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ABSTRACT

Personal Computer has played an important role in information age. For seeking the consumer''''s real need, the study used home

multimedia PC as an example to explore the kansei element of Pc''''s form. The purposes of this research were: 1.To know the

kansei trait of information product. 2.To find out the consumer''''s kansei need of PC''''s form. 3.What the recoginition of

product''''s kansei factor was by the consumer''''s product knowledge and experience. 4.How the PC''''s kansei trait was judged in

different education background. 5.Concluding the PC''''s kansei trait to find out the correspondence between images and design

characteristics as the reference in design process. In design methodlogy, by both literature review and interview with experts, we had

knew using SD technique to measure the consumer''''s image. Doing questionarie with 134 students in the Da-Yeh Institute of

Technology, we used Factor Anaiysis to know the PC''''s kansei trait. The Multiple Regresion was used to find out the

correspondence between images and design characteristics. The ANOVA and chi-square test were used to determine whethere there

were the differences in gender�product knowledge level and education background. After statistical analysis, we had some results.

There were: 1.The kansei trait of information product were determined in product''''s form�color �texture�size and the

operation convenience. 2.There were five main element in computer''''s form: personality�layout� composition� scale�outline.

3.The male were esthusiastic in using PC than the female. The female had higher requirment in product''''s form. 4.The lower

product knowledge user were more care about PC''''s form than the higher product knowledge. 5.There were sigificant difference in

product form''''s layout in different edication background. 6.The buttom area of minitower�the layout of minitower�the buttom

area of monitor were the factors to images. The results of this research could be responded the consumer''''s requirment in PC'''' s

form. They could be the reference in product design to achieve the design for the user''''s real need.
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