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Introduction
Aristotle stated that more than anything else, men and women 
seek happiness (Csikszentmihalyi, 1992). Seligman, the 
current President of the American Psychological Association 
(APA), has also claimed that, instead of studying only the ills 
of the human mind, as has been the case in past psychological 
research, we now should not neglect the role of happiness in 
human psychology and should be more aggressive in the study 
of positive emotions in order to help people pursue a happier 
life (Wallis, 2005). In product design, Desmet, Overbeeke, and 
Tax (2001) believed that positive emotion can add extra value to 
a product, while Marzano (1998) also stressed that products are 
objects that can make people happy or angry, proud or ashamed, 
secure or anxious. Jordan (1998) implied that a product with 
perceived pleasantness was used more regularly or purchased 
more frequently than one without. Cho and Lee (2005) also 
agreed that one of the most important considerations in modern 
industry is to satisfy the emotional demands of consumers with 
regard to products. Hence, Crossley (2003) suggested that a 
designer should create relevant emotional connections among 
ideas, products, services and brands. 

Janlert and Stolterman (1997) also noticed that people 
and things appear to have high-level attributes that help us 
understand and relate to them. He illustrated, for instance, that a 
car designed with rounded forms and in warm colors may evoke 
a warm, friendly and protective character. He further suggested 
that it might be helpful to designers if dependencies between 

appearance and perceived character could be determined. 
This suggestion implies that it is important to find product 
types and characteristics that elicit pleasurable responses from 
consumers.

Research Aim

This research proposes to investigate types and characteristics 
of household products, focusing in particular on visual 
appearance, that is, on those qualities that evoke consumer 
pleasure through simply the look of the product. The purpose 
of focusing on the household is that, just as Csikszentmihalyi 
and Rochberg-Halton (1981) suggests, ‘household objects’ are 
crucial for experiencing pleasure in the home and represent the 
endogenous being of the owners. These objects are the ones 
most involved in creating the owner’s identity and in making 
him or her feel happy. Furthermore, the emphasis on visual 
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appearance was chosen because it is a critical determinant of 
consumer response and product success (Crilly, Moultrie, & 
Clarkson, 2004; Bloch, 1995). Moreover, this paper aims to 
find out how different types of pleasurable forms are used in 
different types of household products. The results, it is hoped, 
will be of benefit to designers in developing pleasurable 
products.

However, it is necessary to clarify the difference between 
this research and Jordan’s in two aspects. Firstly, the present 
research aims to emphasize pleasure gained through visual 
perception only, rather than focusing on all aspects. This 
means that we do not consider the pleasure that is evoked 
through physical interaction or performance. Secondly, this 
paper aims to focus on the pleasure evoked through household 
products only, rather than on a whole range of products, as 
Jordan does. By focusing on the visual appearance of only 
household products, the results are meant to assist designers in 
understanding and further embedding pleasurable elements into 
household products, specifically when developing a product’s 
appearance.

The Types of Pleasure and Product emotions

The Oxford English Dictionary defines pleasure as “the 
condition of consciousness or sensation by the enjoyment or 
anticipation of what is felt or viewed as good or desirable; 
enjoyment, delight, gratification” (Simpson & Weiner, 1989). 
Jordan (2000) stated that pleasure in relation to products can 
be defined as “the emotional, hedonic and practical benefits 
associated with products”. In this paper, a pleasurable product 
is defined as one that elicits consumer pleasure simply 
by its visual appearance. However, only a very few other 
studies relevant to this paper have been done at present (e.g., 
Seligman’s, Duncker’s, Tiger’s and Jordan’s studies). In these 
works, the various typologies of pleasure have been identified, 
as discussed in the following paragraphs. 

In his research on authentic happiness, Seligman (2002) 
identified two levels of pleasure: bodily pleasure and higher 
pleasure. He posited that bodily pleasure is an immediate but 
temporary sensory response. Through direct touch, taste, smell, 
sight, or hearing, bodily pleasures can be evoked at once. For 

instance, taking a hot shower in the cold winter can produce 
immediate comfort and pleasure. Higher pleasure involves the 
same primitive sensation as bodily pleasure but with a more 
complex cognition process. It is noticed that for a product 
to evoke higher pleasure, it is necessary for the consumer to 
understand the product’s content. For instance, a listener might 
feel pleasure when listening to harmonic music, but can gain a 
higher level of pleasure if he or she understands the content of 
the music.

In 1941 Duncker sidestepped the body-soul dichotomy 
and identified three types of pleasure: sensory, aesthetic, and 
accomplishment pleasures. Sensory pleasure involves the 
immediate object of pleasure being in the form of a sensation 
(e.g., the flavor of wine, the feel of a hot shower); aesthetic 
pleasure involves sensation that is an expressive response to 
something, whether offered by nature or created by man (e.g., 
a beautiful mountain, harmonious music); accomplishment 
pleasure represents the pleasant emotional consciousness that 
something valued has come about (e.g., mastery of a skill, an 
impressive sports performance) (Dubé & Le Bel, 2003). Among 
these three types of pleasure, sensory pleasure and aesthetic 
pleasure can be associated with the physical and spiritual 
pleasure experienced in relation to the visual appearance of a 
product, and this is the focus of this paper. Accomplishment 
pleasure, on the other hand, deals with the assessment of 
personal skill, performance and goals, and is thus difficult to 
evaluate when it comes to just looking at a product; this level 
of pleasure, therefore, is not covered in this study. 

