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ABSTRACT

With the progress and development of production, people’s needs and behaviors are
highly developed and changed. At the same time, design is also constantly differenti-
ated and developed. In terms of product ergonomics and human health, it is divided
into two important research directions: the psychological impact of people on produ-
cts and the physiological impact of products on people. However, current systematic
and fundamental concepts of product design methods lack the role and impact of
cognitive processes on human perception and emotion. The human cognitive pro-
cess includes perception, reaction, and memory. This article collects and organizes
the views of many scholars. For example, the level of the product itself, the level of
human-computer interaction, and the psychological needs between people and desi-
gned products. Antonosky proposed the 6C theory and the SALUTOGENIC theory,
which proposed that human perception and health had a strong correlation. 6C theory
includes complexity, conflict, confusion, sense of coherent (SOC), civilization and coe-
rcion. 6C describes that in our survival and health social system, in the face of stress
sources, we can make different behavior choices to promote health. The core of SALU-
TOGENIC is a sense of coherent, and the sense of coherent (SOC) divides the world
into three levels at the cognitive level: understandable, managed and meaningful. This
article summarizes high correlation after the relationship between cognitive level and
health and products. Salutogenic can be applied to product design concepts.

Keywords: Salutogenic, Well-being, Product design, Psychology of everything, Availability,
Product semantics

INTRODUCTION

With the progress and development of production, people’s needs and beh-
aviors are highly developed and changed. At the same time, design is also
constantly differentiated and developed. In terms of product ergonomics
and human health, it is divided into two important research directions: the
psychological impact of people on products and the physiological impact of
products on people. However, current systematic and fundamental concepts
of product design methods lack the role and impact of cognitive processes on
human perception and emotion.

Method

In this paper, a literature review is conducted to review and summarize the
relevant issues and integrate the relevance.

© 2023. Published by AHFE Open Access. All rights reserved. 843


https://doi.org/10.54941/ahfe1003445

844 Liu and Cai

6C&Salutogenic Theory

In 1993 Antonovsky proposed the 6 C’s theory at the Social Science and
Medicine Symposium, where the 6 C’s refer to complexity, conflict, chaos,
coherence, coercion and civility, looking at the structure of health from
the social science field, where the concept of health refers to the notion of
maintaining a dynamic balance in society. The 6Cs are structured by the com-
plexity of the system, the occurrence of contradictions that lead to stress, the
resolution of chaos and coherence, and the two approaches to coherence, the
central point of which is coherence (as shown in Figure 1).
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Figure 1: 6C theory (Aaron Antonovsky, 1993a).

COMPLEXITY

In modern society, our health operates within a highly complex and ever-
changing material-social super-system. Complexity refers to the level of
organisation of the system, which sets up problems and provides the potential
for sub-systems and super-systems to interact in order to maintain a dynamic
state of stability(Aaron Antonovsky, 1993a). The complexity of systems deri-
ves from biological evolution as well as the evolution of civilisations, and it is
the evolution of culture that not only changes our environment, but also gives
humans the complex ability to realise this change, to find ways to understand
ourselves and our environment (Aaron Antonovsky, 1993c).

CONFLICT

The greater the complexity of the system, the greater the likelihood of
conflict, where conflict can be seen as an intrinsic human tension, a ten-
sion between people, a tension between an individual and the supersystem
to which he belongs, and a tension between these supersystems (Aaron
Antonovsky, 1993a).

We can understand conflict from an informational perspective in that
humans have sensory organs that receive large amounts of external stimuli,
which we take in, disclose, pay attention to, pass on to our perceptual
organisation, interpret, and form memories or make decisions (Hawkins &
Mothersbaugh, 2010). It is assumed that the more complex the information
an individual receives, the greater the likelihood that the information will
become noise. The greater the complexity of information in an individual’s
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internal processing system, the more difficult it is to integrate the information
and the higher the likelihood of confusion in the output. On the other hand,
the greater the complexity, the greater the potential for choice, flexibility and
adaptive change(Aaron Antonovsky, 1993a).

CHAOS

Stress is generated by conflict, and the health effects of stressors, regardless
of their proximity, are endless.

Scholars distinguish between two forms of coping with conflict, chaos,
which brings about collapse, arbitrariness and confusion, and a sense of
coherence (SOC), which is the stressor of coping towards health.

We understand chaos from an informational perspective: all information is
noise, noise that hurts and even kills people, and we accept that noise outputs
chaotic behaviour. It takes the form of the breakdown of rules, consciousness
and responsibility at the family level, the disappearance of structures, and a
life full of random, unpredictable and meaningless violence. Admittedly, the
choice of chaotic ‘solutions’ has the potential to resolve conflicts, but also to
cause harm (Aaron Antonovsky, 1993a).

