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Abstract

The research studies the relationships between product motion display and emotional
responses. Main goal is a presentation towards the emotional responses in order to provide
the guidelines for designs from samples of 35 persons at the age between 21 and 60 years
old. To carry out the test from model of moving product through testing box and inquiry
from display of three types of design including horizontal waves, vertical waves and circles
to find out the best design for emotional responses of viewers by analyzing factor of speed
at 5 levels including 0.00 m/s, 0.12 m/s, 0.24 m/s, 0.36 m/s and 0.48 m/s to evaluate
emotional responses from 9 pairs of antonym wording. In this study, it can be concluded
that the product presentation by motion could improve the positive responses of the sport
shoes shops more effectively than product presentation without motion. The presentation
by circle design brings the most impact to emotion with “identity”. When circle design moves
at the speed of 0.12 m./second, it brings the most impact on “impression” emotion.
However, economic factor should be considered from buying power samples, factor of more

and various presentation design including the test at real places in the future.

Keywords: sport shoes shop, window display, emotional response, design of motion presentation,

speed motion
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nsmAdLUsEAVSSaThAseuU® (Cronbach’s alpha) Sauansendarinaseuumiiiy 0.900 eglu
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Ay 5 seeuldun 0.00 wAs/Aund 0.12 wWesAwit 0.24 was/Aund 0.36 wns/Auil
0.48 was/Aundt Inefiansanan p<0.05 fuansdennuuandsiueeedifdfyvosseiuaudy
ﬁﬁﬁm%waﬁami%’ﬁmamsmﬁmﬂﬁwcﬁmﬁm 9
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muﬁ%’aﬁiﬁﬁ’mﬁmnaaummmé’mﬁuﬁ‘mmﬁjﬁﬂmﬁmmﬂmﬁLﬁmzﬁ Pearson Correla-
tion Tneiarsand r vesszAuMsIuIMeesual fsmnsedt 2 uandliiiufagdnssiuidentd
furuddeiifieuduiusfilussdushsduliunaendu 2 géiifanufiniusiulussiugs
Ao (P1) “lalvau/vau” fu (P2) “Unnden/aiea13” (r=0.808) wax “(D3) “gsssuny/dondnual”
fu (02) “gaegn/gisnan” (=0.801) wandliiifiuisginfienatifiansilndiAsiuouiiuunli
Jupnudnideniule

aglsfinudad 2 efiifinelunmssiudufirnudiiusuuussinduidussdun Ao (A3)
“ladfuin/mudn fu (P1) “laveu/veu” (r=-0.009) (A3) “Liudy/muin” fu (A2) “dutew/Feune”
(r=-0.156) wandluns19v 2

M19197 2 sEduanNdNTusvesgan sl inseAuotsunl

n3suineensuel P1 ) P3 Al A2 A3 D1 D2 D3
(P1) lalwau/veu 1.000
(P2) UnAen/ar89u 0.808** | 1.000
(P3) Yo/ wanwmay 0.622% | 0.697* | 1.000

(A1) laigznam/aznam | 0531 [ 0.626 [ 0.625% | 1.000

(A2) Futfou/Faudny 0.529** | 0.490** | 0.405** | 0.295** | 1.000

(A3) laifius/Ausn -0.009 0.078 0.282** | 0.318** | -0.156** | 1.000

(01) llthang/anani 0.640* | 0.689** | 0.631** | 0.631** | 0.449** | 0.200** | 1.000

(D2) @ﬁmgﬂ/@ﬁiﬂm 0.641** | 0.681** | 0.607** | 0.689** | 0.373** | 0.239** | 0.747** | 1.000

(D3) @ﬁiiMWW/ﬁLaﬂﬁﬂwiﬁ 0.560** | 0.631** | 0.589** | 0.657** | 0.193** | 0.340** | 0.714** | 0.801** | 1.000

** Correlation is significant at the 0.01 level (2-tailed)
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PNMTAATITUTBUTEUTENINFURUUNTInKERS 3 JULUU Taun gULLUUﬂﬁuLLuauau
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N33UINeITHal INMTUATIENRAILTTN1EER One-way ANOVA uwagliasigiiUSeuiieusies
Post Hoc test @835 Tukey’s HSD Test FiseazBeaselud
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fifddmsadiveantsivd “anureu” “armainny” mIldFluuunauLas UL
Limupuuandanssud “mdamdu” “azqan” “Audn” “and” drmumsldguuuuiananiien
WABNsFUFIL “anumeu” “anumsny” “giinan” “Tlendnual” snndnislisuuuunas

A58 3 MINATIIAMUUUTUTIUM LR vesBVENAgULUUN TIALARsAoNTTTUTNseTUn]

n133uin1sensunl sULUUMTInUAASAUA F p Tukey” s HSD Test
Sl (1) ST (2) (E))
x sD. x sD. X sD.

