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Abstract The purpose of this study is to maximize the development and utilization of digital innovation.
First, analyzed the status of industrial development and digital innovation. Second, examined emotion
and experience, looked into their types and properties. Third, attempted to develop a more creative
and innovative user experience. The results of this study were presented as a theoretical basis,
specification of research direction and research scope, and design analysis direction. It is expected to
be used as a basic data that can help how to approach and interpret human emotions and behaviors
in order to provide differentiated experiences by he essential concepts of emotions, experiences in

various fields in the future.
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Table 1. Definition of Emotion[10]

A2t w8
William The moment you perceive an interesting fact, a
James physical change takes place, and it is the feeling of
(1884) the physical change that is taking place.
John The whole physical mechanism. In particular, it is a
B.Watson genetically 'framed response' with profound
(1924) changes in the gut and endocrine system.
Walter B. . . .
Caa;enon It arises when simple sensations are added to the
awakening of the thalamus or cognitive process.
(1929)
R .
Plggcehril A structured bodily response that appears as a
combination of parts in response to a stimulus.
(1962)
Paul . . . . .
MacLean It is guided by the basic principles of all life:
individual conservation and species conservation.
(1963)
It is a tendency to establish, maintain, or disrupt
Nico Frijda | relationships with the environment, and it is a
(1986) change in readiness to act in response to a crisis or
obstruction.
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Table 2. Experience Triggers[14]

£ g

Sensory experience through sight, hearing, touch, taste
and smell.

Emotional experiences ranging from positive emotions
to strong emotions such as joy and pride.

Cognitive and problem—solving experiences that appeal
Think to the customer's intellect, such as surprise, curiosity,
interest, and provocation.

Spontaneous, motivating and inspiring lifestyles and

Act X . .
interactive experiences

Experiences that connect individuals with their ideal
Relate self, others, and cultures, including senses, emotions,

cognition, and behavior
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