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Within this research paper, | will be exploring three key words that reflect my pursuit
within my field of study. The three key words | will be researching into are function,
emotion, and longevity within product and furniture design. | will be looking at how
designers use these key words to create and challenge design parameters. Through
this, 1 will attempt to link all three words, which will lead to an end question to guide
me through my independent research paper.

Function

The word function was derived from the French noun fonction; “one’s proper work or
purpose; power of acting in a specific proper way” (www.etymonline.com, n.d.).
Therefore, to assign a function to an object is to have a specific practical use of the
object. For an object to be functional it must be in relation to the user. This is
apparent in furniture design as the designer usually places a high priority on function
when ideating and developing a product.

We saw functionality emerge through the modernist
movement by the ideology of “form follows function” coined
by Louis H Sullivan (1896, as cited in Stream 02, 2012). This
proposes that modern furniture is built to serve a specific
purpose, which in essence foreshadows style. Michael
Thonet played an essential role in the development of the
modernist movement through his invention of bentwood
_ furniture. As seen in figure 1, the model 1 rocking chair

Fig 1 shows the iconic bentwood design. The design is sinuous

and fluid but retains the functions of a standard rocking

chair. A rocking chair gives the user control of back-and-forth movement and relies
on weight and motion of the user, the chair's shape, and the centre of gravity of the
user and the chair to function properly. The function is seen as a symbiotic
relationship between user and rocker (James Christopher Postell, 2012, p.164). This
function allows the user to feel more engaged with the product and creates an
almost partnership between designer and consumer.

Functionality is an important factor for
Universal Design (UD). Accessible, usable,
and inclusive are the characteristics of any UD
product or environment (Burgstahler, 2015).
This principle requires designers to ideate

.. products that function effectively for every user
without any adaptations. For people with
disabilities and struggles, the design industry
does not possess the satisfactory knowledge
to meet their needs. As a designer, addressing user needs is crucial to producing
products with fulfilling functions. This is a challenge as many products are already
being sold and do not meet these requirements to function properly for the user. It
may be the case of designing an additional feature for a product instead of creating a
new product altogether. This can be specialised for different types of disabilities.
Electricity, for instance, eliminates activities requiring fine hand control, thereby
including people with reduced hand function (Sangelkar, Cowen and McAdams,
2012).

Fig 2



Amanda Gillies displays the furniture from Global in figure 2 as following Universal
design principles (2020). We can see a table that can adapt heights, which is
suitable for various wheelchairs. This is a great example of improving functions for a
specialised disability through design. But it poses the question; will furniture in the
future be functional for everyone without any added adaptations? For function may
entail a sense of emotion as a relationship is developed through the user.

Emotion

Don Hockenbury and Sandra E. Hockenbury argue in Discovering Psychology that
an emotion is composed of three distinct components: a subjective experience, a
physiological reaction, and an expressive or behavioural response (2007, as cited in
Cherry, 2021).

Subjective experience is based on having mixed emotions. We may feel
simultaneously excited and nervous about a situation or object, hence being
subjective. Physiological reactions are a psychical response to the emotional
feelings; nervous belly. Behavioural responses are the ability to put body language in
line with emotions; smiling as a sign of happiness. Ultimately, these emotional
interactions connect with the pragmatic and semantic properties of product design.

Products can induce a range of different emotions. This could be positive or
negative. A user may find a product difficult to use, which would navigate to negative
feelings. Positive emotions may occur when the user feels comfortable using the
product. As far as behavioural impact is concerned, these positive and negative
emotions have fundamentally distinct effects: positive emotions drive individuals to
accept or approach the object of their emotion, whilst negative emotions stimulate
individuals to reject or retreat from the object of their emotion (Frijda, Kuipers, &
Schure, 1989). This is relevant to furniture design as the designer wants to generate
a positive fulfilment from the user, thus stimulating emotions through interacting with
the product. Through this interaction, the emotions play a role in improving the
desirability towards the product. Maintaining a positive reaction to the product will
have a positive effect on the design process.

Scherer considered emotion to be aesthetic; “Aesthetic emotions are produced by
the appreciation of the intrinsic qualities of the beauty of nature, or the qualities of a
work of art or an artistic performance (2005). This would mean that users would
expect more than functionality to a product, but to seek quality through form.
People’s feelings about products are inclined to be influenced by the external
features. This could include size, shape, colour, and texture.

Many designers (Papanek, 1995) consider roundness or curvilinearity as a feeling of
warmth to users due to its free organic form. We see the free-flowing curves as
sympathetic to the human body, mind and spirit (Pearson, 2001). This natural form
could be seen as comforting and give an overall positive reaction from the user.
Dazkir and Read promote this theory by signifying that designing settings with
curvilinear shapes promotes feelings of happiness, calmness, and relaxation (2011).
In coherence with this, a study conducted by Bar and Neta indicated that people
would pay more attention to an object with a sharp appearance because they would
instinctively feel anxious or endangered (2007). This implies that an angle or form of
a product can alter emotions just by the initial look. It also shows that we can change
our feelings about a product by correlating it to another without an incline of



