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Construction of an attachment-driven positive experience design model

CHEN Lili s WU Chunmao
(College of Fashion and Design, Donghua University, Shanghai 200051, China)

Abstract: A comprehensive literature review was conducted to define the core concepts and theoretical foundations of positive experience
design and product attachment. Seven key factors influencing product attachment were introduced into the internalized positive
experience design process, enabling designers to systematically generate user-experience-linked solutions. The attachment-driven positive
experience design model was constructed, accompanied by proposed formulas for design concept generation and evaluation. Validation
was performed via a design workshop, where model usability was measured using the Usefulness, Satisfaction, and Ease of use
questionnaire (USE), model effectiveness was evaluated through integrated analysis of subjective and objective user feedback. The model
demonstrated transfer potential to broader product experience design domains. The results showed that the attachment-driven positive
experience design model constructed could guide designers in producing design solutions associated with user experience,and the produced
design solutions could activate product attachment from a user experience perspective. The model demonstrated usability and
effectiveness. The construction of the model provides valuable reference for research on activating positive states in user-product
relationships and promoting users to cultivate positive thinking.
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Fig. 1 Advances in research on factors influencing product attachment
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Fig. 2 Factors influencing product attachment dimensions and the HEAL framework
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Fig. 3 Attachment-driven positive experience design model
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Table 2 Dimensions and explanations of the DH phase
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Table 3 Dimensions and explanations of the DE phase
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Table 4 Dimensions and explanations of the DA phase

W SR A A 6 ) 2 DA Hi A
B A X A R 56 MIRREN FeFI0Ab 7 s T AT S AR B R S AR U O iR e RS
T2 X I I TR E IR BT 3 AR A gk A R
WA S kAR SR A PR B ES| R P R B PN ST

2.1.4 DL W&

DL B Be800) T O T 3 A4~ B Boy™ i k& i

fEPEEEST A B R RS RBRT L’ TN
DL BB+ F.

PP R 5 o 9 e TR B A 6 5 1 T B RO,

BmEE
RERAL
RASHME
o
o8 %

DL B Bots “ 3k 271 3 A A% 0 2 B2 56 4k 41y
PeAE iy DL KL 15 75 38 1 O Al A7 7 60 1T IR 40 /9 14

\
(EHEBRS5@AT ML)
X e RHTEEEERRRN
R BATHRKARE, BHAPE
S5 HXARNEKER
y

7 DLM&+FH
Fig. 7 The card of the DL phase

At ML ST i P 5 P T S AR U T R R
s,

B0 20 5 HE 7 e v RN R o A 4 9 3 P Y

*5 DLMEBEMNERMER

Table 5 Dimensions and explanations of the DL phase
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Table 6 Phase-objectives and dimensions of the attachment-driven positive experience design model
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Fig. 8 Integration framework of the attachment-driven positive experience design model

3.3 @&

AT AED DL g R SO SC )™= i b o
B, 5 5 F A HZAE e Sk BRI AR i R, B
Z NI
3.3.1 DH W&

11 02 535 5650 M T AE L i R SCAR R 47 52 Hh i
TF o AT 22517 7 AR A P 0 8 J8 2R 381 1Y) K SO
RIS SO L5 R P B A AR IS 1 4 R R
JF g 22 PRI IS B IR 42 L B 2h 45 X 52 ¢
BRERD RG22 5 H L% RN DH R K&

BT GO R R /NALT e IR R B R S A M
FeAR R BTHIK Bl H A 0 BRI T B G BT T
AN ERipr i
3.3.2 DE W&
ZH5HEREEM SRS RIT T ENIIGRE S
T, TR N 5 4 DE ki EE JR T Sk X5 S
TR R, DL P B S A i A ik
WED
3.3.3 DA W&
Z 53 M 3> DA R R AL T e ST &



%53

HRALR] 5 AR T R ACARAAR B 0 = e s AL R A 27

5 RSO RS B A G BE L SRS DL /IN A A BRSO AR 3
FME T 7 FE iE A7 AT A AL 26 3K L 38 2o )™ b AR 78 3l
PO P I OB AR AR B

3.3.4 DL W&

RIS I R BRI I B, ok S 55 %
T S0 S bR N 3 s O 9 AT R 6
RIS AT HEAT U0 . DR P A BE DR AL 77 2 S A B
T 34 DL KR, IR S sth i fe st o 8 &

FH P 28 HARTS A0, LA AR
3.4 FHHER

ARTAEY EREmE T 11 S EB TR 39 4
K SCAE SCB ™ i iz it 5 58 L SCR1 ™ ah ik v 3K 3l
PR R SCIR BRI AR 56 . [ 9 e 5% TARZS N AE TR
AR 56 3 A TR 3 B B T U AR B A 4 T S B S
T % IFLCGEATIE VBT I A6, TR T TR
RIS HEAL Y 4 A BB

xR X B F

—HRANRIEMBNELFR  —HEBEEREITFRAE —RARNBFERDTNAEN —RRE2EMRN BN

TP EERR NS E KT TSI IRIAL

—HEH "FRNER" BEHR  —RASWR BRI

AR “EfT" EMERAH

B9 ITIEGMEBNEITIRERR

BB\ XTEER ERNHETR

A AR
AR IR AR R
B80 5 IR it SE B

—REATN. BEHHSHESEE
BIER—HEE—REBFHKT

PLCR AT ) A 5] 1 i B S HE 42

Fig. 9 Partial design practi es and cases of the workshop: a case study of the PATHFINDER to describe the integrated framework in detail

4 EIHE
18 A BT A
BRI A5 5 TAED I 34 (L itk 2 5 % 4t

4.1

] [l B 1 & AR, 2 5 F i H Lund JF & USE
R VIET Likert 7 43 B R E L XHE T #E T A
AR T, 43 51 A B (UUD L 5 e (UE) L 5 %
PECUL) e i 8 5 (US) 4 Ay T %2 8155 8 1 17



28 Fr 25 4R % 53 %
100 8RR T,
x7 KREAURBERZRIGITERN USEERTHELER
Table 7 Assessment results for the USE of the attachment-driven positive experience design model
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Fig. 10 The object-associated word clouds of user experiences
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Table 8 Results for the subjective evaluation of the PATHFINDER
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Fig. 11 Application of model design: WISHING DRAGON cultural creative product design
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