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I ntroduction

Industrial design is not the planning of the surface, but
the expression of all functions through form”
Lissék (1998)

1. Theroleof product design in our lives

Our lives are surrounded and facilitated with dl kinds of products. We work, move, get
entertained with the help of different kinds of products. Products, objects play a very
important role in our lives. For completing a given task we need products. tools and machines.
While choosng these products we are in a difficult and complex sStuation, could it be a
vauable car or a dmple houschold gedget, there are severd dternatives avalable to us.
Factors influencing our choices and decisionmaking ae very important. However,
convenient, satisfactory and enjoyable operation of these objects is dso very crucid. In case a
chosen tool does not operate as expected, if it does not fit our persondities, if our
environment refuses this objects we oursdves will replace it, will not buy it again, will not
recommend it to others. The importance of high quality operation of everyday objects, lies in
that can result an enjoyable usage experience, therefore in consumer loydty, favourable word
of mouth, repurchase of forthcoming new modes of the existing ones and could be subject of

gft-giving.

Desgners and manufacturers of new products have to consder several aspects to decide how
to carry out a new product development process. It has to be decided in advance what services
the product is to provide, how it should operate, how it should look like, how it should relate
to its user. What are the criteria that ensure product success in market competition? These
criteria is to be found in usars, consumers criteria How do consumers make their choices,
what determines whether they are satisfied with ther choices? What is the criteria for
consumers to judge their usage experience? When are they satisfied with their watch, car,
fountain pen or coat hanger? The answer lies in whether it operates as expected, but the base
of judgements could aso be whether our environment gppreciates it, what persond memories

they evoke. All these aspects are very strongly determined by product design. It is not clear
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however, what atractive power product design has, how it communicates and creates vaue
(Bloch, 1995).

2. Importance of the study of product design from a marketing per spective

Product differentiction is a very important tool for companies that operate in competitive
environments. Severa sudies has judtified that one powerful tool for differentiation is product
desgn (Bloch, 1995; Rassam 1995). Product design can build favourable consumer
associations, and is dso a maor tool for building brand persondities and for cresting
characterigtic product and company images (Kotler, 1996). This image can be a bass for
product and corporate differentiation, which can become a competitive advantage. This
decison however is difficult to integrate for companies among their other functions. Bauer et
a. 2000 showed that for companies operating tasks like product development and product
desgn were percelved as separate factors from other marketing tasks. Furthermore, the
rescarch dso showed that there is a group of companies that consider product development
and desgn tasks as important marketing tasks and disregards other marketing tasks like

digtribution for example.

As a result of continuous growth of competing products in severd indudries, the role and
impact of product design extends to product communication and this tendency is part of
successful  company  peformance.  Focusng on the emotiond impact and socid
communicative roles of products has become very important as it is where compstition takes
place today (Margolin & Buchanan, 1996, Lissak, 1998).

3. Objectives of theresearch

Objective of our study is to explore the impact of product design (mobile-phone design) on
the buyer decison making process, and product related judgements and attitudes. In our study

we measure consumer evauations of competing product designs, where we show that product

DoéraHorvéth 6
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related consumer judgements differ as a result of different product desgns. The research

seeks to give an answer to the following research questions:

The first encounter of the product and user: choice

Product design can be studied from the perspective of serving consumers needs, therefore
identifying areas of groups of products that could be successfully sold (Bauer & Berécs,
1998). This is to investigate market exchanges and the goods exchanged in this process. This
suggests to study product design from the perspective of consumer choices, consumer
decison meking. From this perspective we formulate the following darting research

questions:

» Which aspects of product design influence consumer choices?
» Which aspects of product design influence consumer judgements about the product
and anticipations of the future product usage experience?

» How areconsumer choicesinfluenced by consumers individual characteristics?

These questions focus on the first user — product encounter: when the potentiad buyer can look
a, touch the product. This product by its gopearance and aesthetic qualities can convince him
/ her about the rightness of the choice. At the point of purchase the potential consumer can
partly try out the product and if its price is found to be acceptable he or she may buy it.
Product design can play a very important role in consumer choices as it very much determines
thisfirst encounter.

Interaction of user and product: the usage experience

It is a very important role of product design to differentiate the product in the market
competition and contribute to successful sales results, however its primary task is to make a
paticular function possble. The designer’s task not only to creste an attractive product that
«lIs but it is dso important how it fulfils its functions: what experience its user, owner has
with it, whether it is easy, convenient and enjoyable. The product and its user could connect
through persond experience, the particular product communicates about its user, but aso

invokes meanings that are only important to its owner.

DoéraHorvéth 7
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From this perspective our sarting research questions focus on whether product design plays a
rolein product judgements that are based on users' experiences with the product:

» How does product design contribute to the usage experience? Which aspects of
product design influence usage experiences?

» Which aspects of product design influence consumer judgements from the
per spective of the usage experience?

» How are these consumer judgements influenced by consumers individual

characteristics?

These research questions can further be eaborated which are the areas present research seeks

to give an answer to:

1. Which aspects of product design influence consumer judgements and how? How does the
level of prototypicality of a product influence product related judgements (in the context of
choice and usage)? How do the overall reationa properties (unity) of a product influence
product related judgements (in the context of choice and usage)?

2. How do individua consumer characterisics moderate product related consumer
judgements? Are these consumer judgements explainable by consumer characteristics?

2.a How do consumes materidis or not materidist orientation influence consumer
choices and product related judgements?

2b. How do information processing preferences (visud and verba processing styles)
influence consumer choices and product judgements?

2.c. What other consumer characterigics influence consumer choices and product
related judgements?

3. How does context (choice vs. usage) influence product judgements? Do product related

consumer judgements differ in the choice context and the context of use? What does the

role ownership play in the formation of product related judgements?
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4. Scientific and practical contribution of theresearch

Our research has both scientific and practicd contributions. While the power, sgnificance of
product desgn is widdy acknowledged in the Hungarian and internationd marketing
literature as a differentiating tool or a competitive wegpon etc., "the topic of product design is
rarely if ever encountered in marketing journas." (Bloch, 1995; p. 16.)

Scientific contribution

The marketing literature gpproaches product design as a tool for determining the find form,
shape of the product, so these research are more focused on the aspects of product appearance,
likeability, and as a factor in the sdlling success of a product. These research do not take into
account the characteristics of the creative process, and do not focus on aspects of the success
of use, decisive role of the product experience.

Until now, the marketing literature has assessed product design mainly as a decisve dement
of consumer choice its role of attraction in the potentid consumer and product encounter,
therefore as determinant of product appearance. However, even ordinary objects through
ther form or design determine the quality and nature of their usage or consumption
experience. Studies on consumption and usage experience nevertheless have been more
focusng on particular contexts, Stuations, occasons and on objects that were more specid in
their nature like the aesthetic products, the arts or extraordinary activities.

Present research approaches the impact of product design in the case of ordinary objects in
both perspectives. in forming preferences, in the context of making choices and its influence

on the usage experience.

The qudity and nature of the consumption experience is not only determined by the type and
gpplication of its object itsdlf and its context, but also by the quality of the execution of this
object: its form or design. This form communicates to and persuades potentid and actud
consumers to make choices, but the quality and nature of the usage experience is ds0
determined by this form. Furthermore, ordinary objects dso serve as tools for communicating
about and to users.

DoéraHorvéth 9
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Current research builds on a definition of industrid design which not only consders product
form, but extends the investigation of product design to the context of use. Contrary to
previous research in present research red, existing products are used for the assessment of

consumer judgements. Responses in the context of use and choice are recorded and compared.

Results of the research could give an input for product redesign, in the planning of second and
third generations of product redesigns. As a result of the research agpproach, it dlows to

incorporate usage experience into the product redesign process.

The usage of internationdly used scades, visud and verba information processing preferences
(SOP), materidism scde, HED/UT scades contributes to ther further test of reiability and
vdidity. Further, Hungarian adaptation of these scades makes cross-culturd comparative
studies possible.

Practical contribution

Prectical contribution of the research is that it gives a sysem of criteria and a method of
andysis for supporting new product design, redesgn. The measurement insruments and the
suggested steps of the research makes the forecasting of future product successes possible by
recording consumer judgements and preferences of switching among aternative products. We
give an answer to which aspects of product desgn are important for consumers when they
make choices and which aspects are important in the ownership and usage of a product.
Replication of the dudy within severd product categories could identify independent,

universal characterigtics of product design that are decisve in choice Stuations.

6. Overview of theresear ch

The dissertation dtarts with a description of product design from an agpplied artistic point of
view, summarises the mgor points of how indudtria designers consider the process of product
design with respect to market success. We reconcile the characterigtics of the artistic cregtive
process with the marketing thinking of industrid desgn (chepter 1). Based on the

DoéraHorvéth 10
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interpretation of the phenomenon of indudtrid design, product design we propose a
conceptual model, and describe each of its components (chapter 2.).

Based on the conceptud model hypotheses of the research are formulated (chapter 3.). Then
we explan measurement insruments gpplied in the research and give a short summary of
their adaptation in the Hungarian environment (chapter 4.). Chapter 5. describes
circumstances, background, research objects, participants, applied questionnaire and applied
methods of dataandysis of the empirical research

Third part of the dissertation presents the research results. We gart with the description of the
goplied sample (chapter 6.), this is followed by consumer evaduations of product desgn in
generd (chapter 7.). Chapters 8. and 9. describe the role of poduct design in the context of
choice and chapter 10. presents the same type of consumer judgements in the context of
usage. In chapter 11. we compare and contrast the characteristics of the two contexts with
respect to consumer evauations and judgements. Finaly we andyse product related consumer
judgements and their reations (judgements of utility, aesthetic and hedonic vaue) (chepter
12)).

Chapter 13. describes possible directions of the extenson of the research. We close the
dissartation with a summary of results, acceptance and rejection of hypotheses, presentation
of scientific and practical contribution of the research results (chapter 14.) In chapter 15. we
list relating publications to the research.

DoéraHorvéth 11



The Impact of Product Design 1. The phenomenon of industrial design, product design

1. The phenomenon of industrial design — manifestation of product form

The discipline of dedgn is goproachable as a new form of rhetoric suited to an age of
technology (Buchanan, 1995). Desgn is a liberd at of technologica culture, concerned with
the conception and planning of dl of the ingances of the atificid or humanrmade world:
sgns and images, physicd objects, activities and services, and sysems or environments.
(Margolin and Buchanan 1995, p. xiii). These authors dso sressed that the three great
expressons of dedgn thinking in the twentieth century - engineering, marketing, and the
forms of grgphic and industrid design - are diginguished by the moddity or qudification of
thar arguments. (1) engineers argue from necessty, (2) maketing experts argue from

contingency, and (3.) graphic and industria designers argue from avison of posshility.

Deforge’'s (1995) new humanistic approach to design implies that consumers may be more
involved in the conception of products so that a new posshility may emerge the engineer-
designer-consumer. Frascara (1995) and Papanek (1995) point toward the need for the
discipline of desgn to find ways of incorporaing the practicd consequences of knowledge
gained from the socid sciences. “The designer’s centre of attention from the interrelation of
visual components to that between audience and the design, recognising the receiver as an

active participant in the construction of meaning.”

1.1. An Applied artistic per spective— a process approach

1.1.1. Characteristics of the creative process

“All men are designers.... Desgn is composing an epic poem, executing a murd, panting a
masterpiece, writing a concerto. But desgn is dso cleaning and reorganisng a desk drawer,
pulling an impacted tooth, baking an gpple pie, choosing sides for a back-lot basebal game,
and educating a child.” (Papanek, 1971, p. 3-4.) Dedgn is the conscious effort to impose

DoéraHorvéth 12
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meaningful order. In doing so, the artist has to envision his or her solution in operaion
(Dahl-Chattopadhayay, 1999), therefore not only needs to understand the core idea of the

given purpose in generd, but adso user requirements, the nature and circumstances of use as
wdll.

Papanek (1997) stresses that instead of excessve emphasis on aesthetics, excessve emphasis
on “high tech functionalism that disregards human psychic needs at the expense of dlarity.

The core of the design thinking remains the ability to conceive, plan and present ideass about
products. Knowledge may be a source of inspiration, practicad condraint, or criteria for
evadudion, but knowledge is usdess unless it is trandormed in the desgner’s imagination
into ideas and images, visons of the world that may be effectivdy communicated to others.
“Dedggnisadiscipline of vison, both literaly and metgphoricdly. (p. 6.)

“The at of design, which chooses that the things we use shall look as they do, has a very
much wider and more sustained impact than any other art.” (Pye, 1978, p.11.) One character
however, which sharply didinguishes useful design from such arts as painting and sculpture,
isthat the practitioner of design has limits set upon his freedom of choice?.

"Yeah! It is a good industry to work in. Industrial design takes a lot of discipline. You cannot
fal in love with your first idea. You have to be able to explore and take input from many
different people with different talents and fields of expertise. It is very important to be flexible.

Many young designers go into industrial design thinking to get their own line of something. It
is good be ambitious, but you should aways remember that most often a designer is more a
part of the orchestra than a conductor. If you want personal expression only, then become an

artist. As designer, you will almost always be a part of ateam, asin fact | am.” Frank Nuovo®

Arnhem (1996) who writes about the psychological process of the act of creation in design
sresses that the core of the design thinking remains the ability to conceive, plan and present
ideas about products Knowledge may be a source of inspiration, practica congraint, or

! The order and delight we find in frost flowers on a window pane, in the hexagona perfection of a
honeycomb..., reflect man’s preoccupation with pattern, the constant attempt to understand an ever-changing,
highly complex existence by imposing order on it - but these things are not the product of design. They possess
only order we ascribe to them. They lack conscious intention. (Papanek, 1971, p. 4.)

2When any useful thing is designed the shape of it isin no way imposed on the designer, or determined by any
influence outside him. His freedom in choosing the shape is a limited freedom. The limitations arise only in
small part from the physical nature of the world, but in a very large measure from considerations of economy
and of style. Both are matters of purely of choice.

% Frank Nuovo is the designer of the research objects of current research, Nokia mobile phones. Source:
http://www.Nokia.com
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criteria for evauation, but knowledge is usdess unless it is transformed in the designer’s
imagination into ideas and images, visions of the world that may be effectively communicated

to others.

Krippendorf (1996) emphasises that the desgner as the maker of meaning. The way a
desgner makes meaning is the way a user will recongtruct meaning. However, he dso
addresses that “noone can assume that form (the designer's objectified meaning) and (the
user's) meaning are the same; there is need for product semantics to study how they relae”
“Dedigners are part of a broad ecological process, but their success depends upon their ability
to undergand the hidden governance of collectively shared archetypes and mythologies whose
meanings must be respected, grasped, tapped, and drifted with.” (p. 161.)

While the marketing approaches to product design ae result-oriented - consder the
characterigtics of the crested product: its function, appearance, aesthetics, ergonomics. The
atigic approach on the other hand investigates that result (product) from a process point of
view and asks the question how to interpret, understand and know products so that they will
be functiond and further aesthetic and ergonomic, in that process the role of the designer is
concerned. It is clear however, that the two approaches complement each other and the
process of the product design, the interpretation of the product, the relation, portion and role
of its function, aesthetics and ergonomics is important from present perspective aswell.

Design as a problem-solving activity can never, by definition, yield the one right answer: it
will dways produce infinite number of answers, some “righter” and some “wronger.” Purely
functiond designs are hardly possible to make (Pye, 1978). It is these characteritics of design
that are subsantiad to identify. Product form cannot be evaluated on sngle, separae
compostiond dements, it is a combination of compodtiond eements tha are chosen and
blended into awhole to achieve a particular sensory effect (Bloch, 1995).

Despite the best efforts of designers to determine the precise nature of products, the career of
products in human experience depends as much on the ability of human beings to make sense
of the artificid world as it does on the intentions of the designer. (Margolin, Buchanan, 1996).
Consumers reation to product form is dependent on their persond characteridtics, ther
persona relations to surrounding products (Richins & Dawson 1992), but aso ther

preference, proneness to considering visud qudities (Childers, Houston & Heckler, 1982).
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The notion of design conssts of severd layers. (Rassam, 1995.) Engineering design involves
the research, development of new products, and ther sufficient production technologies.
Industrial design gives the find form of product function, gppearance, aesthetics and
ergonomics in accordance with market requirements. Bloch (1995) proposes to identify
product design with product form. He defines product form as a representation of ‘a number
of dements chosen and blended into a whole by the desgn team to achieve a particular
sensory effect.” (Bloch, 1995, p. 17)

Corporate identity design makes the company capable to communicate through its logo,
house dtyle, advertisng etc. Present research proposa is concerned with the second, indudtria
design. However, a definition of that branch of design is dill to be congructed that reconciles

the definitions of the artistic design and the marketing literature.

1.1.2. Characterigtics of industrial design

Desgn as a problem-solving activity can never, by definition, yield the one right answer: it
will dways produce infinite number of answers, some “righter” and some “wronger.” The
“rightness” of any dedgn solution will depend on the meaning which we inves in the
arangement. Therefore, design must be meaningful®.

“The mode of action by which a design fulfils its purpose is its function.” (Papanek, 1971, p.
5.) For that Papanek proposes the concept of the function complex, which shows the dynamic
actions and relaionships that make up the function complex:

Method: interaction of tools, processes and materias.

Use: fulfilling product’ s primary function.

Need: the economic, psychologicd, spiritud, technologica, and intellectud needs of a human
being are usudly more difficult and less profitable to stisfy than the carefully engineered and
manipulated “wants’ inculcated by fad and fashion.

4 And “meaningful” replaces the semantically loaded noise of such expressions as “beautiful,” “ugly,” “cool,”
etc. ... In all of these we respond to that which has meaning. (Papanek, 1971, p. 5.)

DoéraHorvéth 15



The Impact of Product Design 1. The phenomenon of industrial design, product design

Telesis: the tdesc content of a design mudt reflect the times and conditions that have given
rse to it, and mug fit in with the generd human socio-economic order in which it is to
operate.

Association: associated aspect of the function complex There ae two basc dedgn
gpproaches. a clear-cut decison as to wha the meaning of an object should be - eg.
automobile, sports equipment, transportation etc., or dlowing a greater variety of product sub-
types

Aesthetics: is a tool, one of the most important in the repertory of the desgner, a tool that
hdps in shaping his forms and colours into entities that move us, please us, and are beautiful,
exciting, filled with delight and meaningful (p. 20.)

Pye argues whether purely functional designs are possible to make. Whenever humans design

and make a usgful thing they invaiably expend a good ded of unnecessary and easly

avoidable work on it which contributes nothing to its ussfulness. Furthermore, al useful

devices have got to do usdess things which no one wants them to do. (Pye, 1978, p. 12 - 13)

Never do we achieve a satisfactory performance. (Pye, 1978, p. 14.) When any ussful thing is

designed the shape of it is in no way imposed on the designer, or determined by any influence

outsde him. His freedom in choosng the shepe is a limited freedom. The limitations arise

only in smdl pat from the physcd naure of the world, but in a very large measure from

congderations of economy and of style. Both are matters purdly of choice.

According to Pye the six requirements for design in order to achieve a particular result are:

» |t must correctly embody the essentid principle of arrangement.

»  The components of the device must be geometricaly related.

» The components must be strong enough to transmit and resst forces as the intended result
requires.

» Access must be provided (these four embody the requirement of use)

» The cost of the result must be acceptable (requirement of economy)

» The appearance of device must be acceptable (requirement of appearance) (Pye, 1978, p.
23.)

Bloch (1995) dates that good design has the capacity to attract consumers, to communicate to
them and to add vaue to the product by increesng the qudity of the usage experiences
associated with it. It is not clear however how design attracts, communicates and adds vaue.

One approach to assess design is through its contribution to its success:

DoéraHorvéth 16



The Impact of Product Design 1. The phenomenon of industrial design, product design

» itsability of ganing consumer notice;

»  itscgpability of communicating information to consumers,
» itspotentid to affect the quadity of our lives,

» having along lasting effect;

» itscgpability of attracting consumers,

»  its capability of adding vaue.

The above discusson suggests the following key points in the congruction of the concept of
goodness of product design, quality of product design:

1. There is no only right product desgn solution. It is the interaction of the product and its
user that creete the fina evaduation of the goodness of its product design. Furthermore the
above fact implies the requirement of maintaining product diversty.

2. The dedgne’'s credtive choice is limited as a result of the common influence of the
desgn, engineering and marketing disciplines and as a result of production, market,
consumption requirements and condraints. Successful product design, therefore, must
come from the interaction of the maker (designer) and user (consumer). Present research
gpproach incorporates this interaction.

3. The content, quaity, value added by design is to be consgtructed of pairs of opposing,
supplementary notions: its usefulness vs. its unnecessary, but unavoidable aspects (Pye,
1978.); functiond vs. aesthetic/attractive aspects (Pye 1978, Papanek 1971, Bloch 1995,
Cova et d. 1993, 1996.); primary objectives vs. additiona vaues (Pye 1978, Papanek
1971) The operationdisation of these opposing pairs and their controlled manipulation in
expeaimentsis4ill to be elaborated.

1.2. Result of the creative process: product design

Underdanding the nature of indudtrid design and the impact of its product: form, product
design, lies in the understanding its process. The designer’'s task is to express an abstract

purpose - for example providing a dable hold, facilitating a comfortable handling - in a
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tangible, material form. The result of the industrid designer’s work is a final form of a given
purpose: entirety of product function, appearance, aesthetics and ergonomics in accordance
with market requirements (Pye, 1978). The primary am of this find form, is not only to
atract consumer attention, but dso to assist and facilitate use. Therefore, the way a desgner
makes meaning - interprets a given purpose - is the way a user will recongtruct meaning -
interpret and use the object (Krippendorf, 1996).

Ovedl it is the designer's task to express a given purpose in a meaningful and distinctive
form that sells. Neverthdess, it is aso core nature of product form that it can only be wholly
explored by the users only through and during usage. Setting the objective of investigating
indusgtrid design, product form requires the invedigation of al of its manifedtaion: its power
at the point of choice and itsimpact on the usage experience as well.

1.2.1. Successful product forms. societal innovations

Product desgn can be approached from the perspective of such design successes such as
Harley Davidson motorcycles, Citroen 2CV, VW Bestle, Zippo lighters, Thonett chairs, some
Parker pens or today’s new iMac computers. Those products that have very powerful design
properties; not only fulfil the functions for which they were intended, they adso possess an
aesthetic and societal dimension that builds up entirdy new relations between themselves and
their users. They are classfied as societal innovations by Cova (1996). “A societa innovation
should be understood as the process by which new meanings are introduced into the socia
sysem. Although these innovations may seem like lucky accidents’, ... that there is a “design
process that leads to such discontinuous innovations.” (Cova, 1996, p. 32.)

On the other hand, products with wesker desgn properties have to fulfil requirements of
freshness and novedty (Bloch, 1995). While increasing exposure to a particular product design
may make consumer reactions more pogtive; after a wide acceptance of a given design it may

loose its apped if it becomes too common.
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1.2.2. Two aspects of theimpact of product form

The role of product design is twofold: from one hand it determines the firg encounter of the
potentid buyer with the product, the moment of choice, on the other hand, it has a mgor
influence on the qudity of the usage experience. This way product design determines
appearance and experience, trid and fedings with the product, choice and usage.

The two roles ae equdly important and derive from the essence of indusdtrid design:
“indugria design is not the planning of surface but the expresson of al functions through
form.”(p. 145., Lissék, 1998). There is no separate utility and beauty. What is useful is
beautiful. It is the utility of the products that induce aesthetics. (Lissdk, 1998). As a result
of successful product design products high usability can become a source of aesthetics.
Aesthetics in indudrid design is not for its own sake, it is a result of user focus. experience
of aesthetic value can be best realised during the functional usage of the product
(Holbrook & Zirlin, 1985).

Facilitation of market exchange

“Dedgn is to be extended to the perception and interpretation of the product.” (p. 161.,
Lissdk, 1998). The process of indugtrid design not only to make a product functioning, but it
is a differentiating tool. Product desgn as a tool of credting a differentiating form has a
ggnificant role in maket competition: communicates and pogtions, influences choices:
atracts consumers, communicates to them by being eye catching and providing information
(Bloch, 1995).

Influence on the usage experience

The most essentid role of indudria design, product desgn is to make a paticular function
possible: determining the relation of the object and user.

Dedgn increases the vaue of the product by improving the qudity of the usage experience,
quaity of our lives, it can be durable and influentid (Bloch, 1995). “Psychologica function
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can be seen, read from the product, however it can be reveded by multiple sensory
experiences.” (Lissak, 1998., p. 160).

While marketing gpproaches to industrid design are result oriented, consder the end result of
the planning process product festures. functions, appearance, aesthetics and ergonomics.
Artigtic approaches to indudtria design gpproach the results (the marketable product) from
the point of view of the credative process. how to interpret products in order to make
functioning appropriate, usage enjoyable. In this process the designer artit has a decisve
role.

It is clear however that the two approaches supplement each other and the process of
indudtrial  design, product design, interpretation of product, the importance of functiondity,
aesthetics and ergonomics srongly relate. Find result of the process is to be investigated
empirically with the consderation of the characterigtics of the creative process.
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2. Manifestations of product design — conceptual model and theor etical
constructs

Based on both, indudrid desgn literaiure and relaing marketing research the following
conceptud modd can be formed, that provides a framework for investigating product form.
This modd strongly relates to the conceptual mode of Bloch (1995) (see Appendix 2.1.).

Figure 1. Conceptual Model

3.
CONTEXTUAL
FACTORS
1 4,
PRODUCT
PRODUCT DESIGN RELATED
/ FORM CONSUMER
JUDGEMENTS
2.
INDIVIDUAL
DIFFERENCES

2.1. Product design

"Dedgn is the arrangement of parts, details, form, colour, etc. so as to produce a complete and
atigic unit; arttigic or skilful invention.” (Webgter's New World Dictionary, 1991) From the
perspective of marketing design is concerned with the condruction and making shape of a
product according to potential customers needs and tastes.

The qudity of product appearance may be the only differentiating tool, the only didtinctive
agpect in fierce market competition. Products of the same or similar quality and price may be
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judged and chosen upon the consumers visud and aesthetic impression. This fact explains the
reason why design and itsrole in developing product gppearanceis crucidl.

A product is composed of physca, aesthetic and symbolic characteristics and atributes that
are to stisfy the consumers needs. (Bauer-Beracs, 1992) When we buy a product we not only
by a smple object, but in many cases we buy something more convenience, safety, good
tagte, individudity, tylishness, trendiness, etc. are possible examples.

According to Levitt (1983)° an overdl product concept conditutes the following®: basic
function /generic product/; the product must be capable of solving the desired problem at the
right place, time, price etc. /expected product/; further, the product may be able to supply
additional benefits that are beyond the primary function of the product (extended product),
however, there is dways a posshility for the manufacturer to add something to the product
that will increase the benefits provided by the product /potentia product/.

Another possible categorisation of products is through the types of benefits they can
potentidly provide. Function benefits involve phydcd bendfits, the function that the
particular product fulfils. Products have the potential to express the needs that come from the
persondity of the user, these are the psychologica benefits. Products are dso able to satisfy
needs that derive from needs of rdationships with other people, these are socid benefits.
(Becker-Kaucsek, 1996.) These aspects are influenced by product design.

Prototypicality and Unity
Product form cannot be evduated on dngle, separate compostiond dements, it is a
combination of compostiona eements that are chosen and blended into awhole to achieve a
partticular sensory effect Bloch (1995). Studies of empirical aesthetics provide possible
dimengons for describing the relation of visud design qudities, these arer prototypicality and
unity dready investigated in the context of products with the gpplication of line drawings.
(Veryzer-Hutchinson, 1998). The phenomenon of indudtriad desgn sugget (Margalin,
Buchanan, 1996) extending the definition of unity and prototypicality to the relations of
appearance, shape and manner of fulfilment of purpose. In this sense, unity is defined as the

® quoted by Bauer-Beracs, 1992
® The followi ng words and expressions are translated back from the Hungarian language, therefore, they may not
identical with Levitt's original wordings.
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levd of congruity among the eements of form as well as the levd of congruity of the purpose
of the given object and its materia expresson. The concept of prototypicdity refers to how
the given object is representative of its category not only in the sense of its appearance and
shape, but also its purpose.

2.2. Individual differences

Despite the best efforts of designers to determine the precise nature of products, the career of
products in human experience depends as much on the ability of human beings to make sense
of the atificid world as it does on the intentions of the designer. The meaning of products is
congructed through persona interactions, and user - object interactions that are not entirely
within the control of designers (Margolin & Buchanan, 1996). Consumers relaion to design,
product form is dependent on their persond characterisics, their persond rdations to
products that surround them, but aso their preference, proneness to consdering visud
qualities such as product appearance. The meaning of products is condructed through
pesond interections that ae not entirdy within the control of dedgners. (Margalin,
Buchanan, 1996.)

2.2.1. Materialism

The importance consumers attach to products plays a role in their choices and judgements
(Csikszentmihdyi & Prochberg-Haton, 1988; Holt, 1995; Richins & Dawson, 1992).
Investigating consumers  relations to products, the importance they atach to them Richins -
Dawson (1992) differentiate among materidist and not materiaist consumers.

Importance attached to products can be approached as a kind of consumer orientation
(Cskszentmihdyi & Rochberg-Halton, 1981), as a consumption style (Holt, 1995) and as a
base for consumer evaudions (Richins & Dawson, 1992). This phenomenon is labdled with
the expresson maeridiam. This expresson especidly in the East European context of
gpplication has some negdative connotetions therefore later on the expressons “materidism”
and “importance attached to products’ are used as synonyms. Meaning of “materidism” used
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in the marketing literature (and here) is according to the meaning of “2¢” in Oxford English
Dictionary: “ Devotion to materid needs or dedres, to the neglect of spiritua meatters, a way
of life, opinion, or tendency based entirdly upon materid interests””’

Products can be both objectives to be reached and indruments (Csikszentmihdyi &
Rochberg-Hdton, 1981). Based on this approach materidism can be approached from these

two perspectives.

» Instrumental materialism implies that objects serve as tools, insruments in achieving
personal gods. Therefore, products and possessions are used as tools for accomplishing
something.

» Terminal materialism is the phenomenon of consumption that furthers no gods beyond

possession itsdf.

According to Holt (1995) materidiam is a kind of consumption style. In this gpproach the role
of objects in the process of consumption and usage is invedtigated. Materidist Syle of
consumption involves consumer evauations where the vadue of the product derives from the

object of consumption itsdlf, not from the experience or human relations.

Materidis consumption gyle is involved by integraiing socid dements of consumption,
usage, but not aspects of the usage experience. Consumption is a source of socid integration
which results in making the particular object part of persondity of the user, it becomes a tool
for expressng the user’s identity. Consumer classfication implies that consumers use objects
in order to communicate through them, to identify themsdves with them or differentiate
themsalves.

" materialism

1. Philos. The opinion that nothing exists except matter and its movements and modifications; also, in a more
limited sense, the opinion that the phenomena of consciousness and will are wholly due to the operation of
material agencies. Often applied by opponents to views that are considered logically to lead to these conclusions,
or to involve the attribution to material causes of effects that should be referred to spiritual causes.

