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ABSTRACT: The work aims to study the intelligent evaluation method of product aesthetics oriented to user's emotional
experience. Starting from the concept and connotation of emotion and aesthetics, the development of emotional design
theory and aesthetics evaluation research of product was sorted out. Aiming at the great limitations of the existing emo-
tional design method model, the narrow scope of product aesthetics evaluation research, and the insufficient consideration
of the theoretical framework and method model of user's emotional experience and the lack of perfect system, the rela-
tionship between user emotion and product aesthetics was reorganized, and the user's emotional experience was analyzed
from the three levels of formal beauty, technical beauty and experiential beauty, and the evaluation rules of product aes-
thetics were reset based on user's emotion analysis. Combined with artificial intelligence technology, the construction
method of emotional aesthetics database of product and the calculation method and process of emotional aesthetics of
product were studied. Finally, A three-level evaluation model for emotional aesthetics of product and an intelligent
evaluation system for product aesthetics oriented to user's emotional experience were proposed, and the design practice
verification of the system construction method was carried out as well. It helps designers, manufacturers, marketers and
users to better understand the relationship between product emotion and product aesthetics, and promotes efficient and
accurate design decisions. It also provides new insights and new ideas for the research in the field of emotional design and
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aesthetics evaluation, and provides a reference for the construction of efficient and accurate emotional analysis and aes-

thetics evaluation system of product.

KEY WORDS: emotional design; product aesthetics evaluation; design evaluation; intelligent evaluation system
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Tab.1 Representative models and methods of emotional design
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Fig.1 Development trend of research related to product aesthetics evaluation
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