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Abstract- There are a lot of products out there now that
work perfectly fine, like they do what they’re made to do,
but people still don’t connect with them. And when
there’s no real connection, they just stop using it, even if
it’s technically good. That’s where emotional design
starts to matter more. It’s not just about how something
functions anymore. It’s also about how it makes the
person feel while using it and what Kkind of impression it
leaves after.

This idea mostly came from Don Norman, who said there
are three kinds of responses people have with a product.
One is how it looks when they first see it (he calls that
visceral), then how it works when they actually use it
(that’s behavioral), and finally how they feel about it
later when they think back (reflective). This paper is
basically trying to see how those ideas can actually be
used in design today when products are being built for
users.

A bunch of companies already use emotional design in
small ways but some do it properly, like from the start. I
tried to look at those examples and see what they’re
doing right. But it’s not all good either. Emotional
outlook in design can also be used to push people to act
in ways they didn’t really plan to, and that part gets a bit
tricky. So this paper talks about both sides, the parts
where emotional design makes products better, and also
the places where it might be going too far.

[. INTRODUCTION

Background

In today's world, which is dominated entirely by
digital products and services, user experience has
become a key identifier for the success of a product.
Everything depends on enhancing a user experience.
While functionality and usability are important,
emotional engagement is becoming an equally
important factor in shaping user experiences and
behaviors. Emotional design, a framework introduced
by Don Norman in Emotional Design: Why We Love
(or Hate) Everyday Things (2004), highlights the
relationship between human emotions and product
interaction. Norman quotes, “Attractive things work

better, not because they function better, but because
they make us feel better.”

As I stated in the abstract. Emotional design operates
on three interconnected levels which are equally
important: visceral (appeal), behavioral (usability),
and reflective (cognitive and emotional impact). These
dimensions collectively determine how users interact
with, and form attachments to products. Once a
designer knows how these principles can be
systematically integrated into user-centered product
development he/she can create impactful and
competitive designs that matter!

Problem Statement

Even though emotional design is something people
have been talking about for a while now, it still doesn’t
really show up properly in most product development
processes. like, it’s mentioned in theory, or maybe
used in the visuals near the end of the design, but not
really built in from the start. Most teams are still
mostly focused on function. like, is the thing working,
is the navigation smooth, is the button in the right
place. and of course those things matter. but if people
don’t feel anything while using the product, they don’t
stick around.

So that’s kind of the issue. products are getting more
efficient, but not always more meaningful. and this
gap between performance and experience is still not
being fixed by many companies. Some apps or
websites are very clean and organized but users don’t
remember them or care to come back. Others might be
a little slower or not perfect, but they feel good to use
or make people feel something. emotional design is the
difference there, but it’s often ignored.

Also, there’s another layer to the problem. emotional
design can be powerful, and that makes it risky too.
because when it’s used without thinking ethically, it
can push people too far. Some apps use emotional
triggers to keep users hooked longer, or to make them
buy things they didn’t plan to. and that makes it less
about good design and more like manipulation. it’s not
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always done on purpose, but still, it happens. and not
many teams have rules for how to avoid it.

This paper is trying to look at both of these problems.
First, how emotional design is being underused even
when it could really improve the product experience.
and second, how it sometimes gets misused when
people try to make the product more addictive instead
of meaningful.

Problem Statement

This research aims to:

1. Explore the theoretical foundations of emotional
design, with a focus on Don Norman’s
contributions.

2. Analyze real-world case studies to understand the
practical application and impact of emotional

design.

3. Identify actionable strategies for embedding
emotional design into user-centered
methodologies.

4. Address ethical challenges associated with
emotional design, offering guidelines for
responsible implementation.

Research Questions

These are some of the main questions that kind of

came up again and again while i was working on the

topic and reading different things around emotional
design and user-centered development:

1. How does emotional design affect the way people
use a product, like not just in terms of liking the
look of it but more about if they stay longer or
come back to use it again?

2. s it really possible to mix emotional design into
the normal design process that’s already focused
on users, or does it end up making things more
complicated for teams?

