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Abstract  

In recent years, product design in Taiwan has received considerable attention because of economic 

development in Taiwan. Concurrently, a law regarding the development of the cultural and creative 

industries was passed. Since then, craft-related industries in Taiwan have begun to transform into cultural 

and creative industries and create their own brands. Consequently, leveraging unique cultural strengths, 

integrating creativity, and emphasizing design traits during design stages are crucial factors of creative 

products that reinforce the development of cultural and creative industries in Taiwan.  
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1.   Introduction  

    Because of scientific and technological advancements, information is widespread across countries and 

product characteristics appear more often worldwide, indicating the onset of an aesthetic era of an 

economically globalized market. Products exhibit practical functions and features that integrate culture and 

beauty, which improves their accessibility to contemporary consumers.  

    Products involve brand-specific symbols, and brands are abstract. Spirit is the overall experience of 

consumer products and reflects consumers' moods, knowledge, attitudes, and behavior. Moreover, 

manufacturers have developed increasingly advanced production technologies in recent years, and their 

competitors have quickly generated comparable technologies. In addition to functional and engineering 

requisites, products incorporate affective attributes such as attractiveness, aesthetics, and creativity, which 

are the key factors that consumers seek when selecting brand-name products.  

    Consumers commonly analyze a product’s features to understand their cultural characteristics and 

aesthetic expression, which can enhance the aesthetics of product design and expand its presence in the 

economy. In this study, we measured and compared consumers’ valuation of designer products in an online 

store by documenting their preferences of the designer products, as well as their importance. We then 

integrated factors of designer products of an online store and developed a design model for designer 

products.  
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2 Background  

2.1 Designer product website  

    Online retailing has been suggested to be a more convenient shopping method for consumers because 

online stores offer greater time savings and greater satisfaction; furthermore, greater satisfaction with online 

shopping is positively correlated with consumer perceptions (Szymanski & Hise, 2000). Kacen, Hess, and 

Chiang (2013) also proposed that consumers prefer stores that sell high-quality products at a low price, and 

that they desire to make transactions quickly and pleasantly.  

   The designer products of the website in this study are cultural, decorative, distinctive, and memorable. 

These types of websites do not just sell products; they are platforms to share and communicate ideas. The 

purpose of these websites is to enable shoppers to have a different type of shopping experience, and not just 

the aspect of buying commodities during the shopping process. These websites explore custom-made 

jewelry, works of art, merchandise, clothing, arts and crafts, and vintage groceries. Although these designer 

products may be less mainstream, certain stores and designers are creative; hence, artists are eager to convey 

ideas and design products around them.   

    For example, Etsy (United States), founded in 2005, is an online marketplace where people buy and sell 

vintage and handmade goods, as well as art and craft supplies. Etsy incorporates an aestheticized interface of 

curated galleries, seller testimonials, and tools to enhance and personalize consumer shopping experience. 

The company, sellers, and shoppers engage in practices that ensure shopping on Etsy feels culturally 

productive (Cuervo, 2012; Pace et al., 2013). Other similar designer product websites include Wowsai 

(mainland China) and Pinkoi (Taiwan). Therefore, we explored designer products on websites that can 

determine preferences with an awareness of design features.  

 

2.2 Consumer preferences for designer products  

    Beauty is the temperament exuded by a product that enables consumers to understand its feeling and 

imagine themselves using the product. The beauty of a product incorporates the expression of style, ratio, 

and color as the communication medium. A beautiful feeling is the most powerful impression that a product 

can provide (Hassenzahl, 2004). Product design is a core element of products and includes a product’s 

aesthetics and function. Furthermore, the design of the total customer experience is a critical marketing 

concern (Luchs & Swan, 2011). Aesthetics is an inherent aspect of the form of a product and has been 

frequently connected to emotional responses; therefore, a product’s cognitive appraisals are part of the 

emotions evoked by its aesthetics (Veryzer & Hutchinson, 1998; Batra, Seifert, & Brei, 2015).  

