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ABSTRACTS

Objective: This paper aims to analyze the real needs of infant and young children's intelligent milk maker products in
postpartum maternal and infant feeding based on the method of user experience, and propose reasonable product
design principles and strategies through demand analysis, so as to provide a system for postpartum maternal and infant
feeding. Sexual solution. Methods Through the research on the relevant theories of user experience and the
investigation of user needs, the actual needs of infant and young children's intelligent milk machine products in
postpartum mother and infant feeding were obtained, and the collected user needs were summarized and analyzed,;
Design principles and design strategies of milk machine products. Discussion: The value of intelligent infant formula
milk machine products is not only reflected in the ability to promote the normal development and physical and mental
health of infants; it can also reduce the nursing burden of mothers to a certain extent and promote emotional
communication between mothers and infants, thereby reducing postpartum mothers. Stress can help prevent
postpartum depression.
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