2. Transferred uses.

a. Applied in reproach to theological views (e.g. on the operation of the sacraments or the nature of the future
life) that are supposed to imply a defective sense of the reality of things purely spiritual.

b. In art, the tendency to lay stress on the material aspect of the objects represented.

c. Devotion to material needs or desires, to the neglect of spiritual matters; a way of life, opinion, or tendency
based entirely upon material interests.

3. concr. The system of material things; the material universe.

(Oxford English Dictionary)
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Not materidist consumption style means tha the source of vaue lies in the consumption

experience. Therole of productsis to create valuable experiences.

Materidism is a source for cregting consumer vadue the vaue that users, owners étribute to

their possessions. Vauethat is crested by the objects can emerge through three ways.

» Through acquistion — acquisition centrality. For materiadist consumers possessons and
their acquigtion is especialy important, for them acquistion itsdlf is an objective,

» Acquigtion itsdf can become the pursuit of happiness. For materidis consumers the
acquigtion and ownership of materia objects can become a source of persond satisfaction
and happiness.

» Possessons can define personal success. Maeridist consumers regard others and thelr

own success on the basis of what amount and quality of goods they have.

For materidist consumers it is products utilitarian benefits, their potentia to express persond
success (Mick, 1996), enjoyment of their acquidtion that is important; product appearance
and qudities of form determine their choices. On the contrary, non-materidist consumers
appreciate their possessons, for them, enjoyment lies in ther use and aso memories they
evoke (Richins 1994a). According to level of materidism consumers are more receptive to
different manifestations of product design, materidists are more concerned about aspects of
appearance, while non-materidist are likdy to be sendtive to the quality and nature of
operation.

2.2.2. Information processing preferences

Severd dudies have been deding with consumers affective and cognitive responses to
product related verbd or visud simuli. Reaing research, where visud simuli are used and
individual processing styles are assessed vary according to research objectives, research
objects and subjects. Severd of the researches offer measurement instruments to assess visud
processng styles (Childers 1985; Bamossy, Scammon and Johnston 1983; Hirschman 1986;
Veryzer 1993) and / or edimate underlying desgn dimensons of research objects (Veryzer
1993, Henderson & Cote 1996).
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Rdating research, where visud simuli are used and individua processing styles are assessed
vary according to research objectives, research objects and subjects. Severd of the researches
offer measurement instruments to assess visua processng styles (Childers 1985, Bamossy et
a. 1983, Hirschman 1986, Veryzer 1993) and / or estimate underlying desgn dimensions of
research objects (Veryzer 1993, Henderson, Cote 1996). Research objects take the form from
paintings (Bamossy et d. 1983), logos (Henderson, Cote 1996) and to products (Hirschman
1986, Veryzer 1993). Research objects aso vary according to being constructed according to
sdected dimensons (Veryzer 1993), or being an exiging, red condruction (Bamossy et d.,
Hirschman, Henderson and Cote). In related researches respondents are either considered as a
homogenous group (Veryzer; Henderson and Cote), or thelr differences in visud processng is
asessed (Childers, Hirschman; Bamossy et d.) The role of formd visud (or art) education is
sudied by Bamossy et d., while the contribution of experts in setting up research dimensions
(expert naive paradigm) is wed by Bamossy et a. and Henderson and Cote. Present research
uses red products, based on the expert naive paradigm and assesses individual perceptua

differences according to differencesin visud processing styles. (Table 2.1.)

Gould (1990) has shown that there is a relaionship between involvement with different types
of products and individua processng syles. Consumers with visud processing preferences
are more involved with products tha are more visud oriented in ther use i.e cameras,
clothes. As a result of higher involvement in these, they are more concerned about al product

characteristics that are aresult of their own form or design.
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Table 2.1. Previous studies of consumers' information processing preferences

Author Resear ch Resear ch Resear ch objects | Involvement Data collection method
questions subjects of experts
(artist,
designers)
Childers, development of a 263 no no 22-item, four point Likert-
1985 scale to measure undergraduate type summated rating
the differences collage students scae
between visual and statements about visual vs.
verbal processing verbal processing
Hirschman | measuring the college students all verba vs. al no five-item, seven-point
1986 degree to which an visua ads (14 semantic differential
object arouses products summated ratings scale
one's emotions and examined)
isperceived as
being attractive
and desirable
Bamossy, new instrument subjects with all colour dlides of expert naive 10-9-10 statements for
Scammon, | that measures in the formal three paintings, paradigm each painting, responses
Johnston, aesthetic operationa stage | real paintings from persona interviews;
1983 judgement ability of cognitive statements representing
using acognitive- devel opment, lower or higher aesthetic
developmental extent of formal worth;
perspective arttraining 4 point Likert type of scale
(convenience
sample, graduate
studentsin arts
Veryzer , proposition of 24 colour scanned for the Product aesthetics
1993 design principle undergraduates images of three construction of | manipulated:
internal processing products: product images | Proportion: high - low
algorithm - - microwave oven Unity: high - low
conceptualisation - suntan lotion (? 12 products)
of aesthetic bottle 9-point semantic
response - natural sound differential + explanation
machine why
not real products
Henderson | identifying - 3judgesfor existing, but expert naive - single rating of trained
- Cote, underlying choosing logos; foreign logos to paradigm, expert
1996 dimensions of - students eliminate choice of logos | - average rating of the logo
design that on average 56 confounding by experts taken from alarge sample:
differentiate logos | students effects of 5 seven point scaled
evaluated each repeated measures of affective
logo exposure, product response; and
assoc., etc. 2 seven point scaled
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2.3. Contexts. choicevs. usage

Products of the same function and prices, but of different product designs are preferred by
different groups of people. The role of products in users lives have an impact on the criteria
they make ther evaudive judgements according to. Products offering emotiond
commitment, links to previous experience and memories (high involvement products) will be

judged differently from those that do not provide these links (low involvement products.)

By the purchase of a certain product consumers not only seek its basic function, but seek
further contents and vaues. Consumption is itsdf a creative process, source of difference and
identity. ‘Consumption is not just a personal act of destruction by the consumer, but very
much a social act where symbolic meanings, social codes, and relationships, in effect, the
consumer’s identity and self, are produced and reproduced” (Baudrillard, 1975; Poster, 1975
cited by Firat and Venkatesh, 1993.) Product functions can be taken for granted today. It is
not only its function, excdlent quality, but its aesthetic (Cova and Swanfeldt, 1993) that dso
distinguishes. Therefore aesthetics, not only technology can become a source of innovation.

The quality and nature of the consumption experience is not only determined by the type and
gpplication of its object itsdf and its context, but also by the quality of the execution of this
object: its form or design. This form communicates to and persuades potentiad and actud
consumers to make choices, but the quality and nature of the usage experience is ds0
determined by this form. Furthermore, ordinary objects dso serve as tools for communicating
about and to users.

2.3.1. Context of Choice

Product form determines the first potentiad consumer and product encounter, the moment of
making choices, purchase decisons. "Indudrid desgn is to be extended to the act of the
interpretation, perception of the product.” (Lissak, 1998, p. 161). Design is not only for
giving a tangible, physcd form of an abdract function, but it is to give a distinctive form

(Rassam, 1995). Design as the tool of expresson plays a crucid role in market competition:
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communicates and posgtions, influences choices, attracts consumers, users and is capable of

communicating with them - catches attention, provides information (Bloch, 1995).

2.3.2. Context of Use

The use, consumption of products does not smply imply their primary functiond use, but
they dso serve as sources of expresson, sdf-expresson, enjoyment and hedonism. When
buying a particular product consumers not only seek its primary function, but further contents
and vaue. Consumption and product use is a kind of credtive process, source of individudity
and difference (Hirschman & Holbrook 1982; Holbrook & Hirschman 1982; Richins 199%4a
1994b, Solomon 1983, Belk 1988, Firat & Venkatesh, 1995). It is through use that a product
can wholly be explored and therefore the impact of product form be investigated (Margolin &
Buchanan, 1996; Lissdk, 1998). Anticipation of future experience with a given product may
not be as expected, may not be correct.

One of the primary roles of product design is diginction in market competition, but its core
essence lies in giving an abdract function a tangible format. The desgner's task is not only
the cregtion of an attractive object, which sdls wel, but it is aso of great importance how it
does fulfil its function: what the users experiences are: whether it is enjoyable, useful,
stidfying or aesthetic. The user and product may be linked with each other as a result of
persond experience. A given product communicates about its user on the one hand, but
conveys meanings as well that are only rdlevant to its owner, user on the other (Holbrook -
Hirschman, 1982, Hirschman - Holbrook, 1982, Holbrook, 1994).

2.4. Product related consumer judgements

There are two supplementary concepts of consumption, that can be rdated to the qudity,
vadue added by design, utilitarian vs. hedonic consumer behaviour. Utilitarian consumer
behaviour can be described as ergic, task related and rationa (Babib, Darden, Griffin, 1994),
while hedonic behaviour/experience results more from fun and playfulness, reflects potentiad
entetainment and emotiond worth. “Increased arousd, heightened involvement, perceived
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freedom, fantasy fulfilment and escapism dl may indicate a hedonicaly vauable shopping
experience.” (p. 646.) “We use goods in two ways. We use goods as symbols of satus and
dmultaneoudy as indruments to achieve some in end-inview” (Hamilton, 1987, p.1541,
cited by Spnagerberg et a, 1997).

Contragting the information processng approach of Bettman, Holbrook and Hirschman
(1982) date that while products have tangible benefits that perform utilitarian functions they
also have symbolic meanings of more subjective characteristics. The criteria for successful
consumption are essentidly aesthetic in nature and hinge on an appreciation of the product

for its own sake, apart form utilitarian function that it may or may not perform.

2.4.1. Judgement of functionality, utility

A given form contributes to the fulfilment of the product's purpose and function. It
determines whether this purpose is fulfilled in a comfortable and efficient way, whether it
advances the qudity of the users life. (Margolin & Buchanan, 1996; Spangenberg, Voss &
Crowley, 1997).

2.4.2. Product experience: experiential, hedonic, aesthetic experiences

Product form determines the quality and nature of fulfilling a given purpose, it is cgpable of
cregting enjoyable activities, sensud pleasure, aesthetic experience. (Richins 1994a; Holbrook
& Hirschman 1982; Spangenberg, Voss & Crowley, 1997). As Sdle (1997) describes in
relaions with a pocket computer: it does not only caculate but the touch of its buttons, their

sound gives an aesthetic experience and pleasure:

"For weeks I've been playing with an Olivetti tabletop calculator® ..., something unusual took place that
had not occurred to me until now. It was not the insight that forms are convertible worldwide....It was not
even the consideration of how obvious these forms are for many users. It was, rather, the unexpected
discovery of the pleasure created by touching the thing. | understand nothing about electrical equipment;
this calculator was not even working. | played around with it and found, to my surprise, that handling the
thing was not bound to its function, that it was free from any goals. The instrument had tangible weight,

8 Olivetti tabletop calculator (Divisuma 18) (design by: Mario Bellini)
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plasticity, and an extraordinary haptic quality, which functioned sensually with no hidden agenda but
merely as a material body that "serves® playfully. Is it an object for esthetic pleasure, freed from all the
goals of necessity? A person can feel it, stroke it, lift it, weigh it, even compose on it; for it is aso a
musical instrument. | recall the slight pressure of sensitive, warm skin on tangible, rubber-covered keys
and buttons, which offered a slight resistance; then the apparatus made a delayed and attractive clicking
noise, without causing any dismay and which was similar to the spontaneous pressure that produces
playful rhythmic patterns on a percussion instrument. And | remember how increasingly amazed | was by
the forgotten process approach and negotiation between the machine and my hand." p. 241.

Gert Selle: Untimely Options (An Attempt to Reflect on Design)

This group of reactions describe the quality of experience of usage. Whatever task it is that
our objects are to fulfil we have a determinate opinion about the qudity of its functioning: its
convenience, pleasantness and enjoyment.

The difference between judgements of utility and qudity of experience can be explaned by
whether particular tasks is fulfilled with the product well (utility) and the way, nature it fulfils
this particular function (experience).

2.4.3. Communicative, expressive power

Objects fulfil an important role in the expresson and symbolisation of persond roles and
influencing persond reations. Most products hold messages tha ae meaningful to a
particular group, and that its owner wants to communicate about him- or herself (public
meaning) (Richins 1994b). Furthermore, objects are assmilated into persond, private lives
and are given symbolic meanings as expressons of the order of private experiences. Objects
take on symbolic vaue, private meanings with reference to one's own personal history
(Cslkszentmihdlyi & Rochberg-Halton, 1981).

The key is more meaning. “today’s buildings, design objects afford more than privacy,
shdter, or smple extenson of the human body.” (Krampen, p. 95) According to Gibson's

(referred to by Krampen) theory of affordances, products that provide the possbility of more
meaning, understandable are likely to be attractive to more people.
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2.4.4. Private meanings

Objects ae assmilated into persond, private lives and are given symbolic meaning as
expressons of the order of private experiences. Objects take on symbolic vaue with reference
to ones persond history. “The meaning of our private lives is built with these household
objects’ Yet public at and design aso perform an analogous function for society as a whole:
“The high art helps create order the thoughts and fedlings a given society has about itself.”
Cakszentmihdyi (1984) in his research showed that artefacts to which owners were strongly
attached lacked aesthetic vaue, but were charged with meanings that conveyed a sense of
integrity, purpose. He defines homes with a network of objects that referred to meanings that
gave sense to the lives of those who dwelt there.

To be effective in conveying meanings the owner had to be persondly involved with the
artefect; to be ggnificant, the owner had to enter into an active symbolic rdaionship with it.
The objects were rarely aesthetic, formd syntactic quaities were mentioned as a reason for
liking. Forma qudities aone amost never made a picture vauable to its owner.

Those sengtive to forma qudities recognised aesthetic value, but by actively appreciating the
object, “the owner joins in the act of creation and it is this participation, rather than the artist’s
cregtive effort that makes the artefact important” (Csikszentmihdyi, 1996).

Visua vaues are cregted in society, there are no natural responses to colour and form, there
ae meanings attached to configurations of colour and form, of which people of a given
culture agree... (In each culture public taste develops as visud qudities are eventudly linked
with vaues. “Good design is a visual statement that maximizes the life goal of the peoplein a
given culture that draws on a shared symbolic expression for the ordering of such goals...”
Dedgn comes into full exigence when the communication with the audience takes place
(Frascara, 1996). Krippendorf (1996) states that people do not perceive pure forms, but

meanings.

According to Margolin and Buchanan the career of a product depends on the ability of human
beings to make sense of it, as wel as making sense of the atificid world around them.
Human beings are not passive recipients of product messages, but active participants in
shaping meaning.
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“No one can presume that form (designer’s objectified meaning) and (the user’s) meaning are

thesame.” (Krippendorf, 1996) Thereis aneed to study how they relate

Csikszentmihdyi (1996) asks if there are objective (visud) qudities a dl that add up to good
design, as subjects in his sudy gave symbolic meanings to products that lacked ether qudity
or aeshetic value, but were references to one€'s own persond history. Cakszentmihdyi dso
gives empiricd evidence of the lack of universal underganding of ether dementary forms /

shapes or colours. However, in each culture public taste develops as visua qudities are
eventudly linked with vaues.

Stll, there @n be a relaion between a product and its user that is only meaningful to this user,
and is strongly determined by product design. As Pirgg States:

“The machine itself receives some of the same feelings. With over 27,000 on it it's getting to be
something of a high-miler, an old-timer, although there are plenty of older ones running. But over the
miles, and | think most cyclist will agree with this, you pick up certain feelings about an individual
machine that are unique for that on individual machine and no other. A friend who owns acycle of the
same make, model even same year brought it over for repair, and when | test rode it afterward it was
hard to believe it had come from the same factory years ago. Y ou could see that long ago it had settled

into its own kind of feel and ride and sound, completely different from mine. No worse, but different.” p.
38.

(Robert M. Pirsig: Zen and the art of Motorcycle Maintenance)
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2. Manifestations of product design — conceptual model and theoretical constructs

2.5. Conceptual model

3. Context

1. Choice
2. Usage

1. Product Design

4. Consumer judgements

Judgements of

1. Functionality, utility

2. Enjoyment, hedonism, aesthetics
3. Expression, public meaning

4. Private Meaning

2. Individual Differences

1. materialist — not materialist
orientation

2. information processing preferences

3. other characteristics

Figure 2. Summary of theoretica concepts used in the empirica study
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3. Hypotheses

Research hypotheses describe the relaions of the conceptua mode and accordingly we
formulate three groups of hypotheses. Our darting points are the following: Characteristics of
product desgn have an influence on choice and usage. Consumer characteristics determine
choices, and product related consumer judgements. Contexts of choice and usage differentiate

consumer evaluations,

3.1. Theimpact of the characteristics of product design

The indudrid desgn literature suggests that product design is to guide and facilitate use.
Product design on its own is to express dl about itsef (Margolin & Buchanan, 1996, Papanek
1971, Liss&k, 1998). Condstency in gppearance and consistency between the fulfilled purpose
supports choice and use, therefore consumers product related responses. Veryzer &
Hutchinson (1998) in their ressarch showed that higher level of unity in the compostion of
product design entalls more podtive product related consumer responses, especidly in
aesthetic responses.

H1:

Characteristics of product design have an impact on product related consumer judgements. In
the case of those products that differ in their design, but identica in ther services and vaue
bring about different consumer judgements. Nature, characteristics of product desgn whether
it is novd and unusuad or usud, namdy typica determine how much utility, aesthetic and
hedonic vaue consumers attribute to different products.
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H1/a) The more usud, typica a given product desgn is the more functiond, ussful it is
perceived by the consumers. The more nove and unusual a given product desgn is,
the less functiond and useful it isjudged in the context of choice.

H1/b) The more nove, unusud a given product design is the higher its aesthetic and hedonic
festures are conddered. On the contrary, in the case of very usud, typica product
designs consumers regard aesthetic and hedonic vaues of lower importance.

H1/c) The more usud, typicd a particular product design is, the more expressve power is
atributed to it. The more nove, unusuad a given product design is, the more
expressve power is attributed to it. Product designs that are not clearly nove, unusud
or usud, typicd do not invoke definite judgements about the product expressiveness,

communicative power.

When a product is more prototypica, more representative of its category, this involves that it
is better known, more familiar (Loken-Ward 1990, Veryzer-Hutchinson, 1998), therefore
better liked in its appearance and ketter understood in its operation. It is the information vaue
of a prototypical object that can creste postive product related judgements. On the other
hand, common designs dready exising in the market-place can become boring, and old-
fashioned and less appreciated. Therefore, the systematic adteration of these common designs
can resarve the information vaue of prototypicaity and bring in the sense of newness,
freshness as well. However the oppodite is dso true. For those consumers who seek variety,
not prototypica, even atypicd products ae dso liked for their exclusve novety and
diginctiveness (Meyers Levy - Tyboult, 1989). Product desginsS commonness or very unusud
forms communicate about their users. Research has dso shown tha moderate familiarity,
moderately incongruent products with their category dimulate processng and are more
favourably evaluated (Bloch, 1995).
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3.2. Theimpact of consumer characteristics

H2a:

The importance consumers atach to ther materid possessons, their leve of materidis

orientation influences product related judgements:.

1. Consumers who dtribute grester importance to their own possessons (materidist
orientation) give more emphass to the expressve and communicetive characteristics of
preferred products in their choices and usage.

2. Those consumers who attach less importance to their materid possessons (less materidist
orientated) consder the experientia, hedonic aspects of preferred products and their

design decisve.

According to the level of materidian (Richins — Dawson, 1992) consumers are more
receptive to different manifestations of product form. Richins (1994a, 1992) showed that for
materidist consumers it is products utilitarian benefits, thelr potentid to express persond
success, enjoyment of their acquidtion that is important; product gppearance and qualities of
product design determine their choices. On the contrary, non-materidist consumers appreciate

their possessions, for them enjoyment liesin their use and dso memories they evoke.

H2b:

1. Consumers who prefer visud information processng are concerned about the agppearance
of products, their expressive and aesthetic characteristics.

2. Preference for verba information processing does not relate to preferences of design and

product related judgements.

Gould (1990) has shown that there is a relationship between involvement with different types
of products and processing styles. Consumers of visud processng preferences are more
involved with products that are more visud oriented in their use i.e. cameras, clothes. As a
reult of higher involvement in these, they ae more concerned about dl product

characterigtics that are aresult of thelr own product design.
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3.3. Theimpact of the context: choice vs. usage

H3:

Different product judgements are made in the context of choice and the context of usage.
Evaduations of functiondity, experience, enjoyment of use and expressve characterigtics
differ in the two contexts as a result of the learning process of usage. Responses given in the

context of usage are more expert judgements, they are more cons stent.

Itis through use that a product can wholly be explored and investigated (Margolin-Buchanan,
1996, Lissak, 1998) therefore consumer judgements from the two perspectives will differ.
Anticipation of future experience with a given product may not be as expected, may not be

correct.
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4. M easurement instruments

4.1. Measurements applied in theresearch

Theoretica congtructs that are described in the conceptua mode are measured by adopted
scdes from the international literature, with the record of the circumstances of the research
(choice vs. use; choice of product desgn) and questions and Satements established in the

exploratory phase of the research.

4.1.1. Independent variables

Objective of the research is to study, record the impact of product design. The research
involved research objects (an every day product type) that were identicd in their function,
sarvices, brands but were different in their product design and form. Characteridic of this
research object tha its product desgn plays a dgnificant role in market competition,

determines consumer choices.

The design intensve sector and product group that present research investigates are mobile
telephones. Research objects are products (models) of the most popular and well known
manufacturer in Hungary. In the context of choice two very popular and widdy used modes
ae under invedigation, while in the context of choice four unknown modes (not yet
introduced to the Hungarian market a the time of the research) - that differ in therr product
design — are gpplied (detailed description of the telephonesisin Chapter 5.2.).

In accordance with the conceptual modd two contexts are measured. Usage context is
measured by the record of respondents experience with their own telephone. Choice context

is measured and investigated by the choices of the four pre-selected models of mobile phones.
Individual differences are aso recorded. Consumers relation to materia possessons is
measured by the Hungarian adaptation of the Richins & d (1992) materidism scde. As

product desgn is a visud and aesthetic phenomenon respondents information processng
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preferences are recorded by the Childers et d (1985) Style of Information Processing (SOP)
scale. Respondents mgjor demographic characteristics are a so recorded.

Table 4.1. Independent variables and their measurement

Theoretical constructs, variables M easur ement
1. PRODUCT DESIGN

context of choice » Modes of the most well-known and wide-
spread mobile telephone brand
» Mobile phones only differ in their
characteristics of product design
»  Evaluation and positioning of the telephones
by the manufacturer®

context of usage » Models of the most well-known and wide-
spread mobile telephone brand
» Mobile phones only differ in their
characteristics of product design
»  Evaluation and positioning of the telephones
by the manufacturer

2. INDIVIDUAL DIFFERENCES
materialism, importance attributed to Richins-Dawson (1992) — “materialism scal€”
material possessions adaptation; 5 point likert type of scale
(see. Appendix 5.2. /Q2)

style of information processing Childers et a. (1982) “SOP’ scale, adaptation;
(visud and verbd information processing 4 point likert type of scae

preferences) (see. Appendix 5.2. /Q4)
demographicsand age, gender, income, school year, permanent
other personal characteristics residence, individua interest, future
orientation
3. SITUATION

choice context record of the Situation, evaluation of chosen
phone

usage context record of the situation, evaluation of own
phone

° The Role of Expert Judgements: In present research experts judgements will serve as objectified benchmarks
in assessing consumers' responses. It is not consumers' capability of giving appropriate judgements on these
characteristics, but it is the quality of the interaction of the product and its user, consumers’ responses that is
important to investigate.
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4.1.2. Dependent variables

Maor research question of current dissertation is showing the differences of product related
consumer judgements as a result of different product designs. Both marketing approaches to
the study of product design (Bloch, 1995; Kotler & Armstrong, 1996) and artistic approaches
(Pye, 1978, Margolin & Buchanan, 1996) suggest three magor types of relevant product
related consumer responses. 1) judgements of utility and functiondity, 2.) judgement of the
quaity of the usage experience, judgement of hedonic and aesthetic value and 3.) expressive
and communicative capabilities of the product and its design.

For the measurement of judgements of utility and functiondity two internationdly used scdes
were adopted: Spangenberg & Voss, 1997 HED/UT scale and Hirschman & Solomon, 1984
product aesthetics scale. Products expressiveness, communicative capabilities (“what does it
say about me to my environment” were recorded by open questions suggested by Richins
(1994). For recording expressiveness respondents considered “My mobile tells about me to my
environment that ...” uncompleted sentence. Private meanings were recorded by the “My

mobiles telephones means to me that ...” uncompleted sentence.

The differences in responses by different product designs indicate the impact of product

design, therefore consumers' gppreciation, like and didike is measured indirectly.

We measured consumers evaluations of product design directly as wel. The four dimenson
that were consdered by the respondents were congtructed on the basis of a preiminary
quditative research. In the research, respondents consdered the following uncompleted
sentences. “Characteristics of good product design that ...” ; “ Characteristics of good mobile
telephone designisthat ...” Responses are classfiable around the following four dimensions:

» Functionality - function the object isto fulfil, usability, practicdity, etc.

» Nature, characteristics of form - sze, form, colour — eg.: big-smdl, square-round, red-

blue, etc.
» [Expressiveness - capabilities of expressng the owner’'s / usar’s persondity, qudity of

appearance, yle, aesthetics, trendiness, modernity, elegance, etc.
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» User — object interaction - how harmonic is the connection / interaction between user and

the object, convenience, pleasantness, pleasure of usage, etc.
Respondents distributed 100 points among the four dimensons with respect how much

importance they attributed to each.

Table 4.2. Dependent variables and their measurement

Theoretical constructs, variables

CONSUMER PREFERENCES OF PRODUCT
DESIGN

choice

PRODUCT RELATED CONSUMER
JUDGEMENTS

judgement of functionality and utility

judgement of hedonic value,
enjoyment, experience

expr essiveness, communicative capability

EVALUATION OF PRODUCT DESIGN

Functionality

Nature, characteristics of form

Expressiveness

User-object interaction

M easur ement

record of choices in different decision frames
(Appendix 5.2. /Q7e-Q7h)

Spangenberg - Voss (1997) HED/UT scale,
“Utilitarian items’, adaptation; 7 point semantic
differential scae

(Appendix 5.2. /Q61,Q7))
Spangenberg - Voss (1997) HED/UT scale,
“hedonic items’, adaptation; 7 point semantic

differentid scale
(Appendix 5.2. /Q6i,Q7))

Hirschman - Solomon (1984) “product
aesthetics’, adaptation; 7 point semantic
differential scae
(Appendix 5.2. /Q61,Q7))
Richins (1994) “public and private meanings’,
uncompleted sentences
(Appendix 5.2. /Q6b,Q6¢,Q7i)

Distribution of 100 points among the four
dimensions with respect to importance
attributed to each

(Appendix 5.2. /Q3,Q05,Q6],Q7k)

Digtribution of 100 points among the four
dimensions with respect to importance
attributed to each

(Appendix 5.2. /Q3,Q5,Q6],Q7k)

Digtribution of 100 points among the four
dimensions with respect to importance
attributed to each

(Appendix 5.2. /Q3,Q05,Q6j,Q7K)

Digtribution of 100 points among the four
dimensions with respect to importance
attributed to each

(Appendix 5.2. /Q3,Q5,Q6],Q7K)
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4.2. Preliminary tests of measurement instruments, adaptation of applied scales

4.2.1. Product related consumer responses— exploratory qualitative research

We conducted two exploratory studies. The objective of the first one was to find a research
object (product type) that involves high consumer involvement with respect to product design.
In the second part of the exploratory study we studied where groups of product judgements
indicated by the literature (judgements of functiondity, hedonic and aesthetic value) existed

in the case of mobile telephones and were present as a result of product design.

Part 1.: Mobile phones as research objects

A preiminary qudlitative research was conducted among a group of 177 third year university

students both owners of mobile phones (27 %) and non-owners (73 %) in order to explore

their sdection criteria of mobile phones and the role, meaning of mobile phones they either
experienced or anticipated. Responses gave the following insight:

2 In ther descriptions of choosng a mobile tdephone 79 % of nonowners explicitly
expressed ther preferences of design qudities as an important aspect of their choice, even
such subtle qualities as the "sense of the touch of the buttons’ were mentioned.

7» Owners in describing ther experiences expressed the importance of the quality of the
operation, sense of freedom and emotional bonds, feding of depriva when the telephone
was out of battery, but aso stressed the expressve power of the form, desgn of the mobile
telephone.

» Severd of the respondents, who mentioned the importance of form - both owners (49 %)
and non-owners, emphasised the preference of a modest and delicate, but state-of-the-art
form, which was not a representation of a status symbol. It is ds0 very interesting to note

that neither owners nor non-owners hardly mentioned the importance of brands.
The answers suggest that in the case of mobile telephones form plays an important role for

owners and nortowners in the formation of choices, but aso product related responses such as

the quality of the experience of use, expressve, communicative power of the telephone.
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Part 2.: Influence of mobile telephone design: product judgements and their contents

Objective of the research was to discover whether the impact of product design can be
reflected in spontaneous consumer associations, whether there are associations that relate to
the qudity of form, design, operation, expressveness of the product. The usage of sentence
completion technique gives the opportunity to gain a deeper indght of generd attitudes and
associations about mobile phones, and discovering differences among the various responses
(Méricz, 1992; 1999). Uncompleted sentences related to respondents view about the utility,
usefulness; experience, enjoyment of use and communicative power of mobile telephones.

368 third year students participated in the research of which 33 % own and 67 % do not own a
mobile telephone. Specid about the Sudents of the universty of economic sciences as
respondents is that they are to fill in manageria pogtions, become decison mekers, even
opinion leaders in the near future, of which they are dready aware of, behave and hold
attitudes accordingly aready. This specia position is reflected in the responses.

Fird we used very generad statements were used in order to dlow any kind of associations
relating to mobile telephones, (dso for the avoidance of leading statements) In this phase of
the research main objective was to explore the direction and nature of mobile-phone related
consumer judgements and attitudes and furthermore to record whether the impact of product
desgn, mobile design is reflected in these responses. Bdlow a summary of the mgor indghts
of the quditative sudy is given. The rdating uncompleted sentences are included and the

most characteristic answers are quoted for illustration.

The uncompleted sentence “ Someone without a mobile telephone is like...” shows owners
and nonowners ultimate concern of mobile telephones meanings to themsdves and
consequences of the telephones form.

The most characteristic associations express the relation, connection of things, which reflect

the characteristics and nature of the tool (mobile telephone) and user interaction, namely that
they are to match each other.
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Respondents mentioned things that are closdly related, belong to each other implying that the
mobile telephone is a possesson that is close to its owner, and is dso close to the body.
Respondents admitted that the telephone and its user strongly relate and interact:

“ ... dishes without salt'®”
Here non-owners more strongly acknowledged that the mobile telephone is a tool that belongs

to peoplein everyday life
“ box of matches without matches” ; “goat without cabbage®'” , “ coat without buttons” .

The mobile telephone can be an extenson of one's own capabilities, its lack is notable for
both groups. A group of respondents strongly expressed their sense of the mobile telephone
being dose to themsdves, to their body, not having the mobile telephone implies the feding
that there is something missing from the owner, expresses the experience of the lack of certain
persond capabilities. These asociations further underline the user — possession relatedness
and their interaction:

“without hands and ears;” “ bird without wings’ ; “ naked person” (owners);

“ one handed giant; “ hand without plaster” (non-owners).