    Consumers currently require a design that is not only functional and ergonomic, but also capable of 

stimulating emotional pleasure. In terms of design contributions, designers should exert their efforts in 

maintaining the functionality of a product as well as enhancing the essential quality of the product, or the 

ostensible “taste” (Yen, Lin, & Lin, 2016). Yen, Lin, & Lin (2016) also proposed a product design that, in 

addition to incorporating product beauty, delicacy, and engineering, places more consideration on product 

attractiveness and creativity. Hence, consumers currently require a design that is not only practical and 

ergonomic, but also capable of activating emotional pleasure.  

 

2.3 Design sense (Qualia)  

    “Qualia” is a Latin word that is part of design sense; qualia is a combination of the emotional response 

and quality of a product. N Idei (2010) proposed that the feeling of happiness is imposed on a tangible 

object, giving people a sense of surprise and sensation. Furthermore, qualia design is required during the 

product design phase. Incorporating “feeling” into products to present the emotional communication of user 

experiences has become a design trend in the 21st century. Consequently, “design for feeling” has become a 
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key factor in innovative products (Ko, Lin, & Lin, 2009). Bermond (2008) stated that emotional qualia are 

the phenomenological representations of the end products of appraisal processes.  

    A favorable product is a craft that exercises a discourse with people through its sensation-evoking image 

and affords them inspiration. American design expert Norman stated that affective/emotional factors are the 

ultimate determiners of the success or failure of product design (Yeh & Lin, 2011). Lin (2010) also stated 

that qualia products are an expression of “humanity” and “story,” whereas general industrial products are an 

expression of function and rationality. Therefore, emotion in product design typically involves a moving 

story. "Qualia" is equal to the "design for feeling" that refers to quality, and it comprises five elements: 

attractiveness, beauty, creativity, delicacy, and engineering (Yen, Lin, & Lin, 2014).  

 

3 Research Method  

3.1 Research Process and Tools  

    This study involved two phases: 1) filtering and selecting the top six products of an online store, and 2) 

conducting a formal survey and performing measurements to confirm the reliability and validity of a design 

sense (qualia) questionnaire. In this study, survey questions of design sense on the constructs of 

“Attractiveness,” “Beauty,” “Creativity,” “Delicacy,” and “Engineering” were based on a literature review. 

Each construct had six questions, as is shown in Table 1.   

 

Table 1. Design sense (qualia) questionnaire.  

Constructs  Code  Variables (Description of questions)  

  

Attractiveness  

A1  This product has an attractive story.  

A2  This product can convey cultural meaning.  

A3  This product is fun.  

A4  This product can evoke memories of life.  

A5  This product has fashion sense.  

A6  This product has a positive meaning.  

 Beauty  

B1  This product has a relatively good shape ratio.  

B2  This product is of a modern shape.  

B3  This product has properly applied color.  

B4  This product’s related materials are used with ingenuity.  

B5  This product is characterized by the original form design.  

B6  This product feels good.  

 Creativity  

C1  This product makes people feel newfangled.  

C2  This product is original or innovative.  

C3  This product gives a special impression.  

C4  This product uses an ingenious method.  

C5  This product can meet the needs of different types of users.  

C6  This product has versatility.  

 Delicacy  
D1  This product has a strong structure.  

D2  This product has good design details.  
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4.2 Phase 2  

    This phase involved a survey on the top six designer products; the survey was adapted from the design 

sense (qualia) questionnaire of the first phase. Multiple regression analysis is often utilized to investigate the 

effects of various design parameters; therefore, regression analysis was employed in this study to explore the 

impact of qualia design factors on designer product evaluation. According to the regression analysis, the 

qualia design factors had a significant impact on the nature of the design products. The regression model 

was able to explain over 85% of the overall variances (all RSQ items were over .85), and all F values were 

significant and over 110 (p < .001).   