3.  What are some actual examples where emotional
design worked, and can we figure out what made
it work in those cases instead of just guessing?

4.  When does using emotional stuff in design start to
feel a bit too much, like when it’s not helping the
user but kind of pushing them in ways they didn’t
ask for?

II. LITERATURE REVIEW

Foundations of Emotional Design
When I first came across emotional design, it honestly
felt like something designers talk about but don’t

really use all that much in the actual process. Then I
read more from Don Norman, and that’s where it
started to make more sense. He explains emotional
design using three levels. they’re called visceral,
behavioral, and reflective. At first they sounded like
just fancy words, but once you look at real examples,
it becomes easier to understand what they mean.
The visceral part is about how a product looks or feels
the second someone sees it. like, not thinking too much,
Jjust a quick reaction. maybe something looks clean or
smooth or just catches your eye without even knowing
why. Norman said that this kind of reaction is fast and
emotional and can actually make someone more
willing to use the product.

The behavioral level is different. This is when someone
is using the product and they notice how easy or hard
it is to use. like, if the buttons make sense, if the layout
feels right, or if they don’t have fto think too much
about what to do next. Norman talked about how a
product that feels good while using it builds trust and
comfort, which are also emotional things, even though
they come from behavior and not just appearance.
Then there’s the reflective level, which happens later.
It's like when someone finishes using the product and
thinks about how it made them feel or if it reminded
them of something personal. Norman said this part is
where emotional connections really get deeper, like
when people remember something good or feel proud
to use a certain brand because it matches how they see
themselves.

All three of these levels are connected. A product can
look great but be hard to use. or it can work really well
but be forgettable. emotional design is about trying to
get all three levels to work together, which is not
always easy, but when it works, it makes people
actually want to use the product again.

Emotional Design: Three Levels by Don Norman

Three Levels of Emotional Design by Don Norman

30.0% 30.0%

Behavloral
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The pie chart above shows the three levels (visceral,
behavioral, and reflective) of emotional design
described by Don Norman. These levels represent how
users emotionally connect with a product at all
different stages.

This chart helps visualize how each level plays a role
in shaping emotional experience, with behavioral
design often carrying the most weight in actual user
satisfaction.

Emotional Design and User-Centered Development
User-centered design is already about focusing on
what people need and want from a product, so in a
way, emotional design should fit naturally into that.
but the emotional part often gets left out or just treated
like a side thing, like something that’s nice to have but
not necessary. Most teams just try to make sure things
work and are easy to use, which is good, but
sometimes not enough.

Emotional design brings something extra. It looks at
how users feel during and after using something, not
just what they do with it. and that feeling part can
actually help people connect more with the product.
Some researchers have said that products aren’t just
tools anymore, they’re experiences. So if the product
feels good to use, people will not only use it more but
maybe also talk about it or come back to it later.

So emotional design adds to user-centered design by
filling in that emotional gap. It helps make things not
just usable, but memorable too. and that’s important in
today’s market where users have a lot of options.

Case Studies: Emotional Design in Action

A lot of companies talk about emotional design, but
only a few really seem to apply it in a way that users
feel and remember. Some brands stand out because
they focus not just on making things work well but also
on how people feel using their products. These
examples show different ways emotional design has
been used in actual businesses.

Apple is a clear example. When someone holds an
apple product, they usually notice how clean and
simple everything looks. The design feels premium,
and that creates a kind of pride or satisfaction just from
owning it. using the device also feels smooth and
predictable, and that helps build trust. even the
packaging makes people feel like they're opening
something special. That kind of emotional detail keeps
users loyal.

e Tooks and feel create a strong first impression
(visceral)

e Smooth usability keeps the experience pleasant
(behavioral)

e Owning apple products often connects to personal
identity (reflective)

Here’s a proof: The two charts below show Apple’s

Net Promoter Scores (NPS) across various products.