Both Seligman’s and Duncker’s typologies distinguish 
pleasure at two levels: the physical-sensation and the mind-
thought level. According to this categorization, a consumer may 
derive pleasure from perceiving a product’s appearance and its 
embodied meaning. In other words, the consumer may feel 
pleasure on perceiving a product with an interesting appearance, 
and furthermore may also experience another level of pleasure 
on understanding the context of the product’s appearance. 
The entire process involves a consumer’s perceptions towards 
explicit and implicit product information. Hence, to understand 
customer pleasure it is necessary to discover what information 
consumers perceive from product appearance and its concealed 
meaning; for this reason, the responses of consumers provided 
the basic material used for identifying characteristics and types 
of product form in the data analysis of this study.

In his research, Tiger (1992) identified four types of 
pleasure: physio-pleasure, socio-pleasure, psycho-pleasure, 
and ideo-pleasure. These were identified by studying recovered 
archaeological records, and the evolution theories of genetics 
and physiology. Physio-pleasure can refer to the physical 
sensation obtained from eating or drinking. Socio-pleasure 
can refer to the enjoyment derived from relationships with 
others. Psycho-pleasure can refer to the satisfaction enjoyed 
as a result of individually motivated tasks or acts. And ideo-
pleasure can refer to ideas, images, and emotions that are 
privately experienced. Using Tiger’s theory as a basis, Jordan 
further classified pleasurable products into four categories. The 
first category contains products that evoke physio-pleasure, 
for example, through the feeling of touching the product. The 
second contains products that provide socio-pleasure. In this 
category are products that can facilitate social interaction, for 
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example by helping one to chat with friends. The third category 
is psycho-pleasure. In terms of products, this type of pleasure 
relates to the cognitive demands and the emotional reactions 
engendered through experiencing the product. The fourth 
category is ideo-pleasure, which here relates to people’s values. 
For example, a product made from biodegradable materials may 
convey ideo-pleasure to those who are particularly concerned 
about environmental issues (Jordan, 2000). 

Compared with Seligman’s and Duncker’s, Tiger’s 
typology illustrates a broader range of classifications for 
pleasure. His emphasis is not only on physical and cognitive 
pleasure, but also on the value of social interaction. According to 
this thinking, consumers can appreciate the beauty of a product 
because it elicits pleasure, and can also share that pleasure with 
friends. His approach is useful for extending such categories to 
the study of pleasurable products as has been done by Jordan.

Methods
This study made use of in-depth interviews for the purpose of 
collecting pleasurable responses (raw data) from 30 participants, 
and it employed the induction approach in the development of 
data analysis. Data analysis was used for organizing the raw 
data into a hierarchical list and, further, for identifying types 
and characteristics of pleasurable products. The detailed 
process is described in the following section.

Stimulus Selection

The stimuli chosen for the interviews focused on three types 
of household objects: kitchen products, hi-tech products and 
household appliances. The category of hi-tech appliances (e.g., 
computer screens and computer mice) pertains to products 
using digital technology, kitchen products (e.g., plates and other 
tableware) to products used for serving food, and household 
appliances (e.g., TVs, stereos, radios) to other products used in 
the home. There are two reasons for selecting the above three 
categories. The first is that hi-tech products are very commonly 
used in the home environment. Secondly, household appliances 
and kitchen products were mentioned most frequently by 
interviewees in Csikszentmihalyi’s research on cherished 
household possessions (Csikszentmihalyi & Rochberg-Halton, 
1981). However, furniture items (e.g., chairs, tables, beds) 
were ignored in this research because the pleasure evoked 
from furniture sometimes relies more on physical, ergonomic 
satisfaction, which is not the focus of this research.

Two hundred and sixty-two images were collected from 
three major international competition catalogues and from 
catalogues published by large companies. The breakdown of 
image sources was as follows: 27 images from ‘iF’ (2002), 56 
from ‘IDEA’ (2002), 63 from ‘G-Mark’ (2002), and 116 images 
from company catalogues of IBM, Philips, Alessi, and Apple. 
These images were outputted on 3x5-inch photo paper.

A group of 12 designers working at various companies at 
senior designer or product manager level were then selected to 
preview these 262 images. The reason for inviting professional 
designers to select samples from the images was that they 
tend to have more experience with and be more sensitive 
to product-related emotion, which covers a broad range of 
consumer pleasure responses. Before beginning the selection 

process, the Oxford English Dictionary definition of ‘pleasure’ 
and the definition of ‘a pleasurable product’ as discussed in the 
introduction of this paper were explained to the 12 designers. 
They were then instructed to identify pleasure elicited through 
the visual appearance of products only and to ignore any 
pleasure elicited from physical interaction or performance. 
To identify representative product images, the designers were 
asked to first look at all of the 262 images, and then to group 
them into three categories: ‘pleasurable,’ ‘displeasurable’ and 
‘neutral.’ They were then asked to rank in order the product 
images from the ‘pleasurable’ group. After this process, it was 
found that 57 of the product images obtained the top ranking 
of ‘most pleasurable’ by at least one designer out of the group. 
Of these 57 images, 11 were ranked as ‘most pleasurable’ 
by two designers out of the group, 4 by three designers, and 
another 4 by four designers. These 19 images identified as the 
‘most pleasurable’ products by at least two designers were then 
selected as stimuli for the experimental in-depth interviews. 
These stimuli reflected a good balance among the three 
categories, five of the images being kitchen products, six being 
hi-tech products, and eight being household appliances. 

To assure that the 19 stimuli selected by the designers 
would elicit consistent responses from the student interviewees, 
the latter were asked to identify before each interview whether 
the stimuli were pleasurable or not. The results of this question 
were calculated by using a Chi-square test. Among the 19 
stimuli, 16 presented no significant difference (p> .05) (see 
Appendix), demonstrating that both the designers and the 
students had a consistent pleasure response to the majority of 
the chosen stimuli. 

