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Abstract

Objective: To explore the application value of the emotion of surprise in the creative industry, de-
sign thinking, and user experience, and propose a design framework for the perception of surprise
in user creativity. Method: Analyze the mechanism of surprise from the perspective of psychology
and cognitive science, and summarize the relationship between user creativity perception and sur-
prise. Results: Through analysis of existing literature and the creative market, it is concluded that
surprise emotions are formed based on users’ inherent pattern biases, and users’ surprise percep-
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tions of creative products come from three levels of creativity: physical environment, emotional
context, and spiritual realm. In the physical environment, visual surprise biases can be achieved
through form transformation, material contrast, and structural increase or decrease; in the emo-
tional context, interactive surprise biases can be achieved through interactive associations, spatial
contrasts, and functional stacking; in the spiritual realm, surprise biases can be achieved through
semantic metaphors, multiple perspectives, and spiritual reconstruction. Discussion: The emotion
of surprise can be created at different levels of user perception and stimulate users’ curiosity,
break inherent cognition, and inject new vitality into creative work.
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Figure 1. User perception and architecture of cultural and creative products
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Figure 2. Surprise architecture based on user perception
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Figure 3. Case of surprising perception of objects
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Figure 5. Case of surprise perception in artistic conception
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