NPS measures customer loyalty and satisfaction,

ranging from —100 to +100. Scores above +50 are

considered excellent

1. Apple Product NPS Scores

Apple Product NPS Scores
100
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NPS Score
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o]

iPhone AirPods MacBook

Interpretation:

This bar chart shows customer satisfaction and loyalty
for major Apple products:

e AirPods: 75 (most loved)

e MacBook: 62

e iPad: 60

e iPhone: 51

These scores suggest strong behavioral and reflective
emotional design, especially for AirPods.

2. Apple Brand NPS Over Time

Apple Brand NPS Over Time
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Interpretation:
This line graph illustrates Apple’s brand loyalty trend:
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e 2017 & 2022: High at +72

e 2023: Dip to +61

e 2024: Recovered to +70

This shows consistent emotional engagement and

brand trust over time, even during short-term dips.

Coca-Cola does something a little different. The

product is simple, but the branding carries a lot of

emotional meaning. their ads usually focus on happy

moments, family, or nostalgia. People remember the

brand not because of what the drink does, but because

of how it’s been presented for years.

e Packaging is recognizable and linked with
positive emotions

e Ads use storytelling to connect with values and
memories

e Reflective design through emotional branding,
not tech

Brand Value of Coca-Cola (2021-2024)

Year Brand Value (USD
billions)

Aesthetic Appeal 6.2/10

Usability 7.3/10

Emotional Engagement 5.8/10

Retention Likelihood 56%

2021 estimated based on 9% increase between 2021
and 2023

1100 Coca-Cola Brand Value Growth (2021-2024)
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Graph Description:

A clean line chart shows steady growth:

e Modest rise from 2021 (~$97 billion) to 2022
($98.7 billion).

e A sharp jump in 2023 to $106.1 billion.

e  Slight uptick to $106.45 billion in 2024.

Spotify has done well with personalization. features

like discover weekly or wrapped make users feel like

the app understands them. This is emotional design

mixed with data. Even though the interface is not

flashy, the way it adapts makes people feel seen and

heard.

e Personalization adds emotional value and
connection

e Content recommendations feel specific and build
loyalty

e Reflective engagement by showing users their
music habits

Impact of Spotify’s personalization features like

Discover Weekly and Wrapped

20 Impact of Spotify Personalization Features
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This chart shows how personalization, Spotify's

emotional design strategy translates into real

outcomes:

e 30% increase in user engagement: People return
because it feels like the app “knows” them.

® 15% reduction in churn: Reflective emotional
design builds loyalty by connecting users with
their own listening identity.

Ethical Concerns in Emotional Design
Not all emotional design is good by default.
Sometimes it gets used in ways that cross a line. here
are a few issues that came up during the research:
1.  Manipulation
Some products use emotions to make users do
things they didn’t plan to. like triggering fear of
missing out, or using fake urgency to push
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decisions. this doesn’t feel honest even if it works
short-term.

2. Data and Privacy
Personalization needs data, and emotional design
often relies on knowing how people feel or behave.
but asking for too much data or not being clear
about how it’s used can become a problem.

3. Cultural Insensitivity
What feels emotional in one country might be
confusing or even offensive in another. not every
emotional design works everywhere, so ignoring
this can backfire.

4. Addiction and Overuse
Some apps keep users hooked with emotional
rewards like likes, streaks, or notifications. It looks
fun but can lead to people spending more time than
they want to.

1. METHODOLOGY

A. Research Design

This research uses both numbers and real opinions to

understand how emotional design works in actual

product use. here’s how it was planned:

e Mixed method: Both qualitative (opinions,
feelings) and quantitative (data, numbers) were
used to get a full picture.

e Case study approach: Selected companies like
Apple, Spotify, and Slack were looked at for how
they use emotional design.

e Survey + feedback: Users gave responses on how
they felt while using certain products, and
whether those feelings made them stick with it or
not.

e Focus on real behavior: Didn’t just ask what
people liked, but tried to see what they actually
did with the product after their first impression.

