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Abstract

Researchers found scent is an important factor that can create and affect human
emotions. In addition, the importance of scent has been revealed in the domain of emotion,
marketing, brand memory, consumer behavior and so on. However, only few study focuses
on the effect of applying scent to products in Industrial Design or KANSEI Engineering.
Hence, this study will use Pleasure-Arousal-Dominance (PAD) Emotion Scales to
investigate the correlation between product image (visual sensory) and scent (olfactory
sensory).

There are two stages of experiment in this research. The first stage will focus on how
visual and olfactory sensory are correlated with PAD emotion models separately. The goal is
to find out the distinguished sample products form visual and olfactory perspectives by using
One-way ANOVA. In the second stage, these distinguished scent samples will be applied
onto those distinguished products. By using PAD Emotion Scales and Two-way ANOVA
analysis to discuss which combinations can successfully enhance the multi-sensory KANSEI
values of the products.

The result shows (1) Visual sensory: There are highly positive correlation between
product image and users’ positive emotion. (2) Olfactory sensory: There are related
connection between scents and PAD emotion model respectively. It represents that scents’
characteristic correlated deeply with users’ emotion state. (3) Multi-sensory: On one hand,
the products possess high image are influenced by appropriate scent to cause users’ emotion
difference, and different scents characteristic will create the P-A-D emotion series
connection. In addition, visual and olfactory sensory dominate the emotion states of Pleasure
and Dominance, and olfactory sensory dominates the emotion state of Arousal. On the other
hand, products possess low image added appropriate scents will cause positive emotion
mostly, but there are few emotion series connection on PAD model. It represents that
olfactory could assist and promote visual deficiency on users’ emotion.

As a result, we can have a better understanding of the interaction between product
scents and its images and how this is going to affect users” emotions. On one hand, this can
serve as a foundation for future multi-sensory KANSEI researches in the Industrial Design
domain. On the other hand, the multi-sensory PAD emotion models can provide us some
guidelines if designers want to design the scent of a product.

keywords - Olfactory - Product Image - Emotion - Industrial Design ~ KANSEI
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