association. We see sharp as dangerous but not all sharp objects are used with a
threatening intent.
A method that is widely used by
= A e many designers is kansei
engineering.
Kansei engineering (founded by
Mitsuo Nagamachi, 1974) works to
create products by channelling the
feelings and needs of customers
into the area of the project. The
process starts with an observation
of a consumer’s behaviour, then
uses psychological scaling to
Fig 3 capture their emotion and
attachment, and then analyses the
emotions using multiple statistical studies to lead to product design requirements
(Nawaratne, 2020). A successful use of this process was made by Nagamachi
himself when his help was requested by the company Sharp (1978) to design a new
type of refrigerator. With this, he insisted that the design team use the Kansei
engineering method. Nagamachi made the decision to watch and record how a
housewife utilises a two-door refrigerator on a daily basis. He put together a team of
six female designers and used a video to watch the residences. Nagamachi
examined the film and discovered that the bottom door opening and shutting
accounted for 80% of all doors opening and closing. Most of the time, it was for
vegetables and other ingredients that were going to be cooked right away. In
summary, the housewife was always leaning down to access the bottom door to take
out food, according to the findings of this investigation. Working mothers were
usually in a difficult posture but did not complain about it, therefore the engineer and
designer tasked to examine the emotional element required to pay attention to the
bending and stretching posture, even if the consumers did not complain about it. We
can see in figure 3 the improved refrigerator with effective and considered doors. To
make customers even happier, a study of what they keep in the refrigerator was
conducted, and a method was developed to allow customers to adjust the
temperature associated with each food's storage section (CRCP R E S S, 2015).
This investigation not only guaranteed a practical fridge that was functional for the
user, but they ensured that the emotional effects of the user were taken into
consideration while designing.

Longevity

The word longevity is used to describe a products lifetime, but it is debatable
whether this is appropriate for products these days. With fast fashion and the online
shopping demand increasing, products are being replaced much faster than ever.
Obsolescence and the throwaway society actively contribute to this shift, as
companies profit from a culture in which product lifetimes are shortened (Jensen,
P.B., Laursen, L.N. and Haase, L.M. 2021).

There are many different forms of obsolescence. Relative obsolescence happens
when items are replaced for reasons other than their functionality. This could be
when a user no longer finds a product appealing or when new items with better



characteristics become available. Absolute obsolescence occurs when a product can
no longer execute its tasks physically (Anders, 2019). Louis Cheskin suggests that
psychological obsolescence is a symptom of our times related to the prevalence of
"boredom, lack of self-expression, absence of free and truly friendly communication
between neighbours and friends, and a general lack of rational values.” (Longmans,
1961). These different examples of obsolescence all result in a short lifetime of
products. Nevertheless, we cannot take blame for a decrease in lifespan of products
as not everything is built to last. We cannot expect products to live forever or to
supersede us because they are fundamentally not made to do so. This is because
many suppliers and designers ideate products for now and leave innovation for the
back burner.

Mugge and Bakker indicate that extending the lifespan of products relies on the
consumer not the designer. The consumer needs to want the circular choice and the
motivation to repair instead of buying new (2018). Unfortunately, much of today’s
society now has the expectation of everything being given to them with no
repercussions. With environmental impacts becoming a bigger discussion globally,
perhaps people will be more aware of reusing products. If longevity of products
increases, we would see less in waste lands, thus improving the future for the better.
On the other hand, this could have a negative effect on scale of the number of
products designed and manufactured which would significantly impact that whole
sector of the economy. However, this downside in manufacturing and designing less
products could be combatted in a more competitive market where the products
chosen are of a higher standard and therefore more money would be spent on
competing and creating more valuable products instead of cheaper.

In this case it could be for suppliers and designers to think - how can we develop
products that consumers want to use for longer?

There are a few types of products that are single use, which puts an end to longevity
foremost. This includes products such as tampons and pads. We would not see nor
seek motivation to keep these products for longer, but it may be an indication to
improve them for a longer lifespan. There are other options that are reusable, but
they do not seem to a popular choice among women. This could be because a lot of
people are unaware of such products and the promotion is not evident enough.

Conclusion

The three words | chose, function, emotion and longevity all have relevant ties to
product and furniture design. All three words have ties to each other, and we can see
links throughout the research.

We see that function effects emotions when a product has a specific purpose for the
user, e.g support for a disability. Likewise, products like phones and computers have
an emotional relationship with users as they are a way of keeping us connected to
others.

These types of relationships cause the products to provide signals to the user that
are significant to them. This could be emotions that recall personal memories. This
would evoke emotional attachments to such products and users would be hesitant of
throwing them away, thus linking emotions and longevity.

Longevity and function are tied by usage. Would you throw away a product that is
useful to you? If a product is used regularly and helps with day to day life, the user



would be uncertain about throwing it away. On the other hand, Jonathan Chapman
describes the “honeymoon period” between a user and a product as “the passionate
early stages of a subject-object relationship” (2005). This indicates the initial reaction
of emotion that a user feels towards a product and that these emotions are short
lived. He almost describes this relationship as a one-night stand and something to
remember and not to keep. The relationship fades and the product will be replaced
and thrown away.

By deconstructing the three words, | have shown different ideas and explored
aspects that have challenged and created designs. | have investigated designers
and how they have used methods to ideate products that link my chosen words. In
conclusion, this research paper has given me an opportunity to progress to my
independent study inquiry. Throughout | have questioned each part, but this has led
me to a final question: What effect does people's emotional attachment to a
product have on its longevity and life?

With further investigating and research, | will be able to respond and explore it
through an independent inquest.
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