(P1) ladwou/aeu 5.86 194 | 560 |[214 |[697 |185 |4a723* 0.011 C>ST
(P2) ULnden/a18913 591 192 |s580 |176 |[700 |218 |3.991* 0.021 C>ST
(P3) undo/ndamay 4.23 182 |531 [192 [e11 |135 | 10686% |0.000 (C, ST>SI
(A1) liggapavagaam | 4.91 206 |671 |[086 723 | 154 | 21.083* 0.000 (C, ST>S
(A2) Fudou/Soudty 669 |210 |643 |[180 |509 |254 |5504* 0.005 (SI, ST)>C
(83) Lifhua/fush 4.37 1.48 529 | 1.51 6.03 | 160 | 10.322¢ 0.000 (C, ST)>S
(01) lhinandvaandr | 5.03 1.90 626 | 1.46 6.86 | 1.26 |12410% 0.000 (C, ST>S
(D2) g3 gn/ailsa 489 | 214 600 |214 |751 [095 |18.155¢ | 0.000 C>ST>S|
(D3) sysun/Slenanval | 4.71 226 1609 199 |789 |113 |25699% | 0.000 C>ST>S!

TaosUuuuananaedeasuuugsgaluyndusenisivinnuiiiondnuel (@ = 7.89,
p<0.05) @ils1A (X = 7.51, p<0.05) ANXAEAANT (X = 7.23, p<0.05) ANUaEIBNL (X = 7.00,
<0.05) AU (X = 6.97, p<0.05) AN (X = 6.86, p<0.05) AIMLWAMNAY (X = 6.11,
p<0.05) s (X = 6.03, p<0.05) sruandfu seslsfmadsusiguuuuisnasaseadsasuun
gdluynsu windunuinlusunisiuianuiFeuitesuiuuianauiidedsazuuusiign (X =

5.09, p<0.05) wanslunmil 6
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] 6.69
643

o o~ o

i
ST RSN 1

I - 00

P1 P2 P3 A1 A2 _ A3 D1 D2 D3
mMsFUFNHaTTu: PAD

ARwLIEYs B ARG I nAL

N 6 BvBnaresgluuUNMIIALAnian1TTUIoTHA]

UizLﬁuéhu@w%wasumgﬂLmeﬁmLLamﬁiami%’Uﬁmamimﬁﬁ?u SULUUNNANENLNTORDY
Tadnagnsiardyfiarmosiuimenisadnegauiihans vilvignigindud uaznsaudanniy
(Pilkington, 2019) AausfmAdedulnglalldnaniamslisuuuuiimesvesmsinuansiinianly
aonndosiuATeves Zhu (2009) Auugihwdnvesnsdnuanignszanmiiulnenasmnanuns
panuuur q Meldvdannisesniuu 5 Usenis kA Anuauna N5l Anulanwey 399z uag
nsvhen luadsesdussneunsdanansiifsgaarmaulaiiledasdududniniy wasdlofansan
fandnnsdnuansvesgduuuasnaunuinlunslindnnisesnuuuvesnisidy uagdmevenis
Jauans Mesdawuy Radiation 59uUAT Continuous line movement, Rhythm  tJunsues
rnuduhanenlusesdudmdniuduisesudthaonnduinuesssdudmndndnads aenndes
U9UIBYDY Kanlaya (2017), Sayari (2012) Lag Bastowshoop, Zetocha & Passewitz (1991)17i
seyhmslivanmatiudunsasgalitalunmssiidueeGuiuresnmunadlannnisdans
i damalianudaumeny anuauysal feuasiauagiimuialanntu wasfinzes
msdnuanadiipiunardaaiumuhaulavesdui uazenalinnuieitesiunguiiigidrs
FelsuansmnuAndiuliifiuduieenuidn “a¥eassd” “uvanm” “Tiaud” “upnsne” “wzan”
“Qilley” Fuanaderuaenndosiunudeaes Lange, Rosengren & Blom (2016) findnaindudn
fifinsnuanduniennuaiassdvioutanlmifuuliiiasUsrauarudigs dufudululd
P3UkUUNNaNEINTaRanTiiaieassd visernukUanimideinlvgndninanuidniianele uag
auenuusyivle SedmanisiuiersuaiBauinsdegnszanminudluiign Sumnzausonsi
inldifiofannnagnslunisiagannuaulavesgnén

