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The effect of personality on preference and purchase intention of negative novelty design product
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Abstract

A study is presented that examines the effect of personality on preference and purchase intention of positive and
negative novelty design products. Participants evaluated their preference and purchase intention on 18 design
products including positive and negative novelty design products. A cute Scream character was created as a positive
novelty design and a skeleton Mickey character was used as a negative one. We measured extroversion,
neuroticism, and visual product aesthetics as individual traits. The results shows that people, of course, prefer(and
want to buy) the positive novelty design product to the negative novelty design product. Only in the case of the
negative novelty design product, the more neurotic people is, the more they prefer it. Also, among the people who
like the negative novelty design product, introvert ones are likely to purchase it but extroverted ones are not. These
findings imply that personality plays an important role in liking and purchasing negative novelty design product.

Keywords : product design, negative novelty design, personality, preference, purchase intention
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