B. Collecting Data

The researcher prepared a basic online form to collect
emotional responses from users who interacted with
popular digital products. The questions were kept
simple and focused on how the experience felt overall.
Instead of only asking if something worked or not, the
form included things like whether the design felt
friendly, confusing, or if it gave off a cold or warm
feeling.

It was shared with different people,students, working
adults, and some older individuals. They were picked
because they were regular users of apps. Many of them

were already using platforms like Instagram, Spotify,
and similar ones. These apps were also part of the
study.

Besides the form, the researcher went through user
reviews on app stores and also checked public
comments on forums like Reddit. Sometimes, people
describe their emotions more openly in those spaces
than in surveys. Reading those reviews gave some
unexpected insights and also confirmed what others
had said in the forms. That helped build a more
complete view of how users were feeling while using
these apps.

C. Analyzing Data

Once the responses were collected, they were read
carefully one by one. The researcher didn’t use any
software to filter or sort at first. The goal was to
understand the feelings behind the words. Comments
that talked about appearance or how something looked
were marked as visceral. If a person mentioned smooth
navigation or how easy it was to complete a task, those
were considered behavioral. Some answers had more
personal thoughts, like saying they kept using an app

>

because it felt “safe” or “familiar,” and those were
seen as reflective.

This same idea was used while reading online
comments. There were patterns in what people said,
but not always. Some words showed up again and
again, while others stood out for being completely
different. These responses were not forced into
categories. They were just placed where they seemed
to fit based on the emotional tone. By organizing them
in this way, the researcher was able to notice which

feelings were linked with long-term product use.
IV. OVERVIEW OF RESULTS

From all the responses and notes, one thing became
clear: when a product makes people feel something,
whether that’s comfort, trust, or just ease it stays with
them longer. Products that were designed not just to
function well but also to connect with users on some
emotional level were mentioned more often in a
positive way. Users said things like “it just feels right”
or “it’s easy and doesn’t stress me out,” and those
products often showed up again when asked which
apps they kept using over time.

Designs that had a clean look, soft animations, or even
just clear and helpful layouts gave people a better first
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impression. But beyond that, when apps responded
well or remembered user preferences, that made
people feel more in control, and sometimes even
understood. That emotional response didn’t just help
once. It kept people coming back. On the other hand,
tools that looked cluttered or felt mechanical didn’t
create the same kind of trust, even if they technically
worked fine.

Overall, emotional design wasn’t a small extra, it
shaped how people saw the whole product. It changed
whether they liked using it or just tolerated it.

A. Quantitative Analysis

To better understand how emotional design affects
user experience, two different prototypes were created
as part of this study. Prototype A was built with a
basic, no-frills layout and didn’t include any
emotional or interactive design features. On the other
hand, Prototype B was designed with emotional design
in  mind, personalized elements, thoughtful
animations, and features meant to increase
engagement were added intentionally.

The purpose of developing both was to compare user
reactions and gather measurable feedback based on
real interaction. Surveys were conducted with 200
participants, and the results are summarized below.
Here are the screens that were tested, starting with the
first view of both Prototype A and Prototype B. This is
followed by a side-by-side comparison of three key
pages: the Home Page, the Habit Page, and the

Progress Page.
Prototype A
Habtly % A Naw Hablt “ Pragress
Moming ek Summary
Reminger Tima
Hequency 4 Progress
- R
Prototype B

Home.

L]
x

New Habit « Progress

Welcome back, Sarah You're doing great!

Cumentswesc
7days
o tors 30-minutewalk

s Complatcn

85%

Hodumsfriominutes hﬁ!
A
&
)

Alasd 20 pages of abook

Side By Side Comparison of all Screens
Home Screen:

Habitly

B Weicome back, Sarah

o tors30-miutewalk
Read 20 pages of abook

Journalor 15 minutes

B 5 30 sress

Habit Screen

At N Habit
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Progress Tracking Screen

The table below summarizes the survey results from 200
participants evaluating two prototypes: Prototype A
(designed without emotional design elements) and
Prototype B (designed with emotional design principles).

