©
2016 2019

The Influence of Aesthetics on Product Evaluation

Park, Jaewoo

3,300,000

This research systematically examined the influence of aesthetics on
consumers” product evaluation. More specifically, we investigated whether and how visual and haptic
design factors affect consumer®s product evaluation. We also examined the underlying mechanisms of
the effect of those design factors. We published a series of our findings in top marketing journals

such as Journal of Consumer Psychology, Journal of Retailing, and Journal of Advertising.
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