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Few would disagree with the idea that product
aesthetics can be a powerful design tool, because it is
important strategic variable not only for design
research but also for product design.

Surprisingly, however, academic literatures in design
field are relatively silent of empirical research on how
product aesthetics may be assessed and how its
influence measured on consumer response.

This study explores the role of the aesthetic elements
of product design in influencing consumer responses.
Specifically, The study reports a psychometric scale to
measure consumer perceptions of the aesthetic

~ dimensions of a specific class of product. (the

perfume bottle)

Although the present effort focused on perfume
products, the role of aesthetics in the design of
various product and packaging extends beyond the
studied product categories,

KEYWORD : consumer response, aesthetics, product
design
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I. 4§

A2 Acer FFH A7E ulF AR GlF 99dA 592
A% HIL Qe olfE NEE AE = Aspired]
A3 AvA daplelgln BEn o). ¥43A
Ard Yzl 548 72 Aspires A AMERT
Rrad guHd oA A FEE APE(dE &
e =4, we 34 5)g HLF AojxE AHHoln
A5 AuH fzlel A AFH vwndo
Aspireg ol ZA 3o F em2e I ofgEe
AMEoz QY AHolth Acer HFEH Al: HFHY
B33 Yo Audel AP F4HE Z1 e F
A aNZ AR AN AFHoE fEd otk
o] A%+ HYFHo =g, AHF UM 715H FHo]
24 AdoldME dAze HAEe HMESLIE BY
tAdA ga47t f ZA FEIL Jdde A& Y
Zt} ol2idt AL 53 AE tAle]l AnH ax
o 93 QY3 doe AL HA4EY. AAE, 22
¥ AR Aol 4FAd AF U Adse F
F AuA aid o8 FEE Aol Adelrtt. wat
A, Alzte] 8 wel, B2 VI4EY JE, AR Ve
g FA8Y 7Y Fol vxd o ael, AF g
Auld gagol AuAte HEE FEded Yad
8 8908 gFHI Y2

AE A9l An]Y(Aesthetics)o] 2 AA Aol
AN ARYPE PN =72 FRIA RLHe o
fe dgd I

1. AAE 4F& ARsE a4 dFEN B AF
o] AEE oA AF vjade FHANA o

2. 28| AEA F2¢ AR AT 8 (22 4Y P
o2 74 B BHSs} AuAg AQ2HA AFEA
A Fo.

3. % dAQdE AFL 2HAER sodF 1 HouAdE
3 A4 Age FAY A& 95T

4. AolH AF UAAL 7oA BINAHA oY & A

1) Burrows, peter, Bye-Bye, Beige Box, Business Week,
1996, Junes3, p.77.

2) Ellis, Seth Robert, A Psychometric Investigation of a
Scale for Evaluation of the Aesthetic Element in
Consumer Durable Goods, Unpublished Dissertation
University of Aritana, 1993, p. 30-38.

3) Block, peter H, Seeking the ideal form, Journal of
Marketing, 1995, Vol.59(July), pp. 16-29.
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E5e z2q2e d3HoR 40y AddM Lu
9 $HEYE AEY 7154, A4 B AFR F
Hol #4E E1 3a U

w2k, AE Hujgdel Fa4dE 48 Ndy 7=
& Htst] AF HujAo] Lujate] A g of
A 9%E vlAH, AF UL FHA ol oy
B AR ahvt Fo3A FBL A ¥ F
AFoln AAY ATE HBLZE 2¥AY} Hx @
F e AFE UAY & F e Z2A2E FE @
¥a7t A

olg A3 B dye AFULEE FAY F e
SGA=TEA Huly 828 FE3A MY FH
A uhgo] FR3A F¥E v 84 HYEY 2
€ HReE 4T ¢ 5 Ae AF tAY Z2A2§
F3ted F3o] Aot

o a+399 2 49

AT FHE 43y HAstd, & d7e o8 13,
A7 EY 7%, 293 4F £4 A A2 ¥ A
RAcies

AA, o] nAREORM AT FAE 3o A
F AU, Aridgrle A% 4uide 2384 ¥
aH Aol 3wk Y EHE nAP

A, d7Rd FEREcR A7 EXE U =Y
€& 733 4 aAEL Foldn adsd BAFE A
"o

AA, 4% £4 dAz24 7449 47 2de FHg
E&3%2 1 B34E AFH7 A 43 248 A

4) Brunel, Fredric Francois, The Psychology of Product
Aesthetics, Unpublished Dissertation, University of
Washington. 1998, p.7.