Metric Prototype | Prototype | %

A B Improvement
Aesthetic 6.2/10 9.1/10 +46.8%
Appeal
Usability 7.3/10 8.9/10 +21.9%
Emotional 5.8/10 9.4/10 +62.1%
Engagement
Retention 56% 84% +50.0%
Likelihood

Performance Metrics Before and After Meta Advantage+

18.00 Before Advantage+
17.5 mm After Advantage+

15.30

2.5

0.0

ROAS Conversion Rate

Metric

Key Observations:

e Emotional engagement saw the highest
improvement (+62.1%), driven by features like
personalized feedback and engaging animations.

e Retention likelihood increased by 50%,
emphasizing the long-term benefits of emotional
design in fostering user loyalty.

100 Comparison of Prototype A and B Across Key Metrics
Prototype A

. Frototype B
54

80

@
=

Scores | Percentages
&
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B - 5 - B -
0
.

< pooe? sat germe” uue\‘“wd

! o
pestne® Emo{m“a‘ g petentie”

This bar chart shows how much better Prototype B
performed compared to Prototype A in four listed
important areas

These results show that design changes in Prototype B
didn’t just look better, they made people feel better,
stay longer, and trust the experience more, especially
on the emotional level.

B. Case Study Insight

1. Spotify: Emotional Design through Personalization
Spotify showed how small design choices can lead to
strong emotional responses. It wasn’t just about music
suggestions, it was more about how the app seemed to
remember users, almost like it had a personality. Tools
like “Discover Weekly” and “Wrapped” were
mentioned often. People said they felt seen when those
features showed up, and it made them want to keep
using the app.

The layout and movement inside the app were also
easy to follow. Nothing felt too heavy or slow. That
helped users stay focused on the experience rather than
the controls.

Survey Highlights:
1. Most users said Spotify felt “familiar” or
“personal”

2. 87% said it understood their preferences better
than other apps

3. Many linked their music with emotions or past
moments

4. Platforms without these features had around 23%
lower user retention
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Table 2: Spotify's Reflective Design Impact

Feature Emotion User Feedback
Evoked (%)

Discover Surprise, 92%

Weekly Delight

Wrapped Nostalgia, 89%

(Annual Pride

Recap)

Social Sharing | Belonging, 83%

Options Connectivity

2. Slack: Emotional Design for Productivity

Slack offers a different kind of emotional design, one
that fits into work settings without feeling too serious.
From the start, things like small animations and
colorful design choices make the app feel light. Even
though it’s used for work, it doesn’t feel dull or cold.
This helped users settle in faster, especially during
busy days.

Most of the appreciation came from how smooth it felt
to use. Switching between channels, sending files, and
replying quickly, these were all things people
mentioned as reasons they preferred Slack. It felt like
it was built for getting things done without being
boring.

Survey Highlights:

e  Many users said Slack made teamwork feel easier
and less stressful

e 31% reported they were more productive using
Slack than older tools like email

e Some shared that custom emojis and playful
sounds made daily tasks feel more relaxed

Table 3: Slack’s Emotional Design Metrics

Aspect Example User Rating (1-
10)
Visceral Appeal Customizable 8.8
Themes
Behavioral Channel 9.2
Functionality Organization
Reflective Team Identity 8.6
Connection Features

V. DISCUSSION

A. Emotional Design’s Contribution to User

Experience

The research brought back some of the key ideas first

shared by Don Norman, especially his point that

emotional design only works well when it touches all
three levels: visceral, behavioral, and reflective. Each

one plays a part in how people feel when using a

product, and how long they stick with it.

1. Visceral Design’s Immediate Impact: Looks do
matter, at least at the start. Users made quick
judgments based on what they saw, and in many
cases, that shaped how open they were to using
the product. Prototype B, which had more
attention to visual detail, got a much higher rating
(9.1) than Prototype A (6.2). That seems to match
Norman’s idea that visceral design sets the tone
right away, sometimes even before the user
understands what the product does.

