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Hedonic, Emotional, and Experiential
Perspectives on Product Quality

Mare Hassenzahl
Darmstadt University of Techaology, Germany

QUALITY OF INTERACTIVE
PRODUCTS

Human-computer interaction (HCT) can be defined
as a discipline, which is concerned with the design,
evaluation and implementation of interactive com-
puting systems [products] for human use (Hewett et
al, 1956), Evaluation and design require a definition
of what constitutes a good or bad product and. thus,
a definition of intersctive produect quality (TPQ).
Lisability is such a widely accepted definition, 15O
@241 Part 11 (IS0, 1998 defines it as the “extent o
which a product can be used by specified users to
achieve specified poals with effectiveness, effi-
ciency amd =atisfaction in a specified context of
use,"”

Although widely accepted, this definition’s fecus
on tasks and goals, their efficient achisvement and
the involved cognitive information processes repeat-
edly caused criticism, as far back as Carroll and
Thomas™ (1988) emphatic plea not to forget the
“fun™ over simplicity and efficicncy (sce also Carrall,
2004).

Since then, several atternpts have been made to
broaden and ennch HCI's narrow, work-related
view om [PC) (see, for example, Blythe, Overbeeke,
Monk, & Wright, 2003; Green & Jordan, 2002;
Helander & Tham, 2004). The objective of this
article is to provide an overview of HCI current
theoretical approaches to an enriched PO, Specifi-
cally, needs that go bevond the instrumental and the
role of emotions, affect, and experiences are dis-
cussed,

BACKGROUND

Driven by the requirements of the consumer’s prod-
uct markel, Logan (1994) was first 1o formulate a
notion of emafiomal wyabiliov, which complements

traditional, *behavioral” usahility. He defined emao-
tional nsability as “the degree to which a product 1s
desirable or serves a need heyond the [...] func-
tiomal ohjective” (p. 61). It is to be understood as “an
expanded definition of needs and requirements, such
as fun, exciternent and appeal™ (Logan, Augaitis, &
Renk, 1994, p, 369). Specifically, Logan and cal-
leagues sugpested a human need for novelty, change,
and to express oneself through objects.

Other authors proposed alternative lists of needs
to be addressed by an appealing and enjoyable
interactive product. In an early attempt, Malone
(1981, 1984) suggested a need for challenge, for
curiosity, and for being emotionally bound by an
appealing fantasy (metaphor). Jordan {2000} distin-
guished four groups of needs: physiological (e.g.,
touch, taste, smell), social (e, relationship with
others, status), psychological (e.g., cognitive and
emotional reactions}, and Id-needs (e.g., aesthetics,
embodied values), Gaver and Martin (20000 com-
piled a list of non-instrumental needs, such as nov-
elty. surprise, diversion, mystery, influencing the
environment, intimacy, and to understand and change
one’s celf. Taken topether, these approaches have
at least two aspects in commoen: (a) they argue for a
more holistic undersianding of the human in HC land
(b) they seek to enrich HCT's narrow view on IPQ)
with non-instrumental needs o complement the
traditional, task-oriented approach.

Although, the pariicular lists ol needs differ from
author to author, two broad categories—widely sup-
ported by psychological research and theory—can
be identified, namely compe fe nee/persomal growih,
for example, the desire to perfect one’s knowledge
and skills, and relatedness/self-expression, for
example, the desire to communicate a favorable
identity to relevant others {see Hassenzahl, 2003 ).

A sense of competence, for example, to take on
and master hard challenges, is one of the core needs
in Bvan and Deci's (2000} self~determination

Copyright 11 X006, Idea Group ne., disiibating in print or elecronds farmis without wrirten permission of 1G] is prohibised.
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theory, which formulates antecedents of personal
well-being. Similarly, Csikszentmihalyi™s {1997) flow
theory, which became especially popular in the
context ofanalyzing Internet use (see Chen, Wigand,
& Milan, 1999; Novak, Hoffman, & Yung, 20007,
suggests that individuals will experience a positive
mayehological state (flow) as long as the challenge
such an activity poses is met by the individuals’
skills. Interactive products could tackle these chal-
lenges by opening up for novel and creative uses
while, at the same time, providing appropriate means
to master these challenges,

