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ABSTRACT

In this paper, we explore a user experience evaluation
possibility by combining the identification of person’s
personal values and evaluation of product emotions. By
personal values we mean a type of user concern that is
guiding his/her choices and evaluations of products or
actions in order to reach the desired goal. By product
emotions we mean emotions that a certain product evokes
in the user. Theoretical reasoning for this user experience
evaluation approach is given by reviewing the existing
literature. In addition, possible applications of use are
suggested.
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INTRODUCTION

During the past years, the HCI research has shown a
change of focus from usability to user experience (UX).
As a consequence of this change, a need for development
of new evaluation methods for capturing what is really
important for the users has emerged. The goal should not
only be to understand the aspects that make the
interaction easy, but also to know what makes it
enriching. It has become obvious that the design for user
experience needs to aim to satisfy human needs beyond
the merely instrumental, and to focus on how to create
positive experiences rather than just prevent usability
problems [12]. In other words, the aim of design is not
only to serve our practical needs and to help us reach the
practical goals, but also to give meaning to our life and to
contribute to the quality of our life [12, 13].

In addition, besides taking into account the human needs
beyond the merely instrumental, the affective and
emotional aspects of the interaction, and the nature of
experience must be understood to fully capture the
essence of user experience [12]. Consequently, in
evaluating user experience, all of these aspects should be
taken into consideration. Affective and emotional aspects
of UX are especially important in relation to products that
are mostly targeted to leisure time use. Methods of UX
evaluation are important in guiding designers in
designing for a desired experience.

In this paper, we review the relevant literature from HCI,
design and marketing relating to user experience
research, and propose a user experience evaluation
approach that is based on the understanding of user’s
non-instrumental goals (concerns) and emotional
reactions in interaction.

PRODUCT QUALITIES AND UX

To date, there is a fair body of knowledge in HCI that
looks beyond the task completion to the experience of the
user in order to form an overall evaluative judgment on
the quality of interactive products. A distinction on
qualities comprising UX are made between the
instrumental qualities (referring to the functional or
pragmatic aspects of products), and the non-instrumental
qualities (hedonic aspects of the product) [11, 14].

Mahlke et al. [14] make a further categorization on the
non-instrumental qualities, and propose a hierarchical
model relating to these. The top level of the hierarchical
model is divided to aesthetic, symbolic, and motivational
qualities. The aesthetic qualities appeal to the senses, and
the natural dimensions are thus visual, haptic and
acoustic. The symbolic qualities relate to the features that
can be communicative (expressing some sort of symbolic
value for the user, e.g. group membership) or associative
to the user or others (e.g. bringing memories). The last
category, motivational qualities, integrates motivational
aspects of product use (e.g. what makes the user use the
product; how stimulating the product is to use?).
According to the study by Mahlke et al. [14], evaluation
of interactive systems should incorporate a diversity of
above-mentioned non-instrumental quality aspects to
better understand user’s overall judgments.

WHAT IS IMPORTANT FOR PEOPLE?

Hassenzahl and Roto [11] discuss the instrumental and
the non-instrumental qualities in relation to user’s do-
goals and be-goals. Do-goals state the tasks the user
needs to do (e.g. make a telephone call). Thus, they are
directly related to the product utility. By contrast, be-
goals illustrate the hedonistic needs of the user, the strive
for the fulfillment of underlying psychological needs, and
the ways (s)he wants to be. Be-goals should be met by
the non-instrumental product qualities. According to
Hassenzahl [9], the fulfillment of the be-goals is the



driver of experience. Lack of usability (i.e. do-goals are
difficult to achieve) might impose a barrier to the
fulfillment of active be-goals, but it is in itself not
desired. Hassenzahl [9] emphasizes that what is desired is
“to fulfill be-goals such as being autonomous, competent,
related to others, stimulated, and popular through
technology use (motivations to technology use that are
either self-oriented or others-oriented)”.

To guide design, Karat et al. [13] suggest that a closer
examination of what people value in life can lead to a
better sense of how to address their needs regarding the
increasingly varied use of technology. Furthermore,
Cockton [p.52, 5] advises in designing to “focus on what
people find worthwhile, what motivates them, what
demotivates them, and how a balance of worth emerges
from complex networks of costs and benefits”. The
desired ends of interaction in Cockton’s terminology is
called “worth”; the enduring value (in the world) that
develops in meaningful connections between people and
technology.