In-depth Interviews

Judgment sampling was adopted for this study. This is because 
young, college-age people, as demonstrated in well-being 
research, focus more on emotional response, whereas older 
people tend to focus more on satisfaction (Campbell, Converse, 
& Rodgers, 1976). This implies that young people have stronger 
emotional responses towards products than older people. Hence, 
semi-structured interviews were conducted with 30 participants 
having an average age of 22 years. Of these, 10 were industrial 
design graduate students and 20 were senior- or junior-year 
students with industrial design backgrounds. Sixteen of the 
subjects were female and 14 male. The interviewees were from 
different parts of Taiwan: 13 from the north, 7 from the south, 9 
from the middle of the island, and one from the east. 

The individual interviews took place in a quiet room 
and lasted about 50 minutes for each participant. Before the 
interviews, the subjects were offered the equivalent of US$6 
for their participation. At the beginning of the interviews, the 
Oxford English Dictionary definition of ‘pleasure’ and the 
definition of a ‘pleasurable product’ were explained to the 
participants. In addition, they were also instructed to describe 
pleasure elicited through the visual appearance of the products 
and to ignore any pleasure elicited from physical interaction or 
performance. In each interview, 19 photo cards were randomly 
displayed in front of the participant from a comfortable viewing 
distance. The cards were shuffled randomly after each interview 
to avoid ordering effects. The participant was then asked to 
examine the 19 stimuli carefully, one by one, and to elaborate 
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on why he or she perceived and derived pleasure from each 
image. Their responses were recorded for data analysis. 

Data Analysis
A three-step process was used to analyze the data. The three 
steps were: 1) data grouping, 2) secondary level labeling, and 
3) primary level labeling (Ulrich & Eppinger, 2000).

Data grouping

Data collected from the interviews were transcribed into a 
word processing program. Among the data, a total of 728 key 

sentences were identified from the responses and provided 
the basis of data grouping. Data grouping is a procedure for 
grouping key sentences having similar content. Key sentences 
describing the same stimulus and judged to be of similar content 
were first sorted into the same groups, as shown in Column 
3 of Table 1. For instance, participants described Sample 1 
using the sentences: “The product with transparent material 
makes me feel pleasant” and “The rounded shape with a matte-
finished transparent material caught my attention and evoked 
pleasure.” Both sentences were categorized into the same 
group, because their content described the same subject, in this 
case the transparent material. This step involved repeated and 

Table 1. Demonstration of data analysis processes	(Sample	1	as	an	example)

Primary-level labeling Secondary-level labeling Data grouping

Type of form Characteristics Key sentences

Aesthetic	Form

Beautiful	material	(x7)

The	product	with	transparent material	make	me	feel	pleasant.

The	rounded	shape	with	matte-finished transparent material caught	my	atten-
tion	and	evoked	pleasure.
The	semi-transparent material	allowed	me	to	see	through	the	product,	which	
was	very	interesting,	meaningful	and	fun.		
The	semi-transparent material	allowed	me	to	see	the	cookies	inside,	which	was	
interesting	and	fun.

The	beauty	of	this	product’s	material	provided	a	pleasant	appearance.

The	material	was	very	pretty	and	pleasant.

Attractive	color	(x2) The	color	looks	good	and	that	make	me	feel	pleasant.

Delightful	shape	(x11)

The	surface was round and stretched,	giving	me	a	very	good	feeling.

The	shape	of	the	case	looked	like	the curve of a human body,	and	demonstrat-
ed	the	beauty	of	the	product.	

The	round and curved shape	made	me	feel	relaxed	and	pleasant.

The	round surface	provided	a	happy-looking	image,	which	delivered	a	pleasant	
feeling.

The	shape looked soft	and	pleasant.

I	can	feel	the	softness of the shape	and	that	make	me	feel	pleasant.

The	proportions	of	the	shape	look	beautiful	and	make	me	feel	pleasant.

Bios	Form

Concrete	form	(x�) The	cookie	cover	is	very	impressive	and	makes	me	feel	pleasant.

Abstract	form	(x1�)

It	looks	like an animal lying down the floor, which is very interesting. 

It	looks	like	part	of	a human backside,	which	is	interesting	and	fun.

It	is	very	easy	to	associate	with	a soap container,	which	is	interesting.

It	looks	like	a comfortable pillow,	which	is	interesting	and	fun.

Interesting	movement

Cultural	Form

Intangible	effect	(x2)
The	container	could	represent	my	taste	if	I	put	it	in	my	living	room.

It	looks	stylish	and	pleasant.

Playful	interaction	(x�)

I	would	like	to	share	it	with	friends.

Like	a	toy,	it	has	playfulness.

I	feel	like	wanting	to	hold and play	around	with	it	and	have	a	lot	of	fun.	

Tangible	effect	(x�) It	could	be	a	decorative	object,	which	could	be	displayed	in	the	living	room.

Novelty	Form

Unique	appearance	(8)

The	material	is	very	special	and	that	make	me	feel	pleasant.

The	cookie-shaped	cover	is	very	creative	and	that	make	me	feel	pleasant.

The	color	is	very	unique	and	pleasant.

Structure	innovation

Creative	concept

Ideo	Form
Personal	preference	(1) I	personally	prefer	cookies;	therefore	the	cookie-shaped	cover	really	attracts	me.

Personal	value
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careful reading of the transcribed data in order to develop a 
clear understanding of the content of each response. 