    In the regression equation, β values represent the ability to predict effects. In this study, β values reached 

significant levels (p < .001) in the prediction of the dependent variables. Therefore, the impacts of the 

factors of the Attractiveness construct of the design sense (qualia) questionnaire on the overall product 

evaluation can be arranged successively as follows: A5>A4>A1>A3>A6; those of the factors of the Beauty 

construct of the questionnaire on the overall product evaluation can be arranged successively as follows: 

B4>B6>B5>B3>B2>B1; those of the Creativity construct of the questionnaire on the overall designer 

product evaluation can be arranged successively as follows: C1>C6>C4>C5; those of the Delicacy construct 

of the questionnaire on the overall product evaluation can be arranged successively as follows: 

D4>D2>D1>D5>D6; and those of the Engineering construct of the questionnaire on the overall product 

evaluation can be arranged successively as follows:E6>E2>E4>E5. Multiple regression analysis for entire 

sample is shown in Table 6.  

  

Table 6. Multiple regression analysis for entire sample  

Dependent 

variable  

Independent 

variable  
B  SE  β  t  

Design Sense 

(Qualia)  

A1  .160  .056  .206  2.825**  

A2  .032  .056  .039  .576  

A3  .155  .054  .174  2.857**  

A4  .175  .043  .228  4.090***  

A5  .232  .043  .305  5.332***  

A6  .099  .041  .130  2.426*  

 R=.928          RSQ=.861          F=116.588***   

B1  .100  .048  .117  2.105*  

B2  .114  .047  .139  2.423*  

B3  .127  .051  .150  2.504*  

B4  .235  .052  .274  4.526***  

B5  .162  .035  .206  4.625***  

B6  .174  .042  .208  4.128***  

 R=.950          RSQ=.903        F=174.930***   

C1  .447  .080  .525  5.610***  

C2  .079  .063  .096  1.244  

C3  -.059  .082  -.073  -.729  

C4  .129  .050  .164  2.571*  

C5  .095  .035  .125  2.703**  

C6  .191  .038  .256  5.042***  

 R=.926          RSQ=.858        F=113.471***   
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D1  .142  .041  .180  3.434**  

D2  .163  .065  .201  2.495*  

D3  .072  .058  .091  1.241  

D4  .175  .049  .227  3.574**  

D5  .141  .058  .175  2.434*  

D6  .132  .071  .161  1.853  

 R=.944          RSQ=.891        F=153.416***   

E1  .073  .044  .093  1.659  

E2  .205  .056  .248  3.650***  

E3  .064  .049  .076  1.314  

E4  .149  .045  .197  3.318**  

E5  .081  .040  .100  2.031*  

E6  .298  .033  .426  9.072***  

 R=.946          RSQ=.895        F=160.049***   

*p <.05    **P<.01    ***P<.001  

  

5. Conclusion  

   The results of this study reflect current consumer preferences as well as popular product design factors. 

Specifically, this research found the following factors associated with design of popular designer products: 

possessing a fashion sense, exhibiting the ability to evoke memories of life, possessing materials with 

ingenuity, exhibiting favorable tactile feeling, being characterized by original form design, invoking 

newfangled feeling in people, possessing versatility, being produced by professionals and latest 

technologies, and being easy to use. These factors are crucial for evaluating product design, and most of 

them are emotional factors.  

    The findings of this study echo those by Ashby and Johnson (2003), who stated that functionality, 

provided by sound technical design, plays a clear role in product design. However, a greater role is that of 

industrial design, which concerns the aesthetics of a product, and the associations and perceptions that the 

product carries. This echoes the findings of McLoone et al. (2012), who proposed that a successful product 

design meets or exceeds the emotional needs of users, beyond utility and quality. Integrating “feeling” into 

products to present the emotional communication of user experiences has become a design trend of the 21st 

century. Therefore, designing products to maintain basic functionality and incorporate the emotion-oriented 

sensitivity of consumers is a concept that should be extended to more general product designs and should be 

promoted in the aesthetics of economic development.  
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