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產品對空間意象的影響力 

Influence of Product in Spatial Image 

摘   要 

產品與空間有著不可分的關係，而存在空間中的產品對空間的影響關係是如何？

本研究利用感性工學的方法，以形容詞來表達人們心中所感受到的空間意象，對於不

同產品對空間的影響，觀察人們心中感覺的變化來了解產品對空間意象的影響力，讓

產品與空間的關係有跡可循。 

本研究分三個主要的階段，第一個階段要了解空間意象的形成，找出表達空間意

象的方式，以量化的方式比較空間意象的變化。第二階段控制空間不變，然後從改變

產品來操作產品與空間的關係進行實驗，請受測者觀察空間意象的變化，從分析受測

者的回答，找出產品與空間意象之間的關係，建立關係模型，並驗證此一模型。第三

階段依據所建構出的關係模型，及整個研究的過程與所得到的結果來探討產品對空間

意象的影響力。 

經過形容詞的收集與分類、並進行因子分析縮減表達空間意象的形容詞，將因子

分析結果再集群後，建構出由舒適、素雅、封閉、絢麗、冰冷五個代表形容詞來表達

的空間意象模式。針對本研究的目標產品(桌子)與空間的關係拆解成可操作的桌子高

度、長寬比、桌腳位置、顏色、空間位置五個元素後，將五個關係元素以正交法產生

實驗用的產品組合，運用 3D軟體製作並結合實驗用的產品與空間，再以虛擬實境的

方式呈現配合空間意象的形容詞表達方式，進行產品對空間意象影響的虛擬實境實

驗，將實驗結果製作成產品元素與空間意象的關係模型，將實驗結果中較明顯的影響

因子結合成新的產品後再次進行 VR實驗，將實際結果與模型預測的結果做比對，來

驗證產品對空間意象影響力的模型。 

實驗結果顯示改變產品對空間意象的影響，最有力的方式是顏色，尤其是搶眼的

色彩佔有視覺上注意力的優勢與強烈的意象主導，對絢麗、素雅、冰冷的空間意象影

響力最明顯，其次是在空間中佔據的大小和比例，也就是產品的高度與長寬比，對於

舒適和封閉的空間意象影響力最強。至於空間位置所能給予的影響類似於輔助高度與

長寬比，影響力並不足以改變整體意象，桌腳位置在本研究的實驗結果中，與空間意

象的對應關係並不明顯。 
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產品對空間意象的影響力 

Influence of Product in Spatial Image 

Abstract 

Products and space have inseparate relation. Then how are the relations of influence 

that were caused by products within the space. This research utilized the method of 

Kensei-Engineering expressing the feelings of spatial image in people’s mind through 

adjectives. By observing the changes of feeling about different products to the space, we 

could understand the influence of product in spatial image. 

There are three stages in this research. First, knowing how the spatial image comes 

and ways to express it. Then use quantitative methods to compare the different, and operate 

the relations between product and space by keeping the space and changing the product 

inside. Then have users to feel the change of spatial image, and analyze the answers to 

build up the relation models between the product and spatial image, and verify the models. 

Third, according to the models and the process, discuss the influence of product in spatial 

image. 

After gathering, categorizing, and factor analysis, we build a method to express 

spatial image through, comfortable, unadorned, closed, gorgeous, cold, these five 

adjectives. Take apart the relation between table and the space into five elements, Height, 

ratio of length over wide, feet position, color, and the position in space. Produce product 

and space in 3D software and experiment in virtual reality space. Result the experiment 

data into models of relation between product elements and spatial image. Then combine 

the most effective elements to do the verification. Compare the verification experiment 

results to the predictions calculated by model. 

According to the experiment result, most effective influence of product in spatial 

image is color. Especially for the color that has strong image leading and eyes-catching 

superiority. The influences are obvious in spatial images of unadorned, gorgeous, and cold. 

Second effective influence is the height and the ratio of length over wide. They are obvious 

in spatial images of comfortable and closed. The influence of position in the space is like 

the assist of height and ratio of length over wide, not strong enough to change the hold 
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spatial image. The influence of feet position in spatial image is not quiet conspicuous in the 

experiment result.  

Keywords：Spatial image, Virtual reality, Kensei Engineering, Adjective 
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