These responses underline the role and importance of product design in the case of mobile
telephones. Associations relating to the closeness to the body dress the importance of the
quality of product form.

All respondents, owners with more notable emphass, expressed their feding of dependence,
lack of connection, sense of deprival being without the mobile telephone. The need of controal,
keeping contacts, and its enjoyment comes through these answers.

“beinginadark room;” * hitchhiking at night” (owners);

“snail without house;” “ fish out of water” (non-owners).

Associations aso express phenomena that are related to the loss of capabilities as a esult of
the lack of some kind of technical gadget:

” 113

“horse without saddle;” “sailor without compass’; “conductor without baton;”

“ secretary without computer” (owners);

19 reoccurring motive in Hungarian folk tales
1 common Hungarian folkloristic motive
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“soldier without guns;” “blind person without white stick;” “playing on the stock

exchange on the basis of out-of-date information” (non-owners).

Associations of closeness to the body reflect the close interaction of user and the tool, on the
other hand the presence of a technicd device in the responses implies that respondents
acknowledge the mohile phone as atechnica toal.

Also notable those answers of nonowners that hold a two-sded perspective and admit the
necessity of mobile telephones on the one hand, but indicate circumstances (eg. plain reasons
of fashion, wanting to be hip) where it is not a al necessary, but could be nice to have at the
sametime
“ depends on, a person without a cap in the winter, it would be better having a
cap” ;“ depends on the importance, lack of one hand in case it is important, otherwise

not” .

Respondents acknowledge that the mobile phone communicates about itsdf and its user
samply by its presence dready. Responses again relate to the closeness to the body, which are
aspects that are to be considered during the process of designing new models.

Responses to the uncompleted sentence, “ The future mobile telephone will be...” dso further
underlines users and potential users direct feding, sense of the impact and importance of a
mobile telephone's form, design. Associations given to this uncompleted sentence gave the
riches and most colourful associations. Responses dso reflect the socid and economic
background and knowledge of the respondents full-time undergraduate Students of the

university of economics.

Respondents  anticipate continuous  functiona development and the increase of exiging
functions in the future as wel as the gpplication of a more advanced and date-of-the-art
technology, which involve expectations relaed to the desgn, foom as wdl: smdler sze
eeser handling, smplification:

“every function will be integrated: browser, agenda, palmtop;” “miniature, easy to

use;” “just likeatoy” (owners);

“ personal computer insmall” ; “ like a computer chip” (non-owners).
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In relations to the admitting of the functiond deveopment respondents consder technica
development to an extent that they are hardly able to word only try to reflect the tendency.
These asxociations agan imply the expectation that the form of the mobile-phones is to
further improve:
“like a space walkie-talkie” ; “ like a computer condense into a matchbox;” “ like that
of James Bond's’ (owners);

“likean UFO;” “like a super-intelligent computer” (non-owners)

Respondents look for further devdopment in sze and form, so that the future mobile

telephone will become more closer to the body, which will more facilitate use and wesr,

increasingly being moderate and modest:
“like a watch”; “like a matchbox;” “like a popy-seed’; “like a credit-card”
(owners);

“like a headphone;” “ suitable at the smallest place” (non-owners).

These responses are further reinforced by those associations that admit and accept mobile
telephones as being very close, even intimate devices, that of course have to achieve a good
harmony with the holder, which involves severa form reaed requirements. Respondents aso
imagine that future mobile telephones will increese human capabilities, will be less vishle,
more moderate, and very close to the owner’s body. Some respondents even imagine that ‘it
will be built in your head” Severd associations go so far as the object, the telephone itsdf
may disgppear, it will increese persond communicationa abilities, multiply users  senses,
which mogt srongly imply the consequence of need of the telephone's harmonic interaction
with the human body and the more persondized nature of the phone:

“which will be in your head”; “ understands speech”; “through telepathy without

buttons’ ; (owners);

“like a fistful brain” ; “ capable of transmitting human thoughts’ (non-owners)

Characterigtic response of non-owners is that the future mobile telephones will less occupy
userS hands. This latter characteridic is an abdtract design content element that designers
could directly consider in the planning process.

“as if it was not with me”; “ it won't occupy the hands during use” ; “don’t have to

use, still being able to communicate” (non-owners).
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Characterigticdly non-owners anticipate that future mobile telephones will become even more

nicer, even aesthetic and better designed:
“like a Mackintosh” ; “ like a chromium-plated matchbox.”

Nornrowners dso consder that future mobile telephones will be less disurbing for externd

observers, for those who do not participate the actual conversations.

Overdl even generd responses reflect the impact of design, form. Responses showed users
expectations about the qudity the gppearance of the form of mobile teephones, thar
acknowledgement of its communicative role. On the other hand the concern about the
interaction of the object and user dso appear in the responses and imply guiddines for
planning, designing new modes.

Utility, Usefulness

Sentences for completion: “ Having a mobile telephone means ...; A typical mobile telephone

IS ..., Amobiletelephoneis practical / useful if ...

For owners, the mobile telephone is a naturd everyday communicetion tool, that serves the
efficiency and convenience of ther lives In the answers of norntowners a narrower
interpretation of a mobile tdephone's function is reflected: according to them a mobile
telephone is and / or should be a tool for work. According to them, those who own a mobile
telephone

“may not use it in an appropriate way; may be rude or foul; either needs or usesit for

showing off; envy them.”

Nornowners describing the utility, function of a mobile telephone already express their views

on its expressive power.

DoéraHorvéth 48



The Impact of Product Design 4. Measurement instruments

In describing a typicd mobile telephone owners mention good operation, primary parts or
primary functions of the telephone. Non-owners are more concerned with aspects that are
externdly perceptible like

“the style of ringing; moderate or striking appearance’

However, mgority of respondents both owners and non-owners expressed their perception of
a typicd telephone as being smdl in sze, which underlines their expectation of form to serve
usage, carrying, being delicate and easy to hide, but sze is dso an aspect that communicates
about the telephone and its user.

Experience, Enjoyment of Use

Sentences for completion: “ A mobile telephone is entertaining, because ..., A mobile
telephone is enjoyable, because ...”

When explaning why a mobile teephone is enjoyable respondents explan additional
supplementary and not primary functions. Owners mention games provided by the telephone
and posshilities of sending SMS, while non-owners mention the possibilities and enjoyment
of keeping contacts with friends and others. In the case of non-owners this is a supplementary
function as they dready expressed that a mobile is characterigicaly necessary for work,
otherwise unnecessary. It is dso very important to note that both groups mentioned the
experience of touching, pushing the bottoms of the telephone as a source of entertainment, as

asource of sensory experience that quaity of product form, design makes possible.

The ligt of uncompleted phrases contained two more sentences, that further dicited what the
mobile telephone means to the owner or potentid owner himself or herself and contained
strong and unambiguous product form related implications — expectations and requirements.

Communicative Power, Expression

By completing the sentences “ A mobile telephone tells about its users ...; A mobile telephone
dresses its user by ...” both groups admit the potentid of a mobile telephone to tell about
itsdf (expensve, chegp, modern, unique) and its implications to communicate about its user,
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it has many eements that are dependent on persond choice, taste (like color, ringing tone
form) that are able to convey meanings.. Owners are more neutrd in their attributions.

“visible’; “ not visible”

Non-owners give more emotional responses:
“ matches appearance” ; “ influences behavior;” “being important or wanting to seem

important.”

Responses about the communicative nature of the mobile telephone dso reflect the impact
and the role of design by the attributed importance of the phone's appearance, expectations
about its being visble or unobtrusve,

Conclusions of the exploratory studies

The indghts that our exploratory sudies give suggest that in the case of mobile telephones
form plays a crucial role for owners and non-owners in the formation of choices, but aso
product related responses such as the qudity of the experience of use, expresson,
communication about onesdlf to others, but aso to the user himsdlf or hersdf aswell.

From severa perspectives in their answers both owners and non-owners have indicated their
preferences of a modest and delicate, but at the same time state-of-the-art form, which was
not a representation of a status symbol. Respondents admitting that the telephone is a very
close, might even be built in the users, involves very srong user concern and high consumer
expectations of mobile telephones’ form.

In the case of mobile telephones form, especidly appearance communicates to users, forms
expectations (even by such characteristics as 9ze, externa color and shape) and even the
experience of use. Usars and especidly nonrusers draw conclusons upon  form about

functiondity and even aesthetics of use.
Mobile telephones on the other hand can serve as a handy gadget that can be a dgn of
persona excellence, achievement or sophigticated taste, but aso a tool for someone himsdf or

hersdf having his’her own choice of being or not being aone, being reachable.
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4.2.2. Tests of applied scales

The materialism scale

The adaptation of the Richins et d materidism scale has been used for measuring consumers

relation, attitudes towards their materia possessons. Bellow table summarises means and

glandard deviation of scaeitems.

Table 4.3. Respondents materidist orientations— means

Item Mean | Standard
deviation
It sometimes bothers me quite abit that | can’t afford to buy all thethings!'d 327 3,68 101
like.
I likealot of luxury in my life. 326 3,67 0,98
My life would be better if | owned certain things| don’t have. 326 3,60 1,08
Buying things gives me alot of pleasure. 328 347 1,09
| usually buy only the things | need.* 328 3,46 1,00
I’d be happier if | could afford to buy more things. 321 343 1,01
I don't place too much emphasis on the amount of material objects people own 327 342 1,04
as a sign of success.*
| have all thethings| really need to enjoy life.* 325 313 1,08
| like to own things that impress people. 321 3,07 0,93
| don’t pay much attention to the material objects other people own*. 323 2,98 0,95
Some of the most important achievementsin life include acquiring material 327 2,96 1,05
possessions.
| put less emphasis on material things than most people | know.* 312 2,88 0,84
Thethings | own say alot about how well I'm doinginlife. 324 2,77, 0,94
| admire people who own expensive homes, cars and clothes. 325 2,51] 0,93
| wouldn’t be any happier if | owned nicer things.* 319 2,45 1,01
| enjoy spending money on things that aren’t practical. 325 2,40 1,06
I try to keep my lifesimple, as far as possessions are concerned.* 327 2,37 0,91
(3.63)
Thethings | own aren’t that important to me.* 326 1,73 0,78
(4.27)

Items are liged in order of means, which shows which items respondents did and did not

agree with in generd. Reverse items are in the end of the lig where dissgreement implies

agreement. As a reault the last item “the things | own aren't that important to me’, means that

respondents attributed greet importance to the ownership of their own “things’, this last item:

things that respondents own was most important.
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The items that respondents generaly agreed with were the ones that express the importance of
acquiring and owning things.

Table 4.3. shows the results of the factor analyss. Results reflect a smilar factor sructure of
the origind scde, the origind three factors gppear: acquigtion centrdity (CENTR),
acquisition as a pursuit of happiness (HAPPY) and possesson defined success (SUCES).
There is a fourth factor that can be a result of culturd differences, dfferences of connotations
of expresson. As a result, items that refer to the disregard or regard of others opinion formed
afourth factor.

Table 4.4. Respondents materiaist orientation — factor structure

1 2 3 4.
Item factor| factor | factor | factor
M14 HAPY | haveall thethings| really need to enjoy life.* -0,73 0,20 004 0,14
M17 HAPY I'd be happier if | could afford to buy more things. 0,72 034 -011 -010
M15 HAPY My lifewould be better if | owned certain things| don’t have. 0,71 0,30 0,16 0,04
M18 HAPY It sometimes bothers me quite abit that | can’'t afford to buy all 0,68 001 -016| -012
thethings1'd like.
M16_HAPY | wouldn't be any happier if | owned nicer things.* -059 -022 011 0,22
M4_SUCES Thethings| own say alot about how well I'm doing in life. -0,01 070 -002] -016
M12 CENTR I likealot of luxury in my life. 0,15 068 -022 -016
M2_SUCES Some of the most important achievementsin lifeinclude 0,33 0,66 0,05 0,06
acquiring material possessions.
M1 SUCES | admire people who own expensive homes, cars and clothes. 0,02 0,60 009 -022
M10_CENTR | enjoy spending money on thingsthat aren’t practical. -006f -014f -067 0,06
M11_CENTR Buying things givesmealot of pleasure. 014 023 -065 -002
M7_CENTR | usually buy only the things | need.* 0,07 0,05 0,65 0,21
M8 _CENTR | try to keep my life simple, asfar as possessions are -032] -0,08 0,55 0,31
concerned.*
M9 CENTR Thethings| own aren’t that important to me.* -011 -0,02 055 -0,03
M6_SUCES | don’t pay much attention to the material objects other people -0100 -013 -003 0,79
own*.
M3_SUCES | don’t place too much emphasis on the amount of material -0100 -0,29 0,08 0,73
objects people own as a sign of success.*
M13 CENT | put less emphasis on material things than most people | know.* -026| -0,04 0,22 0,47
M5 _SUCES | like to own things that impress people. 0,08 040 -002] -041

Principal component analysis, varimax rotation (KMO= 0.812; variance explained 50,5 %)
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The SOP scale - visual and verbal information processing preferences

As a test for the Hungarian adaptation of the SOP scde the study of Gould (1990) was
replicated in order to test whether digtinct groups could be formed with respect to styles of
information processng. Results of Ward's hierarchica clugter andyss and K-means clugter

anaysis were compared.

Participants of the research were third-year full time students of the BUESPA. 97 respondents
participated in the research. The research was conducted in 1998 April.

The origind SOP scde and its reiability was tested among 106 universty sudents. Internd
consgtencies (Cronbach dpha) of the whole scde and its two sub-scaes were estimated on
the Hungarian sample for comparison (table 4.5.). According to Heckler (2000) the scale
operates better in a student population than in a representative sample of the totd population
of the given country, as sudents are a lot more and more directly confronted with the

problems of their own information processing.

Table 4.5. Cronbach alphasin the original SOP scade and the adapted scale

original SOP scale  adapted questionnaire
22 item 0,88 0,6665
11 item: visual processing preferences | 0,86 0,6821
11 item: verbal processing preferences | 0,81 0,7296

Both methods of cluster andyses gave smilar Sze and sructure of clusers (Horvéh, 1998)

and their contents are according to the results of Gould.

Cluster 1.: Definite preference for verbal processing, visual processing is also considered
important*?

Members of this group like given tasks being illustrated with pictures (verbl, verb9, verblO,
pict2™?), at the same time they like using words and like to read (verb3), like to increase their

2 This cluster is closeto Gould's , verbal processor” category, however this group is also concerned about some
aspects of visual information processing
13 variablelabelsand items are in table 6.11.
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vocabulary (verb5, verb8). While it is important for them to use new words, don’t care about
searching for synonyms of words (verb7). Thear thinking in solving tasks is fedlitated by
visud presentations (pictl, pict7, pict9).

Cluster 2.: Ignorestheimportance of processing styles*

For members of this group visud informaion processing is not important, this group
atributed lowest importance to items that referred to visud information processng
preferences. At the same time they did not like writing, taking notes (verb6) and uncertain
about the usage of words.

Cluster 3.: Both processing styles are important*®

Members of this group care about both processng styles verbd and visud. They are visud
processors (pictl, pict3, pict7, pict9, pict6). The acquistion of new words is important for
them (erb5, verb7, verb8) and as a result, they are very demanding with themsdves. they are
dissatisfied with their own abilities of expressng themselves (verb4).

Cluster 4.: Preferencefor visual information processing?®

“Visud types” They don't like to read (verb9, verbl0) and learning new words (verbS). They
are daydreamers (pictd, pictl0), recdl memories in pictures, prefer visud rather than written
materid.

It is important to note tha most respondents hold ether visua or verbd processng

preferences, less respondents belong to clusters 2., and 3. Visud processing dyle is the more

differentiating dimengion.

Cluster member ship and other individual characteristics

Respondents  gender, planned mgor and most important hobbies were aso recorded in the

questionnaire as for further description of the clusters. Meaning of the clugters is underlined

14 low processors’ Gould (1990)
15 high processors’ Goluld (1990)
16 visual processors’ Gould (1990)
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by these characterigtics. Individud differences and cluser membership shows the following

tendencies:

» Membersof cluster 1. were in mgority having reading as a hobby.

» Membersof cluster 2. characterigtically indicated sport as their most important hobby.

» Members of cluster 3. did not have a characteristic hobby. Type of hobby mentioned the
mog is sport. Member of this cluster are more likely to be involved with technicad details,
technology (cars, computers).

» Members of cluster 4 regarded, “visuad processors’ regarded friends, entertainment,
theatre, cinema important. Members of this group hardly mentioned reading as a hobby.
Their planned direction of career (planned mgor) is marketing and management. 80
percent of hose who chose marketing as a planned mgor are in cluster 4.

Reaults of the research are in accordance with results of Gould. Results indicate that the SOP
scale clearly differentiates between those who prefer either visud or verba processng styles.

DoéraHorvéth 55



The Impact of Product Design 4. Measurement instruments

Product related consumer judgements

Two scaes suggested by the literaiure were tested: “utilitarian” and “hedonic” items of
Spangenberg & Voss (1997) HED/UT scde and ,,aesthetic” items of Hirschman & Solomon
(1984) , product aesthetics’ scale. Overdl an 29-item scae was tested and studied in order to
best describe product related consumer responses in the case of mobile telephones. Mgor
objective of the preiminary research was to decrease the number of items n the scde, to find
the corrdaing ones and in the laer phase of the research sum them into few explaining
factors.

Test of the scde adso involves whether the Hungarian adaptation results in smilar factor

structure.

After a series of factor andyses and rdiability anayses (Appendix 4.3.) the following factor
solution suggests which are the items that are to be used in the find questionnaire of the
research.
The consecutive factor analyses suggest four subscaes:
1. Origindly utlitarian items form two factors “efficiency” and “practicdity”. These two
factorsinclude items only from the utilitarian items.
The most stable factor “hedonic value® recaived high importance in each andysis
3. Aeghetic vaue containsitems from the origind product aesthetics scale.

Table 4.6. HED/UT, product aesthetics - find factor solution and factor loadings

Factor 1. Factor 2. Factor 3. Factor 4.
»hedonic value’ ,aesthetic value” »utility: efficiency” » utility: practicality”

Hed12-amusing — not amusing | Aest5-makesmelikethisproduct| Ut7-efficient - inefficient (0,733) | Ut2-Célszeru-célszerutlen

(0,723) — does not make like this Ut12-problem solving — not (0,879)
H ed 10-enjoyable — unenjoyable product (0,754) problem solving (0,709) Ut 1-Hasznos haszontdan (0,707)

(0,701) Aest1- attractive — not atractive| Ut11-unproductive - productive | Ut4-Funkciondlis-
Hed7-dull - exciting (0,689) (0,735) (0,678) hasznavehetetlen (0,649)
Hed2-not delightful - delightful | Aest2-desirable - not desirable | Hed4-fun — not fun'’ (0,535)

(0,549) (0,522)

Hed6-not funny - funny (0,499)

' In the Hungarian translation , fun — not fun” was translated as ,J6 dolog-nem jé dolog”, which has a stronger
connocation of ,, good thing— not good thing” which in Hungarian strongly relates to useful ness of things.
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5. Description of the empirical research

5.1. Circumstances and background of research

Underlying research has been conducted in an attentive and responsive environment, Hungary
in the case of a product category that has become widdy available recently and holds strong
practica, but dso symbolic and communicative implications: mobile phones.

As a reault of changes in the economic conditions and the society, therefore, ways of living,
consumption itsdf, acquiring, possessng materid things has become especidly important.
The generd avallability of al sought goods on the one hand, and the increased importance of
their expressive power from the other explains current strong genera atentiveness and

sensitivity to materiad objects and their quadity of product design in Hungary.

Availability of mobile telephonesin Hungary

A digitalis mobil eléfizet6k szamanak valtozasa 197.1%
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The objects that are investigated are mobile telephones that became increasingly popular and
wide soread among a wide range of groups. Since 1995 number of subscribers of mobile
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telephone services has increased sevenfold. According to Gfk in 1999 service providers
estimated 15-16 percentage of growth. That time entrepreneurs, company owners (29 %),
highly educated executives (17,2 %) used mobile phones. However, tha time 10 % of
students owned mobile phones. According to age most mobiles were in the ownership of the

age-group 30-39%%,

By the end of 2000 number of subscribers has increased by 97,1 % from 1,5 million to 3
million (30 % of the population). This increase involved the increase in the number of mobile
telephones sold. Today all service packs can be purchased with any mobile telephone
available, so the choice of mobile telephones is not exclusvely determined by the favourable
sarvice pack so strongly any more, but the telephone itsdf, its design, characteristics, features,

brand and price.
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The market dynamicdly increased in 2000. Rate of the growth of number of subscribers was
above 5 %. Between September and November it was between 45 %, in December it moved
to 11 %. Overdl, in 2000 number of subscribers has increased by 97,1 % - dmost doubled.
Looking at the number of subscribers and usage rates, it is clear that increase in the usage rate
was dower than the increase in the number of subscribers. This implies however, that number

of mobile telephones sold with each subscription was very high.*®

18 HV G, 1999 November (Hungarian economic weekly magazine)
19 Hirkozlési Fofeliigyelet, Piaci Monitoring Igazgatésdg, Digital mobile phone analysis — 2000. January-
December
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Avalability of mobile phones, the increese in the number of mobile teephones bought
underlies the choice of mobile phones as research objects. This is a fast changing, design-
intengve industry where consumers involvement is high, consumers concern of product
desgn is aticulate. Design plays an important role a the moment of choice formation and
during product usage as wel. Our preliminary research aso confirmed that mobile phones as
research objects could be applied in the investigation of the role of product desgn (chapter
4.2.1)
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5.2. Resear ch object (stimuli): mobiletelephones

“Mobile phones are becoming much more than just phones. In the future they are going to
become total communication tools and entertainment products. From a design aspect mobile
phones are a relatively new product, for example compared to cars. When a product is in its

early stage there is an excellent opportunity to develop new ideas.” (Frank Nuovo)®

Modeds of a popular brand in the Hungarian market were used in the research. Usng a
paticular brand and its differently desgned models of smilar functions makes possble to
exclude the impact of brand in product related judgements at the same time recording the
impact of product design. According to our prdiminary field research modes of the Nokia
brand fulfil the above requirements in terms of their current popularity and large scade usage
and in terms of the variety of modes they offer in the Hungarian market.

According to the conceptuad modd the research was conducted in two Stuations. owners of
paticular mobile telephones were interviewed as for investigating the context of usage and in
a choice context where participants chose from mobile telephones dmost identical in ther

provided functions, however different in their desgns

“It's easy to say why you like an object, hard to say why you love it. You like it because of
advanced features that make your life easier. You love it because you pick it up and get a
feeling of its innate quality, a combination of genuine materials and fine craftsmanship?*”

which are the differences that different product designs creete.

Strategic design philosophy (Appendix 5.1.) of Nokia aso supports this choice:

» A fundamental building block of the Nokia brand is our Design. Our goal is to
provide a new and beautifully styled products that enhance the lifestyle and idealized
personal reflections of of all types of individuals around the world, and to transform
each technologically advanced, functional tool into an object of desire.”

Design principles: Ease of use; Human touch; Inspiration” 22

20 spurce: http://www.nokia.com
L source: http://www.nokia.com
%2 source: http://connecting.nokia.com
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5.2.1. Context of choice

In the context of choice respondents made their choices among four differently designed
Nokia mobile phones that provide a the same time very smilar sarvices. At the time the
ressarch was executed these models were right before their market launch, therefore
respondents did not have prdiminary knowledge about them. They formed their choices after
looking at and holding the telephones. Using models of the same brand excludes the impact of
the brand, the fact that these were not yet introduced to the market and participants were not
familiar with them excludes the impact of advertisng and communication.

Bdlow is a desription of the manufacturer company of the sdected modds These
decriptions and postioning were used and as objectives descriptions, "predetermined
standards of value agreed upon by experts providing an ‘informed judgement' of the aesthetic
worth of a simulus. Subjects judgements of the stimulus dong various dimensons are then
rated as more or less relevant with these expert opinions as benchmarks" (Bamoss et. d,
1983, p. 686). Respondents were not familiar with these description a the time of the

research, these were used for the objective classfication of the research objects.

Nokia 3310

our style and our personalities, our interests, or maybe our backgrounds and the

@ way we express ourselves. With the Nokia 3310, your mobile phone can become

~ part of your personality. With state-of-the-art features such as chat messaging,

and the ability to change the phone's appearance whenever you fed like it, the

Nokia 3310 is an individual with real character. The Nokia 3310 has been created

with our differencesin mind. In fact, it's one of the most individual mobile phones
around. What you choose to make of it is entirely up to you.”

r 7, What isit that gives each of us our individual characters? Our lifestyles maybe,

BRAN

The above description suggests that the Nokia 3310 can be characterised by ,youthfulness,
simplicity, personalisation.”
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Nokia 6210

,» Harmonious design. At first sight the Nokia 6210 communicates something to
you. It's sleek, ergonomic styling tells you at once that thisis another classic Nokia
design. It's tapered shape

and perfect size makes it comfortable and functional to use. With it's large display,
internal antenna, side volume keys and chamdeon colours, the Nokia 6210 is both
a pleasureto look at and a joy to use.

A mobile telephone designed for the classical segment of the market. Its clear and
simple design is close to the idealised and typical picture of mobile telephones”

According to the above description in the research the model Nokia 6210 will be labelled as
,classcal and functional”, which can be approached as the most usud and typical design
telephone.

Nokia 8210

» 1T you understand the difference between clothing and style, then you know the
difference between a mobile phone and the Nokia 8210.

The above description suggests to describe Nokia 8210 as the phone of |, sef-fulfilment, syle
and individudity”, which has got anove design.

Nokia 8850

» Premium in every detail. A watch is not just for telling you what time it is.
And a car isnot just for taking you from one place to another.

You have a mobile phone, but not simply so you can make a call. A watch, an
automobile and a mobile phone are utilitarian objects, but they can also be
beautifully designed and carefully made, objects with aesthetic appeal.

The difference is quality, something that is very difficult to define. In part it's
the design, elegantly simple, with a pleasing visual rhythm. And the materials,
like chrome and brushed aluminium. And the craftsmanship and the fine
details. Quality is a difficult thing to define, but you know it when you seeit.”
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Based on the above description Nokia 8850 model can be described as ,elegance, high tech
design” which has got avery novel form of product design.

According to the documentation of Nokia, information about the characteristic of the product
design of the pre-sdected models was available and can be summarised the following way:

Nokia 3310 - “its external appearance can be individualised according to personal styles’
Nokia 6210 - “ produced for the classical segment of the market”

Nokia 8210 - “ celebrates the harmony of colour and style, youth and self expression”

Nokia 8850 - “Nokia's expression of admiration of quality design and sophisticated

technology.”

We as0 have to dress that participants of the research did not know the telephones indication
of model numbers, such as Nokia 3310, 6210, 8210 and 8850.
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5.2.2. Context of usage

For the study of the context of usage the two most popular and of sSmilar product category
mobile telephones were involved. Reactions of owners about their own phones were recorded.
The two telephones that were involved arer Nokia 5510 which is of a very classca desgn,
can be regarded as “typicd” in the Hungarian market and the more novd, even “unusud”
Nokia 3210 at the time of its market launch. Judgements of the two groups were compared.

Nokia 5110

Freedom of Expression. There are many ways to express yourself. Whether
it'sin what you say, the way you live, or in the choices you make. They all say
something about you as an individual. But until now, your mobile phone has
been an area of rebellion.

Be as free as you want. Up to 11 days of stand-by time using a standard
battery gives you lots of freedom to roam between charges.

Show off the way you want. Nokia Xpress-on™ covers let you change your
phone's looks to suit your mood and style whenever you want. Go wild with
custom Xpress-on™ covers. There are hundreds to choose from. So you're
sureto find the one that truly matches your style.”

Based on its market performance, time of launch, the Nokia 5110 is labelled as ,typicd” in
the research, for the study of the usage context.

Nokia 3210

» It 1ooks fun on the outside, but on the inside the Nokia 3210 means
business. It stands by for up to eleven days with the standard battery. And
you can write messages fast with predictive text input. The Nokia 3210 is
the first mobile phone with Xpress-on™ covers you can change on both
sides - front and back. Snhap off the front, snap off the back, and snap ona
new cover to match your mood or to suit the situation.

Even when you use the Nokia 3210 just for fun - to keep in touch with
your friends, when you are out in the evening - it's nice to know that there
are some serious features inside. Features that make the Nokia 3210
mor e dependable - like long operating times and dual-band operation.”

The above description suggests to labe it as ,,novd, unusud design”, that is used in the usage
context of the research.

DoéraHorvéth 64



The Impact of Product Design 5. Description of the empirical research

5.3. Participants of theresearch

Participants of the research are full-time undergraduate and graduate students of the Budapest
Universty of Economic Sciences and Public Adminigration (BUESPA) who formed a
homogenous sample in terms of age, culturd and economic background. Participants were
owners of pre-sdected models and owners of other models being a control group and students
who do not own mobile telephones. The research was executed in December 2000. 329
students participated in the research, 230 mobile telephone owners.

Our study has been executed among mobile telephone service subscribers, users of pre-
selected models therefore ensuring to record consumer responses in the context of usage.

We set up our sampling design according to the type of mobile phone owned. We planned our
sample to include one third Nokia users (Nokia 5110 and Nokia 3210 owners), one third users

of any other type of phones and one third of non-users.
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5.4. Questionnaire design

A gandard, self-administered questionnaire was used in the research (Appendix 5.2)) which
goplies scales and congtructs described earlier (chapters 2., 4.). As for the composition of the
questionnaire in order to keep respondents involved with the questionnaire we used multiple
types of quegtions (tests, scales, uncompleted sentences, open questions). The questionnaire
covers four mgor issues. (1.) consumer attitudes about product design in generd; (2.) product
related consumer judgements in the context of usage, with respect to own mobile phone; (3.
product related mnsumer judgements in the choice context, with respect to a preferred mobile
phone; (4.) individud characteritics.

5.4.1. Consumer attitudes about product design in general

The questionnaire starts with an open question (Q1), which records general associations given
to the word “desgn”’, “product desgn’. The objective was to explore which meanings,
associaions and vaues dtached to the idea of “design” (product design, industrid design) in

generd.

Consumer associations aout product design was questioned directly as wdl. The
questionnaire records generd views about product design (Q3), genera views about mobile
design (Q5), views about the product design of own mobile teephone (Q6)) and chosen
mobile phone (Q7k). These sections of the questionnaire are constructed according to the
results of a preliminary quditative study. As a result, these sections ask consumers to consider
the importance of such dimensons of desgn as functiondity, characterigics of form,
expressveness of the product and the quaity of user-object interaction. These aspects are

shortly described in questionnaire in order to indicate clear meanings, connotations.

5.4.2. Product related consumer responsesin the context of usage

Sixth section (Q6) of the questionnaire covers product related consumer judgements with
regard to usage experiences. In this section respondents express their point of views, attitudes,
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evauations about their own mobile telephone. Those aspects are recorded that can have an
impact on product related consumer responses. means of acquiring the telephone (Q6d),
aspects that could play a role when the phone was chosen (Q6e), willingness to repurchase the
phone (Q6f), duration of usage (Q6g), service pack used (Q6h). Respondents aso evaluate
their own telephones with respect to utility, aesthetic and hedonic vaue (Q6i), expressveness
(Q6h), private meaning (Q6c)%. Findly respondents evaluated the four dimensions of product
design of their own mobile telephones (Q6)).