1 <@ =2 4 1
261913AINIINNITNUNIUITIUNTTUVBA Zhu (2009) 5 UTIHANTENUVBINTUAAINTAN
somsuifmiuegivinesniuusieasiusznau 5 Usenstnenu daluguuuunsdnuanidanaiy
Judununnisdudveseenwuuiliaunsanageuldingniemiol
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3. MykATIERdvENavesTAunTlunsInuansduiidmasan1ssuiensunl

AnszilaviUouifisusziuauga 5 seau laun 0.00 was/Aund 0.12 wms/Aui 0.24
WRS/AUNT 0.36 1nS/AUNT1 0.48 1nT/AunTl Yae3URUUNNANABNISTUIAINTEN %agULLUU’Nﬂam
wanmsdadentadesugliuumsinuans esnilavswasdensiuiamidng ianlaeliis
AnseiiUSeuiisuaadevaangusiinysig One-way ANOVA uaziiasziiUSouifisusieg Post
Hoc test #7835 Tukey’ s HSD Test lngeBunefianissuianuiandiesainsadan 9 gan lawn (1)
liveu-vou, (2) dundea-aeny (3) unde-waamdu (4) Liazaam-azaam (5) dudou-Feou
e (6) ladfuda-fiush (7) ldurshan-transn (8) A91AgN-9I51A1 Uae (9) gsTIUAN-Hienanual

a13197 4 MIaTzianuLUsUTIUMaReesdvinassiuauEenissuimsensual seiuasy

sRUANIG 0.00 (0) 0.12(1) 0.24(2) 0.36 (3) 0.48 (4) F p Tukey’ s HSD
X |o|x|oo| x| oo |x [0 x |50 fest
Mssug ’ : : : )
(P1) lilweu-veu 697 | 185 | 73a | 151|771 | 147 |a7a | 243 | 360 | 1.01 | 38433* | 0.000 | 2103)>4

(P2) Ynnden-aney 7.00 | 218 | 731 | 149 | 7.60 | 1.40 586 | 233 |4.63 | 1.77 | 15.107* | 0.000 | (2103)>4

(P3) dndo-mdemdu | 611 | 135 | 7.43 | 127 | 790 | 1964 | 640 | 161 | 523 | 155 | 14357 | 0.000 | (123 0)>4

(Al)hiammm—aaqmm 723 | 154 | 783 | 125|771 | 1.32 737 | 114 | 637 | 091 | 7.439% | 0.000 | (1230)>4

(A2) Fudou-Fuudny 509 | 254 | 580 | 204 | 523 | 240 406 | 252 | 237 | 097 | 13.479* | 0.000 | (1203)>4

(AS)lﬂauﬁ’?-auﬁ’J 6.03 | 1.60 | 7.31 | 0.87 | 7.46 | 1.04 7.80 | 1.11 | 8.46 | 0.51 | 23.625% | 0.000 | 4>(3210)

(1) lalnandr-andn | 686 | 1.26 | 7.91 | 0.89 | 7.60 | 0.91 629 | 201 | 497 | 1.42 | 25.765% | 0.000 | (1230)>4

(02) gagn-gidsen | 7.51 | 0.95 | 7.80 | 1.26 | 7.60 | 1.17 677 | 1.57 | 6.77 | 0.77 | 5.975* | 0.000 | (1 2)>(3=4)

(D3) 555uA-3l 789 | 113 | 809 | 098|783 | 138 |737 |1.68 | 7.38 | 073 | 2.525% | 0.042
londnwal