Secondary level labeling

Secondary level labeling was the procedure used for labeling 
the groups that were identified in the previous step. In order 
to label a group, the key words that could represent each 
key sentence were first identified in the sentences, and then 
underlined and highlighted in bold typeface, as shown in 
Column 3 (see Table 1). These key words were then categorized 
or refined. For instance, the key words in sentences describing 
one particular product were ‘transparent material,’ ‘matte-
finished transparent material,’ ‘semi-transparent material,’ 
and ‘material’; these were refined to ‘beautiful material.’ The 
words ‘beautiful material’ were hence used as the secondary 
level label representing the key words in this group. The labels 

were then identified as characteristics of pleasurable form, as 
shown in Column 2 of Table 1. Other secondary labels chosen 
for groups of key sentences included the words ‘attractive 
color’ and ‘delightful shape.” The latter words, ‘delightful 
shape,’ were chosen to represent the following key words: 
‘round and stretched,’ ‘the curve of a human body,’ ‘round and 
curved shape,’ ‘round surface,’ ‘the shape looked soft,’ and 
‘proportions of the shape.’

Primary level labeling 

Primary level labeling is a procedure for identifying cluster 
groups according to similarity of secondary level labels, and 
thus gradually reducing the data to a higher order concept, 
which is given a primary level label. In this case, the primary 
labels were the five basic types of pleasurable forms. For 
instance, the secondary labels ‘beautiful material,’ ‘attractive 
color’ and ‘delightful shape’ were all associated with aesthetic 
qualities. Thus, these words were categorized under the primary 
label ‘Aesthetic Form,” as shown in Column 1 of Table 1. For 
validation purposes, the process of data grouping, secondary 
level labeling, and primary level labeling were completed with 
the assistance of another senior design professional.

After primary level labeling was completed, the 
frequencies of the key sentences that described the reasons each 
participant felt pleasure from the products were calculated. 
For example, as shown in Table 2, Sample 1, 20 key words 
were extracted related to Aesthetic Form, of which seven were 
identified as falling under the ‘beautiful material’ label, two 
under ‘attractive color,’ and 11 under ‘delightful shape.’ In the 
same sample, 16 key words were found to be related to Bios 
Form, 12 to Cultural Form, eight to Novelty Form, and one to 
Ideo Form. Using this identical process, the frequencies of the 
key sentences of other samples were identified, and the types 
and characteristics were grouped.

The frequency of the key words and their percentages 

Table 2. examples of key word frequency for Sample 1

Pleasurable form Key word frequency Subtotal

Aesthetic	Form

Beautiful	material	(x7)

20Attractive	color	(x2)

Delightful	shape	(x11)

Bios	Form

Concrete	form	(x�)

1�Abstract	form	(x1�)

Interesting	movement

Cultural	Form

Intangible	effect	(x2)

12Playful	interaction	(x�)

Tangible	effect	(x�)

Novelty	Form

Unique	appearance	(x8)

8Structural	innovation	

Creative	concept	

Ideo	Form
Personal	preference	(x1)

1Personal	value

Table 3. Key word frequency for each type of pleasurable form (continued below)

Sample # 1 2 3 4 5 6 7 8 9 10

n % n % n % n % n % n % n % n % n % n %

Aesthetic	Form 20 �� � 10 2 � 1� �2 20 2� 9 17 18 7� 1� �� 21 �� �8 �9

Bios	Form 1� 28 1� �� 29 �� 1� �9 2� �0 2� �8 0 0 7 20 � 11 2 �

Cultural	Form 12 21 1� �1 18											 �� 0 0 �� �8 10 19 1 � � 17 9 2� 1� 20

Novelty	Form 8 1� � 12 � 9 1 2 7 8 � 10 1 � � 9 � 11 10 1�

Ideo	Form 1 2 7 1� 0 0 � 17 1 1 � � � 17 � 9 0 0 1 2

�7 100 �9 100 �� 100 �� 100 87 100 �2 100 2� 10 �� 100 �8 100 �� 100

Sample # 11 12 13 14 15 16 17 18 19

n % n % n % n % n % n % n % n % n % Total

Aesthetic	Form 1 � 1 � 9 100 8 �7 �0 �2 8 17 10 8� � 22 � 1� 2�0

Bios	Form 1 � � �1 0 0 0 0 12 21 2� �2 2 17 � 28 18 �� 20�

Cultural	Form � 1� � �8 0 0 1 7 8 1� 8 17 0 0 � �� � 18 1��

Novelty	Form 11 �2 1 � 0 0 � 21 1 2 � 11 0 0 � 17 � 9 77

Ideo	Form 9 �� � 19 0 0 2 1� 7 12 1 � 0 0 0 0 1 � �9

2� 100 1� 100 9 100 1� 100 �8 100 �� 100 12 100 18 100 �� 100 728
Note:	‘n’	represents	the	frequency	of	mentioned	key	words.	‘%’	represents	the	percentage	of	frequencies.
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for each sample are given in Table 3, from which the number 
of percentages are later used to perform clustering in order 
to group samples. In the following section on Results and 
Analysis, the types of pleasurable form for each stimulus are 
discussed to determine which form caused a sample to appear 
more pleasurable.

Results and Analysis
Five Types of Pleasurable Form 

The final results produced 14 characteristics that were classified 
into five types of pleasurable form: Aesthetic, Bios, Cultural, 
Novelty and Ideo forms. These five forms, with their associated 
key words and characteristics, are listed in Table 4. Each of the 
pleasurable forms is described below. 

Aesthetic Form

The participants’ responses showed that the key words used 
to illustrate pleasure related to the beauty of a product form 
could be classified according to three characteristics: beautiful 
materials, attractive color, and delightful shape. All three of 
these can be associated with aesthetic qualities; therefore this 
group was labeled Aesthetic Form. This result suggests that a 
beautiful product, like a beautiful flower, can please a user, and 
hence evoke a sense of pleasure.