2. Behavioral Design’s Role in Functionality: After
first impressions, the real test is whether people
find the product easy and useful. With Slack, the
focus wasn’t just on design, but how it helped
people work better. Tools like quick notifications,
neat organization, and smooth flow made a
noticeable difference. The data showed that
people using Slack got more done, around 31%
more, compared to older systems like email.

3. Reflective Design’s Long-Term Value: The
deeper connections came from reflective design.
Spotify didn’t just suggest music, it made people
feel like it knew them. Playlists that reminded
users of specific times or moods created a sense
of trust and emotional comfort. That probably
explains the high emotional engagement scores
(9.4 out of 10), as people connected their identity
to the product itself.

B. Interplay between Emotional and Functional
Design

A product that looks good but feels clumsy to use
rarely wins anyone over for long. Several apps created
a strong first impression, but once people started using
them, things got frustrating. Menus were hard to find,
loading times were slow, or the layout simply didn’t
make sense. The excitement faded quickly.

There were also examples that went the other way,
apps with very basic visuals but smooth, reliable
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performance. These were the ones people said they
kept using. It wasn’t about one being better than the
other, but about finding the right mix. When design
supports the function without getting in the way, users
are more likely to stay.

One participant summed it up well: “Pretty is nice, but
helpful is better.” That line, simple as it is, captured
what many others seemed to feel too.

C. Interplay between Emotional and Functional
Design

From the findings, it's clear that emotional design can
make a real difference in how people connect with a
product. But just knowing that isn’t enough. Designers
also need simple ways to bring these ideas into their
process. Based on the patterns that came up during this
study, two main areas seem useful: one focuses on the
design process itself, and the other looks at how
technology can help.

Emotional Design Integration Framework

This is more about the thinking behind the product.

Designers can follow steps like:

e  Start with empathy: Try to understand what users
feel during different moments. Not just what they
want to do, but what frustrates them or makes
them smile.

e Add emotional elements early: Instead of waiting
until the end to make things "look nice," test
things like color, sound, or motion early on to see
how people react.

e Ask about feelings, not just function: A product
might work fine but still feel off. Designers
should ask how users feel while using it, not just
whether it “works.”

Using Technology to Shape Emotion

Here, the focus shifts to tools that can make emotional

design easier to apply:

e Al for personalization: Products that adjust based
on how someone uses them tend to feel more
personal. Music apps that recommend songs
based on mood are one example.

e AR/VR for deeper involvement: These tools
create immersive experiences, especially useful in
learning or entertainment, where emotional
engagement makes the experience stronger.

C. Ethical Considerations

Designing with emotion in mind brings great results,
but it also brings a few serious concerns. If not handled
properly, it can cross a line. The purpose of emotional
design is to improve the user’s experience not to
manipulate, mislead, or collect personal data unfairly.

These are some of the issues that stood out:

e Some platforms use emotional triggers in ways
that feel addictive. Games and social media apps,
for example, often create habits that are hard to
break.

e Personalization usually means collecting private
user information. This brings up worries about
where that data goes and who has access.

e  What works emotionally for one person may not
feel right for another. A color, sound, or tone
might connect with one group but feel off to
someone from a different culture.

To avoid these problems, a few things can help:

e Lectusers know clearly what data is being used and
for what reason.

e Include more variety in testing, different age
groups, languages, and backgrounds.

e Focus on emotional design that helps people, not
just keeps them on the app longer.

VI. RECOMMENDATIONS

A. Framework for Integrating Emotional Design
Making emotional design a real part of product
development takes more than just theory, it requires
practice. It involves practical steps that teams can take,
starting from the very beginning of the process. Based
on what I’ve seen and studied, the following approach
can be useful for teams trying to design products that
feel better, not just work better.

Step 1: Learn about the users - User Research and
Empathy Mapping

Start by paying attention to how people feel when they
use similar tools. This can be done through basic
interviews or surveys, but sometimes it helps to just
observe. Mapping out common frustrations or needs
gives a clearer picture of where emotions come into
play.