A second need identified by Ryan and Deci
(2000} is relaredness—a sense of closeness with
others. To experience relatedness requires social
imteraction and as Robinson{ 1993, cited in Leventhal,
Teasley, Blumenthal, Instone, Stone, & Donskay,
1984} noted, products are inevitably statements in
the on-going interaction with relevant others, A
product cen be understeod as an extension of an
individual *s self (Belk, 1988)}—its possession and
use serves self-expressive functions beyond the
mere instrumental {e.g., Wicklund & Gollwitzer,
1942}

To summarize. an appealing interactive product
may support needs beyond the mere instrumental.
Meeds that are likely to be important in the context
of design and evaluation are compelence/personal
growth, which requires a balance between chal-
lenge and ability and relatedness/self~expression,
which requires a product to communicate favorable
messages o relevant others,

NEEDS BEYOND THE
INSTRUMENTAL

In this article, the terms imsrwmenial and rown-
imstremerntal are used o distinguish between HCT s
traditional view on IPQ and newer additions. Re-
peatedly, authors refer o instrumental aspects of
products as wrilitarion (e.g., Batra & Ahtola, 19907,
junciional ez, Kempf, 1999 or pragmaric {e.g.,
Hassenzahl, 2003), and to non-instrumental as he-
donic. However, hedonic can have two different
meanings; some authors understand it as the affec-
tive guality (see section below) of a product, for
example, pleasure, enjoyment. fun derived from
possession or usage (e.g.. Batra & Ahtola, 1990,

Huang, 2003 ), while others see it as non-task related
attributes, such as novelty or a product’s ability to
evoke memories (e.g., Hassenzahl, 2003). Beside
these slight differences inmeaning, instrumental and
non-instrumental aspects are mostly viewed as sepa-
rate but complementing construets. Studies, for ex-
ample, showed instrumental as well as non-instre-
mental aspects to be equally important predictors of
product appeal (e.g., Hassenzahl, 2002a; Huang,
2003 ). A noteworthy exception to the general notion
of ideally addrescing instrumental and non-instru-
mental needs simultaneously is Gaver's etal. (2004b)
concept of fudic products. According to them, a
ludic product promotes cuniosity, exploration and de-
emphasizes the pursuit of external (instrumental)
goals. Or as Gaver (persenal communication) put it:
Ludic products ** ... aren’t clearly useful, nor are
they concerned with entertainment alone. Their
usefulness is rather in prompting awarensss and
ingight thanin completing a given task,” Gaverctal.
{(2004h) arzue, then, for a new product category
aimed at solely supporting persopal grovwtly'cont-
petence by providing a context for new, challenging
and intrinsically interesting experiences and by de-
liberately turming the user’s focus away from fune-
tionality,

A question closely related to instrumental and
non-instrumental needs is their relative importance.
Jordan (2000) argued for a hierarchical organization
of needs (based on Maslow’s [1954] hierarchical
concept of human needs): The first level is product
functionality, the second level is usability and the
third level 15 “pleasure.” which consists of his four
non-instrumental aspects already presented earlier.
Such amodel assumes that the satisfaction of istru-
mental needs is a ncecssary precondition for valuing
non-instrumental needs. A product must. thus, pro-
vide functionality, betore, for example, being appre-
ciated for its self-expressive guality.

This strict assumption can be guestioned. Souve-
nirs, for example, are products, which satisfy a non-
instrumental need (keeping & memory alive, see
Hassenzahl, 2003) without providing functionality.
However, for many products, functionality can be
seen as a necessary precondition for acceptance, A
mobile phone, for instance, which does not work will
definitely fail on the market, regardless of its non-
instrumental gualities.

LT
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One may, thus, understand a hierarchy as a par-
ticadar, context-dependent prioritization of needs
(Sheldon, Elliot, Kim, & Kasser, 2001). The relative
importance of needs may vary with product catego-
ries (e.g., consumers’ versus producers’ goods),
individuals (e.g., early versus late adopters) or spe-
cific usage situations. Hassenzahl, Kekez, and
Burmester {2002), for example, found instrumental
aspects of Web sites to be of value, only if participants
were given explicit tasks to achieve. Instrumental
aspects [ost their importance for individuals with the
instruction “to just have fun™ with the Web site.