5) Bell, Stephens, Morris B. Holbrook, and Micheal R.
Solomon, Combining Esthetic and Social Value and
Social Value to Explain Preference for Product Style
with the incorporation of Personality Effects, Journal
o Social Behavior and Personality, 1991, Vol.6(6), pp.
243-274.
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gk B4 Sgoz e At oA AF(EFE) 971
o W3 I3H wgAxol wE ERE A FAH
& J1EWFE Bt ZHENE AN AF
AARNE S48 AFALY ZHL2ET] FuF
$AHOZFTHY)E AMASY] A8 A0y s4E
g adE8NE AAEA Ta ojud dujy g
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o 334 wgs Z 4vd gazkel BAE s}y
A8 FEEAL ARG
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244 Auy g4 & YAAdL LEFHS 3 3E
e 3H A Fut
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1. AFAvEe 39
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€ #ol AL 44, o fAd saAEY EFA
AAHEE 239 dA(F ANFH FHFE ¥Fdn
Ak o] Aol E A7 Wy FAHI Wile
BAer, & Ao WHRE UF FEHst 2Rk
AEe ¥4y 28w 71FH 248 EFE XgdEe
AL A A3 Fej=ty ¥ 4 U7 Aol
(A& 59, AT, Az ). gt B dFe &
o ARG WEo2AMe AE tAAd dAed] AF A
o] M (product aesthetics) £ AE iz e 4nAolet
€ o8 AHg-EnR @

AE An4& Fs7] dsie Arjy £okol 74
o e nFo] Wasth AT a2y, Ande
&7 olETE S olgd Aol Utk © FAHoR
g3iAE  Anige “dedAe stx gtk
Schmitt and Simonson & &9} 1997\d A A “wlAE
4] ] A" (marketing asethetics)sl A 4 vjde] 7o o

6) Bloch, op., cit,

7) Titus, Harold M, Marilyn S, Smith, and Richard T.
Nolan, Living Issue in Philosophy, Belmont,
CA:Wadsworth Publishing Company, 1986, p. 125.

d ced Ze 2AS A3

Andolehe &y 18M7ldl 59 A%a  Alexander
Baumgarten o] o]&l] 1el2 o] aisthetikos (“Z%, &35 43l
@& Fde)RHE TEJHTH Baumgartend)] 93 o
§ol= "1 EAE AdR de = fdsHe dadd A
Aol 3}k grEoUr] A Aste) EYE Hop'oldt
Baumgarten& 3] /A Aol did 23 deje 9%
FHolf  @4dol  UUYD  Fell, Y Fgx G W
Hegel(1770-1831)& Arl4e] & ¢4 A& dAFd A
A 29 AFAEL oW EMSo] YHHozm FUA,
ARG E(Gestalt), T-L£ THE wWigAQA 54 53 2ol AIFE
diA ods= ol FxA HAEL FR¥CEAN 404 s}
Ag AFFdn FEHETD

@ slmeln, Anl4e AE AAH o}ETEo)
U @8 wal, Blocho] o8l FojE AE iAo
W onliy WA oug zEn 3 AZAuge
AF TAdlel Aed Add dase god 44
A 4, 44, 2%, !i-bl, AQ, vlg 53 e A0y
a4 YHEL AE UAAL AP olELEE
dEE Jgel HdE Bt
2 AEYRAE ZAETEA vy 4o dg
DEE Y