Some participants commented that they liked semi-
transparent and transparent materials because of their clear, 
glossy, high-tech as well as lightweight look, all of which 
delivered a strong visual impact and made them feel pleasure. 
Five participants commented that a material with a ‘see-
through look’ allowed them to appreciate the beauty of the 
inside components or structure, which created an interesting 
visual impact (See Sample 1, 7, 9, 10, and 15). The results 

also showed that a good combination of different materials in 
a product can elicit pleasure because of the mix of impressive 
qualities and beautiful materials. For instance, participants 
described the Jim Nature TV (Sample 11), constructed from 
wood chips and plastic panels, as beautiful due to the quality 
created by the mixed materials. This result supports Jordan’s 
statement that materials can play a major role in determining 
how pleasurable a product is or is not for those experiencing it 
(Jordan, 2000).

Product color is the quality that can make the first 
impression on a consumer and can elicit emotion. This study 
revealed that participants obtained pleasure by perceiving colors 
in many aspects. They noticed, for example, ‘an abundance 
of colors,’ ‘natural color,’ and ‘bright and glamorous colors.’ 
More specifically, 15 participants commented that they liked 
a certain lamp because of its light-green color, which gave 
them some sort of a fresh, comfortable, pleasant feeling (See 
Samples 4 and 15). And 17 of the responses in the interviews 
made reference to the bright, candy-looking colors of the I-
Mac (Sample 10), which they said delivered a warm and sweet 
image that, in turn, generated pleasure. This result confirms 
Khalid’s idea that products can elicit the pleasure of consumers 
by visually stimulating them with color (Khalid, 2001).

  The shape of a product can elicit emotion through 
those elements that, based on participant responses, convey: a 
‘soft and curved surface,’ a ‘big radius,’ ‘nice proportions,’ an 
‘aerodynamic surface,’ a ‘symmetrical shape’ or ‘asymetrical 
shape,’ a ‘simple shape,’ or ‘surface detail.’ Regarding shape 
traits, many participants commented that a soft and curved 
surface provided a good, smooth visual experience that elicited 
pleasure. For instance, both Sample 1 (a cookie container), 
with its elegant organic shape, and Sample 9 (a computer 
mouse), with its smooth and simple surface and large radius, 
elicited pleasure through shape appeal. An aerodynamic shape 

Table 4. Key word factors, characteristics and types of pleasurable form

Types of 
pleasurable form Characteristics Key word factors

Aesthetic Form

Beautiful	material Transparent	material,	pretty	material

Attractive	color Natural	color,	bright	&	sharp	color,	various	colors

Delightful	shape Curved	surface,	soft	surface,	proportion,	dynamic,	combination,	a/symmetry,	
simplicity,	detail

Bios Form

Concrete	form Concrete	animal,	human,	object,	natural	form

Abstract	form Abstract	animal,	human,	object,	natural	form

Interesting	
movement Functional	movement,	gesture

Cultural Form

Intangible	effect Fashion/taste,	pride,	literary	meaning,	nostalgia

Playful	interaction Playful,	sharing

Tangible	effect Display

novelty Form

Unique	
appearance	 Smart	material,	unique	shape,	special	color

Structural	
innovation	 New	mechanism

Creative	concept	 New	concept

Ideo Form
Personal	

preference	 Favorite	aesthetic

Personal	value	 Value
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was another impressive quality for eliciting sensation, as 
three participants commented that Sample 15 (a lamp), with 
its inner aerodynamic shape, created a fantasy-oriented visual 
pleasantness that evoked considerable pleasure.

Bios Form

The results of the analysis also showed that product forms 
mimicking animals, human figures, objects, or natural elements 
tended to interest and fascinate the viewers. In the responses, 
key words related to organic form or objects mimicking 
natural life were mentioned 206 out of 728 times. These 
forms tended to connect with the viewer’s imagination and 
sense of inspiration and were seen as a source of humor and 
interest that evoked pleasure. According to the different levels 
of description of mimicked objects, the relevant responses 
were classified according to three characteristics: ‘concrete 
form,’ ‘abstract form,’ and ‘interesting movement.’ As these 
three traits are associated with natural form, this grouping 
was labeled ‘Bios Form.’ The three traits are discussed in the 
following paragraphs. 

Regarding the trait ‘concrete form,’ the responses 
demonstrated that product shapes identified as realistically 
mimicking animals, humans, objects, and nature could evoke 
pleasure. For example, when viewing the Anna G. corkscrew 
(Sample 3), which mimics the shape of a woman in a dress, 16 
participants responded that the figure’s smiling face delivered a 
friendly looking image and that the transformation of a human 
body into a functional object showed extensive imagination. 
They said that they were fascinated with the idea and that it 
also elicited pleasure.

The trait ‘abstract form’ designates a product form using 
an abstracted image of an animal, human, object, or natural 
form. It was found in the interviews that an abstract product 
form allowed the viewers more room for imagination in the 
process of eliciting pleasure. For instance, some participants 
said that the shape of Sample 16 (a globe-shaped teapot) 
evoked an image that reminded them of a puppy. This image 

was reinforced by the parts of the product that suggested 
associations with the legs, tail and mouth of a puppy. However, 
when viewing the same object, four participants commented 
that it looked like a chicken. These results supported Burgess’s 
statement that animal images are often used in design to 
give inspiration (Burgess & King, 2004). Other participants 
commented that the teapot handle looked like the ponytail of a 
traditional Japanese warrior. Different participants interpreted 
the abstract elements differently, but all derived pleasure from 
the image.