EMOTIONS, AFFECT, AND
EXPERIENCE

Recently, the term emaotional design (Norman, 2004)
gained significant attention in the context of HCL
Many researchers and practitioners advocate the
consideration of emotions in the design of interactive
products—an imterest probably triggered by science’s
general, newly aroused attention to emotions and
their interplay with cognition {e.g., Damasio, 1994).
In the context of HCI, Djajadiningrat, Overbecke,
and Wensveen (2000}, for instance, argued for ex-
plicitly taking koth into aceount, knowing ard fealing.
Desmet and Hekkert (2002) went a step further by
presenting an explicit model of product emotions
based on Ortony, Clore, and Collins' (1988} emotion
theory.

In general, emotions in design are treated in two
ways: some authors stress their impotance as con-
sequences of product use {e.g., Desmet & Hekkert,
2002, Hassenzahl, 2003; Kim & Moon, 1998,
Tractinsky & Zmiri, in press), whereas others stress
their importance as aafecedents of product use and
evaluative judpments (e.g., Singh & Dalal, 1999},
visceral fevel in Norman {2004},

The “Emotions as consequences™—perspective
views particular emotions as the result af a cognitive
appraisal process (sec Scherer, 2003), Initial affec-
tive reactions to objects, persons, or events arg
further elabarated by combining them with expecta-
fions or other cognitive content. Surprise, for ex-
ample, may be felt, if an event deviates from expec-
tations. In the case of a positive deviation, surpiise
may then give way to joy. An important aspect of
emotions is their situatedness. They are the result of
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the complex interplay of an individual®s psychologi-
cal state {e.g., expectations, moods, saturation level)
and the sitwation (product and particular context of
use). Slight differenees in one of the clements can
lead to a different emotion. Another important
aspect is that emotions are transient. They occur,
are felt, and last only a relatively short period of
fime, Mevertheless, they are an important element
of expencnce,

The ephemeral nature of emotions and the com-
plexity of eliciting conditions may make itdifficult to
explicitly design them (Hassenzahl, 2004), Design-
ers would need contral over as many elements of an
experience as possible. Goodexamples for environ-
ments with a high level of contral from the designer’s
perspective are theme parks or movies, In product
design, however, conirol is not as high and, thus,
designers may have to be content with creating the
possibility of anemotional reaction, forexample, the
context for an experience rather than the experi-
ence itself (Djajadiningrat et al., 2000; Wright,
MeCarthy, & Meekison, 2003).

In 1980, Zajonc (19807 questioned the view of
emations as conscquences of a cognitive appraisal,
He showed that emotional reactions could be in-
stantaneous, automatic without cognitive process-
ing. And indeed. neurophysiology discovered aneu-
ral shortcuk that takes information from the senses
directly to the part of the brain responsible for
emaotional reactions (amygdala) before higher order
cognitive systems have had a chance to intervens
{e.g.. LeDoux, 1994). However, thess instanta-
nepus emotional reactions differ from complex
emotions like hate, love, disappointment, or satis-
faction. They are more diffuse, mainly representing
& good/bad feeling of various intensities about an
object, person, or event. To distinguish this type of
emotional reaction from the more complex dis-
cussed earlier, they are often called affective reac-
tians in contrast o emoiions, Norman (2004) la-
beled the immediate reaction “visceral” (bodily ) as
opposed to the more “reflective.™

Importantly, one's own immediate, unmediated
affective reactions are often used as information
{feelings-as-informeation, Schwarz & Clore, 1983),
influencing and guiding future behavior. Damasio
{1994 developed the notion of somatic markers
attached to ohjects, persons, or events, whichinflu-
ence the way we make choices by signaling “good”
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or “bad”, Research on persuasion, for example, has
identified two ways of information processing: 8vs-
tematic {central) and heuristic (peripheral). Indi-
viduals not capable or motivated to process argu-
meni-related information, rely more strongly on pe-
ripheral cues, such as their own immediate affective
reactions towards an argument (e.g., Petty &
Cacioppo, 1986). These results emphasize the im-
portance of a careful consideration of immediate,
product-driven emotional reactions for HCL

FUTURE TRENDS

Te design a “hedonic™ interactive product requires
an understanding of the link between designable
product features (.., functionality, presentational
and interactional style, content}, resulting product
attributes (¢, g, simple, sober, exciting, friendly}and
the fulfillment of particular necds. [n the same vein
as a particular wser mterface layout may imply
simplicity. which in turn promises fulfillment of the
noed to achieve behavioral goals, additional at-
tributes able to signal and promaote fulfillment of
competency or self-expression needs (and ways o
create these) have to be identified. We may, then,
witness the emergence of principles for designing
hedonic products comparable to existing principles
for designing usable products.