AEFAEAY olEe e wdol XU} FE 4 F
9] st “Alu) 4(aesthetics)' olgte & Hol
© A% A3 gl ULENE EECY. Elliss 4014
dAqorel A 7tA FE ALY JFEE AN
10 Fge, AR, 281 Y] aRoit. F#
EAE(F, T8 AGAE)E 4 Mg 4w
Yt 77 dEA Frigdn 333 gely ol g
o Fgo w2y ALEEY Au3 A & X"

8) Schimitt 2 Simonson® XAle F2 74 ool HElE]
of 2FE 7 4 o] A= BAY, H7)=, HFH
Aol WWW &3 #& FHF gGFu & ¥ HF
Huojyge Lu]z} ¢lAof AstalEs AEZH 3 A Fr)

9) Schmitt , Bernd and Alex Simonson, Marketing
Aesthetics, New York: The Free Press, 1997, p,
18-19,

10) Ellis, Seth Robert, A Psychometric Investigation of a
Scale for Evaluation of the Aesthetic Element in
Consumer Durable Goods, Unpublished Dissertation
University of Aritana, 1993, p. 30-38.
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oolg 237l B7bsdid. 29 HBEANESF, 4
T 4 Ae AE)E AHEQ HulF FHEL A
£ 2 Ao ¥R Aolgtn FATL. 2 ojE Y]
3% Ztztel tAo] Zv] & E4& ML W
GEo) LAY AnlH RAo e IRE
v de AL Brbssit F kA Ade vinde 4
e 4oy dAFdA “FHA” JFE A3z Ut
AYEREL ABEL MNUE] 4FE WAz 9
Ag £ e Ay 548 43t b 448
. 2309 AME AulE ke ALY B4, At
Eo B4, 28ln & MI-AES] Axlel diz
B3 £ Qirkly
a8 AUEd 33, 73, 9304 dn4E %7t ¢
£ AE &4 E7A0A 24)E0] UE F A
old EAg Y3, AwgE Mg R 7HA K40
o]£3 ZAEL ATNFD A8 E9, Koffkax +8
o) WA #g Auiste 7de EF YA Eo 89
oA g AwPgcn wgch oF 7@ HWHEL
AE dAAH Aol B A7 ALHIYTGD
Ellist= 8719 4nl& LS vl T3 AFH0
A BgEd g AU 34 =78 AEstd 4
A EYE UG B TASE AW BF Zd
olghg T 9T 3EAT 998 xEIn At 2A
& “ALES) AnY E4E0 U AXE 2A"E &3
&7 98 ALEdY. AFACIY FrrE A o
z2AeTRE O 7M7) 848 ST QledH 2
LAEL G&/ER, 24, d¥4 BYAY £F4,
NUA/28Y, 584, 1eln AEET. o] 8744
a2Ee nF HA7dd g AALE Hg ¥y
€ BAElT, 4Juld E49 2H€E& UEHG o] =
FEL U 2AZ UE FA E4Y e A,
AF7HEY] BRuE ZAdd wEY ey 2L
AME BAT). aetA AF4AvY FHd Ellise] &
A7t 88 AHE 2 4 ok Ellisg] A7 o
o], Veryzere AFAuAo] A d%E 5= 842

11) Ibid.

12) Veryzer, Robert Jr., and J. Wesley Hutchinson, The
influence of Unity and Prototypicality on Aesthetic
Responses to New Product Design, Journal o
Consumer Research, 1998,Vol.24(March), pp. 374-394,
adapted from Koffka, Kurt, Principles of Gestalt

Psychology, New York: Hartcourt, Brace Co, 1935.
13) Brunel, op., cit.