NNMIATIEEINTeT 4 Sedadafusziunnud wudn sedumnudmadiensuy
nsonsuaifiunnsnsfuegsilifodAymneadin (p<0.05) fiirsnAdelimssuiunnssiudlessdu
AE ey endunsiug “fendnwel” Alsmumnuuandneiunsada Gaseiumnudiidvina
ffiamﬁuimnmsmﬁﬁmmwﬂmm'uu’m‘ﬁzjm (F(4,170)=25.765, p<0.05) Wiolameiueuiioy
58 Post Hoc test wuinnsliszfuanmiss 048 wes/Aunit SAnadensiviesualiu “du
i figaniimsisziuannudunnseiu luvasiinislisedunnuds 0.12 wns/Aunit uas 0.24
wns/Aui ldnuanuuanaansiud “anuveu” “@sny” “ndamdu” “giis1n1” unudndan
WRABNS3UE “U1andh” “Boudie” gandn 0.36 WRS/Aunit 0.48 was/Aund dausedu 0.00 was/
it Tenadonissud “asam” unminsedy 0.48 wns/Aunit edlsedu 036 wns/Aud T
WAENSTUY “mnuveu” gandnsediu 048 wnsAui nanFediinsnAdeiniuiauiands
UINADIZAUANNGD 0.12 Wms/Auil waz 0.24 WAs/AWi 1NNNseAuaNGT 0.36 wWns/Aund
0.48 WA3/AU% Wag 0.00 WA/ AUN
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dowSsuifiuradsserinimisdnuansliiindevlmn uaznsdnuansuuundevlnlaed
seumIEuAnsafuINAMi 5 wuhseduaid 0.12 wes/Aund Senedsezuuugdunis
Fu3 “Au1and” (X = 7.91, p<0.05) “AMINAANGY” (X = 7.43, p<0.05) “ANUAZAAN1”
(X = 7.83, p<0.05) “AuisEUiY” (X = 5.80, p<0.05) “N139HsIA1” (X = 7.80, p<0.05) du
siumNE 0.24 Wwins/Auit faedoazuuugilunisiud “anuveu” (X = 7.71, p<0.05)
“ANEIEN” (X = 7.60, p<0.05) ankiun15su3 “Fugh” (X = 8.46, p<0.05) inuALade Az
guaplusziumLE 048 Wins/Aunit enslsfimuiiloszfumnuEunnniviendu 0.24 wns/Aund
fwnlmesnsiuinmeensuaiianasesnssoiodluynnsiug onunssus “Aush” Al
Juetwoiiles

Ml 7 BnnavesguuuunnaniistAuATINE g 9 den1ssuinieetsual PAD

TunsefusenaUsuiunsdnundninavesseiuaudlunsinuanduiidmanons
Fuimnuidnthedaaiunissudensualiiuinsesyauanungs wasmuuinmsneulandteeing
Uszuiudl 2 TuiSosdSn1suans (Oh & Petrie, 2012 uaz Sen, Block & Chandran, 2002) Tngszey
AIST 0.12 Rs/Aund a'qwamm?iqmiami%’uif “eaniand1” daduunumil 1 vesnagndi
ﬁwﬁmﬁqm (Pilkington, 2019) tag 0.24 WATAUNT MUEIRU donAdesiuNuideves Pollick, et al.
(2001) Aldmumnasinasgulif 0.116 wes/Aund lndiAestuaaded nuinnudiian
L?‘imﬁﬁ'aaﬁ"umﬁmzﬁums%’uiwwmmmﬂu@amﬂ weziilafiupuditued eiostosar 5 104
inausifitvua. ansodwadentsiuianuianelafifissnntuuiu fdunisuansdudiidngg
wasulmasatedfinaanhadlaliund il (Backstrém & Johansson, 2006) Tag Nam, et al.
(2014) a%m&JlﬁdﬂﬂmauﬁaﬁummiLﬂ?iauiwaﬁﬁ@w%wauﬁﬂﬁqmﬁammL%"; dlefimsiedoulmiiunn
Funrwitanela wavmsAusesuumuddy iadeilgddedunaiassiumugs 0.48
wns/Aundt fidesason1siuy “Ausi” snnfiaslurasiinisudmnuidndu 4 dnsiuiiian uas
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TuseduanuEaft 034 wasAunit Felndifeeiunuisoifldsefuanug 0.36 wns/Aund wui
damaranssuieuiianelafianas uiadinissuivosmsiuiluuunltfiindumudduressedy
auid wazdlefinrsanseiuaruidmuiianuifinnnniviewiiu 0.24 wes/Aud Suudldy
ﬁdwaﬁiami%’uimqmsmﬁﬁamaﬁunﬂmi%“uifl,ﬁ'aLU%'&JULﬁ&mﬁ’umﬂmﬂ?{aﬂm