As long as HCT strongly advocates a systematic,
user-centered design process (usability engineer-
ing, e.g., Mayhew, 1999; Niclsen, 1993), tools and
techniques will be developed to support the inclusion
of non-instrumental needs and emotions, Some tech-
nigues have already emerged: measuring emations
in product development (e.g., Desmet, Z003), gath-
ering holistic product perceptions (Hassenzahl,
2H2b), assessing the fulfillment of non-instrumental
needs (e.z., Hassenzahl, in press) or eliciting non-
instrumental, “inspirational” data {e.g., Gaver,
Boucher, Pennington, & Walleer, 2004a). Others will
surely follow.

CONCLUSION

Individuals have general needs, and products can
play a role in their ful fillment. The actual ful fillment

of needs {when attributed to the product) is per-
ceivedas quality. Certainly, individuals have instru-
mental goals and functional requirements that a
productmay fulfill; however, additional non-instru-
mental, hedonic needs are important, too, Two needs
seem to be of particular rel evance: personal growsi’
compelence and selfeexpression’relatedness.
Productattributes have to be identified, whichsignal
and fulfill instrumental as well as non-instromental
needs. A beautiful product, for example, may be
capecially aood for self-expression (Hassenzahl, in
press; Tractinsky & Smird, in press); a product that
balances simplicity/sase (usability ) and novelty/stimu-
lation may fulfill the need for personal growth.

Human needs are important, and individoals can
certainly reach general conclusions abowt their rela-
tive importance {see Sheldonet al., 2001), However,
quality is also rooted in the actual experience of &
product. Experience consists of numerous elements
{e.z., the product, the user’s psychological states,
their goals, other individuals, ete.) and their interplay
{see Wright et al.,, 2003). The complexity of an
experience makes it a unigue event—hard to repeat
and cven harder to create deliberately. But experi-
ence nevertheless matiers. Experiences are lighly
valued {Boven & Gilovich, 2003), and, conscquch-
tially, many products are now marketed as experi-
ences rather than products (e.g., Schmitt, 1999)
From an HCI perspective, it seems especially impor-
tant to better understand experiences in the context
of product use.

Definitions of quality have an enormous impact
on the success of interactive products. Addressing
human needs as a whole and providing rich experi-
ences would enhance the role of interactive prod-
uets in the future.
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KEY TERMS

Affect: An umbrella term used to refer to mood,
emotion, and other processes, which address related
phenomena. The present article more specifically
uses the term “affective reaction™ to distinguish an
individual s mitial, spontanecus, undifferentiated, and
largely physiological ly-driven response to an event,
person, orobject from the more cognitively differen-
tiated “emotion.”
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Emotion: A transieni psychological state, such
as joy, sadness, anger. Most emotions are the con-
sequence of a cognitive appraisal process, which
links an initial affective reaction (sec “Affect” term
definition) to momentanly available “information”,
suchas one’s expectations, beliefs, situational cues,
other individuals, and so forth.

Experience: A holistic account of a particular
episode, which stretches over time, often with a
definite beginning and ending. Examples of (posi-
tive) cxperiences are: visiting a theme park or con-
suming a bottle of wine, An experience consists of
numerous elements {e.g., product, user's psveho-
logical states, beliefs, expectations, goals, otherindi-
viduals, etc.) and their relation. It is assumed that
humans eenstantly monitor their internal, psycho-
logical state. They are able to access their current
atate during an experience and to report it (e,
experience sampling), Individuals are furtherable o
form a summary, retrospective assessment of an
experience. However, this retrospective assess-
menl is not a one-to-one summary of everything that
happened during the ex perience, but rather overems
phasizes single putstanding moments and the end of
the expericnee.

Instrumental Needs: Particular, momentanly
relevant behavioral goals, such as making a tele-
phone call, withdrawing money from one’s bank
account, or ordering a book in an onhine shop.
Froduct attributes related to the achicvement of
behavioral goals are often referred to as “utilitar-
ian,” “pragmatic,” or “functional.”

MNon-Instrumental Meeds: Go bevond the mere
achievement of behavioral goals, such as self-ex-
pression or personal growth. Product attributes re-
lated to the fulfillment of non-instrumental needs are
often referred to as “hedonic.” A more specific use
of the term “hedonic™ stresses the product’ s “affec-
tive” quality, for example. its ability to evoke positive
affective reactions (mood, emotions, see “Affect”
term defimtion).