A BYA(unity)s BY4(typicality)olgte F 7HA
Ao A7 2L 23U Veryzere Ellisef ¢
8 =og U4 849 dxEE onz FAHE A
nlgd Aol AMS-SYTHAEY Folet F& AR AA4H
2480 AE d99 HAYH g YA =& T
127}

Elliss} Veryzere 25 AHEA FWAA A FAv)
4 A7& YA ¥ TAEL AFUAAAA
o Avld giel tig HAe wgEe] FAYAHA R
ol ofyx dF ¥ & Ade RE BAEH

opxjgto 2, And FHLALE FoA A <
g 84 F9 e dgogd. Hde 1 s
o FFELAM 2 719 F& F e vF Lol
$IETE FA de Ho o g HH0 Y WA
o] A ol g vl BEE, © W& F ol A
Bog Ugozy dojd 4+ Yk, 618/1). o] W&
N2Y 2%l o F& =748 F1 o Ad2Yyd
H43ln FFEEY FHLE FY%e gL 1A
Ado A FEHoE EAHE = de FAE
B9, B17), 2/)9 rtgolgty wgrHe, d¥ ot
ATEL FFEY 3ol 2EHT led, 230 A
“FAol YT R FAPGY). £, HAZ & d7d
A Duket $FET €3¢ AE YA AE3R
Auk, g dl &) Hg 2Rl o 5t FAE
Zolg & UATHS) wekA, vide 483 sk §F
9 Ede, 8% 47 948 o & 477 aFEr
AFAA g 2AE wa MFLIHY FF8 A
ZA ey aQ&E 2 FUy 2R dg 2

o M oMy o K 2

14) Veryzer, Robert Jr., and J. Wesley Hutchinson, The
influence of Unity and Prototypicality on Aesthetic
Responses to New Product Design, Journal of
Consumer Research, 1998,Vol.24(March), pp. 374-394.

15) Benjafield, John, A Review of Recent Research on
The Golden Section, Empirical Studies of The Arts,
1985, Vol.3(2), pp. 117-134.

16) Benjafield. Ibid.

17) Boselie, Frans, The Golden Section Has No Special
Attractivity, Empirical Studies o the Arts, 1994,
Vol.0(1), pp.1-18.

18) Duke, James, Aesthetic Response and Social
Perception of Consumer Product Design, Unpublished
Dissertation, Taxas Tech University, 1992,
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partje] ¥FHA £4 glo] AM=AM AF H7t A
A s} e o] UE £= U

(Z) BY4: shde AFo] a2 AFEFS dELE o
ohit vehle A% #dEd

Fh wla: HAi: W] A ol Y ujgo] A ¥
AN do) i vEH ZEE, 4 WE F Y HEL
2 UFo 2 dod & e HH&(F, 618/1).

3. AFAvIgo A Lulze] 3P g

#d ALy AZE gL AHNAEERE G @
£g ojZojir}. o wgogME AdF €ga HE
H dgoz FRIEH, A3y ¥ tA AXH
W3 B o2 FASH o Y & AF
dMe 479 B9 4 AFHuAe AuiAe 3
uhg Arohg sotEs] A Aelmz HAAH Iy
& 233 A gk tga Po] FE E F 4
}9),

1) 33 &g R Avy vy

19) Bloch, op., cit.

AEATA dE A4 AMASZEE o 71A
AR g dodiA o}k od Fgol AFAHnA
< ¥ FAFH 9L dod £ AUm, deAES BN
e A e ©S FE A9d AE FuEie
FAH b (o]3 AHrlA Hg)E deod FxE UM,
Rebock®] John Zoccaiv Tk o] Agdct “4u)
A A ZAL AF & mma AP E gE
t}.2)” Holbrook#} Eirlins 41013 ¥h3-of tha)] “H o
A4 ge 4430 3ug uHERA ¥e €584 2
AAE &7 #Ae =79 AY’oln Fdn 3l
.2

AuA kR A8A JhAsE A EAdde Aol &
T 4L olUAur AFnte g U 7Y olERA
Bole AANFE 713 AFAA AFYAAL 2| AE)
A % 7tx ¥4& =¥ AFH2) Holbrook and
Eirling& 4u}ld 7kxjo] Yol AEL 7I5HE A}
$3= do 7bF 4733 oldol dtn G,
2% Auld A7t dedA B BHAes Hoy
Agts, 26|AEe] 7Y 4 YA(resonant) TiAIUH
AEL AHAETY ¢ ZFEHE FHY BEE Yo
4 & Atk