ayUnanIsAnen

msfnyideaded wuusziuihaulefsdvinavesguuuunsiauansienisiuiiing
wansiegelitudAgneatia p<0.05 dmsunisdnuanduinltuguuuuinay wui JBvswase
mssuiidsuanlunndnusnniguuuueduiuads uagaduuuusumudidy snidu “anuBsude”
dofimsantenguiniigidnsauiselduansanudniuliifiudufinnuddn “aaassd” “uwanm”
“Tianivi” “upneng” “wgm” “giiy” dafudululFhsuiuusnauaansouanseaieassd ad
wsiuiials videdauuvanlual Suilignifnauidnielasaziinnnuszivla deds
HAFBN133UIDUAITIUINYRINITIALAASENSEANIFIUAN

MNMsEne wui Bvdnanisiadeulnishessfunnuessuuuulsnatensiuima
a1sualuandnsiuegelidydAynneatia p<0.05 eniun1ssui “diendnwal” Fldnupauanng
funeadin TneguuuisnaniiszdiuauEs 0.12 was/Aud Banadenssudgeninguuudilsid
mawndeulmlunnmssud 1Hun anuthasd anamdamdu arwazaam euEeuie ngd
511 wardmuigdnsnddednnssuiiuindesediuainngs 0.24 wes/Auni lunssuianuveu
puasny WefinnsananuuaniawessefumuEmuInNsEfuaNuEfiuInnin wieliniy
0.24 wns/Awi fuulifufiezdmaronisiuimsersuaifianadunnnisivf iewssuiiisudu
nslsiiedenlm

nstlddszgndldaunisesnuuugnszanuihiruseavinfimdmivinesnuuy {33y
vorguauurImnlifinnsanseiunudy msdenlisuuuuisnauitetielinsdnuansdudnd
ndneal 9isnA1 ANUAZAAAT AINEILINN ANHUTBU ANNUIINTT AIINEAEY waziaany
Aush mndesmsiiuaruiFeudemsidenlisunuunduuuiue lunsdiidesnismsdauansdudi
wwundeulmld osnnuidelisluuuinanlinsiudiiafian Suatunislisuuuninaudie
nlieseiludadeiuseauanus, ﬁﬂﬁ?uﬁﬁé’wal,aual,l,uz’h MNADINITANESUNAENSAUNT
sonuuuilimssuianuidnvesanmiauls thand) mnumdamau anuasaan AnuEeuie
Msgiisien msidenldsuuuuisnaniissiumnud 0.12 wnsAui wagmndosnisdaaiugiy
MNYOU kazANmsny madenlizuuuuiinaniissfiuauds 0.24 was/Aud
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1. Yadoiuetoddlodts mideildvhnismeseuanndemaaes Faifadlswutlapmann
nsa¥andesnass Wu gunsalnalnnisiadeulmdndesseninamsnaass szuumuguAINE
AINALAADY SEETLIANAR FUAUBLUIMNINTYIAABITIBAWIALE B9EN13AAIUANSEELIAINTS
wan muANsTAUATIE T Bnisdsainsnaiuanimundeuaiiousialdnuieiazanly
nMaveastazivinyItoys

2. dwidunsfnuifoaduiely mAfedlddnviamedafonsdanansessuuuuin
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a2 seduiarlimmssuiideniniiganinisdouandduduuulindouln wifliannsassyld
Iieumnyaudeiudssamseadiwviolyl fidunisAnwamentherafiansunfisnast
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ATBUAQM LazTRLILTY

8- 1 9195859915 NMseenuULaNIIWIRde  UR 8 atudl 1 (unsiau - Squneu 2564)

18 JOURNAL OF ENVIRONMENTAL DESIGN VOL.8 NO.1 (JANUARY - JUNE 2021)



LONE5D19D4

Backstrom, K., & Johansson, U. (2006). Creating and consuming experiences in retail store
environments: comparing retailer and consumer perspectives. Journal of Retailing
and Consumer Services, 13(6), 417-430.

Bakker, I, et al. (2014). Pleasure, arousal, dominance: Mehrabian and Russell revisited.
Current psychology, 33(3), 405-421.

Bastowshoop, H., Zetocha, D. & Passewitz, G. (1991). Visual merchandising: a guide for

small retailers. Ames: lowa State University of Science and Technology.