5.4.3. Product related consumer responsesin the context of choice

Seventh section of the questionnaire records the impacts of product design in a choice context.
This part firgt records the role of product design by putting respondents into different decison
frames (Q7a-h). Switch and loydty in the different decison frames proves that the choice
made in Q7e “Regarding your experiences and the atached information which one would you
want to win?’ is an gppropriate frame of reference for measuring consumer judgements with
respect to product design.

Smilarly to the usage context respondents evaluated the utility, hedonic and aesthetic value of
the preferred telephone (Q7)) and its expressiveness (Q7i)** and attached importance of the
four dimensions of product design (Q7K).

5.4.4. Individual differences

Second section of the questionnaire agpplies the Hungarian adaptation of the Richins e 4.
(1992) materidism scae, which records respondents views about how much importance they
attach to their materid possessions.

Fourth section of the questionnaire uses the adaptation of Childers et d (1985) SOP scde.
This section is an exact word to word trandation of the origina scae.

2 Product related consumer responses: Spangenberg - Voss (1997) HED/UT scale, Hirschman - Solomon (1984)
“product aesthetics” scales and Richins (1994) “public and private meanings’ in the case of own telephone.

24 product related consumer responses: Spangenberg - Voss (1997) HED/UT scale, Hirschman - Solomon (1984)

“product aesthetics” scales and Richins (1994) “public and private meanings” in the case of preferred telephone
in the choice context.
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The lagt section records characteristics that may have a role in choices, preferences and
experiences. gender, age, permanent address (day), employment, year of study, mgor and

future ambitions.

5.5. Execution of theresearch

The research took place a BUESPA, it was voluntary for students to participate in the
research. Participation was motivated by the opportunity of winning one of the preferred
mobile telephones (chepter 5.2) used in the research. Participatiion involved filling in a
guestionnaire, taking a look at, holding the four mobile telephone modds under investigation
and reading relating informetion materids.

Adminigration of the quedionnarie, reading the informaion materid, looking & the
telephone took between 25-45 minutes to respondents.

It is dso notable that this group of respondents have an experience in filling dl kinds of
forms, the conduct of the research would cause more problems in other groups of respondents
(for the generd public — long and tiring questionnaire, undersanding the quedtions, for
managers, company executives — lengths of the questionnare would result in unwillingness to
complete dl the questions.)
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5.6. Applied methods of data analysis

5.6.1. Characteristics and structure of applied scales—factor analysis

There are severd scdes in the research that were invetigated by factor anadyss. Factor
structures were studied and used for bases for comparison (e.g. product related consumer
judgements in choice context vs. usage context). Objective of the andyses were twofold: to
explore factor structures of the scaes (eg. “materidism” Richins et d. 1992) and to identify
underlying dimensons that explan the corrdaions among a set of vaiables, in order to
identify a smdler st of uncorrdated variables to replace the origind set of corrdated
variables in subsequent multivariate andyss (regresson anaysis) (Mahotra, 1999).

5.6.2. Consumers view about design in general — correlation analysis

In the andyss of the different dimensons of product desgn it was studied whether those
dimensons relate, drength of association between them. Method of andyds used is Pearson
corrdation, which summarises the drength of association between two metric varidbles. It
indicates the degree to which the variaion of one variable is rdated to the variation in another
vaiable (Mahotra, 1999). It was indicated with Pearson correlation coefficient whether for
example there was an association between the importance attributed to functiondity and the
characterigtics of form — whether for those who consider functiondity of the product design
very important would consider characterigtics, quality of product form aso important or
whether there was a negative relation (see chapters 7., 11.2.).

5.6.3. Role of design in the choice context — crosstabulation and analysis

Respondents considered different decison frames during the research and we andysed it with
the help of cross tabulation and its andys's, whether respondents stayed loya to a product as a
result of its product design. For example whether by first looking a a product is smilar to or
different from preferences based on product design.
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Cross-tabulation describes two or more variables a a time. Cross-tabulaion is the merging of
the frequency digtribution of two or more variables in a gngle table. This helps to understand
how one vaigble (eg choice a firsd sght) relates to another variable (e.g. choice based on
perceived functiondity). Cross tabulation results in tables that reflect the joint digtribution of
two or more variables with a limited number of categories or didinct vaues Thus, the
frequency didribution of one variable is subdivided according to the values or categories of
the other variables (Malhotra, 1999) (see chapter 8.).

5.6.4. Product related consumer responsesin the context of choice and usage— analysis
of variance

It was a crucid part of the research to determine whether the product design of a given mobile
phone had an impact on product related consumer judgements. One approach in our analyss
was to determine whether there were dgnificant differences in the means of evaduations of
those who preferred and chose different product designs. This was completed with andyss of

variance,

Andyss of variance (ANOVA) is used as a test of means for two or more populations. It is
used for examining the differences in the mean of vadues of the dependent variable (eg.
evduation of utility, aesthetics) associated with the effect of the controlled independent
variables (eg. choices of product design A., B., C.,, D.), after taking into account the influence
of the uncontrolled independent variables (Mahotra, 1999, p. 490) (see chapters 9., 10.).

5.6.5. Modifying factor s of product related consumer responses— linear regression

It was as0 investigated in the research whether different product related consumer responses
(judgements of utility, aesthetic and hedonic value) were determined by other factors like
individud differences, product design, other product reections. Applied method of anadyss is

regression analyss.
Regresson andyss is a procedure for andysing associative reaionships between metric

dependent variable and one or more independent variables. It can be used to determine

whether a rdationship exiss among the vaiables For example, whether consumer
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judgements of functiondity are determined by how much importance consumers attach to
their materid possessions, what style of information processing they prefer.

The procedure is dso for determining how much of the varidion in the dependent variable
can be explained b the dependent variables. the strength of the relationship (Mahotra, 1999.,
p. 529). For example judgements of utility of the preferred product how much attributable to
materidist / not materidist orientation, style of information processing, etc. (see chapter 9.6.).

5.6.6. Product related consumer responses and their relation — generalisation of results

After the completion of the exploratory and descriptive andyds of product related consumer
judgements relaions of the different types of reactions were studied (strength and direction of
their reation). Structura equation modelling was used for the andydss, the gpplied program
pack was AMOS version 3.61.

Structurd  equation moddling is for invedigating relaing varigbles, latent variables that ae
cannot be measured directly. In many cases objective of the research is to explore causd
relationships among variables In present research causd reations of product related
consumer responses  judgements of utility, aesthetic and hedonic vaue, functiondity,
characteristics of form are studied (see chapter 12.).

OF——
N
\\
latent exogenous variables latent endogenous variables

structura mode

Backhaus-Erichson-Plinke-Weiber: Multivariate Analysemethoden 7. Auflage Eine anwendungsorientierte
Einfihrung; p. 350.
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6. Description of the sample used in the resear ch

The population for our research congds of the full time sudents of the Budapest Universty

of Economic Sciences. Our sample were 329 students who participated in the research.

6.1. Social and demographic characteristics

Table 6.1. Didribution of gender in the sample

Vadid
Frequency |Percentage |percentage

Gender (N) (%) (%)

Mae 172 52.28 52.76)
Femde 154 46.81 47.24
Valid cases 326 99.09 100
Missing 3 091

Total 329 100

The table shows tha the distribution of genders in the sample is more or less equd: 53 % ae

male, 47 % are female.

Table 6.2. Didribution of age in the sample

Age Frequency |Percentage (Vdid
(N) (%) percentage
*0)
18 12 3.69 3.68
19 17 5.17 521
20 54 16.41 16.56
21 109 33.13 3344
22 55 16.72 16.87
23 36 10.94 11.04
24 11 334 3.37
25 11 334 3.37,
26 3 0.9 0.92
27 2 0.61 0.61
28 2 0.61 0.61]
29 2 0.61 0.61
30 5 152 153
31 2 0.6]4 0.61
32 2 0.614 0.61
33 2 0.6] 0.61]
A 1 0.3 0.31
Valid cases 326 99.09 100
Missing 3 091
Total 329 100
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The table shows that the digtribution of the sample according to age diverse. The 21-year-old
age group is over-represented in the sample. As a result, we decided to classfy the sample
into three subgroups. paticipants under 21, 21-year-olds and participants above 21 (Table
6.3.).

Table 6.3. Didribution of age in the sample after classfication

vdid
Frequency [Percentage |percentage

Age (N) (o) (o)
20-year-old or younger 83 2523 25.46)
21-year-old 109 33.13 3344
22-year-old or older 134 40.73 41.10
Valid cases 326 99.09 100
Missing 3 091

Total 329 100

Differences of the three sub-groups can be anaysed. Classfying the sample in the above way
explains the differences in the three subgroups members of the youngest groups ae in the
beginning of ther studies (in the firg and second year), 21-year-olds are third-year-sudents in
maority and participants above 21 are close to finishing ther studies (generdly in the fourth
and fifth years).

Table 6.4. Digribution of permanent address in the sample

vdid

Frequency |Percentage |percentage
Permanent address (N) (%) (%)
Budapest 130 3951 39.88
Towns with more than 50 93 28.27 2853
thousand inhabitants
Towns with less than 50 75 22.80 23.01
thousand inhabitants
Village 28 851 859
Valid cases 326 99.09 100
Missing 3 091
Total 329 100

The mgority of respondents are from Budapest, the next larger group comes from the larger

towns, the smallest group comes from the villages.
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Table 6.5. Digribution of employment in the sample

vdid
Frequency |Percentage |percentage

Employment (N) (%) (%)

Part time employment 107 3252 3354
Full time employment 35 1064 10.97
No employment 177 53.80 55.49
Valid cases 319 96.96 100
Missing 10 304

Total 329 100

More than hdf of the participants (55 %) have no jobs besides their studies. It is important to
note that quite large number of students have part time jobs (32,5 %), and 10,9 % are full time
employed.

Table 6.6. Didtribution according to year of sudiesin the sample

vadid
Frequency |Percentage |percentage
Year (N) (%0) (*0)
1 43 13.07 1348
2 35 10.64 10.97
3 158 48.02 49.53
4 51 1550 15.99
5 32 9.73 10.03
Valid cases 319 96.96 100
Missing 10 304
Total 329 100

As dready dated the third year students are the largest group (49,5 % of the sample), the
other years have between 10 and 16 % of the total.

To complete the socid and demographic characterisation of the participants two more open
guestions were presented in the questionnaire “What corporate podtion could you imagine
for yoursdf after 5 years of graduation? and “In what kind of sector / industry would you
like to work then?’. After the categorisation of the responses we got the following results
(Table 6.7.).

It is dso important to note that portion of missing responses was quite large: 18,2 % and 16,1
%, which is explainable by the type of open question used and that these were the closing
questions of the lengthy quedtionnare applied, it is assumable tha respondents become
exhausted by that time of the research. The other explanation is the year of dudies, the
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majority of respondents were a beginning of their studies (1%, 29 39 year students), so they

even haven't chosen mgors of their studies.

Table 6.7. Didribution preferred future pogtions in the sample

vdid
Frequency |Percentage |percentage

Preferred future postion N) (%) (%)

leader / manager 124 37.69 46.10
middle manager 75 22.80 27.88
top executive 38 1155 14.13
independent own enterprise 18 547 6.69
specific area 14 4.26 5.20
Valid cases 269 8176 100
Missing 60 1824

Total 329 100

The mgority of respondents wished to fulfil manageria podtions in the future 46,1 % wishes
to be in some kind of manageriad pogtion (did not specify further), 27,9 % would like to be in
middle management and 14,1 % ams for top management. Specific areas (eg. environmentd
protection, furniture) were indicated by 5,2 % of respondents. It is the ambition of 6,7 % to
edablish and run their own enterprises. Responses reflect that the great magority respondents
are ambitious to fulfil leading or managerid pogtions.

Table 6.8. Digribution of preferred sector and industry of operation in the sample

Vadid

Chosen sector Freguency |Percentage |percentage

(N) (*0) (*0)
services 52 1581 18.84
marketing, commerce 57| 17.33 20.65]
finance, banking, 77 2340 27.90
accounting
consulting 5 152 181
I'T, telecommunication, 15 4.56 543
electronics
entrepreneurship 46 13.98 16.67
state sector 3 091 1.09
HR, people 3 091 1.09
higher education 3 091 1.09
other 15 4.56 543
Valid cases 276 83.89 100
Missing 53 16.11
Total 329 100

The mgority of respondents indicated sectors that are in generad popular, fashionable today:
“sarvices’, “marketing’, “finance, banking, accounting”, and wanted to have their own
“enterprises’.
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6.2. Relation of social and demographic characteristicsand individual differences
relevant in the judgement of product design

6.2.1. Individual materialism and social demogr aphic characteristics

We examined whether respondents socid demographic characteridics are in reation with
materidist orientations, attitudes towards respondents surrounding possessions and products.
We used the factor structure of an exploratory factor analyss of the Richins et d. (1992)
“materidism” scae (chapter 4.2.2., table 4.4.) for the presentation of personal differences.

Gender differences

Acquidtion asa pursuit of happiness

Both groups expressed their desire that ‘My life would be better if | owned certain things |
don't have’, dthough this orientation of the mde respondents is sronger. Nether group
agrees with the statement 1 wouldn’t be any happier if I owned nicer things’ however mae
respondents’ disagreement is stronger.

Possession defined success

In the case of the statement “some of the most important achievements in life include
acquiring material possessions.” femae respondents disagreement is stronger; they are more
convinced that the acquidition of materid objects is not necessarily an important achievement.
Neither group agrees with the statement that ‘the things | own say a lot about how well I'm
doing in lifé’; however girls disagreement is dronger, in ther opinion materia objects are
not always expressions of persona success. Both groups ‘ike luxury”, however maes bediefs

initis sronger.
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Acquigtion centrality

Shopping, acquiring materid things is more important for femde respondents. Mae
respondents are more likely to make purchases of things that they redly need. At the same
time femdes like to buy products which are not very practicd: they agree more with the
satement that “I enjoy spending money on things that aren’t practical.”

Differences between mdes and femades in the research show generdly known gender
differences. responses reflect men's dronger success orientation, they are more inclined to
consider materia objects as sgns of persond success. In the case of femae respondents of the

research purchase, acquisition centraity is stronger.

Table 6.9. Gender differencesin respondents materidist orientation

Gender N Mean Standard T test sig.
deviation
M5 _SUCES | like to own things that mde 168 3.16 0.97 0,08
impress people.
femae 150 298 0.89
M2_SUCES Some of the most important mde 171 312 1.02 0,00
achievementsin lifeinclude
acquiring material possessions.
femde 153 2.76 104
M7_CENTR | usually buy only the mde 171 3.68 1.00 0,00
things | need.
femde 154 323 04
M14 HAPY | haveall thethings| really mde 170 311 103 0,82
need to enjoy life.
femde 152 314 113
M8 CENTR | try to keep my lifesmple, mde 171 240 0.93 0,44
as far as possessions are concerned.
femde 153 233 0.89
M3_SUCES | don't place too much mde 170 3.38 105 057
emphasis on the amount of material
objects people own as asign of
success.
femde 154 345 1.03
M1 SUCES | admire people who own mde 169 257 0.93 0,25
expensive homes, cars and clothes.
femde 153 245 0.92
M10 CENTR | enjoy spending money mde 168 214 0.97 0,00
on thingsthat aren’t practical.
femde 154 268 1.09
M11 CENTR Buying things givesmea mde 171 312 0.99 0,00
lot of pleasure.
femde 154 3.86 1.06
M6_SUCES | don't pay much attention mde 169 295 1.00 0,7
to the material objects other people
own.
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femde 151 299 0.87
M12 CENTR I likealot of luxury in my mde 171 3.76 0.99 0,09
life.
femde 152 358 0.97
M13 CENT | put less emphasison mde 163 2.88 0.84 0,88
material things than most people |
know.
femde 146 290 0.84
M9 CENTR Thethings| own aren’t that mde 170 178 0.83 0,2
important to me.
femde 153 167 0.71
M15 HAPY My lifewould be better if | mae 170 377 1.06 0,00
owned certain things | don’t have.
femde 153 342 1.07
M16 _HAPY | wouldn't be any happier if mae 166 2.30 1.02 0,00
| owned nicer things.
femde 150, 261 0.97,
M4 _SUCES Thethings| own say alot mde 169 2.89 0.93 0,02
about how well I'm doing inlife.
femde 152 2.66 0.94]
M17_HAPY I'd be happier if | could mae 170 349 102 0,32
afford to buy more things.
femde 154 3.38 0.99
M18 HAPY It sometimes bothers me mde 171 3.75 094 027
quiteabit that | can’t afford to buy
al thethings!'dlike.
femde 153 363 1.07

Age differences

There are only a very few differences in respondents materiadist orientation and their age
groups. Age groups are younger then 21, 21 and older than 21. (Results of analyss of
variance are in Appendix 6.1.)

Possession defined success

Neither group agrees with the statement “The things | own say a lot about how well I’'m doing
in life’ however members of the youngest group disagree mog, this is followed by 21-year-
olds. Respondents older than 21 neither agree nor disagree with this statement. A possible
explanation is that youngest respondents depend financidly on their families the mog, they
are a the very beginning of planning their career, so they have less choice in sdecting ther
own belongings for expressing their persond achievements.
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Acquidgition centrality

21-year-olds disagree with the statement “I enjoy spending money on things that aren’t

practical”, the other two group aso express disagreement, but to a smaler extent.

Disregard of others opinions

There is a difference between the youngest and oldest group with respect whether they ‘pay
much attention to the material objects other people own” - younger respondents admit that,

22-year-old or older respondents find this aspect neither important nor unimportant.

Differences with regard to year of studies

Possession defined success

The only difference found in the research (see Appendix 6.2) that firg and third-year-
students do not agree with the statement that “the things | own say a lot about how well I'm
doing in lifg” this is not rdlevat for the students in ther second, fourth and fifth years of
study, they neither agree nor disagree with this statement.

Effect of employment

The fact whether respondents hold jobs smultaneoudy with their studies shows severd
differences with respect to materidist orientation (Appendix 6.3) Differences can be
explained by the differences of digposable income.

Acquidgtion asa pursuit of happiness
There are differences in respondents opinions about “My life would be better if | owned

certain things | don’t have” Full time employees are more inclined to agree than part time

employees and those who don't have jobs.
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Those who have supposedly less disposable income (those who don’'t a have job or have part
time jobs) are less discontented. Those who have full time jobs have different experiences,
gopear in different circles, meet different people and see different interiors. Therefore they
have more established opinions about the efforts of the acquisition of materia objects.

Possessions defined success

Full time employees dightly agree with the item “the things | own say a lot about how well
I’mdoing in life’, the other two groups do not agree with this statement.

Full time employees “like luxury” the most.

There is a dgnificant difference between full time and pat time employees with respect
whether they admit that ‘some of the most important achievements in life include acquiring
material possessions” Full time employees agree, pat time employees disagree. Those who
don't have jobs neither agree, nor disagree.

Differences of respondents attitudes can be explaned by the fact, tha those in full time
positions have higher incomes. Therefor they are able to express therr Stuation by acquiring
materia possessions. For them it is important to express their persond accomplishment too,
because they put in grest efforts (working full time besdes studying). So they agree that
acquiring materia possessonsis an important achievement.

Acquidtion centrality

There is a dgnificant difference between part time employees and those students who don't
have jobs with respect whether they “enjoy spending money on things that aren’'t practical”.
The dissgreement with this Statement is weskest by the group with part-time jobs and
strongest by the two other groups.

A posshle explanation is, tha pat time employees are more likey impulsve buyers. Their
supplementary income makes it possble Ther postions — sudying and having a pat-time
job — does not imply long term thinking or a with to express their achievement like the one
with afull timejob.
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Disregard of others opinions

With the statement “I don’'t place too much emphasis on the amount of material objects
people own as a sign of success’ the group without jobs dsagree (so they care about what
other people own); the group holding part-time jobs have no strong opinions (neither agree,
nor disagree) about it, the full time employees agree.

Full time employees cdearly agree with that they “don’t place too much emphasis on the
amount of material objects people own as a sign of success’, those who don’t have jobs find

this unimportant.

Responses show that differences in employment — no job, part time job, full time job — have
influence on maeridig orientations  opportunities, greater freedom as a result of higher
income is reflected in the attitudes.

Table 6.10. gives a summary of the results the research about the influence of socid and

demographic characterigics on the attitudes in materidism. Gender and employment are the
characterigtics that have the grestest influence.
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Table 6.10. Respondents materidist orientation and their socia-demographic characteristics

year of [ employ-
gender | age study ment
Acquisition as a
pursuit of
happiness
M14 _HAPY | haveal thethings| really need to
enjoy life.
M17_HAPY I’d be happier if | could afford to buy
more things.
M15 HAPY My life would be better if | owned
certain things | don't have. -
M18 HAPY It sometimes bothers me quite a bit that
| can’t afford to buy al thethings|1’d
like.
M16_HAPY | wouldn't be any happier if | owned
nicer things.
Possessions
defined success

M4_SUCES The things | own say alot about how
well I’'m doing in life,

M12_CENT I likealot of luxury in my life.

M2_SUCES Some of the most important
achievementsin life include acquiring
material possessions.

M1 _SUCES | admire people who own expensive
homes, cars and clothes.

Acquisition
centrality

M10_CENT I enjoy spending money on things that
aren't practical .

M11 CENT Buying things gives me alot of pleasure.

M7_CENTR I usually buy only the things | need.*

M8 CENTRI try to keep my life simple, asfar as
possessions are concerned.

M9_CENTR Thethings| own aren’t that important
to me.

Disregard of
others' opinions

M6_SUCES | don't pay much attention to the
material objects other people own.

M3_SUCESI don't place too much emphasis on the
amount of material objects people
own as asign of success.

M13_CENT I put less emphasis on material things
than most people | know.
M5_SUCESI like to own things that impress people.

- ggnificant differences |:| tendencies, considerable differences
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6.2.2. Information processing prefer ences and social demographic char acteristics

We found that of the four socid demographic characteristic — gender, age, year of sudy,
employment — only gender influences respondents information processng preferences (table
6.11.).

Visual information processing preferences

» Femaes accept more the statement that “There are some special times in my life that | like
to relive by mentally ,, picturing” just how everything looked.”

» It is more important for femaes that “When they are trying to learn something new, they' d
rather watch a demonstration than read how to do it.”

» Femaes prefer more ‘to picture how they could fix up their apartment or a room if they
could buy anything they wanted.”

» Malesexpressthat they don't “like to doodle”

» Both groups agree, but girls agree more that “their thinking often consists of mental
» pictures’ or images’

The reaults suggest tha femde regpondents find processng information visudly more

important than males.

Verbal information processing preferences

» Agreeing with “reading a lot” is more characterigtics for female respondents.

» Femaes admit that they ‘often make written notes to themselves’, males made clear that
they don't.

» Maes disagree more with the statement “I spend very little time trying to increase my
vocabulary”, which means that they think they spend more efforts on extending their
vocabulary.

Reaults suggest that there are gender differences in respondents information processing

preferences. The concluson is female respondents consder both visual and verbal

information processing important, they are mor e sensitive in information processing.
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Table 6.11. Information processing preferences and gender differences

Standard T test
Gender [Mean [deviation s0.
VERBL | enjoy doing work that requires the use of words. mae 2.34 0.67| 0,3
femde 2.26 0.71
PICT1 There are some special timesin my lifethat | like to relive by mentaly [mae 1.71 0.57] 0,00
Lpicturing” just how everything looked.
femde 1.51 0.59
VERB?2 | can never seem to find the right word when | need it. male 2.01 0.52 0,55
femde 2.05 0.52
VERB3 | do alot of reading mae 2.25 0.92 0,04
femde 2.05 0.88
PICT2 When | am trying to learn something new, I’ d rather watch a mae 2.04 0.79 0,01
demonstration than read how to do it.
femde 1.82 0.77
VERB4 | think | often use words in the wrong way. mae 1.81 0.60 0,93
femde 1.82 0.60
VERBS5 | enjoy learning new words. mae 1.98 0.75 0,61
femde 1.93 0.74
PICT3 I liketo picture how | could fix up my apartment or arcomif | could [mae 2.05 0.92 0,00
buy anything | wanted.
femde 1.59 0.81
VERB6 | often make written notes to myself. male 2.58 0.94 0,00
femde 1.97 0.98
PICT4 1 like to daydream. mae 1.91 0.78 0,00
femde 1.60 0.65
PICT5 | generdly prefer to use a diagram rather than awritten set of mae 2.33 0.77 05
instructions.
femde 2.39 0.81
PICT6 | liketo ,doodle.” mae 2.42 0.96 0,00
femde 2.05 0.95
F;ql_CT? I find it helps to think in terms of mental pictures when doing many mae 1.72 0.69 0,91
things.
femde 1.73 0.75
PICT8 After | meet someone for the first time, | can usually remember what  [mae 2.68 0.82 043
they look like, but not much about them.
femde 2.76 0.88
VERB?7 | like to think of synonyms for words. mae 2.54 0.83 0,57
femde 2.59 0.84]
PICT9 When | have forgotten something | frequently try to form amental mae 1.65 0.63 0,27
Lpicture” to remember it.
femde 1.57 0.65
VERBS | like learning new words. mae 1.93 0.74 0,88
femde 1.94 0.80
VERBS9 | prefer to read instructions about how to do something rather than mae 2.91 0.77 0,62
have someone show me.
femde 2.86 0.82
VERBI10 | prefer activitiesthat don’t require alot of reading. mae 2.91 0.66 0,44
femde 2.85 0.64
PICT10 | seldom daydream. mae 1.86 0.86 0,00
femde 1.61 0.74
VERB11 | spend very little time trying to increase my vocabulary.* mae 2.29 0.73 0,01
femde 2.10 0.72
PICT11 My thinking often consists of mental , pictures’ or images. mae 1.85 0.58 0,04
femde 1.7 0.63
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7. Consumer evaluations of aspects of product design

Paticipants of the research consdered the meaning, implications of product design of
ordinary, everyday products (eg. pens, furniture, vacuum cleaner, har drier). Their task was
to decide about the importance of the different aspects of product design, which are the
following?™:

» Functionality - the function the object isto fulfil, usability, practicdity, etc.

» Nature, characteristics of form - sze, form, colour — eg.: big-smal, gjuare-round, red-
blue, etc.

» EXpressiveness - cgpabilities of expressng the owner's / usar’s persondity, qudity of
appearance, yle, aesthetics, trendiness, modernity, elegance, etc.

» User — object interaction - how harmonic is the connection / interaction between user

and the object, convenience, pleasantness, pleasure of usage, etc.

Respondents divided 100 points among the four aspects, based on which they considered the
most important (Table 7.1.).

Table 7.1. Consumer evaluations of the different aspects of product design in generd

Standard
Mean deviation Minimum Maximum
Functionality 32.95 15.28 0 80
Nature, characteristics of form 22.70 10.66 0 100
EXxpressiveness 21.17 10.36 0 50
User — object interaction 22.37 9.03 0 50

Respondents attributed the grestest importance to functiondity, the importance of the other
aspects is nearly the same to them. Standard deviation of the responses is rather high,
sometimes respondents did not attribute any importance to some of the aspects, m the other
hand some respondents congdered functiondity or the characterigtics of form exclusvey
important.

% aspects were set according to the results of a previous exploratory research, where participants were asked to
give the characteristics of ,,good product design” — associ ations were then categorised by three judges.
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Corrdation andysis was used to investigate if there are relations between the four aspects.

The relation between the agpect of functionality and the aspect of characteristics of product
form is negdive the more important the functioning of a product is conddered the less
important its characterigics of form and vice versa There is a wesk negative relation between
characterisics of form and user-object interaction. This suggest tha if an user, owner
considers the harmonic interactior?® between him/her and the object important, the form of
the object islessimportant for him/her.

Respondents dso congdered the same frame of quetions in the case of mobile phones in
generd which are the research objects of current study. In the case of mobile phones in
genera research subjects evaluated the same four product design characteristics (Table 7.2.)

Table 7.2. Consumer evauations of the different aspects of product design of mobile phones

Standard
Mean deviation Minimum Maximum
Functionality 35.64 1455 0 80
Nature, characteristics of form 24.56 10.63 3 80
Expr essiveness 18.64 9.85 0 70
User — object interaction 20.30 952 0 50

Respondents  evaluations of the product desgn of mobile phones ae Smilar to ther
evauations of product design in genera. Respondents attribute somewhat greater importance
to functiondity of mobile design than product design in generd. The other three aspects
relatively equd in their importance: characteristics of form is consdered most important, this

isfollowed by user-object interaction and expressiveness was eva uated as the least important.

With regard to the relation to one another we found the following results regarding the four
characterigics. Functiondity is in negatively related to the three other aspects, the strongest
relation is between functiondity and expressveness. the more important functiondity is, the
less condderation is given to expressveness There is a negdive rdation between
characterigtics of form and user-object interaction. When respondents think that the

convenience, enjoyment of the use of a mobile phone is more important they consder how it

26 convenience, pleasantness of use
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is shaped (characteridics of form) less important. The negative reation dso implies that those
respondents who care a lot about the characteristics of form, condder the aspects of

convenience less important.

Characteristics of general evaluations of mobile design

Respondents  evauations of product desgn in generd and about mobile desgn in generd
show gmilar tendencies. Andyss of the corrdaion between the evauaions of product
desgns in generd and evduations of product desgn of mobile phones are postivdy

correated, which indicates that their consumer considerations are Smilar.

There is one aspect that is only present in the relation with the two Stuations®” that reflects the
specific of thinking about mobile desgn in genad: expressveness of product design in
generd is in pogtive rddion with the characterisics of mobile desgn in generd. This
indicates that those respondents who condder the expressveness of their possessons
important, attribute greater importance to form characterigics of mobile phones as well. One
possble explanation that respondents regard product design expressiveness important is that
they see characteridics of form as a source of expresson, communication in the case of
mobile phones. Those respondents who do not considered products expressveness that

important, attributed lessimportance to mobile phones form characteristics,

Table 7.3. Rdation of the consumer evauations of the different aspects of product designin
generd and mobile design in generd

Product designin

general (everyday Mobile design in general
products)
functionality Nature, characteristics Expressiveness User — object interaction
of form
Functionality + - -

Nature, characteristics of
form

Expressiveness - + +

User — object interaction +

(,-,, and’+" show the direction of relationships, which proved to be sgnificant, based on
bivariate correlations)

27 aspects of product design and aspects of mobile telephone design
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8. Therole of product design in choice decisions

According to Bloch (1995) good product design fulfils severd functions “good design
conveys meaning” (Papanek, 1971), it is cagpable of attracting consumers by communicating
to them, increases the value of the product by improving the quality of the usage experience.

Bloch proposes the following list of criteriafor assessing its contribution to its success:

3

its ability of gaining consumer notice;

»  itscgpability of communicating information to consumers,
» itspotentid to affect the quality of our lives;

» having along lading effect;

» itscapability of attracting consumers;

»  itscgpability of adding value.