EEERTS
AE eyl BEE 189 txdlel 2uRE
A 244 weg FALLTA = Holth 22U o
AIEL AZ DAl Y RAF wg) el
= 1asorat d B /79 Aeg By 2u
t 54 adg 249 UAdeFn vLE £ A
H7u ge AEas Y tade 3¢ 40F g
Aol WY RN g dEo] Ushy Al Ee] BT,

4. 2¥A ¥g-9] 234 (Moderator)
AE Qe dE 2H|zte WL EYPHoZ Yo

20) Dumaine, Design That Selis and Sells and, Fortune,
(March 11), p. 96-94.

21) Ibid.

22) Holbrook, Morris B, and Robert B, Zirlin, Artistic
Creation, Artworks, and Aesthetic Appreciation,
Advanced in Non-Profit Marketing, 1985 Vol
pp.1-54. )

23) Hobrook and Zirlin, op., cit.

24) Ibid.

25) Bloch, op., cit
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26) Ibid.

27) Henderson, Pamela W. and Joseph A.  Cote,

Tz} &A1 Journal of Korean Society of Design Science £@ #31% Vol. 12 No. 3

AR ZRE 22¢ Zolg. o 2de Tl
olsr &t AE AvjAd WY 454 AFE Y3
A48 EF o FHAY oz YL AT e
EE8H ngo] A Ado]r] wFe & AFdA &
d7e] W A AEF g FoA AXH ukg, YF
A g 3 2EASLEY O 2L AR d3E A
FI AEAETH #AH o] F¢ RE R
2 g

V. AR A7
A7 B¢ YA Astel B AAAFAME o

A4 1AL Hgo2 oFE 4y aivt ALY
of Y LujAege] d%& PiAn 2 A=E ek

135



gE A9 A fAsd PRI AFE URASE
d AAE FaAw

LA AT ER AL

(2B2) ARHT ZRMS

 AHIXF 2AY U B}

Hofd @201 4 2918y R

\ 4

2 8 Aoy 240 HAY EY

S

great 2t Aoy 24mEiel BRNEM

) J

C Rl B R Al

2. ZAUZAA

47 2AE A2 A%e U7 Ak Al qHATE
HE g5AE 5008 4Rt ARFYY efE
A8t 4970ere ol §sHATH

3. ZAIAA
EE ME | CHE0), CEIRA(1D) & 623
EAp N7} 1999. 4. 6
o A B4 (), S, 5D
2w v Cixel Ly 3ol
LCHEo| L, SEIx| iSRS
Ot ZIAIQICHRIAIZICH Aoj3CHEO
Nl U8 stq AGICHEIAIRICE, ol SICHEO}
= )
MoiHes (MY, BY, @, =8,
HHEE, B, 8S, THRE, &
AN, AR, & 18 gE
XESE UY | l0/X Showl B TEt B
@ 54, 57 24, 9T 24,
BUPE | oo gy, 20 BN
Bt AE He Mg, 7H Qojk HE
A % we e
136

4. Aafy ¢ A
1) 209 FAH B3R 7t

o] BAE AMEFAUIAd A LuAe FEH W}
(FRA/2AH)E Hotzhe dARA 9719 FFAF
& SHANA £x3Ao2 RYFH 4 A Ed s
5714 §E (HAQ vmch/Fo, do] vt/ de] ¥,
EE3x Yrl/EET, BAUD/TAUG, 40480
/FAghHo g Wrol2) 74 ojuiAAER AL 5
N G2 gFgte FAFE Adsd FRH WEF
& ANEY, 12 2Hlze FRFF wEgE VT
2 3d A2y ZARHAF RSYUS A) @& 2
3 5709 FHol gl At
g e AN HSAT ol ot 139, 234, 3
A, 444, 537 £A42 e Aot

D 288 W33k

HEWS

33y U8 281
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27) Henderson, Pamela W. and Joseph A. Cote,
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Marketing, Vol.62(April),1998,p.19.
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