‘Interesting movement’ is a trait that mimics or simulates, 
in the form of the product, the movement of biological features 
or formations. The results of the interviews showed that 
participants could identify and were fascinated by a product 
image that mimicked a movement or gesture of a human or 
animal. For example, on viewing the sugar bowl (Sample 6), 
which has an ‘upside-down cone’ body with three frog-like 
legs, nine participants described the legs as looking like they 
were going to jump off the table. This humorous jumping-leg 
formation fascinated them and thus elicited pleasure. Similar 
responses were found for the ‘Magic Bunny’ toothpick holder 
(Sample 5), on which the ‘rabbit ears’ act as a kind of metaphor 
for the holder’s catch and pull-up operation. This operation 
created an image of a humorous action that elicited pleasure.

Cultural Form

Cultural form is a form that suggests social meaning and that fits 
well with social belief systems, values and customs (Arnould, 
Price, & Zinkhan, 2003). Participants based their judgments on 
their cultural experience and values and described how they 
would use the products in their daily life in relation to this 
cultural or value context. There were 156 key word frequencies 
in the responses that were used to illustrate pleasure towards 
products relating to social or cultural content. Based on these 
responses, eight factors were found: style, fashion, literary 
meaning, status, nostalgia, playfulness, sharing, and display 
effect. These factors were categorized according to three 
characteristics: ‘intangible effect,’ ‘tangible effect’ and ‘playful 

Sample	1
Cookie	container

Sample	2
Juicer

Sample	�
Corkscrew

Sample	�
Lamp

Sample	�
Toothpick	bottle

Sample	�
Sugar	Bowl

Sample	7
Computer	screen

Sample	8
Computer	screen

Sample	9
Computer	

mouse

Sample	10
i-Mac		

computer

Sample	11
Jim	Nature		

TV

Sample	1�
Lamp

Sample	1�
Globo	teapot

Sample	19
Toothbrush

	
Figure 1. Samples used in the interviews (reprinted with permission from manufacturers or design firms)
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interaction.’ This grouping was therefore labeled “Cultural 
Form.” 

‘Intangible effect’ deals with the inner, intangible 
level of experience. In this study, the participants mentioned 
qualities related to style, fashion, pride, literary meaning, and 
nostalgia. Style has been defined as a fashion that has lasted 
for a prolonged life cycle (Lin, 2002). Consumers choose and 
develop their own life style and collect objects that become 
an extension of this personal style (Arnould et al., 2003). 
Accordingly, the participants in the study expressed ideas that 
showed they believed that products could shape the identity 
of their particular style. For example, some of them said they 
would feel trendy or stylish while using Samples 7, 8, 9, and 
10, all products that they identified as being contemporary in 
style and that in turn elicited a feeling of pleasantness. Another 
“intangible” quality is literary meaning, which deals with the 
use of language or other methods as a sign to deliver cultural 
value to consumers. As Alessi (2000) puts it, objects have a 
language and they speak to us; and according to Albrecht, 
Lupton, and Holt (2000), a product can be a container for a 
story, or, in other words, the features of a product form should 
be signs that convey meaning or tell a story to the user. When the 
content of this story is interpreted meaningfully, the resulting 
cultural information will elicit pleasure. In the interviews, for 
instance, five of the participants said they felt a sense of fun 
when they saw the ‘Magic Bunny’ toothpick container (Sample 
5). They explained that the rabbit and tube shape that implied 
the product’s operating process also served as a story-telling 
metaphor that could prompt the user’s imagination. Similarly, 
Cummings (2000) has said that products have come to play 
an increasingly symbolic role in our lives. This concept was 
evident in the responses of six of the participants when they 
viewed Sample 2, a juicer set atop very tall legs; owning this 
product, they said, would be a way to show off their good taste 
and thus to feel emotionally satisfied, thus in turn making them 
feel pleasure. 

‘Playful interaction’ is a quality that deals with the 
individual acts and social interactions affected by using objects 
(Leong & Clark, 2003). Sweet (1998) has stated that, like a toy, 
the playful effect is the characteristic of a product by which 
it plays the role of an interesting object in the home. Kitchen 
products, therefore, can become part of the social media of the 
kitchen and interactive objects to satiate interactive desires 
in the kitchen. Some participants in the interviews said they 
experienced pleasure by physical or visual interaction with 
the products. When viewing Samples 1, 3, 5, 6, and 16, they 
expressed the idea of wanting to share the products with friends. 
According to responses of 20 of the participants, the ‘Magic 
Bunny’ toothpick holder was a good example for illustrating 
a medium that could spur the imagination and induce playful 
interaction at the dining table.

‘Tangible effect’ deals with the outer, tangible level of 
physical form and its application in daily life. Participants 
commented that a product with more than a functional purpose 
could play an extra role in their living environment. Hence, a 
good product, like a painting, should permit being displayed as 
part of the user’s home decoration. Consumers might display 
it as a part of their home decoration to illustrate their taste and 
personal style. Furthermore, the displayed object can become 

a medium that increases pleasure and life quality from a social 
interaction perspective. Some participants mentioned that 
they would like to display such samples as numbers 1, 2, 3, 5, 
10, 15, and 19 in a special space where they could appreciate 
their beauty and interesting shape and thereby increase 
the pleasurable atmosphere of their home. For instance, 6 
participants indicated that the Juicer (Sample 2) could serve 
a dual purpose, as a functional juicer and, due to its beautiful 
proportions, as an artistic sculpture to display in the home. 
Hence, pleasure could be derived through the enjoyment of 
making juice and, simultaneously, through the appreciation of 
the object itself.

novelty Form

Novelty is a product characteristic that places unique emphasis 
on concept, form, and methods of feedback. In the responses 
of participants, key words related to the eliciting of pleasure 
through creativity and uniqueness of product form were 
mentioned 77 times. This result showed that the participants 
were curious about or attracted to products with novelty value. 
This supports Csikszentmihalyi’s statement that enjoyment is 
characterized by a sense of novelty (Csikszentmihalyi, 1992). 
These responses involved factors such as creative material, 
unique shape, special color, new mechanism, and new concept. 
These factors were grouped into three characteristics: ‘unique 
appearance,’ ‘structural innovation,’ and ‘creative concept.’ 
This grouping was labeled ‘Novelty Form.’