As suggested by Bloch present research approached the phenomenon of product design from
different perspectives. In our research we presented the respondents with four types of mobile
telephones, al from Nokia Respondents evaluated the mobile phones (research objects) on
the bads of ther own impressons and provided information. Smilarly to a red buying
Stuations participants could look &, hold the different mobile phone models. We asked them
guestions about the phones in such a way that they had to consder and make choices in

different decison frames. The questions (decision frames) were the following:

Q7a. “ Looking at the mobile telephones, at first sight which one would you choose”
By this decison frame (1.) we measured product appearance in a Stuation where respondents
did not have any information about the models. The role of this decison frame is to record the

impact of product appearance on its own and its role in choice decisons.

Q7b. “ Which one would you choose if all four models provided exactly the same features and
services, and were of the same price?”

In this decison frame (2.) clearly only the impact of product design was measured. The idea
of this decigon frame is to measure only the impact of the product desgn by making mobile
phonesidentica in the other agpects like services and price.
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Q7c. “ Looking at the telephones which one do you consider the most functional ?”
The role of this decison frame (3.) was to record what the investigated models communicated
about their functiondity by their presence, appearance.

Q7d. “Ask for information material 7%

. After reading the information and looking at the
telephones, which one do you consider the most functional ?”

In the following decison frame (4.) we measured the same judgements of functiondity based
on facts, information. By this decison frame we could control for the communicative abilities

of the listed models and the possible sources of judgements of functiondlity.

Q7e. “ Considering what you have seen and read, which one would you like to win?”

This decison frame (5.) is an idedised Stuation where respondents after being exposed to the
telephone modds and information about them consdering dl experience and knowledge they
made choices according to their wishes. At this stage respondents chose the phone they
wanted to win as a reward for their participation (this was recorded on a separate form,
Appendix 5.2., supplements of the questionnare). In this Stuation we limited the influences
in their choices to product design and perceved functiondity, because we excluded the

influences of prices of the phones.

Q7g. Ask for information material Z°. After reading the information and looking at the
telephones, which one would you buy?”

In this decison frame (6.) we gave information about the prices of the mobile phones to get
an idea about the influence of prices (independent of service provider and service pack) on

respondents choices.

Q7h. “ Considering the design of the mobile tel ephones which one would you choose”
As for checking earlier outcomes about the influence of product design, we asked respondents

directly to form choice preferences according to product design. Thisisdecison frame 7.

28 thisis the technical information that Nokia provides to potential usersin the shops. These information material
contained only technical information about the functions and services of the phones. (see Appendix 5.2.,
supplements of the questionnaire).

29 see Appendix 5.2., supplements of the questionnaire
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8.1. First product and consumer encounter

Reaults show that desgn determines several aspects of consumer choices, primacy effects

(Hewstone et a. 1997; Aronson, 2001) are present in several decison frames. Contragting the

different decison frames shows that the formation of preferences a firg sght is very crucid

in terems of formation of preferences for desgn. Our study shows that there is a Sgnificant

relaionships between choices made at firg sight and according to design: these responses are

close to each other. The majority of respondents remained loyd to the chosen mode (decision

frame 1.) when

”

??

??

Table 8.1. Primacy effects in the different decison frames

Decision frame 1.

telephones, at first
sight which one

Decision frame 2.

Looking at themobile  Which one would you choose if all
four models provided exactly the

same features and services, and were

Considering what you have seen and read,

Decision frame5.

al information was known and respondents made wishful choices
choice was made on the basis of the most preferred product design

al models provided exactly the same services and features and were of the same prices

Decision frame7.
Considering the design of the mobile

telephones which one would you

would you choose of the same price? which one would you like to win? choose?
Nokia[Nokia|Nokia|Nokia| 2 |Nokia|Nokia|Nokia|Nokia| ? Nokia| Nokia|Nokia|Nokia| 2
3310 | 6210 | 8210 | 8850 3310 | 6210 | 8210 | 8850 3310 | 6210 | 8210 | 8850
Nokia 3310 66 7 5 1 79 39 19 9 12 79 58 9 7 4 78
row % 8.86] 6.33] 1.27/100.00 2405 11.39| 15.19 11.54] 8.97| 5.13|100.0C
column % 10.77) 5.05| 1.12| 2431 21.35 11.54| 10.62 15.00] 7.45| 3.88| 24.07
Nokia 6210 6 1 59 5 3 6 5 5¢
row % 10.17| 1.69100.00 . 8.62| 5.17/100.00 10.17| 8.47| 100.0C
column % 6.06|] 1.12| 18.15( 222 6.41| 2.65) 17.85 6.38( 4.85( 18.21
Nokia 8210 5 86 3 15 86 6 8¢
row % 1.16 5.81/100.00] 3.49 . 17.441100.00( 3.49 6.98] 100.0C
column % 1.39 5.62| 26.46| 6.67| 12.36 13.27) 26.46( 4.48 5.83] 26.54
Nokia 8850 2 82 101 2 10 83 102 3 88 101
row % 1.98( 5.94 100.00f 1.96| 9.80 100.00f 2.97| 1.98 100.0C
column % 278 9.23 . 31.08| 4.44| 11.24 . 31.38( 4.48] 3.33 31.17
All 72 65 99 89 325 45 89 78 113 325 67 60 103 324
row % 22.15| 20.00] 30.46| 27.38/100.00| 13.85( 27.38[ 24.00| 34.77|/100.00| 20.68| 18.52] 29.01| 31.79| 100.0C
column % 100.00] 100.00| 100.00| 100.00} 100.00| 100.00{ 100.00{ 100.00{ 100.00}| 100.00| 100.00| 100.00| 100.00| 100.00| 100.0C
p<0,01
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2. gecision
decision 80 4 frame &
frame
w, w{ 2|

S S =)
E] 2 K]
@ 8 &
@ ] S
g 8 8
< S =
-] -] -]
z z z

]
&
g
S
-]
z

[ Nokia 8850
[l Nokia 8210
[ Nokia 6210
[ Nokia 3310

1. At first sight which one would you choose?

40 4

&

S

20

Count
°

[ Nokia 8850
[l Nokia 8210
[ Nokia 6210
[ Nokia 3310

1. At first sight which one would you choose?

Nokia 3310}
Nokia 6210

Nokia 8210}

7.
decision
frame

[ Nokia
Il Nokia
D Nokia

Nokia 8850

1. At first sight which one would you choose?

- Nokia



The Impact of Product Design 8. Therole of product design in choice decisions

Respondents  switches of choices in different decison frames show that choices made
according to firg impressons, in an idedised choice Stuaion (wishes to win) and choices
based directly on design appeared to be very samilar, which proves that in these dtuation the
role of product design is decisve.

There is only one case where choices made a first sght (1) are changed to a greater extent in
another. This is decison frame 5., for choices Nokia 3310. 49,37 % of respondents remained
loyd to the chosen of modd, for the other modds this is above 66 %. This is explainable by
the fact that respondents received the technica information of the models, took a more careful
look at them and as aresult, they considered the other models of greater value.

8.2. Role of the characteristics of product form

Table 8.2. Choices based on product design exclusvely

Decision | Decision
frame frame
7. 2. Nokia Nokia Nokia Nokia ?
3310 6210 8210 8850
Nokia 3310|N A 5 7| 1 67
80.60 7.46 1045 149 100.00
76.06 7.69 7.07 114 20.74 120
Nokia 6210(N 6 45 9 60|
10.00 75.00 15.00 100.00
845 69.23 9.09 1858 2
Nokia 8210|N 7 6] 75 6 A frame
745 6.38 79.79 6.38 100.00
9.86 9.23 75.76 6.82 29.10 BN
Nokia 8850(N 4 9 8 81 102 [ [\
392 8.82 7.84 79.41 10000, & B
563 1385 8.08 92.05 3158 © LI
2 N 71 65 9 88 323 g p
21.98 20.12, 30.65] 2724 100.00 = 2
7. Considering the design which one would you choose
100 100 100 100 100
p<0,01

The table and the diagram shows respondents preferences in the two decision frames ‘Which
one would you choose if all four models provided exactly the same features and services, and
were of the same price?’; and “Considering the design of the mobile telephones which one
would you choose?” were congruent, which proves that the two decison frames measured the

same phenomenon.
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8.3. Idealised choice context

Product design related consumer responses were measured in the case of the mode that
respondents chose in decision frame 5. This decigon frame reflects consumer preferences
with respect to product design of the mobile telephone, eiminating the impact of prices
Comparing choices made in this decison frame are idealised choices and choices to product
desgn preferences (decison frame 7.) show that these preferences are very close to each
other, which implies that the impact of dedgn is determinant in these idedlised choices as
wdll.

Table 8.3. Idedlised choices with respect to preferences of design

Decision Decision
frame frame Nokia Nokia Nokia Nokia ?
7. 5. 3310 6210 8210 8850
Nokia 3310] N 35 16 7 10 69
51.47 2353 10.29 14.71 100.00
79.55 17.98 897 885 20.99
Nokia 6210 N 1 47 7 4 59
1.69 79.66 11.86) 6.78 100.00] ; % e
2.27 52.81 8.97 354 1821 reme
Nokia 8210] N 3 15 60 16 o o =
319 15.96 63.83 17.02 100.00 w a =1
6.82 16.85 76.92 14.16 29,01 ., .
Nokia 8850] N 5 11 4 83 103 = —
485 1068 383 8058 10000 ° ° -
11.3§ 12.36 513 73.45 3179
? N 44 89 78 113 324 7. Considering the design which one would you ch
1359 2747 24,07 34.88 100.00
100 100 100 100 100
p<.001

As a consequence, this idedlised sSituation can be regarded as a choice that is based on the
impact of product desgn, at the same time these choices aso reflect the red dight differences
in functions that respondents learnt in the antecedent decision frame (4).
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8.4. Judgement of functionality

In decison frames 3. and 4. many respondents did not remain loyd to the mode they chose
based on product design. Mgority of respondents judged one particular model, Nokia 6210
the mogst functiond based on looking &, holding the modd (frame 3.) and according to
provided information (frame 4.). Only those remained loyd to the modd they chose a first
sght (frame 1.) or product desgn (frame 2.), who chose Nokia 6210 in the latter decison
frames. These results show that respondents connected the phenomenon “functionad” to one

particular product design, that was podtioned “classical”,

the most sgmple by the

manufacturer. “Sylishness, elegance” even “high tech design” respondents did not tend to
connect to functiondity. (See crosstabs in Appendix 8.1.)

120

100 -

80

60 4

404

20 .

Count

S
o
N
©
8
4

=}
z

At first sight which one would you choose?

p<0,01

DoéraHorvéth

3.
decision
frame

[ Nokia 8850
[l Nokia 8210
[ Nokia 6210

[ Nokia 3310

Count

120

100

80

60

40

20

At first sight which one would you choose?

4.
decision
frame

[ Nokia 8850

[l Noxias210
[ nokias210
[ Nokia3310



The Impact of Product Design 8. Therole of product design in choice decisions

8.5. Intention of purchase

Purchase intentions reflect sudents financid dtuations. Mgority of respondents chose the
two modes of the lowest prices. However by contrasting preferences for design with purchase
intentions reflects that quite many respondents remained a their preferences of design even
with high prices. For example those who preferred Nokia 83850 for desgn remained most
loyd to this phone in ther purchase intentions as well. It is dso very interesting to note thet
those who were not willing to buy any of the four models, preferred Nokia 8850, the most
expensdve modd, which aso underlines respondents drong commitment to the preferred
mobile telephone as they did not change their purchasing preference to a chegper telephone.

Table 8.4. Purchase intentions

N (%)
none 20 6.19
Nokia 3310 105 3251
Nokia 6210 101 3127
Nokia 8210 52 16.10
Nokia 8850 45 13.93
? 323 100.00
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p<0,01

Condlusons

Consumer preferences, choices in the case of mobile telephones is very strongly influenced by

the very firsd encounter (primecy effect). These preferences remain present in choices which

are made in adecison frame where:

» dl product features, functions and prices are the same, only representation of product
form differs

» in an idedlised choice context, where technica parameters are conddered, but prices are
disregarded

» Wherethe basis of decision isdirectly product design.

Preferences compared in the idedlised context and product design are dso very close. In a
Stuation where price effects are diminated the impact of product design determines choices.

Judgements of functiondity based on own perception and based on red information were dso
very close, which proves that consumers information processng capabilities is limited, they
more rely on their judgements that they made on the basis of their perception. However, it is
aso important to note that research objects in current research are examples of good design,
which underline that those research objects communicated about themselves very wdl, so the
most functiond mode was judged most functiond based on own persond experience,
perception and forma information. This results prove that product desgn effectivey

communicates about itsalf to consumers.

Preferences with respect to buying intentions reflect respondents financid Stuations.
However, even these preferences reflected respondents design preferences. Those
respondents who preferred the design of the most expensve mode were more likely to

remain loyd to it, even by refusing other, more affordable models.
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9. Therole of product design in the context of choice

This chapter describes the impact of product design on the choices consumers are making.
The influence of individua differences is investigated, aso the role of past experience with
the product. Findly we examine which factors influence consumer judgements about the
utility, aesthetics and enjoyment, hedonic vaue of the chosen product.

9.1. Product design preferences and individual differences

9.1.1. Gender

The only ggnificant relation between consumer preferences in the idedlised choice context
and individud differences recorded in the questionnaire (gender, age, permanent address, fact
of employment, year of sudy, chosen mgor, future career orientation) was the impact of
gender. We found differences in product design preferences according to the gender of
respondents.

Table 9.1. Respondents' product design preferences and gender

Gender Chosen model Nokia 3310|Nokia 6210[Nokia 8210[Nokia 8850 ?
male [N 11 59 34 67 171
row % 6.43 34.50 19.88] 30.18 100.00
column % 24.04 67.05 44.16 58.77 52.78
female |N 34 29 43 47 153
row % 22.22 18.95 28.10 30.72 100.00
column % 75.56 3295 55.84 41.23 47.22
? N 45 88 77 114 324
row % 13.89 27.16 23.77 35.19 100.00
column % 100, 100 100, 100 100

p<0.01

The table shows that men prefer Nokia 8850 and 6210, women preferred Nokia 8850 and
8210. The digribution of choices by women are far more even. If we look a who have chosen
a certain model, we can see that modd 3310 is mostly chosen by femaes and 6210 mostly by

maes
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9.1.2. Owner ship of own mobile phone

The fact tha whether a the time of the research respondents owned a mobile telephone
determined choices. Both groups mostly preferred two models. Nokia 8850 and Nokia 6210,
which is smilar to the preferences of the whole population. The two other models Nokia 3310
and Nokia 8210 were less popular. However there is one notable tendency of choices the
preferences of Nokia 3310 are of nonrowners and preferences of Nokia 8210 are more

characteristic of mobile phone owners.

Table 9.2. Thefact of ownership of own mobile phone and choice preferences

Ownsamobile | Chosen phone |Nokia 3310|Nokia 6210[Nokia 8210|Nokia 8850 ?
phone already
yes N 25 61 56 86 228
row % 10.96 26.75 24.56 37.72 100.00
column % 55.56 68.54 7179 75.44 69.94
no N 20 28 22 28 93
row % 2041 28.57 2245 2857 100.00
column % 44.44 3146 28.21 24.56 30.06
? N 45 89 78 114 326
row % 13.80 27.30 2393 34.97 100.00
column % 100.00 100.00 100.00, 100.00 100.00
p=0,099
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9.2. Product design preferences and materialist orientation

In the research we found a strong relation between respondents materid orientation and their
preferences for the different mobile telephone desgns. The results of the research affirm that
materiad orientation, the importance and role respondents attach to their materia possessions
determines their choices. those who preferred more smple, puritan design models (Nokia
3310 and Nokia 6210) consder the expressve role of their possesson towards ther
environment less important, while those respondents who preferred more “fancy” product
designs consdered their own material possessons very important in expressng their persona

success and achievement.

Acquisition as a pursuit of happiness

M17_happy®®: for those respondents

e who preferred Nokia 8210 and 8850 it is

§\ a source of persond happiness “if they

M17_hapy * could aford to buy more things” This

agect is irrdevant for those who

M15._hapy preferred the mode 6210 (they neither

\ agree nor disagree, average vaue of

_Nokiagglo reponses is 3,1). For those who

ey __Nokia6210 preferred Nokia 3310 this aspect is not

__ Nokia8210 vey  important, ther  evdudions

Mle—“apyz-_o—{ e I donificantly  differs  from those who
preferred Nokia 8210.

Evaduation of other aspects of acquigtion as a pursuit of hgppiness does not show sgnificant
differences, but suggests that those, who preferred the more degant and fancy models (Nokia

30 The figures are based on analyses of variance, see Appendix 9.1. Significant differences are indicated by bold
letter type and asterisk
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8210 and Nokia 8850) more consder the acquisition of materia objects to be a source of
individuad happiness. In the case of the other remaning four items these respondents express
their agreement and disagreement respectively. These results suggest that persona  attitudes
towards materid objectsis reflected in preferences of product design.

Possessions defined success
This factor of the materidiam scde

N
\ shows sverd significant

differences in rdaion to individual

M4_success* N

preferences of product design:

M12_centr*
» M4 _success. those who

preferred Nokia 3310 disagree
with that “ The things they own

M2_success*

\\
NN

Nokia 3310 say a lot about how well they're
___Nokia 6210 doing in life’, those who chose
__Nokiag210 Nokia 8210 and 8850 find this
M1_success 1 1 1 | Nokia 8850 ;
2.0 25 3.0 35 4.0 unimportant, - average vaue  of
responsesis 2,9.

» M12 _centr: Those, who preferred Nokia 8210 and 8850 were the most clear about that
they “like luxury”, while those who preferred Nokia 6210 condder this unimportant.
Responses of those who chose Nokia 3310 are between the two extremes.

» M2 success. There is a dgnificant difference in the responses among those who preferred
Nokia 3310, 6210 and 8850: while those who chose Nokia 3310 clearly disagree that
“some of the most important achievements in life include acquiring material possessions’,
those, who chose Nokia 8850 agree, and those who chose Nokia 8210 are neutral about

this aspect.

Responses reflect that, those who preferred more smple and puritan product designs consider
materid objects to be less adequate signs of persond success and achievement, while those
who preferred Nokia 8210 and 8850 find the expressive role of materid objects in
representing their individua success important.
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Acquisition centrality

M10_centr
M11_centr*
M7_centr / )
/ Nokia 3310
M8_centr
/ Nokia 6210
Nokia 8210
M9_centr Nokia 8850
10 15 20 25 3.0 35 4.0
Disregard of others' opinions
M6_success \
M3_success* > -
M13_centr %
Nokia 3310
\ Nokia 6210
Nokia 8210
I
M5_success, N Nokia 8850

26 28 30 32 34 36
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3.8

Thee is only one vaidde
(M11 centr) that
sonificant
respect

Those who preferred Nokia 8210

agree more with the statement that

shows
differences with

to design preferences.

“buying things gives me a lot of
pleasure’, while this is an aspect
tha is unimportant for those
choosing Nokia 6210, the avarage
vadue of ther responses is around
3,1

For those, who liked and chose
models tha ae more fancy,
elegant and spectacular, care more
about others  opinions  with
respect to ther meaterial
pOSSessions. While those,
preferring  Nokia 6210 agreed
most with “I don’t place too much
emphasis on the amount of
material objects people own as a

sign of success.”
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As an overdl reault of the andysis we can date that there exigts a relation between attitudes in

materid orientations (materidiam) and preferences for certain product desgn of mobile

phones. Those, who chose models conveying more fancy, spectacular and eegant style found

the acquidtion materid objects essentid in the expression of ther persona achievement and

success. While, those who chose nore smple and clear forms (Nokia 3310 and 6210) this

latter role of materid objectsislessimportant. Table 9.3. gives asummary of results.

Table 9.3. Materialism and preferences of design in the case of mobile telephones

Unchar acteristid

Characteristic

item for those item for those
who chosethe | who chosethe
bellow telephone | bellow telephone
model model
Acquisition asa |M14_HAPY | haveall thethings | really need to enjoy life.
pur suit of
happiness
M17_HAPY |'d be happier if | could afford to buy more things. 3310 8210
6210 8210
6210 8850
M15 HAPY My life would be better if | owned certain things|
don’t have.
M18 HAPY It sometimes bothers me quite abit that | can’t afford
to buy al thethings1’d like.
M16_HAPY | wouldn't be any happier if | owned nicer things.
Possessions M4_SUCES Thethings | own say alot about how well I'm doing 3310 8210
defined success inlife. 3310 8850
M12_CENT I likealot of luxury in my life. 6210 8210
6210 8850
M2_SUCES Some of the most important achievementsin life 3310 8850
include acquiring material possessions. 6210 8210
M1_SUCES | admire people who own expensive homes, cars and
clothes.
Acquisition M10_CENT I enjoy spending money on things that aren’t practical
centrality
M11_CENT Buying things gives me alot of pleasure. 6210 8210
M7_CENTR | usually buy only the things | need.*
M8 _CENTR | try to keep my life simple, asfar as possessions are
concerned.
M9_CENTR Thethings | own aren’t that important to me.
Disregard of M6_SUCES| don’t pay much attention to the material objects 8850 6210
others’ opinions other people own.
M3_SUCESI| don't place too much emphasis on the amount of 8850 6210
material objects people own as asign of success. 8210 6210

M13_CENT | put less emphasis on material things than most
people | know.

M5_SUCESI like to own things that impress people.

- ggnificant differences
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9.3. Factorsdetermining product related consumer judgements: the i mpact of
past experience

The influences of socid demographic characteritics and the fact of ownership of mobile
telephones on judgements about utility, aesthetic and hedonic value were invedtigated. For the
judgements we used the Spangenberg et d, Hirschman & Solomon, 1985 scales. Results of
andyss of vaiance (ANOVA) show that individud characteristics do not, but the existence
of own mobile phone does determine product design related consumer responses — judgement
of utility, aesthetics and hedonic value (table 9.4.).

Respondents  evauations reflect that mobile phone owners are more clear and decisive about
the chosen phone than nontowners, they give more expet judgements. As a redults, in
accordance with the objectives of the research in the later chapters only mobile phone owners

judgements will be andysed.

Utility

The curves bdlow show that both groups regarded the chosen modds useful, however mobile

phone owners attributed sgnificantly more utility to them on every item than non-owners.

efficient-inefficient

functional — not funct.

practical - impractic

useful - useless /
problem solving — not >

fun — not fun

mobile owner

Utility

non-owner

14 16 18 20 22 24 26
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Aesthetic value

Judgements of aesthetics of the chosen phones aso show that the direction of evauations are

attractive- not attractive

like the product — does not

not delightful - delightful

Aesthetic value

desirable- not desrible

1

Hedonic value

amusing — not amusing

not fun - fun

enjoyable - unenjoyable

dull - exciting

Hedonic value

unproductive - productive

DoéraHorvéth

mobile owner

non owner

mobile owner

non owner

2

the same, both groups are pogtive in
ther  judgements, however  mobile
owners ggnificantly more podtive, they
find the chosen modes more aesthetic.
On the item ‘hot delightful — delightful”
mobile owners judgements vary around
the vaue 55 while non ownes

judgements vary around 4.

Judgements of hedonic vaue show
that both groups ae postive,
however mobile phone owners are
more podtive: they anticipate the

chosen phones alot more enjoyable.
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Table 9.4. Fact of owning a mobile phone and product related consumer judgements

Sumof| df [Mean F Sig.
Square Square
s

Q7_UT7 efficient — inefficient Between groups 20.63 1| 2063 21.72 0.00
Within groups 304.90 321 0.95
Total 325.53 322

Q7_UT4 functional — not functional Between groups 7.50 1 750 761 001
Within groups 315.35 320 0.99
Total 322.84 321

Q7_UT2 practical —impractical Between groups 22.07 1| 22.07] 22.55 0.00
Within groups 314.03 321f 0.98
Total 336.10 322

Q7 _UT1 useful —useless Between groups 27.12 1l 27.12 25.90 0.00
Within groups 335.09 320, 1.09
Total 362.21 321

Q7_UT12 problem solving - not problem solving Between groups 22.63 1] 22,63 19.00f 0.00
Within groups 382.37 321 119
Total 405.00 322

Q7_HEDA4 fun - not fun Between groups 22.09 1 2209 21.13 0.00
Within groups 333.49 319 1.05
Total 355.58 320

Q7_AESL1 attractive - not attractive Between groups 39.49 1 3949 36.17] 0.00
Within groups 350.50 321 1.09
Total 389.99 322

Q7_AES5 makes me like this product — Between groups 24.97 1l 24971 24.10 0.00

does not make me like this product

Within groups 332.50 321 1.04
Total 357.47 322

Q7_HED2 not delightful - delightful Between groups 109.59 1| 109.59 50.55 0.00
Within groups 695.98 321 217
Total 805.57] 322

Q7_AES?2 desirable — not desirable Between groups 31.44 1| 3144 19.67 0.00
Within groups 513.21 321f 1.60
Total 544.66 322

Q7_HED12 amusing — not amusing Between groups 18.91 1) 18.91 1557 0.00
Within groups 389.72 321 1.21
Total 408.63 322

Q7_HED6 not funny - funny Between groups 10.73 1| 1073 9.66 0.00
Within groups 355.46 320 1.11
Total 366.19 321

Q7_HED10 enjoyable— unenjoyable Between groups 15.72 1l 1572 12.83 0.00
Within groups 392.17 320 1.23
Total 407.89 321

Q7 _HED7 dull — exciting Between groups 24.03 1| 24.03 18.69 0.00
Within groups 412.59 321 1.29
Total 436.62, 322

Q7_UT11 unproductive — productive Between groups 10.43 1 1045 917 000
Within groups 360.07 316 1.14
Total 370.53 317
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9.4. Theroleof product design in product judgements

9.4.1. The structure of product related consumer judgements

The gructure of product related consumer judgements was studied. Factor anadyses were run
for the Spangenberg - Voss (1997) HED/UT scde, (utilitarian and hedonic items) and
Hirschman - Solomon (1984) “product aesthetics’ scale in the choice context with respect to

chosen phones in decison frame 5. (chapter 8). Structure of the scades remained in the

origind dructure:  utilitarian, hedonic and aesthetic factors appear in the four groups —

respondents preferring Nokia 3310, 6210, 8210 and 8850. However, variance explained

differs by the factors in the case of the four groups, indicates the differences of importance
attributed to factors in the case of different models.

Nokia 3310

For those respondents who chose Nokia 3310 utilitarian aspects of the phone appeared to be

Rotated Component Matri&P

Component

2 3
Q7_UT7 863
Q7_UT4 .823
Q7_uT1 783 .301
Q7_UT2 751
Q7_UT12 .688 -.333
Q7_AES1 795
Q7_AES5 763 -.369
Q7_AES2 761
Q7 HED4 .563 .622 313
Q7_HED12 527 491
Q7_HED10 486 -.433 427
Q7 _HED6 .803
Q7_HED2 -.389 712
Q7_HED7 -.504 .648 -.379
Q7 UT11l -.861

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.

b. Q7E =1.00 Nokia 3310
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the most important (see variable labes in
table 9.4., previous page), how it fulfils
its functions. Hedonic and aesthetic
factors can be differentiated, their order
of importance is according to the factor
gructure of the totd sample. On the
other hand we can see that the structure
of these latter factors dightly changed
(items that belonged to the hedonic
factor in the totad sample gppear in the
aesthetic factor for this group). The two
factors cover logicdly very close
phenomena, which patly explan these
differences. The other explanation is that
the content, meaning of the two factors
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changes a hit: the fird aesthetic factors refers to the externad and internd aesthetics of the
product (previoudy it only referred to the phone's attractiveness, and in the case of those who
chose Nokia 3310 it dso refers to the aesthetics of the anticipated usage experience). The
other, hedonic factor can be interpreted as the entertaining aspects of the product.

There is one tem in the scde “unproductive — productive’ that appeared to be a distinct factor
in this group

Nokia 6210

Factor dructure and composition of factors changed in the subgroup for those who chose the
model Nokia 6210. For the telephone that was perceived most functiond (chapter 8)

respondents considered hedonic  value
Rotated Component Matrig-P

the most important. This result can be

Component

1 2 3 4 explaned by that respondents take
Q7_HEDG6 -.872
Q7 HEDI0 811 perfect functioning for granted and
Q7_HED7 -692 -470 , : -
o7 HEDL2 P 213 take enjoyable, convenient functioning,
Q7_HED4 796 experience of us more into
Q7_UT11 -.789 . .
Q7_UT12 626 417 consideration.
Q7_uUT? 587 422
Q7_AES1 341 776
Q7_AES5 377 753 The fact that the factor of utility is
Q7_HED2 -.688 .
Q7 AES2 203 314 | composed of two factors s
Qr_ut2 835 | interpretable by respondents  more
Q7._UT4 318 769
Q7 UT1 369 718 sophidticated, careful view of utility
Rolaion Method Varimas il Kaser Nommaliaton. and functionlity. One factor covers
a. Rotation converged in 7 iterations. the phenomenon of efficiency and the

b. Q7E = 2.00 Nokia 6210 ' o _
other comprises utility in generd, this

latter islessimportant for those who preferred this model.

The aesthetic factor is in the third place. This phone was regarded the least aesthetic (chapter
8), a the same time qudity of services provided by the mode were regarded the most

important.
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Nokia 8210

Rotated Component Matrix°

Component
1 2

Q7_UT2 879
Q7_UT4 827
Q7_UT1 786
Q7_uTv 774 316
Q7_uTi2 .748 .343
Q7_HED4 .643 .499
Q7_AES1 .787 331
Q7_AES5 .389 734
Q7_HED2 - 711 -.309
Q7_AES2 698
Q7_HED7 -.361 -.803
Q7_HED12 704
Q7_HED6 -.686
Q7_HED10 .650
Q7 UT11l -.417 -.617

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.
b. Q7E =3.00 Nokia 8210

Nokia 8850

Rotated Component MatrigP

Component
1 2 3

Q7_UTY? .863
Q7_UT4 .845
Q7_UT2 .813 .307
Q7_UT1 725
Q7_UT12 .665 410
Q7_HED12 790
Q7_HED10 .692 312
Q7_HED6 -.689
Q7_HED7 -.684 -513
Q7_HED4 453 514
Q7 _UT11 -.381 -.503
Q7_AES1 .851
Q7_AES5 406 729
Q7_HED2 -.682
Q7_AES?2 .641

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 9 iterations.
b. Q7E =4.00 Nokia 8850
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Factor dructure remained sSmilar to the factor
dructure of the totd sample in the group of
respondents who chose Nokia 8210. Functionality
of the phone was consdered the most important,
this is followed by the aesthetics and hedonic
vaue. These respondents took an “outsde (or
extend)’” view of the tdephone for them
appearance, beauty of the chosen modd were
decisve.

The factor dructure among the group who
preferred Nokia 8850 is smilar to the factor
sructure of the tota sample, however, order of
importance of factors changes. Most important
factor is utility, this is followed by hedonic
vaue and aesthetic vaueisin third place.

Ovedl, factor andyses show that the impact
of dedgn is reflected in product related
consumer  judgements (judgements of  utility,
aesthetics and hedonic value). Factor structures
and order of importance of factors change by
the diffeeent product desgns of mobile
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telephones (Table 9.5.). Differences from the tota sample are highlighted.