All of the above-mentioned authors emphasize the
importance of understanding what is motivating and
really important for people in relation to technology
usage as those drive experiences.

Values

What, then, is important for people? In order to design,
we need to understand what we are designing for.
Hassenzahl and Roto [11] mention psychological needs,
and a person’s strive to be a person (s)he wants to be.
From the social sciences point of view, one source of
strivings is human values. According to Schwartz [20]
values motivate people’s behavior to strive to attain a
desirable goal; they serve as a standard or criterion to
guide in the selection or evaluation of actions or things.
They can express different interests (individual,
communal, or both) and they can be weighed differently
(important — not important) [20]. Therefore, values can
be seen as gquiding principles in people’s lives,
influencing user behavior to help in reaching the things
that really matter to the user.

Influence of values to behavior

In marketing the influence of values to consumer
behavior has been recognized, and the understanding of
consumer’s values is considered important in order to
facilitate better match with prospect consumers and
marketing efforts. For example, the Means-End approach
(Means-End Chain Analysis) aims to find out and
understand the linkages between the attributes that exist
in products (the "means"), the consequences for the
consumer provided by the attributes and the personal
values (the preferred “end-states”) the consequences
reinforce [18]. The idea behind the Means-End Chain is
that consumer’s decision making is about evaluating and
selecting alternative behaviors and actions to reach the
desired end-state, and not about choosing a product per
se. Consumers evaluate choice alternatives in terms of
both the positive and negative consequences that are most
personally relevant to them. Thus, the consumer is likely
to choose that alternative which is anticipated to bring
most consequences or experiences and fulfill most of the
be-goals.

Judgment and selection of products

Allen [2] has studied influence of human values on
product preference. According to Allen, values influence
the product preference through two different routes;
directly or indirectly (dual-process model). In the former
route, the consumer attends to the product’s symbolic
meaning and evaluates the product as a whole relating to
his/her self (image). The judgment is affective, holistic
and intuitive, and arouses high emotional states. By
contrast, the indirect route for value influence is via
product’s tangible attribute importance. The consumer
judges the product attribute by attribute in a piecemeal
fashion and the primary function of the product is
instrumental (need to control and manipulate the
environment).

Furthermore, in Mittal’s [16] study it was found out that
if the products are expressive (i.e., they are sought for
psycho-social goals like sensory-pleasure, and self-
concept fulfillment, rather than for utilitarian goals), then
the predominant mode of consumer brand and product
selection is the affective choice mode.

The results of these studies indicate that when the
consumer’s primary aim is to fulfill be-goals (aka values
or motives), the consumer judges the product based on
the emotions evoked by the product.

EMOTIONS

As the above-mentioned examples show, much of our
being is driven by emotion. They are a necessary part of
life affecting how we feel, behave and think [17].
Emotions are always passing judgments, presenting us
with immediate information about the world: pointing out
potential dangers, or showing what is nice or bad [17]. A
central notion of emotion is state of action readiness;
emotions give impulses to approach or avoid and desires
to act in certain way [8]. In this sense, it’s logical that
design approaches aiming at understanding the role of
emotions in interacting with products have received
attention in the past few years.

For example, Agarwal and Meyer [1] developed a
methodology that combined verbal and nonverbal
emotion scales, and thereafter conducted a usability study
in  which two different Customer Relationship
Management application interfaces were compared based
on traditional usability metrics (time on task, number of
errors) and emotional response data. The results show
that emotions may be central on how a user judges the
overall product experience, and may also affect how a
user perceives usability. Usability evaluation alone
doesn’t give a truthful measure of the quality of the
product.

In the research by Mahlke and Thiring [15], relation
between perception of instrumental quality (usability),
non-instrumental quality (aesthetics) and emotional
reactions, and their effect on overall UX was studied. The
results indicate that both quality aspects, usability and
aesthetics, influence emotional reactions, and affect on
the overall judgment of UX.

The reviewed literature shows that emotions have an
effect on UX both as a cause and a consequence, and
thus, measuring emotions should be included in UX



evaluation. However, finding out what kinds of emotional
reactions the user has while interacting with a product
seems not sufficient to understand the many aspects of
UX. The reasons for the emotional reactions should also
be included in evaluation to understand the motivational
aspect of product use, the be-goals as part of UX.