‘Unique appearance’ refers to the creation of new 
shapes, unique colors, and creative materials. Participants 
expected to be surprised when perceiving something different 
or new. Compared with ordinary plastic materials, participants 
appreciated products that were made using unique and creative 
materials that created a soft, clear and modern look, and they 
felt that such materials elicited surprise and pleasure. 

‘Structural innovation’ addresses the creation of a 
new structure, particularly when it is a structure that relates 
to the consumer’s interaction with the product. Participants 
appreciated the products that had a clever structure, and they 
enjoyed using ones that performed clever functions. For 
instance, participants noticed the unique ball joint mechanism 
design of the computer screen shown in Sample 8, which allows 
users to change the angle of the screen simply by pushing it. 
This special device incorporated a unique adjustment system 
that evoked pleasure.

‘Creative concept’ refers to a new solution to a product’s 
operation or function. The participants stated that they 
appreciated a designer who could offer new solutions for 
old objects. The design of the Globo teapot (Sample 16), for 
instance, demonstrated a clever idea of using an interesting 
form in a new way to stabilize the teapot; this was something 
that surprised the participants.

Ideo Form

Key words that expressed pleasure towards a product because 
it represented a personal favorite, or because it reflected 
the participants’ values, were mentioned 49 times. These 
words were thus grouped into two characteristics: ‘personal 
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preference’ and ‘personal value,’ both in relation to idea or 
concept. This group was accordingly labeled ‘Ideo Form.’ Ideo 
form addresses personal values and preference. Products at this 
level help us to feel more like who we believe we are or who 
we would like to be (Albrecht et al., 2000). Participants, in this 
regard, displayed their own preferences when appreciating and 
choosing the products they desired. 

‘Personal preference’ addresses a person’s preference 
towards a product. For instance, some participants in the 
interviews responded that they personally preferred a computer 
screen with a white case because this design matched their 
personal preference, and thus evoked pleasure.

‘Personal value’ regards a person’s belief in the value of 
a product. For instance, five participants experienced pleasure 
when they perceived Starck’s Juicer design (Sample 2). They 
desired the product to be part of their personal collection and 
believed, therefore, that it had value. In another example, eight 
participants said they believed that environmental protection 
was an important issue to address in a product’s value, and, 
therefore, they would feel happier to own a Jim Nature TV 
designed by Starck, because this product not only was made 
of materials with natural beauty, but it also demonstrated 
symbolically the idea of using ecologically friendly materials. 
Participants felt good towards this design because they believed 
in its ecological value.

Pleasurable Form and Product Types

In examining the 19 sample types, the hierarchical cluster 
method was used. The samples were clustered by calculating 
the number of percentages of each sample (see Table 3). The 
statistical results reveal that there are four clusters when the 
cutting point is located at 14 scales, as shown in Figure 2. The 
cutting point was determined at 14 scales because it can display 
the three types of products discussed in this paper. Cluster 
1 contains Samples 1, 2, 3, 5, 6, 12, 16, 18, and 19. Among 
these samples, seven are kitchenware and two are household 
appliances. Cluster 2 contains Sample 4, 7, 8, 9, 10, 14, and 15. 
Among these, five are hi-tech products and two are household 
appliances. Cluster 3 contains only one sample, which is a 
household appliance. Cluster 4 contains Sample 13 and 17, 
which are household appliances. In addition, the mean and the 
SD of each pleasurable form of the four clusters were calculated 
and are shown in Table 5. The result shows that, among the 
five pleasurable forms, Cluster 1 has the highest mean for Bios 
Form, Cluster 2 the highest for Aesthetic Form, Cluster 3 shows 
both Novelty and Ideo Form, and Cluster 4 shows Aesthetic 
Form. Based on the results of Figure 2 and Table 5, it can be 
seen that the different product types scored differently on the 
type of pleasurable form in eliciting consumer pleasure. These 
different scores are discussed in the following paragraphs.

In Cluster 1, seven out of nine samples are kitchen 
products (Samples 1, 2, 3, 5, 6, 16, and 19) and reveal the 
highest mean on Bios Form. This result implies that kitchen 
products tend to rely on Bios form to elicit pleasure. In Cluster 
2, five out of seven samples are hi-tech products (Samples 7, 
8, 9, 10, and 14) and the focus is particularly on the Aesthetic 
Form type. This result implies that hi-tech products have great 
potential to successfully evoke a user’s pleasure by emphasizing 

material, color, and shape traits. Finally, Sample 11 in Cluster 
3 and Sample 17 in Cluster 4 are household appliances and 
reveal the highest means on Novelty, Ideo and Aesthetic forms. 
This may be because household appliances rely on various 
types of pleasurable form, depending on their attributes and 
usage environment.

