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Kansei Engineering : Product Development Methodology
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Abstract

Kansei engineering, or effective engineering, is an important product development
methodology in which users’ or customers’ feelings and demands on the product are translated into
important parameters for product design. On the other hand, effective engineering is an application
of users’ opinion, mood and feelings in product design, which seems to guarantee that the product
will meet the demand of customers. This idea was first developed in early 1970s in Japan. Now,
it is widely used in both Asian countries such as Japan, Korea, Taiwan and European countries
such as Sweden, Spain and France. It is widely used in various fields like applied science and
psychological science. This paper discusses the application of Kansei engineering in various daily-
used products in both Japanese and Western lifestyles. The perspectives presented in this article

are based on the authors’ engineering knowledge.
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Response) (2001)

BE—E+ G+ 4)

g g

1 {

Kan Sei Feel, Heart, Be alive,
Touch, Mind, Dynamic
Tactile, Soul
Sensation,
Emotion,

Impression

3UR 1 aamsneaesii “Aus” Tuawdiu

(2002)
Making good relatlomie
- . Kansei philosophy
Taste Kansei sociology
Sentiment| Kansei culture
ooy \\|[ oo
Identification Kansei calculation system
\ Kansei business
A sense of beauty z:ﬂlw;fm::ﬂﬂﬂﬂ
_ Kansei materials
Physiclogical roacﬂo fanee] physiology
Sensory engineering
L
a) Kansei b) The region of Kansei engineering

314 2 TuLAaT89ANUNINEYDIRULT LA TN
Tuyszenaldau (2004)
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(Brand Equity)

Repositioning)

NFAANIIAY TRV madndulazes | Tussunsesnuuy \n3asiiadild
Shadud fingula Snauf (Design Process) Tunseenuuy
(Brand (Level of (Brand Decision) (Design Tools)
Management) Decision)

1. fllsnuwosdie | Banayns Peymilazuan ety 1. Usrawesdiodum
fuA1 (Brand  |(Strategic) wiluiuEveduén | (Intention) (Philosophy of Brand)
Definition) (Problems to Solve 2. Whnaney (Mission)

with Rand/ 3. AdwsiAy (Visions)
Positioning)
MILAAANNAA | NIUIILIENTD 1. ANUAR (Idea)
(Expression) 85u1% (Narration) 2. Y3z IRmans (History)
3. Yazaunsal
(Experience)
4. Aadanwauy (Character)

2. anwaziane |\ B98nsIn 1. yaruuAnues [WwaAn (Concept) |1, AenuwDsdiodud
YpafipRufn | (Tactical) gifadudn (Brand (Aesthetic Universe of
(Brand Identity) Concept Values) the Brand)

2. anilnunIsures 2. wanmadesfurasny
g%paufn (Brand SPNKUUATS (Basic
Architecture) and Principles of

Permanent Aesthetic)
3. dlunmwaeesaniingnssu

Ypefiadun

(Visualization of

Brand Architecture)

3. awwadees | BeUfoRnng Banannng AIATNETIA Foyadnmnzluwuy 3 9
BhpAu (Operational) | (Formalization) (Creation) 2D9DINAIUAZBNARINNS
(Brand Image) Baduius (Form

Specifications in
3-dimension of Emotional,
cognitive and Relational)

4. aEnNURY | LBaNagns mawagusumle | Ay MINABINTIREDU AT TAE
g aud (Strategic) 2998#auA (Brand |(Intention) YDIANNNUTWFAT

(Audit Mission and
Actualization of Aesthetic
Codes)