For instance, Slack noticed how stressful workplace
messaging could get. They added small, playful

IJIRT 184827 INTERNATIONAL JOURNAL OF INNOVATIVE RESEARCH IN TECHNOLOGY 3626



© September 2025| IJIRT | Volume 12 Issue 4 | ISSN:

touches, like fun loading animations and color choices,
to reduce tension.

Step 2: Try out emotional touches early - Prototyping
with Emotional Elements

Even rough designs can carry emotion. This means
adding things like friendly colors or smoother
transitions while keeping the product useful. What
matters is testing which versions of the design make
people feel more comfortable or more connected. That
feedback helps shape the next version.

Step 3: Feedback Feedback Feedback! - Iterative
Feedback Loops

After the first tests, don’t stop there. Let users respond
again and again. Some people may not say much in a
form, but you’ll often notice small cues, like what they
pause on or talk about more. Over time, you’ll learn
which parts of the design matter most emotionally.

Step 4: Don’t design in a bubble - Cross-Disciplinary
Collaboration

Emotions are tricky, and different people react in
different ways. That’s why it helps to involve people
who understand behavior more deeply, like
psychologists or social researchers. They can point out
patterns or risks that a design team might miss.

B. Metrics for Measuring Emotional Design Impact:
Understanding whether emotional design is working
requires more than gut feeling. It helps to look at
specific signals that show how users are responding
emotionally, not just functionally. Below are some
common metrics that teams can use, along with tools
that support their collection. These indicators give
insight into what users feel and how those feelings
influence their behavior over time.

Metric Definition Example
Tools
Emotional Whether the product | Sentiment
Engagement | creates positive analysis tools
feelings or like Google
emotional reactions. | NLP APIL

Retention

2349-6002
Metric Definition Example

Tools
Net Promoter | How likely users are | Survey

Rate

How many users
return to use the
product after their
first experience.

User tracking
tools such as
Mixpanel or

Amplitude.
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Score (NPS) to recommend the platforms like
product to someone Qualtrics or
else. Typeform.

Usability How easy and Measured

Score intuitive the product | through tools
feels for new and like the
regular users. System

Usability
Scale (SUS).

Reflective Whether the product | Gathered

Connection fits into a user’s from focus
identity or personal group
habits. feedback or

longer-form
surveys.

VII. RECOMMENDATIONS

Emotional design sounds good on paper. But when it’s
used in real products, it brings along some tricky
questions. Just because a design makes someone feel
something doesn’t always mean that’s a good thing. It
depends on how it’s used,and what the goal behind it
really is.

A. Avoiding Manipulative Practices

Some apps and websites use emotional tricks just to
keep people stuck for longer. This might mean
showing pop-ups that guilt you into staying, or
creating endless loops that feel hard to leave. In the
short term, it works. But in the long run, it can feel
tiring or even make users regret their time spent.

A better way is to use emotion to help, not trap.
Duolingo is an example that came up during this study.
It has animations and reminders that push people to
keep learning, but it doesn’t cross the line.

The app doesn’t shame users for missing a day.
Instead, it gently reminds them. This feels fair, and
people respond better to that kind of honesty.

B. Ensuring Privacy and Security

Another concern is data. Emotional design often needs
user data to work well, especially when trying to
personalize. But not everyone feels okay about apps
collecting personal habits or tracking behavior. If
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people don’t know what’s being collected or why, it
creates mistrust.

Spotify, for instance, does something interesting. It
shows people what data is used to build their music
recommendations. This kind of openness matters. If
users feel like they’re being watched without knowing
it, they’ll pull away. But if they feel included in the
process, it can build a better bond.

C. Designing for Inclusivity

One thing that’s easy to forget is that not all users
respond to emotion in the same way. Culture,
language, age, and ability all change how a design is
experienced. Something that feels friendly in one
place might feel confusing or even offensive
somewhere else.

Designers need to test with more than one kind of user.
That includes people with disabilities, people from
different regions, and people who use technology in
different ways. Google’s Material Design system
gives some guidance here. It includes advice on
making products that are easy to use for more kinds of
people, not just one group.