Table 9.5. Factor structures of consumer judgements in the case of different product designs

Choicesituation
in general Nokia 3310 Nokia 6210 Nokia 8210 Nokia 8850
(total population)

1. factor:

variance utility utility hedonic value utility utility
explained (%) 38,08 % 43,16 % 38,05 % 44,43 % 35,56 %

2. factor:

variance aestheticvalue | aestheticvalue | utility aesthetic value | hedonic value
explained (%) 17,63 % 14,37 % 1531 % 15,03 % 18,16 %

3. factor:

variance hedonic value hedonic value aestheticvalue | hedonic value aesthetic value
explained (%) 7,79% 7,69 % 7,93% 7,84 % 10,04 %

4. factor: »unproductive-

variance productive’ utility 2
explained (%) 7,22 % 7,05%

Total
variance 63,50 % 7244 % 68,34 % 67,30 % 63,76 %
explained
KMO 0,386 0,756 0,813 0,844 0, 826
N 326 45 89 78 114
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9.4.2. Product related consumer judgementswith respect to preferencesfor product
design

Responses and judgements of those respondents who own and don’t own mobile phone in the
context of choice were dggnificantly different in every scae item (table 9.4.). Mobile owners
responses are more expert and clear — in their case, responses to different desgns show
ggnificant differences. Non-owners responses hardly show any differences as a result of
desgn, there is only one scde item “not delightful — delightful” that non-owners evaluated
differently as a consequence of their preferences for a partticular desgn. Therefore, we present
and analyse judgements of mobile phone owners (see Appendix 9.2.).

Utility

Curves represent that respondents judged each modd useful. However, Nokia 6210 was
o regarded most useful and Nokia 8850 the

y \ least useful. Evaluations of Nokia 3310 and
8210 are between the two extremes, Nokia

/ / / 3310 was found to be more ussful on

functional — not functional

practical - impractical

\ / average.
useful -useless  {— . In the case of the firs four scae items,
veesie - differences  are dgnificant Nokia 6210 is
_ e //\/ / —:E:zz found to be more “efficient, functional,
=[P L A1/ | e practical and useful” than Nokia 8850.
Aesthetic value

There are only dight differences among judgements of aesthetic vdue among the four mobile
telephones. On items “makes me like the product — does not make me like the product” and
“desirable — not desirable’ the judgements are very amilar.
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attractive - unattractive - The pa r Of ajj &tl V&
“attractive — not attractive’
shows dgnificantly  different

evdudions among the four

makes me like this product — does not

telephones.  Although  every
mode was found to be rather

not delightful - delightful Nokia 3310 attracti ve average Of
% noaszro  Evaluations varies between the
: __wamn vaues 2 and 3. Nokia 8210
& desirable - not desirablg _ _ - Nokia8850 o 8OE() gre more attractive

1 2 3 4 5 6

~

compared to Nokia 6210.

There are dgnificant differences in evauating the “delight” of the models. Modds 8210 and
8850 are regarded clearly more “delightful”. The mean of the judgements for Nokia 6210 vary
aound the vaue of 4, which implies that these respondents did not found this aspect
reevant®!. The Nokia 8850 mode is judged more delightful than the Nokia 3310 modd.

Hedonic value

According to the results of the factor analyses this dimenson of hedonic vdue shows very
few diffeeences among the

amusing - not amusing evdudtions of the different
N modds The evaludion of each

not funny - funny phone is podtive, every phone

was anticipated enjoyable in use,
vdues of average evdudions
vay in the two ends of the scae.

enjoyable - unenjoyable

noka3sto  There is one exception and that is

g dull - exciting

g __Nokae20  the “not  funny —  funny”
Q )

s et odjectives  which  show  no
% unproductive-productive Nokia 8850

2 3 4 5 6 7
31 by irrelevant we indicate that the mean of judgements were in the middle of the semantic differential scale. For
example respondents did not found Nokia 6210 either ,delightful” (scale value ,, 7”) and ,not delightful” (scale
value 1), but placed their judgements in the middle which means neither delightful, nor undelightful.
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postive results, vaues varied between 4 and 5. The only sgnificant difference is on the item
“dull — exciting” between the modes Nokia 6210 and 8850: the latter was found to be

somewhat more exciting.

Expressiveness

In the choice context the judgements of the expressiveness of the chosen were studied by the
uncompleted sentence ,, This mobile telephone is able to tell about its owner that ...” was
applied. Responses were anadlysed with content analysis (Méricz, 1999). The categories of
responses are in accordance with the prdiminary descriptions of mobile design. It is dso

notable that the other measurement instruments used in the research gave smilar results.

Table 9.6. Expressiveness - characterigtic responses and illustrations, uncompleted sentence:

» Thismobile telephoneis able to tell about its owner that ...”

Categoriesof
responses /
Per centage of
respondents
mentioned the
category (%)
N=329

Per centage of
respondentswithin the
chosen models

[llustrativeresponses

Being functional,
importance of the
functionality of the
phone

129%

Nokia 6210 52,5 %

Nokia8210 33,8 %
Nokia 3310 31,6 %
Nokia 8850 17,1 %

“ Likes practical, functional and at the same time
elegant mobile telephones” ; “ it isimportant for him

what his mobile can provide to him, how functional the
phoneis’ ; “ Functionality is more important to himthan

external appearance”

Expression of sense of
aesthetics and style

Nokia 3310 63,2 %

“likes practical (small) and aesthetic objects’ ; “ likes
nicely formed objects’ ; “ content and form are both

/40 % Nokia 8210 54,4 % important to him” ; “ feminine, uniquenessisimportant,
Nokia 8850 43,8 % functionsaswell” ; “ sporty, dynamic, feminine and
Nokia 6210 31,3 % colourful”

High income, good Nokia 8850 55,2 % » Well-off, determinate, successful, fashionable,

financial situation practical” ; “ hasalot of money, likes quality innovative

/34% Nokia 8210 16,7 % products”; “ quality isimportant for him, but also that
Nokia 6210 6,4 % others can see what he can afford, status symbol” ;
Nokia 3310 5,3 % “ being at the top of society”

Acknowledgement of | Nokia 8210 30,9 % » likes classical and not extreme forms” ; “ likes round

good design and form forms’ ; “ likes nicely shaped telephones and silvern

/119% Nokia 3310 23,7 % colours’ ; “ cares more about design than

(no significant Nokia 8850 21,9 % functionality;” “ likes nice objects, cares more about

difference) Nokia 6210 13,8 % appearance than functionality”

Déra Horvéth

m




The Impact of Product Design 9. Therole of product design in the context of choice

e

”

Respondents who chose Nokia 6210 associated that the preferred  telephone
communicated its functiondity, it tells about its user, that its functiondity as the most

important.

Those who chose Nokia 3310 regarded that their choice reflected their sense of aesthetics
and style. For this group of respondents the external appearance of the chosen phone and
its qudity is very important. The beauty of the telephone for them is crucid.

Nokia 8850 was associated to communicate about its user that he/she is in a good
financid dtuation and keegps up with the development of technology.

Excdlent desgn was atributed to Nokia 8210, but there is no dgnificant difference in this
category of responses.

In sum, the above choice context very wdl showed that modds providing amost identica
svices, but different in desgn involve didtinct, different in product related consumer

judgements.
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9.4.3. Consumer evaluations of the different aspects of product design

In chapter 7 we discussed the different aspects of product design in genera and of product
desgn of mobile phones in generd, in this chapter these agpects of product design are
evaluated with respect to the four applied models (Nokia 3310, 6210, 8210 and 8850).

Mobile owners and non-owners evauatons of the aspects of product design did not
sgnificantly differ. However, mobile owners evdudions show dggnificant differences on
every dimensons (see bdlow), in the case of nonowners only two dimensons showed
sgnificant differences. importance of functiondity and the expressive power of the chosen
mobile phone (see Appendix 9.3.). Below the more expert evaudaions, mobile owners

evaluations are presented.
The bdlow curves indicate that functionality of the chosen phone is the most important
dimenson for al respondents, this is followed by characterigics of form, expressveness and

user-object interaction.

50

40

20
Q Nokia 6210

Nokia 8210

10 Nokia 8850

Functionality Characteristics of form Expressiveness User-object
interaction

Notable differences among the evauations by the different product designs are the following:
» For those who preferred Nokia 6210 considered functionality (function the object is to

fulfil, usability, practicdity) the most important. Those respondents who chose Nokia
8210 and 8850 evauated the importance of functiondity significantly lower.
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» Characterigtics, nature of form (sze, colour, foom — eg. big-smdl, square-round, red-
blue, etc.) was sgnificantly more essentid for respondents choosing Nokia 8210 and 8850

than for those who decided for Nokia 6210, thisdimenson isalot lessinteresting.

» With respect to expression (cgpabilities of expressing the owner's, user’'s persondity,
qudity of appearance, style, aesthetics, trendiness, modernity, elegance, etc.) those who
preferred Nokia 8850 found this dimenson very important, while those who evauated
6210 considered this dimension less important.

» Conddering user-object interaction (how hamonic is the connection, interaction
between user and object, convenience, pleasantness, pleasure of usage, etc.) respondents
who preferred Nokia 6210 found this a lot more important than those who preferred 8210
and 8850.
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9.5. Past experience and product design preferences

Among those who had mobile phones at the time of the research, the type (brand, model) of
the phone was recorded and investigated whether the type of phone owned determined the
new choices, whether we could find characteristic routs of switches from one phone to the
other.

Among those who owned Nokia 3210 telephones more characteristically chose Nokia 8850.
Contrary, current owners of Nokia 5110 were more likely to choose Nokia 6210 and 8210.
Owners of Ericsson T10 were likely to choose Nokia 8850. Similarities between te design of
owned phone and chosen phone can be observed (chapter 5.2.).

Table 9.7. Crosstab: Type of own mobile phone and chosen mobile phone

Own phone | Chosen phone [Nokia 3310Nokia 6210[Nokia 8210|Nokia 8850 ?
Nokia3210 N € 14 15 19 %
row % 11.1% 25.9% 27.8% 35.2% 100.0%
column % 24.0% 23.7% 26.8% 22.49% 24.0%)
Nokia5110 N € 11 11 s 34
row % 16.79% 30.6% 30.6% 22.294 100.0%
column % 24.0% 18.6%, 19.6% 9.4% 16.090,
EricssonT10 |N ] 2 2 16 2]
row % 4.8% 9.5% 9.5% 76.2% 100.0%
column % 4.0% 3.4% 3.6% 18.8%4 9.3%
other Nokia |N 1 5 3 g 18
row % 5.6% 27.8% 16.7% 50.0% 100.0%
column % 4.0% 8.5% 5.4% 10.6949 8.0%
Siemens N Y 4 9 € pal
row % 9.5% 19.090, 42.9%) 28.6% 100.0%
column % 8.0% 6.8%0] 16.1% 7.1% 9.3%
M otorola N 2 3 € 11
row % 18.2%0, 27.3% 54.5% 100.0%
column % 3.4% 5.4% 7.1% 4.9%
Ericsson N . 5 4 11 22
row % 9.1% 22.7%) 18.2%0 50.0% 100.0%
column % 8.0% 8.5% 7.1% 12.99% 9.8%0
Alcatel N € 5 5 g 25
row % 24.0% 20.0% 20.0% 36.0% 100.0%
column % 24.0% 8.5% 8.9% 10.6949 11.1%,
Philips N il jl
row % 100.0% 100.0%
column % 1.7% A%
Panasonic N 1 10 4 1 14
row % 6.3% 62.5% 25.0% 6.3% 100.0%
column % 4.0% 16.9% 7.1% 1.2% 7.1%
? N 25 59 54 85 225
row % 11.1% 26.2% 24.9% 37.8% 100.0%
column % 100.0% 100.0% 100.0% 100.0% 100.0%
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p<0,05

Other models were categorised by respective brands as a result of the great diversty of
respondents own phones (distribution of types of phones ownisin Appendix 10.1.)

Those respondents who owned other models than Nokia 5110 and 3210 (objects of research,
chapter 5.2) preferred the model Nokia 8850 in the context of choice. Owners of the
Motorola, Ericsson and Alcatel modes characterigticdly preferred Nokia 8850. Owners of
Siemens brand chose Nokia 8210 in mgority and owners of the Panasonic brand mostly chose
Nokia 6210. These results make clear that the ownership of a certain type of mobile phone, so

past experience, influences future choices.
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9.6. Deter mining factor s of product related consumer judgements

9.6.1. Theimpact of product design and individual differences

Determining factors of product related consumer judgements were sudied in the context of
choice. Method of analyss is stepwise regresson, that is to sdect, from a large number of
predictor varigbles (materialist orientation, information processing preferences, gender,
design dimension and their attributed importance) a smdl subset of variables that account for
most of the variation in dependent varigble (consumer judgements) (Mahotra, 1999). In this
procedure, the predictor variables enter or are removed from the regresson equation one a a
time. Table 9.9. presents the results of the regresson anayses for the three groups of product
related consumer judgements judgement of functiondity, aesthetics and hedonic vdue. The
table includes entered variables, their standardised beta coefficients and their coefficient of
multiple determination (R?). The coefficient of determination varies between 0 ad 1 and
signifies the proportion of the total variance of the dependent variable. (Mahotra, 1999)

In the linear regresson modds, interaction of the different dimensons of consumer
judgements) was assessed by including them in the respective modes (i.e. where utility was
the dependent variable hedonic and aesthetic were included in the regresson modd.) In the
interpretation of the results of the regresson models type and direction of the scades has to be

considered.

Table 9.8. Summary of scales used in the regresson andyses

Scale Values and meaning of the scales
»  Utility 7 point scale where ,, 1" means the maximum positive
2 Hedonic value judgement, ,, 7" means absolute disagreement with the item with
» Aesthetics respect to the assessed phone
» Functionality, 100 point interval scale, where ,,0” absolutely unimportant and
» Characteristics, nature of form, »100" means absolutely, exclusively important

» Expression
» User — object interaction

Materidist orientation: »1” means not characteristic aspect, the more higher the scoreis
» disregard of others' opinions the more characteristic it is considered
» possession defined success
Fact of mobile phone ownership 1=owns a mobile phone;
2=does not own a mohile phone
Gender 1=male; 2=female
Mobile design based on preferences of design (see questionnaire, question

Q7h, Appendix 5.2.) ,,1” means the mostly preferred mobile
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| design, ,4” means the least preferred mobile design |

Summary and interpretation of results

Table 9.9. Determining factors consumer judgements, results of regression analyses

Utility Hedonic value Aesthetic value
Hedonic value Aesthetic value Hedonic value
0,263 0,499 0,3%4
Functionality Utility Functionality
-0,222 0,224 0,211
Aesthetic value Expression Fact of mobile phone ownership
0,224 -0112 0,175
Characteristics of form Disregard of others' opinions
0,162 -0,111
Fact of mobile phone ownership Possession defined success
0,134 -0,242
Mobile design (product design) Utility
-0,123 0,132
Gender
-0,101
Mobile design (product design)
0.097
RP=0,282 R?=0,395 R?=0,500

Judgement of utility is determined by the following independent variables:

??

7

The mogt important factor is judgement of hedonic value. There is a pogdtive reaion
between the two variables, which means that those respondents who evauated the utility
of the phone high, anticipated the hedonic vaue (enjoyable use) high aswell.

Judgements of utility and functiondity move in the same direction — respondents are
either postive or negative about both. The reason of the negative coefficient in the table is
the direction and meaning of the measurement scaes (see table 9.8) The semantic
differentid scdes of utility indicate “1" as “very itlitaian”, in the judgements of
functionality respondents evaluated on a1-100 scale — the more points they gave the more
importance they atributed to functiondity.

There is a pogtive reation between aesthetic value and utility, which means tha the two
congtructs move together: those respondents who were pogtive about the utility of the
chosen telephone, were postive about its aesthetic vaues. On the other hand, those who
evauated utility low, estimated aesthetics low as wel. Judgements about hedonic vaue
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”

e

and aesthetics imply that respondents were either more podtive or negative on each
dimension.

The reaion between characteristics of form and utility is negaive those respondents
who evduaed the utility of the chosen phone very high conddered the objective
characterisics of form (dze, shape, colour) less important. However, respondents
atributing greater importance to product form were more negative about its utility. This
relation indicates that respondents were ether concerned about the functiondity and
operation of the chosen form or its external appearance.

The existence of own mobile telephone aso determines judgements of utility. Those who
owned a mobile phone dready more pogtively evaduated the utility of the chosen phone,
non-owners consdered the chosen phones less useful respectively. This indicates that past
product experiences have an influence on future anticipations of a consecutive choice.
This result is important for the very innovative indudtries (like mobile phones) where new
product innovations and new introductions are very fast, and edtablishing brand loyalty,
willing to try and use new technologies are very important.

Negative rdation between judgement of utility and importance attributed to the
characterigtics of form is further reinforced by the result, that those phones were evauated
less useful that were mostly preferred by their product design. However, those phones that
were highly evauated on the utility dimenson were the least popular in choices tha were
based on design.

Judgements of hedonic value are in accordance with judgements of utility:

e

e

There is a podtive reation among judgements of hedonic vaue, utility and aesthetics.
Respondents are either positive or negative about each three dimension.

Those respondents who attribute grester importance to the expressiveness of the chosen
telephone judged hedonic vaue more postively. For those who were less pogtive about
hedonic value of the preferred phone consdered the expressveness of the phone (its
ability to communicate to the externd environment) less important. This rdaion implies
that the anticipation of the enjoyment, experience of use is patly dtributed to the view
whether it is able to properly communicate about the user.
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In the modd of judgements of aesthetics the highest proportion of the tota variance of the
dependent variable (50 %) is explained (table 9.9):

e

??

e

In accordance with the other two models, product related consumer responses —
judgements of utility, hedonic vaue and aesthetics — are in pogtive relaion: respondents
are @ther podtive or negative about the chosen phones.

In this mode the role of the experience of one's experience with the own phone is present:
owners are more poditive about the aesthetics of the preferred modd than norowners.
This difference can be explaned by different atitudes of those owning or not owning a
mobile phone. Exploratory phase of the research showed it aready that non-owners
expressed negative attitudes about mobile phones in generd, at the same time owners
responses reflect their previous favourable experiences.

Respondents materialist / not materialist orientation has an influence on judgements of
aesthetics. Those more “materidis” (Hoffmester & Neulinger, 2001) consumers attribute
more aesthetic vaue to ther preferred modds. those who condder it important that ther
material  possessons express their persona success regarded their chosen phones more
aesthetic, than those who were less materidist orientated. This result approves that
markets can be segmented on the bass of consumers materidis / not maenidist
orientations (how much importance they aitribute to their materid possessons). This
results judtifies hypothess H2a/l (chepter 3) according to which “consumers who
atribute greater importance to ther own possessons give more emphass to the
expressve and communicative characteristics of preferred productsin their choices.”

Gender dso plays a role in the aesthetic evauations. femade respondents judged ther
chosen phones more aesthetic than male respondents.

There is a direct rdation between aesthetic judgements and mobile design. The more

popular mobile designs were found to be more aesthetic.

Reaults indicate that for respondents the phenomenon of product design strongly relates to the

externd product appearance in the choice context: characteristics of form and aesthetics.

Functiondity and utility are in oppodte reation with aeshetic features chosen phones are

ether perceved more functiond or more aesthetic. The influence of the materidist orientation
is present in aesthetic judgements.
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9.6.2. Theimpact of information processing preferences

Product judgements in the context of the current research showed some relations with visud
information processng preferences. Strong  preferences for visud information  processing
determine the more emotiona type of judgements, aesthetic and hedonic vaues. Respondents
with grong preferences for visud information processng attributed grester aesthetic and
hedonic vaue to ther preferred mobile phones, and respondents with no articulated
preferences for visud information processng evauated the hedonic and aesthetic vaue lower.
This reation is ggnificant for the judgements of hedonic vdue and in the case of aesthetic
vaueit isastrong tendency (last row of table 9.10.)

Table 9.10. Impact of information processing preferences on preferences for product design
and Product related consumer judgements

Judgement of Judgement of Judgement of
Utility Aesthetics Hedonic value
Standardis Standardis
. ed ed
%gggirigﬁgd Coefguent Sig. Coefguent Sig.
Beta Sig Beta Beta
Nokia 3310
weak/strong visual orientation 0.07 0.69 -0.04 0.74 -0.05 0.77
weak/strong verbal orientation 0.04 0.82 0.10 0.58 0.05 0.75
Nokia 6210
weak/strong visual orientation 0.07, 0.57, 0.14 0.24 0.26 0.03
weak/strong verbal orientation 0.02 0.83 0.06 0.59 -0.10 0.38
Nokia 8210
weak/strong visual orientation 0.02 0.90 0.07 0.61 0.15 0.23
weak/strong verbal orientation -0.21] 0.11 -0.14 0.22 -0.09 0.50
Nokia 8850
weak/strong visual orientation 0.21 0.03 0.19 0.05 0.16 0.10
weak/strong verbal orientation -0.15 0.13 -0.13 0.18 0.04 0.72
disregarding
telephone
type
weak/strong visual orientation 0.08 0.14 0.10 0.06 0.13 0.02
weak/strong verbal orientation -0.09 0.12 -0.05 0.36 0.03 0.96
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There are differences with regard to the preference of a particular mobile design and strong /

wesk visud orientation.

» In the case of the Nokia 3310 and 8210 models visud orientation does not play a role in
product judgement, however gender does. Femade respondents tend to attribute more
higher leve of utility, aesthetic and hedonic vaue to them.

» In the case of the mode Nokia 6210, high visud orientation has an impact on the
judgement of enjoyment / hedonic vaue of the product, this tendency dso present in the
aesthetic judgements.

» For mobile models Nokia 8850 the impact of high visud orientation is aso present.
Strong visud orientation results in more podtive judgements of the product’s utility and
aeshetics, and the case of judging its hedonic vdue as wel, however this later is a
tendency, not a Significant relations.

It is interesting to note that the impact of visud orientation is present for those two modeds

that were judged ether the least aesthetic (Nokia 6210) and the most aesthetic (Nokia 8850).

Two possible explanations follow:

» visud processing preferences and preferences for different product design relate;

» thoe with high visud orientations tend to give dronger, more extreme product
judgements (they give higher values).

This is explainable by these people’s confidence in these judgements, while those who don't

have these orientation, capabilities tend to be less certain in such judgements therefore giving
lower marks.

Reaults judify H2 hypothesis according to which “those consumer who are more visud in
their information processing tendencies are more careful and make more expert judgements of
their possessions appearance, its aesthetic and expressive characteristics. Verba information
processing preferences have no impact on Product related consumer judgements.”
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10. Therole of product design in the context of usage

Product related consumer judgements were investigated in the context of usage by recording
respondents reactions about their own mobile phones. Objective of the research was to assess
usage experiences that relate to two particular models Nokia 3210 and Nokia 5110 that are
vay dos in functions but different in designs (chapter 5.2.2). However, participating
respondents owned other models (Appendix 10.1. — types of respondents own mobile
telephones).

Responses to the models of Nokia 3210 and 5110 were recorded and as a control responses

for Ericsson T10 were assessed too. Responses for other models were categorised by the
brand (table 10.1.).

Table 10.1. Type of respondents own mobile telephones

Type/ brand of Vvaid
own mabile phone |Freguency Percentage |[percentage
(N) (%) (%)

Nokia3210 54 16.27 16.56
Nokiab110 33 11.45 1166
EricssonT10 21 6.33) 6.44
other Nokia 18 542 552
Siemens 21 6.33 6.44
Motorola 11 3.31 3.37
Ericsson 22 6.63 6.75
Alcatel 25 753 7.67
Philips 1 0.30, 031
Panasonic 16 4.82 491
Does not have a 9 29.82 30.37
mobile phone

Valid cases 326 93.19 100.00
Missing 6 181

Total 332 100.00

DoéraHorvéth 123



The Impact of Product Design 10. Therole of product design in the context of usage

10.1. Structure of product related consumer judgementsin the context of usage

Similarly to the context of choice product related consumer judgements were measured ty the
Spangenberg et d, 1997 and Hirschman et d 1984 scales. Factor structure of the scales is
identica to the factor structure of the choice context (see chapter 9.4.1.). However, the order
of importance, variance explained by the different factors differ: utility is the most important,
second is hedonic value, thisis followed by aesthetic vaue.

Table 10.2. Factor structure of product related consumer judgements in the context of usage

Factor 1. | Factor 2. | Factor 3.
utility | hedonic | aesthetic
value value
Q6_UT1 useful — useless 0.7€ 0.01 0.17,
Q6_UT7 efficient— inefficient 0.7€ 0.03 0.16
Q6_HED4 fun— not fun 0.7¢ -0.04 014
Q6_UT2 practical —impractical 0.67 -0.16 0.14
Q6 _UT4 functional — not functional 0.6€ -0.07, -0.04
Q6_UT12 problem solving not problem solving 0.5€ -0.14 -0.32
Q6_UT11 unproductive— productive -0.4€ 0.40 0.16
Q6_HEDG6 not funny - funny -0.01 0.7€ -0.08
Q6_HED?7 dull — exciting -0.02 0.7€ -0.33
Q6_HED10 enjoyable— unenjoyable 0.29 -0.6€ 0.39
Q6 HED12 amusing — not amusing 0.35 -0.57 0.32
Q6_HED2 not delightful - delightful 0.12 0.4¢ -040
Q6_AES2 desirable—not desirable 0.01 -0.14 0.7¢
Q6_AESL attractive not attractive 0.12 -0.33 0.7€
Q6_AES5 makes me like this product — does not 0.18 -0.35 0.7z
make melike this product

Principa components, varimax rotation, KMO=0,834; variance explained: 56,10 %

An explanation of the difference in order of importance is the following. In the context of
choice the view of the product, its aesthetic value, 8 more important than the ease of usng it
(its hedonic vaue) that cannot be fully experienced at the point of choice and purchase. In the
context of usage the order is reverse, where the user, owner can redly experience the product.
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10. 2. Factor sinfluencing product related consumer judgements

The research recorded several aspects that can influence Product related consumer judgements

in the context of use. Theseinclude:

» means of acquiring the telephone (bought it for onesdf; got it as a present, corporate
telephone, uses someone else' s phone, etc.)

» factors that played a role in the choice decison making ( services, functions provided by
the phone, price, type of service pack, design)

»  willingness to repurchase current phone

» length of usage

There are two types of factors that have an impact on product related consumer judgements:
(1.) aspects that played a role in the choice decison making and (2.) willingness to repurchase
the current phone.

10.2.1. Factorsthat influenced the choice of current phone and product judgements

In their responses respondents considered which aspects were decisive in their choice of their
own current mobile telephone. Importance of aspects of perceived past decison making
(sarvices, functions provided by the phone, price, type of service pack, design) were
conddered by respondents by digtributing 100 points among them: those aspects received
more points they thought to be more important in their decisonrmaking. For example, if they
gave 20 points to one aspect and 40 to another, this latter was considered twice as important.

Table 10.3. Agpects determining the choice of own mobile phone

Aspects of decision making Mean Standard | Minimum | Maximum
deviation

Services/ functions provided by 26.73 14.13 0 20
the phone

Price 30.10 16.17 0 0
Type of service pack 19.77 12.23 0 50
Design of the telephone 19.18] 12.25 0 60
N=222
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Table 10.3. indicates that respondents found price the most important factor in their decison
making, this is followed by the importance of the functions of the phone. Type of service pack

and design were seen as less important aspects.

With respect to the reation of the different aspects of decison-making there is a negative
relation between importance of functiondity and, price and chosen service pack. Those
respondents who considered the functions of the chosen phone very important, did not care
that much about the price and service pack, on the other hand, for those who were concerned
about prices functiondity was not important. There is a Smilar rdation between desgn and,
price and service pack: respondents who respected the design of the phone important did not
care that much about the price of the telephone and the accompanying service pack.

For contrasting aspects of decison making and relating consumer responses upper and lower
quartiles of the decison making factors were computed (table 10.4.). For example those who
vaued the importance of functiondity and services in the decisonrmaking with less than 20
points were categorised as consdering this aspect unimportant. Those who gave scores higher
than 35 points were categorised as taking this aspect into condderation carefully, for them
functiondity isimportant.

Table 10.4. Factors determining the choice of own mobile phone, means and quartiles

Functions,
servicesprovided Typeof service Design of the
by the phone Price pack phone
N 222 222 222 222
Mean 26.73 30.10 19.77 19.18
Standard dev. 14.13 16.17 12.23 12.25
Quartiles 25 20 20 10 10
50 25 30 20 20
75 35 10 30 30

Difference of evauations (Product related consumer judgements) were estimated by ANOVA
among those who consdered the above factors ether important or unimportant. Summary of
reults shows the dgnificant differences among the two groups on each aspect of decision
making (Table 10.5.).
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Utility

Table 10.5. Agpects of choice of own phone and relating product judgements

Service
Function Price pack Design
T Sg. T Sg. T Sg. T Sg.
Q6_UT1 useful —useless 0.41 0.66 0.64 0.53 1.02 0.36 0.51 0.60
Q6_UT7 efficient— inefficient 3.73 0.03 3.81 0.02 0.92 0.40 0.18 0.83
Q6_HED4 fun—not fun 0.61 0.54 0.71 0.49 0.94 0.39 1.67 0.19
Q6_UT2 practical —impractical 0.51 0.60 1.57] 0.21 0.02 0.98 1.04 0.35
Q6_UT4 functional — not functiona 247 0.09 1.33 0.27 0.02 0.98 0.01 0.99
Q6_UT12 problem solving not problem solving 1.68 0.19 2.17) 0.12 2.28 0.10 212 0.12
Q6_UT11 unproductive — productive 5.30 0.01 0.44 0.65 0.84 0.43 153 0.22
Q6_HEDG6 not funny - funny 0.56 0.57 0.41 0.66, 0.89 0.41 1.82 0.16
Q6_HED7 dull —exciting 2.65 0.07 0.92 0.40 7.09 0.0C 9.20 0.0C
Q6_HED10 enjoyable—unenjoyable 3.73 0.03 2.79 0.06 372 0.03 5.46 0.0C
Q6_HED12 amusing —not amusing 6.84 0.0C 6.63 0.0C 1.14 0.32 0.65 0.52
Q6_HED?2 not delightful - delightful 571 0.0C 2.16 0.12 3.56 0.03 6.79 0.0C
Q6_AES2 desirable—not desirable 1.07 0.35 2.25 0.11 5.37] 0.01 3.74 0.03
Q6_AES1 attractive not attractive 3.27 0.04 3.85 0.02 3.79 0.02] 20.10 0.0C
Q6_AES5 makes me like this product — does 471 0.01 2.88 0.06 3.38 0.04 15.96 0.0C
not make me like this product

The above table shows that judgements of utility are mosily related to atributed importance
of functiondity in the decison making. The four aspects of decison meking dgnificantly
differ in judgements of hedonic and aesthetic vdue.

Utility

Respondents evauated their own phone useful (utilitarian) in generd. For those, who found

functions and services of ther own phone important in their choices evauaed their phone

useful-useles¥

efficient-unefficierl

fun- not fun

practical-impracty

functional-not

problem solving-no;

unproductive-productv

Importance of
functionality

not important

important

1.21.41.61.82.02.22.42.@.83.(8.23.43.6
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higher in the utility factor. They judged their phones a lot more ‘efficient” and “productive’
than those who did not considered functions important in their choices™.