COHERENCE

Another solution, sense of coherence (SOC), refers to the movement of people
facing conflict in a highly complex social system that creates confusion and
anxiety, but copes with the sources of stress and moves towards a healthy
continuum. Sense of coherence is explained in terms of information theory
and refers to the core of complex human cognitive processing systems that
successfully process information and assemble output signals.

SOC is a capacity that people use to enable them to manage stressful
situations, identify and mobilise their own capacities, and facilitate effective
responses by finding specific solutions to specific problems (A. Antonovsky,
1979).

As shown in Figure 2, the sense of coherence (SOC) cognitive orientation
sees the world as more or less comprehensible (cognitive component), mana-
geable (instrumental component) and meaningful (motivational component).
When dealing with stressors, people with a strong SOC will choose their own
strategies to escape or struggle in appropriate situations (Aaron Antonovsky,
1993a).

SOC consists of three parts - understandable, manageable, meaningful.

SOC is made up of three components - comprehensibility, manageability
and meaningfulness.

“Comprehensibility”, or latitude of awareness, is a person’s ability to
understand the realities of their life, their context and their current environ-
ment. Without this basic knowledge, people are barely able to make the most
of their environment or cope with life’s challenges (Golembiewski, 2012).

Manageability’ is the instrumental or behavioural latitude that refers to
one’s ability to manage everyday material reality(Golembiewski, 2012; Mit-
telmark et al., 2017). Resources are at one’s disposal, rather than one’s
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Figure 2: The original view of coherence and its three dimensions (Aaron Antonovsky,
1987).

control over necessary resources. The individual has a sense of mastery over
everyday matters and is able to exercise problem solving effectively. Indivi-
duals who are motivated to solve the problems that cause stress, who are
willing to invest time and energy in solving the sources of stress, and who
find meaning in situations that they can manage, lead to the third latitude of
coherence, meaning (Aaron Antonovsky, 1993a; Mittelmark et al., 2017).

COERCION

There are many paths to a strong sense of coherence (SOC), and Antono-
vsky divides them into two categories, one known as coercive and the other
known as civilised. Coercive means that the power of an individual’s own
SOC, perhaps accompanied by their rights in the social system and premised
on the destruction of the SOC in the system they control and the health of
many others, is used to enforce the protection of their own sense of coherence
(SOCQ), resulting in the destruction of the system and the sense of cohere-
nce (SOC) of others and leading to chaos, which does not mean that their
way is not This does not mean that their approach is unworkable(Aaron
Antonovsky, 1993a).

CIVILITY

The other path to a strong SOC, civility, is more in line with Antonovsky’s
belief that it is the opposite of coercion.

As the foundation of a strong SOC, civility has three core characteristics.
Secondly, the constant insistence on respect for others. Thirdly, the reje-
ction of domination, oppression and deprivation. Ultimately, a basic rule
includes respect for oneself and others, and the achievement of self-interest
through the solidarity of like-minded people(Aaron Antonovsky, 1993a) The
difference between civility and compulsion lies in respect.

SALUTOGENIC

In his research, Antonovsky realised that his focus was not on the origin
of any particular illness, but rather on the ‘psychosocial factors that contri-
bute to the outcome of illness and the expression of these outcomes’ (Aaron
Antonovsky, 1996; Measuring & Antonovsky, 1990).

Human health should not be categorised by a dichotomy (as in Figure 3),
health should be defined as a way of maintaining a dynamic and stable state
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Figure 3: Salutogenic (Aaron Antonovsky, 1996).

under a highly complex social super-system, health is a continuous model and
each of us may be in a unique position (Aaron Antonovsky, 1996).

Antonovsky proposed the Salutogenic health promotion framework,
which is centred on the sense of coherence (SOC) and involves three levels of
awareness: meaningful, comprehensible and manageable. Good emotional,
mental and physical well-being is maintained through the ability to adapt to
changing life circumstances (Aaron Antonovsky, 1972, 1993b). The opposite
is also true - forces that impede adaptability can have an etiological impact on
illness. When demands exceed a person’s ability to cope, a person ‘succumbs
to disease’ (Aaron Antonovsky, 1972, 1996).

