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Curricular Unit Emotional Design

Regent Paulo Noriega

Learning Outcomes

1.  Understanding the  mental  processes  involved in  emotions  and their
relation products UX;
2.  Understand  the  relationship  between  the  emotional  component
associated with the product relationship and the user preference for the
product;
3.  Apply techniques to evaluate the emotional  response and UX of  the
interaction with products.

Syllabus

1. Subject of study and applications of Emotional Design
2. In addition to the functionality: Emotional appeal and irresistible product
3. Psychology of emotions: feelings, cognition and brain process
4. Categories of emotions
5. A multiplicity of dimensions of design and emotion
6. Assessment techniques of emotional dimensions in design

Evaluation Continuous Assessment: Group work (100%)
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