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(Abstracts)

This research suggests relative perspective against to
the existing researches which consider balance as mere
one of aesthetic elements that balance could lead
different consumer aesthetic response according to
product characteristics. From the results of this study,
we can suggest that higher level of balance encourage
positive consumer aesthetic response in high involvement
products and contrary, lower level of balance encourage
positive consumer aesthetic response. It's expected for
the results of this study to suggest more useful design
approach in theoretical and practitional fields. In the
future researches, more profound studies with more
number of stimuli, more levels of balance distortion and
more number of moderating variables should be
performed to withdraw more useful results.

(keywords) : Balance, Aesthetic  Response,
Involvement, Positive Response
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