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ABSTRACT

In the society of multi-living tasty, the felling of the consumer reflects the image of the merchandise in form and portrayal.

Therefore, in the activity of design, consumer needs become key issue in designer thinking of operative black box modal; in order to

meet endocentric need of the kansei for consumer. Therefore, product design must consider the objective circumstance of the

investigations such as favors, feeling etc. on the level of kansei for consumer .In order to establish the product and develop the

draw-up of the way in design, the talent is further real to draw near the distance between the product and people. This study uses an

example through the digital video, to inquire into the consumer and form in the kansei of need and cognition on the product image.

Therefore, the purposes of this research are: 1.Inspect consumer for digital video product’s form with related main factors of the

analytical extraction of agent. 2.Inquire into analytical consumer for current market last the characteristics of digital product’s

form. 3.Induce the kansei characteristics of digital video to standard of design in the quality to develop product with conduct and

actions of reference. In the final analysis, the study obtains the kansei characteristics such as sense, character and texture of three

factors of kansei. 1.Sense: male, untraditional, creative, avant, complicated and gorgeous images 2.Character: arresting image

3.Texture: proper and strong images This study Explains digital video in the consumer’s kansei with core need and phenomenon.

It can be used in the draw-up of product design and development with consideration and reference on the main factors of product

attribute. The study also understands the importance and the correlation of product’s form image with different level of kansei.

The study points out the consumer’s heartstring outward the cognition and feel of image on merchandise.
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