The Salutogenic Health Promotion framework takes a healthful perspe-
ctive as it relates to the ability of individuals and populations to increase
control over and improve their health and well-being (Aaron Antonovsky,
1996). It is a research model for the study of human health and well-being
as it focuses on positive health, creating a coherent living environment, enh-
ancing socio-ecological health resources, and strengthening individual and
group cohesion (McCoy Michael, 1984; Mittelmark et al., 2017).

PRODUCT DESIGN

Product semantics is the study of the symbolic qualities of man-made objects
in their context of use, and the application of this knowledge to industrial
design (Carbon, 2019; McCoy Michael, 1984).

Most modern design approaches do cover issues related to human intera-
ction, but the systems and underlying concepts are lacking in terms of the
role and influence of human cognition and emotional-cognitive processing
in the design of objects (Carbon, 2019).

Good design results from an understanding of new technologies and psych-
ology, so good design must achieve good communication, i.e. the transfer of
information between machines and humans (Donald A. Norman, 1988).

Muller & Pasman, 1996, divided the typological model and product design
into three main specific correspondence categories, prototype-function,
behavioural-typical-use, and solution-typical-form (Muller & Pasman, 1996)
(Figure 4).
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Figure 4: Producy key points & design direction.

Prototype-function, product function and product semantics.
Behavioral typology - use, which refers to product mechanisms and
human factors engineering aspects.

Typical-form solutions, where the design of a product’s appearance inclu-
des basic modelling principles and color schemes, as well as production
and materialrelateln.

2004, Norman explored human cognition from a psychological perspe-

ctive and deduced three levels of product design after Norman proposed three
levels of brain thinking:

1.

Instinctive level design: refers to the shape of the product’s appearance,
which is the user’s instinctive perception of the product, and the insti-
nctive design has a direct emotional connection (Donald Arthur Norman,
2004);

Behavioural hierarchy: This refers to the functional usability and effi-
ciency of the product, as good behavioural design must include four
elements: functionality, understanding, practicality and bodily sensation
(Donald Arthur Norman, 2004);

Reflective design: This refers to the emotional impact that a product has on

the user, and determines the overall impact that the user has on the product.

In 2007 Lin proposed another three levels of product design:

the tangible level, which includes the attributes of colour, texture, shape,
surface decoration, line, detailing and composition of the components,
and is the most direct interpretation of the product (Rungtai Lin, 2007)
Behavioural level: covering attributes such as functionality, operability,
ease of use, safety and integration (Rungtai Lin, 2007)

Intangible level: including products with special meanings, product sto-
ries, products with emotions, products with cultural characteristics, etc.,
so that products The product is rich in content, telling its own story and
touching consumers(Rungtai Lin, 2007).
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In 2003, Leong & Clark proposed a framework for the study of product
design, which consists of an external level, an intermediate level and an inter-
nal level. In terms of levels, the external level includes: tangible, material;
the middle level refers to: the use of behaviour; and the internal level inclu-
des: ideological, intangible spirit, with the three levels forming an integrated
design dew point. (Benny Ding Leong & Hazel Clark, 2003).

2000jordan proposes that in product development, design should meet the
needs of the user, so the design of the toilet should also have three levels, from
top to bottom are functional, usability, pleasure, which is the meaning of the
design is to express the product should correspond to its value of existence,
to meet the psychological needs of the user as the main purpose.

According to the above academic research, the different elements of pro-
duct design can be divided into different levels. The specific elements of
product design can be summarised as shape, function, use and emotion,
where the different elements contain different product design directions (as in
Figure 4).

CONTRAST & DISCOVERY

We can see from the three levels of soc and the finished product level that
people interact with each other in the same way as they do with the world or
the product. People’s perceptions and thoughts can be summarised into three
levels:

1. the external and existential perception of things and their properties;
2. the ability to use and manipulate things;
3. the mental interaction between things and people.

Perceptions have a strong influence on health promotion and whether the
use of a product’s shape and its culture can influence cognitive beauty and at
the same time have an impact on people’s health is considered to be of high
relevance when comparing the literature.

CONCLUSION

At the heart of the health promotion concept is the SOC triplet, which is not a
methodology but a generalised summary. The SOC, like the design elements,
is achieved through integration with human cognition. Health promotion
theory and its application to architecture, interior design and spatial design
have not been discussed in the context of products. Health is a topic that has
always been of greater concern to people, and if a product meets the requi-
rements of health promotion assessment, it will make the interaction with
people during the use of the product comfortable and healthy. This article
only proposes a combination of concepts, from the application of psycho-
logical cognition in product design and the cognitive relevance of SOC in
health promotion, to suggest that there is a strong correlation and that more
research and discussion can be done in thefuture.
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