The effect of condderation of prices is only present in the case of one item “efficient”: for
users who did not care very much about the price of their phone found their phones more
effident — in other words they were concerned about the functions, services of the phone not

itsprice.

Hedonic value

There are saverad notable differences with relation to judging hedonic aspects qudity of the
usage experience of one's own mobile telephone.

Respondents who considered functionality and design more important in their choices,
characterigtically found their phones more exciting, enjoyable and delightful. Those who
were redly into desgn found it even more exciting and those respecting functiondity found
their phones more entertaining.

funny - funn funny - funn

exciting - dul exciting - dul|

enjoyable-unenjoyable * enjoyable-unenjoyable’

Importance of
functionality Design
amusing-not amusing™ - amusing-not amusing* —

. not importnat
not important P

delightful-not delightful* important delightful-not delightful S, W—— . important
1.0 1.5 20 25 3.0 35 40 45 50 55

10 15 20 25 3.0 35 4.0 45 50 55

This result is explanable by the definition of desgn itsdf that one of the mogt important tasks
of dedgn is to make use more pleasant and enjoyable (Papanek, 1971, Pye, 1978, Lissak,
1998). Respondents who made their choices according to design were the most posgtive in the

32 The figures are based on analyses of variance, see Appendix 10.2. Significant differences are indicated by
asterisk
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judgements of hedonic vaue. In the case of those being concerned about functions and
services a the point of choice this is explanable by the good operation of the function and

diversity of provided services and options in the phone.

Less price sensitive respondents, and those less concerned about the service pack found
ther own telephones more “enjoyable’, “amusing” and “exciting”. Presumably more price
sengitive respondents chose and use a lot more chegper and smple phones, they only care
about the primary functions of the phone.

The other possible explanation that chesper telephones are of redly lower qudity, therefor the
hedonic vaue, the qudity of the usage experience they provide is lower. Important to note
that these judgements were il pogitive.

funny - funn
funny - funn
exciting — dull*
exciting - dul|
enjoyable-unenjoyable *,
1joyable-unenjoyable
Type of
‘ Price service pack
- amusing-not amusing —
using-not amusing?* i
using 9 notimportai not important
— —
important delightful-not delightful X
ightful-not delightful —_— A N important
1.0 1.5 20 2.5 3.0 3.5 40 45 5.0 55 10 15 2.0 25 3.03.5 40 45 50 55

Aesthetic value

Judgements of aesthetic vadue dso differ according to aspects condgdered important in the
decison making process of the own mobile phone.

Respondents having made their choices primarily on the bass of functionality and design
were more positive in their aesthetic judgements as well. The difference is very outstanding
among those who condgdered desgn important: they found ther own mobiles more

“attractive, desirable” and “likeable”.
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desirable-not*

desirable-not

attractive-not*
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Importance of
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important

important
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40 10
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This above tendency judtifies that product aesthetics becomes evident during use (Lissé,

1998; Pierdg).

desirable-not

attractive-not*

like it — does not*

desirable-not*

attractive-not*

Price

not important

important like it — does not*

1.0

15 20 25

30 35 40

Type of
service pack

not important

important

1.0

15 20 25 30 35 40

Evdudtions of those respondents who were more concerned about economical aspects — price

and service pack — were lower. This may prove that cheaper products provide less services or

sarvices a lower qudity.
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10.2.2. Willingnessto repur chase and product judgements

Product related consumer judgements aso varied according respondents  willingness to
repurchase their current phones. Willingness to repurchase is an indicator of consumer

satisfaction, therefore influences consumer judgements.

Table 10.6. Willingness to repurchase current telephone and relating consumer judgements

Product related judgements Willingnessto | Mean |Sandard| T Sig.
repur chase dev.

Q6_UT1 useful — useless would repurchase 157 0.7¢ 132 0.25)
would not 171 0.9¢

Q6_UT7 efficient —inefficient would repurchase 193 0.83 576 0.02
would not 2.25 1.09

Q6_HED4 fun—not fun would repurchase 1.76) 0.9z 107 0.30
would not 1.90 1.14

Q6_UT2 practical —impractical would repurchase 174 0.8( 408/ 0.04
would not 2.00 1.09

Q6_UT4 functional — not functional would repurchase 1.85 085 10.19] 0.00
would not 231 1.22

Q6_UT12 problem solving not problem solving would repurchase 2.00 1.11 021 0.65
would not 2.08 1.27

Q6_UT11 unproductive — productive would repurchase 5.65 0.92 581 0.02
would not 5.28 1.23

Q6_HEDG6 not funny - funny would repurchase 4.80 104 2276/ 0.00
would not 4,09 0.95

Q6_HED7 dull —exciting would repurchase 473 117 2471 0.00
would not 3.91 1.01

Q6_HED10 enjoyable— unenjoyable would repurchase 2.80 114 2963 0.00
would not 3.75 1.24

Q6 _HED12 amusing — not amusing would repurchase 2.90 119 2211 0.00
would not 3.77 140

Q6_HED2 not delightful - delightful would repurchase 3.69 15§ 1242 0.00
would not 1.91 1.10

Q6_AES2 desirable— not desirable would repurchase 317 09¢f 1215 0.00
would not 3.65 1.01

Q6_AES1 attractive not attractive would repurchase 2.67, 111 1856 0.00
would not 340 1.29

Q6_AES5 makes me like this product — does not make  |would repurchase 204 099 4650 0.00

me like this product

would not 3.26 1.61

(would repurchase: N=161; would not N=65)

Results show that those respondents who would repurchase their own current phone are more

pogtive in thar reaing judgements. Important to note that there are sgnificant differences on
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evay item of the hedonic and eesthetic factors among those willing or unwilling to

repurchase their current mobile telephone.

10.2.3. Evaluations of the aspects of product design of own phone and choice criteria

The only relation that is present between evauations of the design of the own phone and

choice criteria (functiondity, price, service pack and design) — is whether product design was

a decisve factor in the choice. This reflects that tiose respondents considering product design
important or unimportant view the product design of their mobiles differently.

Table 10.7. Product design as an /un/important factor in the choice of own phone and

evauation of the design of the phone

Design asa Mean Standard F value Sig.

choicecriteria deviation

Functionality not important 41.36 20.77 7.06 0.01
important 28.65 11.79

Nature, characteristics of form not important 20.23 1041 10.59 0.00
important 31.35 12.85

EXxpressiveness not important 18.18] 10.75 0.45 051
important 20.00 8.00

User — object interaction not important 19.77 10.17 0.01 0.93
important 20.00 7.75

(Design asan important choice criteria N=26; design as an unimportant choice criteria

N=22)
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Rdation of the two aspects is very interesting. Those who considered design unimportant in
their choices think that the functionality of their phones is very important. Those who
made their choice by design consider functionality less important. Further, those who made
choice decison upon product desgn are more careful about the characteristics of the form of
the own phone (sze, shape, colour) and respectively those who were not influenced by design
in their choices digregard characterigtics of their own mobiles. On the other two dimengons of
design (expressveness, use-object interaction) design conscious respondents attribute more

importance (these are not significant differences, only tendencies).
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10.3. Roleof product design in product related consumer judgements

Participants were asked about their own mobile telephone, what they thought it meant to their
environment and to themsdves — public and private meanings Richins (1994a, b.). Two
uncompleted sentences were applied (see tables 10.8. and 10.9.). Responses were categorised
(Méricz, 1999) and differences in meanings attached to different types of phones were
investigated. Responses were possible to categorise into distinct groups, some tendencies can
be formed on the basis of the results.

Expressiveness: public meanings

In the associations about what the telephone tells about itself to its owner’s environment
characteridic responses differ in the case of the two investigated modds. Owners of the
Nokia 3210 mostly attach the idea to the phone that “ | make phone-calls’, “ | use the phone” .
Owners of the Nokia 5110 mostly associate the idea “ | am available”, “ | can be reached”, “|

have the availability in case of some important matters”

While associations related to Nokia 3210 are more ®ncerned with the object, tool itsdf and
the rdated activity is in focus, in the case of Nokia 5110 the focus is on the abstract content of
the form: availability, ability of being able to be reached. Regarding the two models they
provide dmost identicd services, Nokia 5110 was launched earllier (having a classca, more
typica design), Nokia 3210 that was introduced somewhat later designed in a more unusud
form, having an internd antenna. Differences in responses can be explained by the differences
of designs. In that period of time Nokia 5110 could be consdered as the typicd mobile
telephone — therefore in its case — being a telephone, the possbility of making phone-cdls is
taken for granted by the respondents. On the contrary owners of Nokia 3210 ill had to get
used to the newness, unusuad form of the telephone. Furthermore, stronger familiarity with the
Nokia 5110 as aresult of its earlier launch underlines the associations.

The other category of responses, in which responses of Nokia owners dominated were those
where owners acknowledged that the phone expresses something postive, favourable of its
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owner: “ | am pragmatic and simple, don’t want to show off” ; “ | have good style and | use the

phone in an unobtrusive manner” ; “ 1 am modest, practical and modern and up to date”

In this category of responses citations of Nokia owners are the most frequent — here owners of
other Nokia phones (top category phones) and responses of owners of Nokia 3210 are
srongly represented. Responses can be explained by the novelty of the design of Nokia 3210
phones and therefore associations of being innovative. In the case of other Nokia phones the

premium positioning of the telephones gives the explanation.

Table 10.8. Categories and characteristic responses

Uncompleted sentence: ,, My mobile telephone tells about me to my environment that ...."

Categories of responses/ Per centage of owners mentioned the category
Per centage of respondents
mentioned the category (%)

N=230

| use the phone/ 21 % 1. Motorola (45,5 %)
2. Ericsson T10 (28,6 %)
3.Nokia 3210 (27,8%)

being reachable/ available/ 19 % 1. Alcatd (32,0 %)
2. Siemens (23,8 %)
3.Nokia 5110 (23,7 %)

expresses something positive about me | 1. Other Nokia (61 %)
/38% 2. Ericsson T10 (42,9 %)
2. Nokia 3210 (40,7 %)

association with moderate spending on | 1. Ericsson T10 (23,8 %)
mobile communication/ 9,5 %

Expressiveness. private meaning

In the case of the uncompleted sentence “what the mobile telephone meant to its owner”
(Richins 1994b) — private meaning — responses differ in the case of the two modeds. For
owners of Nokia 3210 primary association is being reachable: “ 1 am not stuck in the office, |
can organise my time better”, “ | can be reached any time when | turn it on.” Owners of
Nokia 5110 attribute characteridticaly the idea of freedom and efficiency to ther telephones
“1 am not dependent? | can make phone-calls any time when | need it”, “ it makes my life
easy”’, “| can organise my program spontaneously, because | am reachable and | can reach

my friends.”
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Differences in associations can be explaned by the differences of the mobile designs.
Unusud form implies, that as a result of its novety users conscioudy pay atention to how the
function is fulfilled, while in the case of the more usual and familiar phone (Nokia 5110)
function can be taken for granted, which dicits further associations and meanings.

Table 10.8. Categories and characteristic responses, uncompleted sentence: ,, My mobile

phone meansto methat ....”

Categories of responses /
Per centage of respondents
mentioned the category (%)
N=230

Per centage of owners mentioned the category

| am possible to reach / 66 %

1. Alcatel (80 %)
2. Nokia 3210 (72,2 %)
3. Ericsson T10 (66.7 %)

| can reach others/ 33 %

1. Panasonic (50 %)
2. Ericsson T 10 (42,9 %)
3. Alcatd (40 %)

Connection, relations— family, friends
[13%

1. Ericsson T 10 (38,1%)

Efficiency, freedom/ 32 %

1. Siemens (52,4 %)
2. Nokia 5110 (44,7 %)

Security / 7,3 % 1. Siemens (19 %)
Something positive why the phoneis 1. Ericsson (31,8 %)
important to me/ 9,5 %
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11. Differences between the contexts of choice and usage

11.1. Structuredifferencesin product related judgements between the two
contexts

Respondents evauated their own phones in the context of usage and the preferred telephone
in the context of choice with respect to utility, hedonic vadue and aesthetics (Spangenberg -
Voss (1997) HED/UT scde, (utilitarian and hedonic items) and Hirschman - Solomon (1984)
product aesthetic scale (aesthetic items)).

Factor andyses show gmilar factor structures in the two contexts, however their order of

importance differs. In both context respondents found utilitarian aspects the most important,

“how useful, practical, functional, efficient, productive, problem-solving” the particular phone

was. The order of importance of the other two factors — hedonic and aesthetic value — differs.

Rotated Component Matrix2

Rotated Component Matrix2

Component Component
1 2 3 1 2 3

Q6_UT1 757 Q7_UT7 .834

Q6_UT7 755 Q7_UT4 821

Q6_HED4 701 Q7_UT2 794

Q6_UT2 674 Q7_UT1 775

Q6_UT4 .656 Q7_UT12 707 341
Q6_UT12 .584 -.315 Q7_HED4 557 .318 .382
Q6_UT11 -461 402 Q7_AES1 .843

Q6_HEDS6 765 Q7_AES5 .393 723

Q6_HED7 757 -.334 Q7_HED2 -.696

Q6_HED10 -.658 .390 Q7_AES2 .664

Q6_HED12 347 -.565 316 Q7_HED12 731
Q6_HED2 492 -.399 Q7_HED6 -.706
Q6_AES?2 786 Q7_HED10 .345 679
Q6_AES1 -.329 .760 Q7_HED7 -.530 -.670
Q6_AESS5 -.350 716 Q7_UT11 -.374 -.588

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 6 iterations.

KMO=0,834; variance explained =56,1 %

DoéraHorvéth

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.

a. Rotation converged in 6 iterations.

KMO=0,886; variance explained =63,5%
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The above tables show that items representing the two other factors (hedonic and aesthetic
vaue) clearly differ. Second most important factor in the context of usage is the hedonic
value, that is how “funny, exciting and amusing” on€s own mobile phone is. The third
differentiasting fector is aesthetic vdue, tha is how “attractive, nice” on€s own mobile
telephone is. In the context of choice the order is utility, aesthetic vaue and hedonic vaue,

as0 some of the items changed places.

The fird, “utilitarian factors’ is identicad to the utilitarian factor of the usage context except
for one item. The second most important factor is the aesthetic value, which compared to the
usage Stuaion involved one more item “not delightful — delightful” item. The third factor,

hedonic value includes one more utilitarian item “unproductive — productive’.

Differences in the two factor structures can be explained by the nature of the two contexts.
While in the usage context users have already some experience with the phone, in the
choice context respondents can only have anticipations, expectations. While the usage
context is built on personal experience — so the hedonic vaue becomes more important, the
choice context depends more on an external point of view. the aesthetics of the phone

becomes more important.

There is one more important notable result that the hedonic item (HED4) ‘fun — not fun” are
in the utilitarian factors in both contexts, which may be a result of trandation and the
connotation of the words in the Hungarian language™.

33 |n Hungarian translation ,j6 dolog — nem j6 dolog” which would be rather ,good thing — bad thing” in back
translation.
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11.2. Evaluating of aspects of product design in the two contexts

Evauations of desgn of own phones and chosen phones were recorded by the same
measurement  indruments. Respondents  digtributed 100 points among the four aspects of
desgn, functiondity, characterigics of form, expressveness and user-object interaction
(Appendix 5.2., applied questionnaire, questions Q3, Q5, Q6j, Q7k) with respect to four
frames of reference: desgn in generd, mobile design in generd, desgn of own mobile

telephone, design of chosen mobile telephone.

Comparing the average scores of the four frames of reference with respect to the above four
aspects of product design explores the specifics of the role of product design. Respondents
attributed greatest importance to functionality in the description of ther own telephones.
Characteristics of form played the mogt important role in the case of the yet unknown but
preferred phone. Respondents regarded the expressiveness of ther own phone the least

important.

Table 11.1. Average evaluations of aspects of product design in four frames of reference

M obile Design of | Design of

Designin | designin own chosen

general general mobile mobile
Functionality 3294741)  35.63578| 39.90265| 33.89274
Characteristics, nature of form 2269918 2456271 2277212 25.42902
Expressiveness 2116695 18.64043| 16.58186| 20.11987
User-object interaction 2236634 20.30243| 20.32444)  20.14826

35
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User-object interaction

—— Desgningenerd
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The relations among the different aspects of product design shows smilarities in the two
contexts. In both contexts functiondity is in a negative rdationship with the other three
aspects. There is a0 a negative reationship between characteristics of form and user-object
interaction. This implies that respondents condder the characteristics of form (Size, shape,

colour) not contributing to user-object interaction.

Table 11.2. Consumer evauations of the different aspects of own mobile telephone

Design of own
mobile phone Design of own mabile phone
functionality Nature, Expressiveness User — object
characteristics of interaction
form

Functionality 1
Nature, - 1
characteristics of
form
Expressiveness - + 1
User — object - - 1
interaction

(,-,, and”+" show the direction of relationships, which proved to be significant, based on
bivariate correlaions)

Table 11.3. Consumer evauations of the different aspects of chosen mobile telephone

Design of chosen
mobile phone Design of chosen maobile phone
functionality Nature, Expressiveness User — object
characteristics of interaction
form
Functionality 1
Nature, - 1
characteristics of
form
Expressiveness - 1
User — object - - 1
interaction

(,-,, and”+" show the direction of relationships, which proved to be significant, based on
bivariate correlations)

The only difference in the exigence and direction of dgnificant rdaionships is that in the
context of choice importance of characteristics of form and expression show a positive
relationship (grey cdl in table 11.2) This implies that respondents think tha the
characteristics of form of one's mobile phone contributes to its expressiveness, which is

form determines whether mobile phone in question is capable of communicating owner's
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pesondity and dyle This laiter reaionship dso judifies tha characterigics of form is
congdered to be determining external characteristics, gppearance of the mobile phone.

Aspects of desgn in the two contexts were related to aspects of product design in generd,
which show the following relationships.

Table 11.4. Aspects of design in the two contexts related to product design in generd

Design in general Design of own mobile phone Design of chosen mobile phone
functiona- Nature, Expressive- User — functiona- Nature, Expressive-|  User —
lity characteris- ness object lity characteris- ness object
tics of form interaction tics of form interaction

Functionality + - - - + - - -

Nature, characteristics + + -

of form

Expressiveness - 4e + - +

User — object - - + - +

interaction

(,-» and " +" show the direction of relationships, which proved to be significant, based on
bivariate correlaions)

Smilaly to generd views about mobile telephones there is a podtive relation between
importance of expressveness of every day objects and the characteristics of form of one's
own mobile phone. This relation is not present in the context of choice. This relation suggests
that those respondents who attribute greater importance to the expressiveness of ther
things in general, attribute greater importance to the characteristics of the form of their
own mobile telephone and vice versa. Those respondents giving greater importance to the
expressiveness of things in general see the expressiveness of their own phones in the
characterigtics of its form. Characteristics of form therefore can communicate about the
object.

With respect to generd ideas about design it is dso specid about the context of usage that
there is a negative relationship between the importance of user-object interaction in
general and the importance attributed the characterigtics of the own phone (see in table
11.4. indicated with grey shade). This indicates that those respondents who consder user
object interaction important, do not give that much emphass to the type of form tha serves
that, and those who care about these externad characteristics (shape, sze, form) are less

concerned about the harmonic interaction with productsin generd.
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There is a gmilar reationship in the context of choice there is a negdive rdationship
between the above two condructs. where the externd (outsde) point of view of the choice
Studion is reflected. Characteristics of form of things / material objects in general is in
negative relationship with anticipated user-object interaction of the preferred phone. As
a result those respondents vauing the characterisics of form high disregard user-object
interaction. This implies that the importance of the characteristics of product appearance does
not play a role in the evolution of the anticipated harmonic interaction of user and chosen
telephone.

Aspects of product design in the two contexts were aso related to the desgn of mobile
phonesin generd (seetable 11.5.).

Table 11.5. Aspects of design in the two contexts related to mobile telephone designin
generd

Mobiledesign in
general Design of own mobile phone Design of chosen mobile phone
functiona- Nature, Expressive- User — functiona- Nature, Expressive-|  User —
lity characteris- ness object lity characteris- ness object
tics of form interaction tics of form interaction

Functionality + - - - + - - -

Nature, characteristics - + - + -

of form

Expressiveness - 4e + - +

User — object - - + - - +

interaction

(»-» and " +" show the direction of relaionships, which proved to be sgnificant, based on
bivariate correlaions)

Negdive rdationships between functiondity and characterigics of form is present with
respect to evauation one€'s own mobile. Lack of this relationship in the context of choice is
explandble by the externd point of view, tha users ae not familiar with the preferred
telephone yet, therefore they are not certain about their evauations yet.

Respondents attributing less importance to the characteristics of form of mobiles in
general gave greater importance to the functionality and vice versa Being concerned
about functionality involves less concern about the characterigics of form, which implies it is
not important how the telephone looks like, but how it operates. On the other hand, those who
give grester importance to characteristics of form are less concerned about the aspects of
functioning.
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The rdationships of evauaions of the design of the own telephone and the chosen one show
those rdationships that are present in generd: negative relationships between the importance
of functiondity and characterigtics of form expressveness, user-object interaction and
negative relaionship between characteristics of form and user-object interaction. This
suggests that in the context of choice and usage that evduation of the different aspects of

desgn evolve smilarly.

Table 11.6. Aspects of product design in the two contexts related to each other

Design of own
mobile phone Design of chosen maobile phone
Functionality Nature, characteris- | Expressiveness User — object
tics of form interaction

Functionality + - - -
Nature, characteristics - + -
of form
Expressiveness - +
User — object - - +
interaction

(»-» and”+" show the direction of relationships, which proved to be sgnificant, based on
bivariate correlations)

DoéraHorvéth 143



The Impact of Product Design 12. Product related consumer judgements

12. Product related consumer judgements

Following the exploratory and descriptive andyses of Product related consumer judgements
the dements of these judgements and their determining factors (strength and direction of
relations) are further andysed with structura equation modelling.

Objective of this last causd pat of the research is to describe the relationships of product
rdaed consumer judgements and thelr determining factors. The figure bellow shows dl the

possble rdationships of product related consumer responses judgements. Results of the

descriptive andyses suggest the following:

e

”

??

7

Product design determines product related consumer judgements evauations of utility,
aesthetic and hedonic vaue.

Judgements of aesthetic and hedonic vaues are in a very strong relationship, together they
form alaent variable, which is labelled later as“product experience”

As a result of past experience and knowledge contexts of choice and usage differ. In the
case of evauations of own phone it is experience that determines responses, while in the
case of a newly chosen teephone it is anticipations based on product design and other
features that determine relaing consumer judgements.

Different aspects of product design (functiondity, characteritics of form, expressveness
and user-object interaction) are related to consumer judgements.

Product
design

Hedonic

value
Utility Product

experience

Aesthetic

value
Functio- Form
nality Siccr;?racten:
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12.1. Product related consumer judgementsin the choice context

Structural equation modelling was conducted in the subgroups of respondents who preferred
given product desgns of mobile telephones. The impact of the desgn of the given mobile
telephone was recorded by the introduction of dichotom varigble which got the vdue “1”" for

those who chose the given phone and “2” for those who chose other phones respectively.

Measures of fit (Cmind/Df, generd measures of fit (GFI, AGFI, CFl)) show that modes well
represent the populations. Variance and covariance not explained by the modds (RMR) is
relatively high. References (scale descriptions) for the bellow interpretations of results are in
chapters 4.1. and 9.6.

Following figures show that preferences in the context of choice show gmilaities the same
relationships and ther smilar directions are present among product related consumer
judgements. Differences occur in relationships with product desgn and relaing consumer

judgements, directions and strength.

The latent varidble “product experience’ is formed by two varigbles judgements of aesthetic

and hedonic vaue.

Importance attached to the characteristics of form determines the anticipation of product
experience (quality of the product experience) which is influenced by product design. All
four modds show a dight negative rdationship between the two variables. This suggests thet
importance attached to the characterisics of form and anticipated product experience
(emotions evoked) relates, the more important the characterigtics of form to a future user is,
the nicer product experience they expect. For those who more disregard the characteristics of
form are more negative about the type of experience they anticipate. This result underlies that
respondents in the context of choice make anticipations about the usage experience
based on the characteristics of product form.

Importance attached to functionality determines anticipated product experience, utility
and evaluations of the characteristics of form. This reaionship exigs for each modd.
There is a week podtive reationship between importance attached to functiondity and
anticipated product experience. This implies that those respondents who attach greeat
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importance to functiondity of the phone are less podtive about the anticipated emotions
evoked by the phone (product experience). For those who ae less concerned about
functiondity are more podtive about the anticipated product experience with the chosen
telephone. This reaionship suggests that narrowly defined notion of functionality (serving
basc functions) is not connected to the experience and emotions evoked by the phone,
because basic, primary functions presumably are taken for granted in today’s market
Stuations.

There is a wesk negative relationship between importance of functiondity and judgements of
utility. This means that respondents ataching greater importance to functionality are more
positive about the anticipated utility of the chosen phone and vice versa

There is a drong negative rdaionship between importance given to functiondity and
characterigtics of form. The exisence of this reaionship is logicad and was discovered in the
descriptive part of the research. Respondents being more concerned about the functiondity of
the phone are less caring about its forma characteristics, while those being concerned about
the characteridtics of form give less importance to functiondity.

A reationship exigs in dl modds between judgements of utility and anticipated product
experience (emotions), however its drengths and direction differs by the different product
designs of mobile telephones. This judtifies the impact of product design in Product related
consumer judgements. While for those phones that were evauated more aesthetic (Nokia
3310, 8210 and 8850) there is a strong positive relationship between the two variables — so
respondents being very podtive about the anticipated utility of the chosen phone were dso
very postive about the qudity of the anticipated product experience (emotions), for those
who were more negative about the utility of the preferred phone, were dso more negative
about the anticipated experience with it. The more utilitarian the phone the more enjoyable
product experience is expected. Another possble explanation is high / low involvement with
the mobile phone in question. For those who consider the mobile phone important, al aspects
are important and postively judged, while for those, who d not care too much, evauate both
aspects less pogtively.

Among those who chose the mobile Nokia 6210 the relationship is of the opposte direction
and wesker. For those preferring Nokia 6210 more postive judgements of utility come with
more negative judgements of anticipated product experience (hedonics and aesthetics) and
vice versa. A possble explanation is tha attitudes towards the functiondity of the phone are
very different. For some respondents functionality, operation of the chosen phone is
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exclusvely important and the notion of product experience is irrdevant. In the explanation of
the other extreme the descriptive results of the research can hdp. The teephone that was
evduaed the mog utilitarian (“functional, practical, efficient”, etc.) (chapter 9.4.) is adso
associated with exceptiona enjoyable product usage experience.

Rdationship between utility and importance attached to characteristics of product form
is present for three phones. Nokia 3310, 6210 and 8850. Nature of the relationships is
different for the three mobile types which is explainable by the different product designs.
For the more complicated and sophisticated Nokia 6210 and 8850 phones the relationship is
wesker and negative. Pogdtive evduations of utility result in greater importance attached to
the characteristics of form. Those who anticipated more utilitarian the chosen telephone gave
more importance to the characteristics of form as well. Those expecting utility of the chosen
phone lower were less concerned about the characteristics of form.

For the more ample Nokia 3310 this relation is podtive. Those who found the phone very
utilitarian gave less concern to the externd characteridtics of the form, presumably for them it
was important to own one telephone, which they could use for making phones cdls. (This is
aso underlined with the fact, those respondents who did not have mobile phones in the time
of the research were more likely to choose this modd than mobile owners, see chapter 9.1.2,
9.5.) However, the reault tha those evauaing utility lower and giving greater importance to
characterigtics of form is explainable by that they saw a very attractive phone in Nokia 3310.

There is one more dmilar tendency in the four modds the fact of owning a mobile
telephone, past experience with mobile phones. In accordance with results of the descriptive
research, results of dructura equation modelling indicate that mobile phone owners are
more positive about the utility and anticipated experiences (emotions) with the chosen
phones. One explanation is their existing experiences and non-owners lack of experience and

their more negative attitudes towards mobile phonesin genera (see chapter 4.2.1.)
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Nokia 3310 — “ youth, simplicity and beauty”

Ownership .
of mobile 0.269 \I;IatTcLijc;nlc
i 0,681
0,305
Utility Product
0.445 experience
Aesthetic
0.876
Product 0,260 value
design _
9 -0.207 0,229
0,260
Functio- Form
nality 0,229 (characteri
stics)

Product related consumer judgements, impact of the design of Nokia 3310

Description of the model

N=45

Measures of fit
Chi squarre=7,378 RMR: 0,544
Df =4 GFl: 0,994
p=0,117 AGFI: 0,956
Cmin/Df = 1,845 CFl : 0992

When the variable product design is set for the vaue “1” for those who chose Nokia 3310 and
“2’ for those who chose other phones there is no sgnificant relaionship found between this
variable and the other variablesindicating product responses.

The smple and aesthetic form of the phone is tracegble in the reationship of utility and
characterigtics of form. Contrary to the evduations of the three other modds there is an
opposite relation between the two latter variables. those who preferred Nokia 3310 either
evauated its utility high or gave great importance to the characterigtics of itsform.
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Nokia 6210 —*“ the classical mobile phone”

Own .
mobile 0.273 \I;I atTcLijc;nl c
(V7N 0,6,71
0.302
Utilit Product
Y -0.229 experience
0.884 Aesthetic
Product -0.229 -0.22¢ value
design
g 101 -0.183 [0.157
0.220
-0,255
Function-
: -0.469 Form
aity (characte-
ristics)

Product related consumer judgements, impact of the design of Nokia 6210

Description of the model

N=89

Measures of fit
Chi squarre= 8,956 RMR: 0,520
Df=7 GFl: 0,992
p= 0,256 AGFI: 0,968
Cmin/Df =1,279 CFl : 0,996

There are severa notable relations in the case of the model Nokia 6210. Nokia 6210 and its
product design “talks for itsdf”. The above mode indicates that those respondents who chose
Nokia 6210 attributed greater importance to functiondity than those who chose other mobile
telephones. However, these respondents (who preferred Nokia 6210) regarded characteristics
of product form and product experience less important. In the case Nokia 6210 the smple and
clear product form is taken for granted, they are more concerned about the diverse services of

the phone.
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Nokia 8210 —*“ sdlf-fulfilment, style and individuality”

Ownership .
of mobile 0.278 Ha(TdonIC
(Y/IN) value
Utility Product
experience

Aesthetic
Product value
design

g -0,105

Functio- Form
nality -0481 p| (characte
ristics)

Product related consumer judgements, impact of the design of Nokia 8210

Description of the model

N=78

Measures of fit
Chi squarre= 6,360 RMR: 0,528
Df =5 GFl: 0,995
p=0,273 AGFI: 0,969
Cmin/Df =1,272 CFl : 0997

For those respondents who chose Nokia 8210, we can see the characterigtic relations and
further, there is a weask negaive relation between product desgn and characteristics of
product form. This implies. the mobile phone mode that pogtions itsdf as “aesthetic’, was
chosen by respondents who attribute greater importance to the characteristics of product form

and appearance.
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Nokia 8850 — “ elegance, high tech, design”

Ownership Hedonic
of mobile 0.257 value
(Y/N) 0,681
0,312
Utilit Product
y 0.482 experience
0147 Aesthetic
0.868
Product 0,174 -0,22¢ value
design
-0.177 -0.191
0,233
0,198
Functio- Form
nality -0495 (characte
ristics)

Product related consumer judgements, impact of the design of Nokia 8850

Description of the model

N=114

Measures of fit
Chi squarre= 12,187 RMR: 0,557
Df =7 GFl: 0,989
p= 0,095 AGFI: 0,958
Cmin/Df =1,741 CFl : 0,989

According to the manufacturer’s postioning the telephone Nokia 8850 is a ‘tribute to quality
product design and advanced technology’. There are severa notable relations among the
different types of Product related consumer judgements. The more spectacular Nokia 8850
(evaduated as the least functiond telephone) was regarded less useful, utilitarian, & the same
time reding product experience was conddered of very high importance. Logicdly, the
functiondity of this telephone was regarded less important.
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12.2. Impact of product related consumer judgementsin the usage context

It was dudied within the two subgroups — owners of Nokia 5110 and Nokia 3210 — whether
product related consumer judgements differed in the usage context, whether there were
characterigtic differences between the two groups as a result of owning, usng, experiencing
different design mobile telephones.