The more inclusive the emotional design is, the more
likely it is to actually connect.

VIII. CONCLUSION

Emotional design, at its core, isn’t just about how
things look or feel, it’s about how people connect with
the products they use. In the past, design mostly
focused on making something work well. There’s
growing awareness that what people feel when using a
product matters just as much. That feeling, whether
it’s comfort, excitement, or a sense of being
understood, can shape whether a product is embraced
or abandoned.

Looking at Don Norman’s idea of emotional design,
which divides the experience into visceral, behavioral,
and reflective layers, it becomes clearer how each part
contributes in its own way. Visceral design might draw
someone in at first glance. Behavioral design helps
them stay and interact without frustration. Reflective
design? That’s what keeps them coming back, it’s
where long-term attachment forms.

Throughout this paper, several real-world examples
showed how companies use emotional design in ways
that seem to work. Looking at what we mentioned
above, Spotify - builds personalized playlists that

make users feel seen. Slack, on the other hand, uses
friendly visuals and smooth communication tools to
make work a little less rigid. These are not just design
choices, they’re emotional choices. But even with all
these positives, there’s a line to be careful of. If
emotional design starts to push too hard or rely too
much on personal data without transparency, it can
easily shift from helpful to manipulative.

That’s why ethical thinking has to be part of the
process too. Good design is not just about keeping
people interested, it’s about making sure they’re
respected. Things like wuser privacy, cultural
inclusivity, and avoiding emotional overreach need to
be built in from the beginning, not added on later.

To make emotional design work well, a few things
stand out as essential: really listening to users, trying
ideas out early with real feedback, and learning from
different fields, like psychology, sociology, and even
anthropology. It also helps to have actual ways to
measure how things are going. Metrics like retention
rate, usability scores, or emotional feedback can give
designers some idea of whether their work is hitting
the right mark.

In the end, emotional design is still evolving. But it’s
already showing that when people feel something
meaningful during their interaction with a product,
they’re more likely to trust it, use it, and even
recommend it to others. That, perhaps more than
anything else, shows the value of designing not just for
function, but for feeling.

IX. FUTURE RESEARCH DIRECTIONS

As the field of technology continues to shift, emotional
design finds itself at an interesting crossroad,both rich
in potential and still full of unanswered questions.
While this study focused mainly on current tools and
platforms, there’s much room to dig deeper into areas
that are either emerging or have not yet been explored
in depth.

Integration with Emerging Technologies: One
possible direction could be examining how emotional
design might blend with new technologies. Tools like
artificial intelligence, AR, or VR are becoming more
common in everyday life. It would be worth studying
how these technologies can either enhance or
complicate emotional connections. Can Al understand
emotions well enough to support truly reflective
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design? Can VR create spaces where emotional
experience feels real? These are open questions.

Cultural Variability in Emotional Design: Another
important topic would be how emotional design
functions across different cultures. What evokes
connection or joy in one group might not have the
same impact elsewhere. Research could focus on how
emotional triggers are shaped by context, language,
and tradition, so that products can feel more personal
to a broader range of people.

Long-Term Effects of Emotional Design: There’s also
a need to understand how emotional design holds up
over time. While it may attract users initially, it’s
unclear whether the same emotional cues continue to
matter after weeks, months, or even years. Looking
into how long emotional connections last,and how
they influence things like customer loyalty or brand
trust,could be useful for businesses hoping to build
long-term relationships with users.

Ethical Frameworks for Emotional Design: Finally, as
emotional design becomes more advanced, the ethical
side becomes more urgent. Designers will need clear
guidelines to help them avoid crossing into
manipulation or exploiting user emotions. Creating
frameworks that are not only theoretical but practical
could give teams a way to stay grounded while still
being creative.

To quote Don Norman, “Design is really an act of
communication, which means having a deep
understanding of the person with whom the designer
is communicating.” In many ways, emotional design is
about that exact idea,listening first, designing second.
With further study, the field can continue growing in a
way that’s not just innovative but also respectful of the
human experience.
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