Dawar, N. (2017). Footwear in Thailand. Retrieved September 11, 2019, from https://www.

scribd.com/document/348997278/footwear-in-thailand-euromonitor#download.

(luminating Engineering Association of Thailand. (2016). Khumue neawtang karn oakbab
karn song sawang phainai arkhan. (In Thai) [Guidelines for indoor lighting design].
Bangkok: Author.

Kanlaya, R. (2017). Karn chat ongprakop khong silapa. (In Thai) [Composition art]. Retrieved
October 15, 2020, from https://sites.google.com/site/kanlayaroduphek/home/kar-cad-
xngkh-prakxb-khxng-silp

Kim, M., Choi, K. & Suk, H. (2016). Yo!: Enriching emotional quality of single-button messengers
through kinetic typography. Proceedings of the Designing Interactive Systems
Conference 2016 (pp. 402-410). Beijing: n.p.

Lange, F., Rosengren, S. & Blom, A. (2016). Store-window creativity’s impact on shopper
behavior. Journal of Business Research, 69(3), 1014-1021.

Lee, J., Park, J. & Nam, T. (2007). Emotional interaction through physical movement.
Proceedings of Human - Computer Interaction, Part I, HCIl 2007 (pp. 401-410).
New York: Springer-Verlag Berlin Heidelbers.

Mehrabian, A. & Russell, J.A. (1974). An approach to environmental psychology. Cambridge:

Massachusetts Institute of Technology.

Nam, T., et al. (2014). Understanding the relation between emotion and physical movements.

International Journal of Affective Engineering, 13(3), 217-226.

Oh, H. & Petrie, J. (2012). How do storefront window displays influence entering decisions of

clothing stores?. Journal of Retailing and Consumer Services, 19(1), 27-35.

Fvsnavesguhuunsiauanaduiuazssiuanudesmsinuandduimnelugnsyanid
fanssusnsensnl 19
3
The influence of product presentation types and speed motion on emotional responses



Pilkington, M. (2019). Retail therapy: Why the retail industry is broken - and what can
be done to fix it. London: Bloomsbury Publishing.

Pollick, F. E., et al. (2001). Perceiving affect from arm movement. Journal of Cognition,
82(2), 51-61.

Ritzer, G. & Jurgenson, N. (2010). Production, consumption, prosumption: the nature of
capitalism in the age of the digital ‘prosumer’. Journal of Consumer Culture,
10(1), 13-36.

Sayari, S. (2012). Evaluation of window display of retail shops: a case study of Istiklal

Street, Istanbul, Turkey. (Master’s thesis). Istanbul: Eastern Mediterranean University.

Sen, S., Block, L.G. & Chandran, S. (2002). Window display and consumer shopping decisions.

Journal of Retailing and Consumer Services, 9(5), 277-290.

Somoon, K. & Sahachaisaeree, N. (2010). Factors determining window display conveying
merchandise’s positioning and style: a case of shopping mall clothing display targeting

undergraduate students. Procedia Social and Behavioral Sciences, 5, 1236-1240.

Thomas, A., Louise, R. & VP, V. (2018). The impact of visual merchandising on impulse buying
behavior of retail customers. International Journal for Research in Applied Science
& Engineering, 6(11), 474-491.

Ti, C. (2009). The effects of window display setting and background music on consumers’
mental imagery, arousal response, attitude and approach-avoidance behaviors.

(Master’s thesis). Portland: Oregon State University.

Wongwaiklun, P., Hapanna, S. & Kongklaew, C. (2019). Yuk phuboriphok plian brand prup
tua yang rai hai yu rot. (In Thai) [Does the “consumer” change the “brand” to
survive?]. Retrieved May 5, 2019, from https://positioningmag.com/1221287.

Zhu, L. (2009). Effective visual merchandising in fashion retailing. (Doctoral dissertation).

Leeds: University of Leeds.

8- 1 9195859915 NMseenuULaNIIWIRde  UR 8 atudl 1 (unsiau - Squneu 2564)

20 JOURNAL OF ENVIRONMENTAL DESIGN VOL.8 NO.1 (JANUARY - JUNE 2021)



SvidnavesgUkuUNMIInnandumiazsTsUn IS wosnsdkEnsdummelugnsyanium
Flan3FuUiMNID1IHD)
The influence of product presentation types and speed motion on emotional responses

21



