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ABSTRACT

This research approaches the kansei characteristics of the outer plastic art of the mobile phones from the viewpoint of the feminine

life style. Through the division of the feminine consumers, further investigation is taken into each individual group regarding the

mental requirements for the outer plastic art of a mobile phone. Tendencies of the designated group are induced by way of a

five-step evaluation of the contrasting adjectives. Main requiring factors of the group members for outer plastic art of the mobile

phone are contracted in a statistic way, and those factors are retro-analyzed corresponding with the plastic units of the mobile phone

parts. Thus the connection between each is established. The feminine consumers are divided into three groups：(1) separate and

distinctive, (2) rational and practical, and (3) fashion shopping queen. The kansei factors of the second group with regards to the

outer plastic requirements of a mobile phone are derived in the following order：(1) human factors, (2) creative factors, and (3)

orientation factors. Images like comfort, elegance, alternative, creation, popularization and function are shown. The first two places

of the part unit design influencing tendencies are taken by：(1) outer specification ratio and, (2) screen size ratio. Kansei factors can

be shown more clearly if the outer specification can be smaller and the screen size larger. Feminine image tendencies and product

design norms can be regulated accordingly. Based on the result, the practical design can be proceeded to prove the accessibility of

this design research and the increase of the satisfaction with the practice of the summarized design elements and norms, and the

consumers would be more willing to purchase the product.
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