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The results of the distributed questionnaires show trends
about the values of life and the character of the participants
themselves (Figure 2).
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Figure 2. The majority results from filled questionnaire by participants.
2.4. Discussion

The radar chart of the questionnaire result provides us
with information about the participants (Figure 2). From
that chart we can assume that the majority of participants
are people with reactive character, they have strong will to
achieve their goal, they also enjoy luxurious things and
quite consumptive, and they tend to be very confidence.
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Figure 3. The four parameters relationship.

The four parameters like character, goal orientation,
lifestyle and self confidence were chosen because there is a
relationship between the four and affect each other. The
character will determine user’s will (goal orientation), the
user’s will toward their goal would of course shapes their
lifestyle (the way they life, the way they think, etc), and
user’s lifestyle will also affect their self confidence level,
and in turn the self confidence level will finally determine
user’s character. This never ending circular relationship
between the four parameters will determine what kind of
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user he/she is, and finally will render their preferences
(Figure 3).

3. Conclusions

In 2001, Goebert and Rosenthal mentioned that “The
real problem had nothing to do with the product’s intrinsic
value, but instead represented the emotional connection that
links a product to its user” [6]. This statement could be a
valuable clue about how big the gap between a product with
its user.

Most of prefabricated products like laptop were sold to
and used by the user who never involved when its being
created, and accepted the product (laptop) from the seller in
original state as it produced by the manufacturer. Its
function as a working tool is the only connection between
the product (laptop) with the user. In Norman term it is very
behavioral [1]. For passive kind of user that would be no
problem at all as they are very function-minded and mind
only behavioral kind of things [1]. But for reactive kind of
user that may be a problem, moreover for active kind of
user that might be a major problem.

So to answer the question about “what kind of users do
the personalizing activity toward their belonging”, it is clear
that most of lecturers and students in Telkom University are
reactive kind of users according to the questionnaires. And
of course the reactive kind of users tend to be more
emotional rather than the passive one, and they also capable
to create or to add something that has nothing to do with
practical function as long as they like the appearance, and
make them happy. And yes they are creating their own
version of “Attractive, Colorful, and Fun” just because they
can and have a confidence to do it.

REFERENCES

[1] Norman, Donald A., Emotional Design, Why We Love or
Hate Everyday Things, New York, United States: Basic
Book, 2004.

[2] Tzvetanova, S., Emotional Interface Methodology.
International Association of 50 Societies of Design
Research, (IASDR), 2007.

[3] Si Jie Phua, Wee Keong Ng, Haifeng Liu, Bin Song, Xiang
Li, A Rule Mining Approach To Emotional Design In Mass
Customization, International Conference on Engineering
Design, ICED 2007.

[4] Yomaoka, Toshiki., An Emotional Design Method Based on
Human Design Technology, Proceeding of International
Association of Societies of Design Research (IASDR) 2009,
pp 4435-4443.

[5] Abdul Majid Ahmad Zuhairi, Shaari Nazlina., Design
Strategy For Designing a Service in Malaysia, International
Service Innovation Design Conference, Hakodate, Japan,
2010.

[6] Goebert, B., & Rosenthal, H. M. Beyond listening: Learning
the secret language of focus groups. New York: J. Wiley.
2001. URL for chapter 1: Listening 101: The Value of Focus
Groups.http//www.wileyeurope.com/cda/cover/0,,04713956
25%7Cexcerpt,00.pdf

225





