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Humanized Design of Respitator Based on Color Psychol ogy

YANG T ao
( Department of Electro Mechanical and Automatic Engineering, Fujian University of Technology, Fuzhou 350000, China)

Abstract: The metaphor characteristics of color, the foundation and connotation of color psychology are
analyzed based on the enlightenment of visual experience accumulation of color in our real life. T he value
of color psychology in our daily design is analyzed. It is put forward that as the most intuitive and the
most affective factor, color plays an important role in representing the product’ s aesthetic visual effect
and enhancing the product’ s semanteme. It is summarized how to apply color psychology to enhance the
humanity in design.
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