The Ranking of Pleasurable Product Forms 

In examination of the means, Table 5 shows that nine out of 
19 samples scored highest on Aesthetic Form (Samples 4, 7, 
8, 9, 10, 13, 14, 15, and 17), nine on Bios Form (1, 2, 3, 5, 
6, 12, 16, 18, and 19), one on both Novelty Form and Ideo 
Form (Sample 11). These results imply that Aesthetic and 
Bios forms have more potential than the other three forms to 
attract a consumer’s attention and thus evoke pleasure. This 
finding could indicate that the participants also tended to focus 
primarily on a product’s explicit information, which derives 

Table 5. Mean and SD of each pleasurable form of the four 
clusters

Average         linkage Pieces Means SD

Cluster 1

Aesthetic	Form
Bios	Form
Cultural	Form
Novelty	Form
Ideo	Form

9
9
9
9
9

1�.��
�9.89
27.��
10.�7
�.��

9.��
11.97
8.92
�.�2
�.71

Cluster 2

Aesthetic	Form
Bios	Form
Cultural	Form
Novelty	Form
Ideo	Form

7
7
7
7
7

��.29
1�.��
12.00
9.29

10.1�

10.�0
1�.�2
8.�0
7.�0
�.87

Cluster 3

Aesthetic	Form
Bios	Form
Cultural	Form
Novelty	Form
Ideo	Form

1
1
1
1
1

�.00
�.00

1�.00
�2.00
��.00

Cluster 4

Aesthetic	Form
Bios	Form
Cultural	Form
Novelty	Form
Ideo	Form

2
2
2
2
2

91.�0
8.�0
.00
.00
.00

12.02
12.02

.00

.00

.00

Figure 2. Results of cluster analysis of product types
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mainly from Aesthetic and Bios forms in eliciting pleasure. 
This would support the finding that people who score high on 
the hedonic scale are indeed more interested in products that 
contain attributes which describe aspects of a product’s form 
(Creusen & Snelders, 2002). 

In Table 5, the results also show that only Sample 
11 exhibited an emphasis on the Novelty and Ideo types of 
pleasurable form in evoking consumer pleasure. Regarding 
Novelty Form, it is possible that the stimuli samples, having 
been already on the market for some time, were not perceived 
as fresh or novel enough by the participants. For instance, some 
participants commented that, at one time, they would have 
been surprised and felt pleasure on seeing products made with 
unique materials and in unique shapes; this would have been 
when they first saw such products on the market several years 
earlier. This implies that, when launching a new product, a new 
fresh look could be an important consideration for eliciting 
consumer pleasure. Only Sample 11, the Jim Nature TV, was 
identified with Ideo Form, perhaps because the concept behind 
the Ideo product form is difficult to transfer to a product’s design 
and also hard for people to perceive. Therefore, learning what 
can connect with users’ personal values and thus elicit pleasure 
is a challenge for product designers who wish to emphasize 
pleasure through the Ideo approach. 

Conclusions
The ability of a product to produce pleasure is an important 
concept in the competitive marketing of consumer products. 
This research examined consumer products and identified types 
of pleasurable form and their characteristics in order to better 
understand the forms of pleasurable products. The following 
three conclusions have been drawn from this research.

First, five types of pleasurable form and 14 associated 
characteristics were identified and discussed. By understanding 
each type of pleasurable form and its characteristics, designers 
can apply this knowledge to designing pleasurable consumer 
products aimed particularly towards the young, college-age 
market. 

Second, Aesthetic and Bios forms in the design of a 
consumer product have more potential than the other three to 
attract a consumer’s attention and elicit pleasure. Therefore, it 
is suggested that enhancing a product’s Aesthetic or Bios form 
will produce an effective means for developing its pleasure-
giving potential in the young consumer market. 

Third, different types of products rely on different 
emphasis of product form to elicit consumer pleasure. This 
paper shows that hi-tech products tend to rely on characteristics 
related to Aesthetic Form, and kitchen products tend to rely on 
Bios Form characteristics. Hence, it is suggested that designers 
can emphasize color, material, and shape when designing a 
hi-tech product, and that they utilize Bios forms and, further, 
embed a story or literary meaning into a product’s shape when 
designing kitchen products.

This study focuses on consumer pleasure evoked through 
the visual appearance of household products. The stimuli 
selected in this research showed a good balance among the 
three categories, as mentioned earlier. However, they did not 
ensure a good balance in all spectrums of product attributes. To 

more fully balance product attributes, alternative methods for 
selecting stimuli (e.g., the orthogonal array method or conjoint 
analysis) are suggested for future studies. Furthermore, the 
participants in this research were college students only, a group 
that may not represent the broader consumer population. Hence, 
to further understand the broader market, it would be valuable 
to study participants drawn from a variety of age groups (e.g., 
housewives) to confirm the findings regarding pleasurable 
responses. In addition, the pleasure elicited through actual 
physical operation of a product and actual experience of its 
performance would also be valuable for understanding pleasure 
responses, and such an approach is suggested as a direction for 
future studies of product pleasure. 
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Appendix
Chi-square test between designers and students	(continued	below)

Stimulus S1 S2 S3 S4 S5 S6 S7 S8 S9 S10

Participants D S D S D S D S D S D S D S D S D S D S

Pleasure 12 28 12 12 �0 12 29 12 28 12 27 12 29 12 29 12 �0 12 �0

Displeasure 0 2 0 0 0 0 1 0 2 0 � 0 1 0 1 0 0 0 0

Chi-Square 0.8�00	 1.292� 0.�098 0.8�00	 1.292� 0.�098 0.�098

p-value 0.��9� 0.2��� 0.�221 0.��9� 0.2��� 0.�221 0.�221

Stimuli S11 S12 S13 S14 S15 S16 S17 S18 S19

Participants D S D S D S D S D S D S D S D S D S

Pleasure 12 2� 12 1� 12 1� 12 2� 12 28 12 29 12 2� 12 17 12 2�

Displeasure 0 7 0 1� 0 1� 0 7 0 2 0 1 0 � 0 1� 0 �

Chi-Square �.�� 8.� 9.���2 �.�� 0.8�00	 0.�098 1.7�8� �.��8� 1.7�8�

p-value 0.0��8 0.00�8 *0.002� *0.0��8 0.��9� 0.�221 0.18�� *0.0099 0.18��
D=	Designers,	S=Students.
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