims to study the preferences of lamp form design based on different types of consumers, so as to
solve the problem that the products in the current lamp market cannot meet the complex needs of consumers. Typical
lamps were selected and a questionnaire was designed to collect the background information of consumers, the types of
consumers and their preferences for lamps. Correspondence Analysis and Cluster Analysis were used for data analysis and
evaluation. The design preference of three types of consumers namely, “stylish consumers”, “nostalgic consumers” and
“product-oriented consumers”, in terms of lamp form and the main characteristics and connections of the products pre-
ferred by each group have been summarized and concluded. “Stylish consumers” prefer bionic lamps with creative shapes.
“Nostalgic consumers” prefer narrative lamps with strong humanistic flavor. “Product-oriented consumers” pay more at-
tention to the manipulation and functional performance of lamps. Both “stylish consumers” and “nostalgic consumers”
prefer lamps with strong ability to create scenes and set off the atmosphere. “Product-oriented consumers” prefer the
lamps which are more creative in function and interaction. Since there is a clear correlation between consumer types and
product forms, target consumers need to be positioned accurately to provide form design suitable for consumer preference
in the future design and development of new products.
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Tab.1 Original questionnaire data based on correspondence analysis
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Tab.2 Cumulative contribution rate of keywords from correspondence analysis on the first three axes
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Fig.2 Clustering hierarchical relation of elements such as subjects, consumer types and lamp samples
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Fig.4 TRAVEL LIGHT (P7) preferred by
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Fig.7 Ancient-bell-shaped Qiao and its prototype (P18)
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