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INTRODUCTION



PICK ONE !



Since nearly two decades, a variety of design approaches have been 
developed, most of which revolve around the idea of providing better 
Experience, Adding Emotions and Meaning (Eckoldt et. al. 2013).

With the User Centric Design approach, products have emerged from being 
merely a ‘functional object’ to more of an ‘experiential object’ or ‘reflection 
of oneself’ (Hauser et. al. 2013, Urban et. al. 2004). 

USER CENTRIC  DESIGN



The user needs and aspirations are typically expressed 

in statements which cater to the functional aspects or 

are expressed in generic terms; mainly due to the 

inability of users to clearly express their needs and 

aspirations. In order to meet the competitive market, 

catering to the functional aspect is not sufficient. The 

products should satisfy the user at a higher level than 

the functional needs; here, emotional needs. Hence, it 

becomes designer’s role to understand the emotional 

aspect and address it through design (Hu et al., 2022)

Almquist, Senior and Bloch (The Elements of Value, 

2016) highlighted 30 elements of consumer value in a 

hierarchy.

FUNCTIONAL VS  
EMOTIONAL ASPECT  

The 30 Elements of Consumer Value: A Hierarchy



As per some of the research, A person’s excitement for possessing or 

using a product is outcome of wide range of emotions. Hence, 

adding the appropriate emotional elements into a product's design 

can aid in its commercial success (Moradi, 2015). These emotions 

occur in every connection we have with the artificial world, and it 

greatly affects our choices and perception. For emotionally triggered 

design to advance as a design philosophy, we must comprehend 

how and why products elicit particular emotions (Mohd Noor and 

Md Hashim, 2020).

Don Norman in his book ‘Emotional Design’ highlighted three levels 

of Design Appeal. The first one being the Visceral which is related to 

the visual appeal of the product. 

Visual contact is the ‘first impact’ on consumers when they go to 

purchase the product or intent to purchase (Charles et. al, 2011)

Emotional Design: Don Norman

VISUAL IDENTITY  



https://www.youtube.com/watch?v=NA3glfuxeuY&t=49s



https://www.youtube.com/watch?v=7S_MIU9_yBw



https://www.youtube.com/watch?v=3YBhftZSlbM



USER CETRIC  DESIGN 

There are different categories of users for every type of products. This gives the opportunity to create 
new products and services catering to the needs of the users.  



User Persona is a representation of your target customer

It is a face to the group of users you are targeting 

USER PERSONA



While defining the user persona consider – 

Who is the users

Their lifestyle and personality traits

Demography

Region of living

Cultural background

Profession

Things they use in day-to-day life

DEFINING USER PERSONA



EXAMPLES



EXAMPLES



EXAMPLES



EXAMPLES



EXAMPLES

Which user from above examples will choose left one and right one? 



EXAMPLES



EMPATHY MAPPING



TASK

M a k e  a  g r o u p  o f  2

C r e a t e  a  u s e r  p e r s o n a  o f  e a c h  
o t h e r



THANK YOU
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