UX EVALUATION BASED ON VALUES AND
EMOTIONS

To understand and being able to evaluate overall UX as
many aspect of UX as possible should be considered; the
non-instrumental needs (be-goals), emotional reactions in
interaction and the nature of UX. However, the most
important issues from a design point of view seem to be
the understanding of the be-goals and the emotional
reactions in the interaction, and the relationship between
them.

The idea behind the UX evaluation approach based on
values and emotions is to concentrate on the person
experiencing. After all, an important success factor of
good UX is how well the user manages to fulfill his/her
be-goals. In addition, perspectives on how interactive
products can bring value to people’s lives are considered
and explored [3, 5, 22]. For instance, designed objects
and experiences provide a tangible means for people to
engage with the world on an existential level [4] and
products may help the person to become what (s)he wants
to be [22].

This approach presented here relies yet solely on theory,
and the evaluation method is still under development,
and. A pilot study to test the idea is being planned.

Relation between emotions and values

Like the previous sections disclose, emotions and values
are closely related to each other. According to Frijda [8]
every emotion hides a concern. In Frijda’s vocabulary,
concern is a synonym for a motive, a need, a desire, a
striving, a major goal and a value, referring to the things
that people care for and are important for them. A
concern is what gives a particular event its emotional
meaning and vice versa, emotions point to the presence
of some concern.

The Model of Product Emotions by Desmet [7] presents
the relation of concerns and emotions in interaction with
a product. The model presents a theoretical basis of the
process that underlies all emotional responses to
consumer products. The main proposition of the model is
that all emotional reactions result from an appraisal
process in which the individual appraises the product as
(potentially) harming or favoring one or several of his or
her concerns. Thus, the concerns and the appraisal
determine if a product evokes an emotion, and if so, what
emotion is evoked. To evaluate UX based on emotions
and values, we can use the model as a framework.

Identifying values

The first step of the evaluation process is to identify what
is important for user by surveying users’ concerns. There
is no specific method to identify concerns, but as values
are a type of concern, a survey on values can be used.
There are several surveys available to identify values and
to categorize respondents into predetermined groups of

social entities according to their dominant values (e.g.
Schwartz Value Survey [19], or VALS [21]).

In UX evaluation, users’ motivation to use the product is
important to understand, and therefore Portrait Values
Questionnaire (PVQ) [20] might be an appropriate tool. It
is based on Schwartz’s [19] theory of human values. The
PVQ measures values indirectly, and the respondents are
unaware that they are answering for a values
questionnaire. The PVQ asks the respondent to evaluate
whether he/she is similar to the person portrayed in the
questionnaire in terms of their goals, aspirations and
wishes. Thus, the questionnaire is quite concrete and
contextualized, and provides information on which
motivational types of values and their goals are important
for the respondent.

Measurement of emotions

The second step in the evaluation process is measuring
user’s emotional reaction in interaction with the product.
There are several different emotion tools available. The
criterion in selection of the tool is that it should be
intuitive and usable right after the interaction event (or
exposure to the stimulus). Product Emotions
measurement instrument (PrEmo) [6] fulfill the
requirements. The instrument is based on animations of
emotions presented by a cartoon character, which gives
more cues about the portrayed emotion. Thus, selecting
the “right” emotion is easier than with only pictures or
wordings.

Evaluating UX

As the Model of Product Emotions state, emotions arise
when some event (e.g. interaction with a product) is
appraised as relevant to the person’s concerns. The
proposition of this paper is that identifying values and
measuring product emotions concurrently might set light
on two interrelated questions. First, why the product is
considered important, and second, why the different
emotions are evoked. Analysis of value importance in
relation to emotions should answer both questions. For
example, if a person values achievement, (s)he is likely to
have positive emotions towards a stimulus that represents
success, and negative emotions on more modest stimulus.

Application areas

This approach is estimated to be fitted in evaluating UX
of early concept designs. Concepts are descriptions of
products that give a general idea of the product and it’s
usage. Thus, concepts enable the user to associate and
imagine quite freely and leave space for genuine
emotional reactions. In addition, the evaluation would
reveal if the concept is targeted to a right target group

CONCLUSIONS

In this paper, we have presented literature reasoning a
novel user experience evaluation approach based on
values and emotions. The novel evaluation approach aims
at understanding and evaluating UX by combining the
identification of user’s be-goals (values and motives),
and measurement of emotions. The approach relies on
theory, and the evaluation method is still in development.
The next step in the development is to pilot the approach.
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