Measures of fit (chi square/degree of freedom (Cmind/Df), generd measures of fit (GH,
AGFI, CFl)) show that models well represent the populations. Variance and covariance not
explaned by the modds (RMR) is rdativey high. References (scde descriptions) for the

bellow interpretations of results are in chapters 4.1. and 9.6.

Examination of product related consumer judgements in the usage context show the following
relationships.

Product experience is determined by judgements of utility. There is a podtive rdationship
between the two variables. Users who regard their phones utilitarian, useful, evduated the
qudity of thar product experience dso important. One possble explandtion is that they are
satified with their teephones. Those respondents who ae stisfied with ther telephone
evduated every aspect of the phone pogtively, while dissatisfied users are negative about
those aspects.

There is a podtive reaionship between judgements of utility and characteristics of product
form. Users who condder ther telephones useful condder the characteristics of form of their
phones less important, while those who are more concerned about the characteristics of the

form consder utility lessimportant.

Importance attributed to functiondity determines product experience. The more important
functiondlity for the user, the lower he / she evaduates product experience. Those respondents
who consder the functiondity of ther telephones less important, evauae reaing product
experience higher. These reactions dso show differences as a results of the ownership of
mobile teephones with different product designs: for owners of Nokia 5110 the coefficient
150,378 and for owners of Nokia 3210 it is 0,638.
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Importance attributed to functiondity and characteristics of product form are important for the
users of both telephones, however, their direction is opposing. For owners of Nokia 5110 this
rdaionship is podtive user dther regard functiondity and characterisics of product form
important or unimportant. For owners of Nokia 3210 this strong relaionship is negative: those
who regard functiondity of high importance are not concerned about the characteristics of
product form and those owners congder the characteristics of product form important, for
them, functiondlity is less important.

There is a reationship between product experience and characteristics of product form. What
is very interesting is that compared to the choice context the direction of the reation is
opposte: product experience determines the importance attributed to product form.
Characterigtic of this relaionship is that those respondents who were pogtive about the
product experience of their telephones aso consdered the characteristics of product form
important, and those who were more negative about the product experience, gave less

importance to product form aswell.

There is one further aspect that played a role in the reactions, and that is the fact of
willingness or unwillingness to repurchase the telephone — as an indicator of consumer
satisfaction. Results show, that those who were willing to repurchase their telephones were
more positive about product experience of their mobile telephones.
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Nokia 5110 —*“ classical and typical mobile phone”

Willingness 0.661 Hedonic
to .
repurchase 0,548 value
Utilit Product
y 0.304 experience
0.186 ’ '
0.765 Aesthetic
Product -0,229 0,205 ’ value
design
-0,235
0,378
Functio- Form
nality 0.405 (characte-
ristics)

Product related consumer judgements, impact of the design of Nokia 5110

Description of the model

N=38

M easur es of fit
Chi squarre= 11,965 RMR: 0,684
Df =10 GFl: 0,969
p= 0,287 AGFI: 0,914
Cmin/Df =1,197 CFl : 0982

The above modd indicates that owners of Nokia 5110 evduate their product experience lower
than owners of Nokia 3210. There is a weak postive rationship between product design and
willingness to repurchase, which indicates that owners of Nokia 5110 would repurchase ther
phones, therefore they are more satisfied.
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Nokia 3210 —“ new and unusual form’

Willingness 0.638 Hedonic
to .
repurchase 0.547 value
Utilit Product
y 0.246 experience
0.760 Aesthetic
Product 0,266 0,201 ' value
design
-0,225
0,638
Functio- Form
nality -0.408 (characte
ristics)

Product related consumer judgements, impact of the design of Nokia 3210

Description of the model

N=54

Measures of fit
Chi squarre=7,325 RMR: 0,693
Df =10 GFl: 0,982
p= 0,694 AGFI: 0,951
Cmin/Df =0,733 CFl : 1,000

What is characterigtic about the responses of owners of Nokia 3210 is that they are more
positively evauate the product experience of their own phones.

This difference between the responses of the owners of the two differently designed phones
can be explained by the characteridics of form being usud or unusud: typicdity. The very
well known, amogt classca and typicd Nokia 5110 is less exciting, its qudity and services
are taken for granted, while Nokia 3210 at its market launch became very popular with its
unusuad product design (it was the firs mobile tdephone without an externd antenna in the

Hungarian market.)

DoéraHorvéth 155



The Impact of Product Design 12. Product related consumer judgements

Our ressarch results and results of the moddling sugges the following directions of
generdisations for product related consumer responses (judgements of functiondity, hedonic

and aesthetic vaues) for future research.

1. More rdiond condderdions, judgements of utility and importance attributed to
functionality determines the more emotional aspects judgements of aesthetic and
hedonic value. Thisrdationship is present in both: choice and usage contexts.

2. Thereisadifference between the choice and usage contexts:

» In the context of usage product experience determines judgements of characterigtics of
product form.

» In the context of choice, based on the judgements of the characteristics and qudity of
product form anticipations of the qudity of product experience are formed.
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13. Possible directions of extension of the research

13.1. Direct extension of theresear ch

As it was dready indicated in the conceptual modd of the research it can be extended in
severd ways. It is very important to involve other types of everyday products in consecutive
future research. Replication of the study with other products would confirm results of the
present research and would prove the strength of the research modd, which would make it
possible to form theoreticd generdisation about the impact of product design in product
rlated consumer judgements and responses. Replicating the sudy in different indudtries
could reved how product desgn has its impact in very innovative and technology intensve
industries (such as mobile telephones) and less technology and innovetion driven industries —
whether there are common and industry specific relations.

Vey cucid direction to extend the ressarch would be involving further groups of
respondents. This would dlow for involving the impact of such consumer characteridics as
personality characteristics, persona experience and background, education, and leve of
income in the consumer decisontmaking processes. Extending the research of product design
in the mobile telephone industry would be very reevant among company executives in
manageria pogtions as they ae the ones who switch ther mobile tdephones regularly,
follow new product introductions. Modelling, forecasing switching and formation of new
choices (eg. switch from mobile telephone “A” to mobile telephone “E’.) could very much
fecilitate the planning of new product introductions (see chapters 8. and 10.). Furthermore,
segmenting potentiad  consumers on the basis of the importance they atach to ther materid
possessions and design preferences would help marketers to more subtly segment thelr
markets and position their products there.

Present research excluded the impacts of brand, fashion and price by using research objects of
the same brand, fashion and price. Important direction of extenson is incorporating the
influence of the brand, fashion and price in a consecutive research. What importance does
product design “itsdf” play in consumer choices, how is this ether facilitated or conflicted

with brand preferences. These directions of extensons imply experimenta research.
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Conddering the importance of fashion and trends is adso \ery reevant in the study of product
desgn: which is more important for consumers, fashion or qudity of product desgn? For
manufacturers it is aso important to discover what are the relations between price sengtivity
and preferences for product design. Are consumers willing to pay more for the design they
prefer? In what cases, in what product categories? Are these choices explainable by other
individua characteristics?

13.2. Relating cor por ate resear ch

Present research results suggest to extend the research to corporate product policies, new
product development processes with the objective of tracking these policies and decisions in
different industries and conduct comparaive sudies, this direction directly connects to the
research project of Beracs et a. (2001), cross industrial research. With respect to new product
introductions the study of corporate strategic and marketing goas serve as an input.

Invedtigation of a given industry with respect to drategic functions and the role of product
devdopment within this could give an indght aout what the role of innovation and the
process of indudrid design among other company functions. The study could give an answer
to whether marketing or other corporate functions leaded product innovation and the process

of product design or whether they were just a consequence of other functions.

13.3. Possible directions of consumption resear ch

As a result of the usage of internationaly agpplied measurement instruments present results of

the research give abagis for intercultural comparative studies.

Current research agpproach support a historical overview as wel, where product design
succeses and failures could be andysed with the same methods. Common features of
successes and fallures could be reveded, which could later be used for testing implied
hypotheses.
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A spectacular and innovative direction would be the study of societid innovations (Cowa &
Swanfddt, 1993) which dso support the direction of doing consumption studies not only in
thefidd of artistic and extreme products and activities but more smple every day objects.

With the help of the proposed messurement insruments the meanings and Product related
consumer judgements to societid innovations could be explored, what differentiates them
from successful products that remained in their markets for shorter time periods. It would aso
be interesting to explore persond characterisics of those consumers, whether those
consumers who have preferences for societia innovations are more design acumen (Bloch,
1995). Finaly it would be interesting to contrast and compare the experiences of users of two
examplatory societid innovations. Citroen 2CV and VW Besetle, which would dso reved
common specifics of these products but also their own specifics.
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14. Conclusions

Present research gpproaches product design as a marketing tool, that is a mean for facilitating
market exchange, by having a role in the ,act of interpretation, understanding, perception of
the product” (p. 161., Lissak, 1998). Our results show that design not only makes functioning
possble, but establishes this in a didinctive way, therefore influences choices, communicates
and positions: atracts consumers and is capable to communicate with them (Bloch, 1995).

At the same time, the studying of product design is not complete, if we disregard that the fact
that it is the essence of indudtria design to produce a particular function, S0 its essentia task
is dso to establish a harmonic relation between the user and the object. “The psychologicd
function can be read from the product, but can only be explored and experienced during
usng, sensng the product” (p. 160., Liss&k 1999). Therefore design cannot be fully
investigated without studying the context of usage.

Approaching desgn from the above two perspectives has practicd implications as well.
Underganding the context of choice is important from the point of view of sdlers. However,
understanding the context of usage is inevitable for producers who intend to establish and
maintan ther successful pogtions in the market in the long run, especidly in the innovation
intensve sectors of busnesses. As a result, present research investigates both, choice and

usage contexts, describes their speciaities and differences.

14.1. M ethodology of theresearch

Our research consgs of two phases. In the first exploratory phase, we used quditative,
projective research techniques (sentence completion). In this phase the research object: the
mobile telephone was chosen (chapter 4.2.1). The existence and interpretability of the three
aspects of Product related consumer judgements - judgement of utility, hedonic and aesthetic
vaue - in the case of mobile telephones were tested with sentence completion technique as
well (chapter 4.2.1.). Hungarian adaptation of internationdly used scaes were subject to pre-
tests too (chapter 4.2.2.).
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In the consecutive conclusve (Mdhotra, 2001) phase of the research a standard written type
of questionnaire was used, that was administered by the respondents themselves (chapter 5.).
The questionnaire was designed according to the results of the exploratory research. In the
research product related consumer judgements were investigated in two contexts. in the
context of use, with regard to on€'s own mobile telephone, and in the context of choice in a
dmulated gtuaion. In the smulaied choice context Imilar to a red buying Stuation
respondents could look at, take in their hands the selected telephone models. Based on these
experiences they dose and evaluated one of the four models they most preferred (chapters 7.,
8,9,10, 11, 12).

14.2. M ajor resultsand contribution of the resear ch

In the following paragraphs the magor findings of the research are summarised, acceptance or
rgjection of hypotheses is indicated. Further, the contribution of these findings to scientific
and practical knowledge is presented.

14.2.1. Product design deter mines consumer choices

Our results judtify that product design determines several aspects of consumer choice (chapter
8): preferences are determined by desgn at firs dght, in an idedised choice where price
factor is excluded. However, in choices where the impact of prices is present, the impact of
desgn preferences dill remains influentid. The notion of primacy effects (Hewstone et 4.
1997, Forgas 1989, Aronson 2001) is present in the case of consumer preference formation
for product design. In the case of modds used in the research product design clearly
communicates about itsdf: it tells about its functiondity. Judgements based on looking &,
touching the design of the preferred mode were very close to those judgements that were
made based on reading the technical information of the involved modds.

Above reaults judify hypothess H1: “characterisics of product form have an impact on
product related consumer judgements’. By contrasting the applied decison frames it becomes

clear that respondents remained loyd to those mobile modds preferred according to product
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design in other aspects of choice. It is clear from the reactions, which model was found to be
the mogt functiond. By fird dght preferences and based on red technica information the
“functiond and classca” Nokia 6210 was found to be the most functiond, utilitarian by the
respondents, which judtifies hypothess Hl/a: “The more usud, typicd a given product design

is, the more functiond, ussful it is perceived by the consumers. The more novel and unusud a
given product design is, the less functiona and useful it isjudged in the context of choice.”

The scientific contribution of these results is that they prove that primacy effects are
present in the case of product design in the context of choice. Our results show that
primacy effects, - choice formation a fird dght - remained determinant a other
aspects of choice, in other decison frames. Contrary to previous research (Veryzer &
Hutchinson, 1998; Hirschman, 1986; Bamossy et d., 1983) the present research
goplied red, existing products, not constructed models.

The practicd implication of the results is tha they prove the importance of the “first
impresson” in the case of marketable products with regard to their design. Our results
show the power of product design in consumer choices. consumers make judgements
a firg sght and make inferences about the product immediatdy. In the case of a
successful product design these anticipated inferences are smilar to judgements made
based on red technicd product information. Preferences formed according to first
impressions stay the samein severd decison frames.

Applying the suggested series of decison frames (chepter 8., appendix 5.2/Q7ah)
could contribute to studying product related consumer judgements and preferences in
the case of other type of products.

14.2.2. Impact of individual differenceson preferencesfor product design

Research objects (the four mobile phone modes) used in the research were al pre-selected
modds with “good” product design, that ae clearly capable of communicating about
themsdves, well postioned (chepter 5.2). The different models were found to be atractive
by different groups of respondents (chapters 9.1., 9.2)). Those respondents who considered
their possessons important in the expresson of their personal excellence and success, who
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regarded owning vauable things important preferred different models than those respondents

who put less emphasis on materid possessions and their expressive power.

» The fird group, consdering materia possessons and ther expressve power important,
preferred the modd “celebrating self expression, differentiating between clothing and
style, and mobile phone and a Nokia 8210°** and the modd “which is not for only
conversation, but an admiration of quality design and high technology” Nokia 8850.

» The second group, those respondents who did not consder their possessions as maor
sgns of their persond success, preferred another mode: the “classcad” Nokia 6210, of
which ‘the ergonomic design tells, that its lines and perfect size ensures convenience and

functionality.”

These reaults prove hypothess H2a/l that “consumers who attribute grester importance to

ther own possessons give more emphass to the expressve and  communicative

characterigics of preferred products in their choices” Reaults of the research showed that

models more fancy, spectacular in their gppearance, not only functiond but luxurious
modds: “more than telephone...”, ‘not only for conversation” were preferred by the more
materiaist respondents, those who more tended to express their own persond excellence
through material possessions.

Those respondents who were less materialist (Hofmeister & Neulinger, 2001) preferred, more
ample, “puritan”, classcd modds like the Nokia 6210 which judtifies hypothess H2a/2 that
“those _consumer who attach less importance to their materiad possessons consder the
experiential, hedonic agpects decisive.”

Scientificaly, these results prove that the “materidism” condruct (Riching, 1992) is
adso gpplicable in another culturd context, like the Stuation in Hungary. As a result of
the complete adaptation of the scale (word-for-word trandation) it would be possble
to conduct comparative, cross cultura analyses in the future. Our results aso prove
that consumer materiaism, importance attached to products by consumers can be a

relevant base for segmentation.

The results are notable for the corporate practice. As they prove that there is a distinct
relationship between persona attitudes towards products and consumer preferences for
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desgn, companies have the opportunity to segment ther market according to
consumers orientation towards their possessons and podtion ther products by ther
product design.

We can assume that the above relaion is present in the case of other products as well:
different messages conveyed by different product designs are preferred by different
groups of consumers. An economic implication of our results is, that products with the
same technicd vaue can be pogtioned differently with different consumer groups by
thelr design.

14.2.3. Impact of product design on product related consumer judgements

Our research results show that product design indeed communicates about itsef and reflects
the message of the designer in product related consumer judgements (chapter 9.4.). Positioned
as “classical and functional” Nokia 6210 was perceived to be the most useful, the mode
cdebraing “sdf-fulfilment, individuality, style” (Nokia 8210) and ‘elegance and high tech”
(Nokia 8850) were regarded to be the most asthetic. Intended messages of the designer are
traceable in respondents views about what the preferred model communicated about to their
environment. Functiondity is the most characterigtic associaion in the case of the modd that
“provides usage value besides aesthetics’ (Nokia 6210). The “youthful, simple and personal”
Nokia 3310 invoked associations of good sense of aesthetics and style. The telephone created
“not only for conversation” (Nokia 8850) was most characteristically associated expressing ts
owners favourable financia gtuation. The modd “celebrating the harmony of colour and
style, youth and self-expression” (Nokia 8210) was attributed to be of quaity design.

Th results confirm hypothess H1l/a as respondents regarded Nokia 6210 the most ussful. The
results aso judify hypothess H1/b — “The more nove, unusud a given product design is, the

more important its aesthetic and hedonic features are consdered. On the contrary, in the case

of vay usud, typica designs consumers regard aesthetic and hedonic vaues less important.”
It is clear that Nokia 8850 and 8210 were consdered the most aesthetic, hedonic, which can
be described by their spectacular and fancy design, not by ther functiondity, while aesthetic

judgements of Nokia 6210 were the lowest.

34 quotationsiin italics are descriptions of the Nokia company, source: www.nokia.hu
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H1/c hypothesis can adso be confirmed as that to dl four models extraordinary expressiveness
and clear messages (to both, usud and unusud forms) were attributed to. This judtifies that
“the more usud, typical a particular product design is, the more expressve power is attributed

to it. The more noved, unusua a product design is, the more expressve power is atributed to

it.”

In the evauation of aspects of product design (functiondity, nature and characterigics of
form, expressveness, user — object interaction) smilar judgements were formed. Those, who
preferred Nokia 6210 regarded functiondity as most important; those preferring Nokia 8210
and 8850 conddered the nature and characteristics of form more important. Expressveness,
0 that the given modd wel communicates about its user to hisher environment were the
most important among those who chose Nokia 8850. Finaly the harmony and convenience of
object-user interaction was most important for those who preferred Nokia 6210 compared to
those who preferred Nokia 8210 and 8850.

Product form relaed consumer judgements differ as a result of differentiating product
designs. Consumer evauations of product design proves hypothess H1: “In the case of those
products that differ in their desgn, but identicd in their services and vaue bring about
different consumer judgements. Nature, characteridtics of product desgn whether it is novel
and unusua or usud, namdy typical determine how much utility, aesthetic and hedonic vaue
consumers aitribute to different products’

The sdientific implication of the results that they prove tha the four dements of
product related consumer judgements (Spangenberg et d 1997; Hirschman &
Solomon, 1984) can be gpplied in the evaluation of product design. In the choice
context responses reflect consumer expectations, in the context of usage consumer
experience are reflected. The rdiability of the scale is proved by the fact that in the
case of “good” examples it was able to differentiate. We can assume that in the case of
modds that were Imilar in ther functiondity but “better” and “worsg’ in ther

designs would give even more differentiating results.

Notable practicd is implication that the results show that product desgn affects
product related consumer judgements. It is dso clear tha a given design character
generdtes a definite direction of consumer judgements. Products communicating
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something different about themselves are regarded differently by consumers. In
desgn-intensve sectors it is important to trace and control that products convey their
desgners, producers intended messages in consumers product related consumer
judgements, whether consumers well interpret what the given product tells to them.
Adopted measurement instruments would make it possible to record product related

consumer judgements for other types of products.

14.2.4. Therole of design in the context of usage

Above results well proved that desgn plays an important role in determining consumer
choices. At he same time, a comprehensve study of product design should include the role of
product design in the context of product use, as “design can wholly explored during and
through use by multiple sensory experiences’ (Lissdk, 1998).

Our results show that choice criteria consdered a the time of purchase play an important role
in Product related consumer judgements in the context of usage (chapter 10.) For those
respondents who considered product design as a decisve factor at the purchase consder the
characterigic of form of their mobile more important than its functiondity. At the same time,
those respondents who disregarded the importance of design, consdered the functiondity of
their mobile telephones more important. Price sendtive (being concerned about the price of
the telephone and service pack) evaduated the functiondity and usefulness, hedonic and
aesthetic vaue of their telephones lower.

An interesting result that the responses of the owners of Nokia 5110 and 3210 models show
vay dight differences, however the latter was regarded more aesthetic. The responses reflect
the novelty of the Nokia 3210 mode at the time of its market launch.

Further, an unsurprising result is that those respondents who were willing to repurchase their
mobiles (therefore being more sdisfied), were more postive about their mobiles in every
aspect. This result can be explaned by genera consumer satidfaction rather than the qudity
and nature of product design.
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In the context of usage the relaion between judgement of functiondity and differences in
design — H1/a hypothesis — could not be proved. In the usage context one aspect of hypothess
H1/b could be proved: the more novel (Nokia 3210) was evaduated more aesthetic than the
more usud, typical Nokia 5110 launched earlier. According to the results of the quditative
research (chapter 10.3.) hypothess H1/c can be confirmed. It is dso important to stress that
(red) previous choice criteria determines Product related consumer judgements. This
underlines hypothess H1, that those respondents who regarded product design as crucid in
the choice of their own mobile, gave alot more emphasis to the nature of their mobile phone.

Scientific implication of the results that they record aspects of the experience of
consumption and use in the case of red, everyday, ordinary consumption objects.
mobile telephones. Up till now consumption research has been more focusing on
extreme activities and products that are very aeshetic by their function. Our results
show that the study of the consumption experience of ordinary products support
theoreticd suggestions. The invedtigation of the consumption experience has dso
proved by the industrial design, applied artistic perspective, which states that products

can wholly be explored during their use by the users sensory experience.

Practicad implications of the results that they show that consumer satifaction is
present in product related consumer judgements. more sdtisfied consumers are more
pogitive in their responses, which @n play a role in the choice of a consecutive model:
whether becoming loya to abrand.

Differences of choice criteria are reflected in consumer responses, which implies that
according to different choice criteria different combinations of products and services
are to be offered, which can be exploited during product use.

In the context of usage consumers “sdf judification” is dso recorded — less satisfied
consumers tend to express that “product appearance is less important”, which can be
explaned by cognitive dissonance (Aronson, 2001) as a drategy for handling
dissatisfactory choices.
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14.2.5. Differencesin the nature of choice and usage contexts

Structure of product related consumer judgements is Smilar in the two contexts in choices
and in usage (chapter 11). In both contexts consumers found utility the most important aspect.
At the same time more emotionad aspects show differences. aspects of aesthetic vdue are
more important in choices and hedonic vaue, experientid aspects are more important during

use.

Research reaults judtify hypothess H3: “Different product judgements are made in the context

of choice and the context of usage. Evaduations of functiondity, experience, enjoyment of use

and expressve characteridics differ in the two contexts as a result of the learning process of

usage. Responses given in the context of usage are more expert judgements they are more
consgent.” The hypothess is confirmed by the above results, which implies that different
consumer perspectives are present in the two contexts: externa aspects (eg. appearance) are

more dominant in choices, while the quality and nature of experiences is more decisve in the
context of usage. H3 is adso approved by the result that those consumers who owned mobile
phones dready a the time of the research gave more condstent and expert judgements
(chepter 9.1.2., chapter 11.). For mobile owners means of responses varied in ether ends of
the scales, s0 they could decide whether a given item (vaue, qudity) was characterigtic of the
chosen model of mobile tdlephone or not. At the same time non-owners put their evauaions
in the middle of the scaes indicating they did not find the item (vaue, qudity) rdevant in the

case of the chosen mobile telephone.

This result has scientific implications. The results prove the agpproach of sudying
product design in both of its reevant contexts smultaneoudy: in choice and in usage.
The results show that product design is indeed a “differentiating marketing tool” that
determines attraction and atention a moment of choice, where externd eements,
features of product appearance, aesthetics of the product becomes decisive. Present
research reflects consumers more externd, outsder point of view in ther choices. At
the same product design can be “experienced and wholly explored” through multiple
sensory  experiences, therefore hedonic vaue, qudity of use, enjoyment can only be
studied from the perspective of product usage — consumption experience.
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This latter approach and result dso has practica implications, knowing the difference
between choice and usage experiences and evduation is a very important input for
companies in the improvement and development processes of exising product

designs, determination of the new directions of product design.

14.2.6. Product related consumer judgements

With linear gructurd modelling it was possble to prove tha product design determines
product related consumer responses (judgements of utility, aesthetic and hedonic vaues).The
andyss dso showed the exiging redions (ther drength and direction) among the different
types of consumer responses (chapter 12.)

Bdlow figure summarises the exiging rdations. Utility and importance of functiondity
determine the more emotiond types of reactions. product experience (hedonic and aesthetic
vaue) and the importance attributed to characteristics of product form.

The modd reflects the different consumer point of views of the two contexts choice and
ussge. While in the context of choice consumers make inferences about the product
experience — hedonic and aesthetic values on the basis of the characterigtics of product form,
in the context of usage, product experience determines evauaions of the quality of product
form. Reaults of the structurd equation modeling judify hypothess H3, so that consumers

experiences are reflected in evauations of the usage context.

The sdentific and practicd implication of the is result that it judifies the twofold
gpproach to product design, industria design in marketing research. While expressive,
communicative aspects of product form play a crucid rule in the context of choice, in
the usage contexts those aspects of product form are important that facilitate or trouble
product usage.
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Quantitative and qualitative results confirm the theoretical gpproach and approve that product
design has a determinant role in consumers choice formation and a the same time determines

consumers usage experience:

Industrial design is not the planning of surface, but the

expression of all functions through form”
Lissak (1998)
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15. Relating publications

Publications

A forma tartalma - A termékdesign sajatossagainak szerepe a termékek fogyasztoi
megitél ésében.2.rész. Marketing és Menedzsment, XXXV. évf., 2001., 5-6. szam, p.74-
84. (co-author: Sgjtos Laszl6)

A forma tartalma - A termékdesign sajatossagainak szerepe a termékek fogyasztoi
megitél ésében. Marketing és Menedzsment, XXXV. évf., 2001., 4. szam, p.49-57. (co-
author: Sgjtos Laszl0)

The Role of Product Design in Product Related Consumer Responses. The Case of Mobile
Telephones. In: Advances in Consumer Research, Eds.: Susan Broniarczyk & Kent
Nakamoto Vol. XX1X, 2002. (co-author: Sajtos Laszl6)

Persuasive Form. How do ordinary objects communicate about themselves and their users.
In:, Visud Persuation” Advertisng and Consumer Psychology bookseries published by
Lawrence Erlbaum, 2001.

Formahatas. Design, mint a tartés piaci siker eszkdze. Kreativ, 1X. évf. 11/1., 2000.

november 15.

Ipari formatervezés, mint a tartos piaci siker eszkdze. A termékforma értékel ésének g

szempontjai. In: Marketing Almanach, 2000.

Conference proceedings

Measuring Consumer Evaluation of Competing Product Designs. 31% EMAC (European
Marketing Academy) Conference, Portugal, Braga, 2002 May., (co-author: Andras Bauer)

Stratégiai kihivasok és valaszok a termékforma marketingszempontu vizsgal ataban. A
termékdesign szerepe a mobiltel efonok fogyasztdi megitél ésében. In , Stratégia kihivasok
és vaaszok a marketingoktatasban és kutatasban” Magyar Marketing Oktatok VII.
Orszagos konferenciganak eloadasai, Goddllo, 2001. augusztus 30-31., p. 117-126. (co-
author: Sgjtos Laszl0)

Rethinking Studying the Impact of Product Design. The Role of Product Design in Product
Related Consumer Responses. 30" EMAC (European Marketing Academy) Conference,
Norway, Bergen, 2001 May. (poster)

Marketing és az ipari formatervezés kapcsolata. Fogyasztoi kil nbségek a termékdesign

minosége megitél ésében. In: Hagyomany és megujulds amagyar marketingoktatasban. A
magyar marketingoktatdk 1V. éves konferencigjanak eloadéasai. Pécs, 1998., p. 144-152.

Unpublished conference presentations

Cover to cover: Judging distinct product type appearance, Internationa Association for
Research in Economic Psychology/SABE 2001. Conference. Bath, England 2001.
September 6-8., (co-author: Rondd Pieters)

How Do Mobiles Communicate? - The Role of Product Design in Product Related Consumer
Responses: The Case of Mobile Telephones, Marketing Science Conference 2001
Wieshaden, Germany, 2001. july 5-8., (co-author: Sgtos Lészl0)
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Persuasive Form. How do ordinary objects communicate about themselves and their users.
Society for Consumer Psychology, Advertisng and Consumer Psychology Conference on
Visud Persuaion. Ann Arbor, Michigan, 2000. May 18-21.

Product Design As A Determinant Of The Consumption Experience of Everyday Objects 1%
Internationa Conference on Consumption and Representation — "'Consuming Meanings,
Consuming Markets', Plymouth, England, 1999. September 1-3.

The Marketing and Design Interface. Differences of Visual Processing in the Attribution of
Goodness of Design. 11" EMAC (European Marketing Academy) Colloguium for
Doctord Studentsin Marketing, Stockholm, 1998 May.

A design tudoméanyos kutatdsanak (j taviatai. Lissak Gyorgy: A forméardl cimu kdnyve
tukrében. Magyar Tudoméanyos Akadémia Marketing Bizottsiga, "A forma és a marketing
kapcsolatardl” cimu vitallése, (felkért hozzaszdlas), 1998. november 10.
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Appendix 2.1. - Relating conceptual model of Bloch (1995)

A Model of Consumer Responses to Product Form

DESIGN GOALS and CONSTRAINTS
Sigerorrmance -+ ergonomic & procuEtishicERt PSYCHOLOGIKAL RESPONSES

» reduitorytegal  + marketing program  + dealgner TO PRODIKT FORM

COGHITIVE RESPOMSES
3 + product belkefs
| » catpgorization BEHAYIORAL
PRODUCT i A T RESFONMSES
FORM. ol R R approach aveidance
Maderafing i AFFECTIVE RESPOMSES -
Influences :
» pethive responses
* negative responses
SITUATIONAL
INbI“D.::: TASTES FACTORS Maoderating
w serpiense aftzcte
PREFEREMLES = cocil setting Tnfluences
* marketing program
/ | k
LTURAL COHSUMIR
INMATE DESIaM .E: SOCLAL CHARACTERISTICS
PREFERENCES CONTEXT = design acLimen « ziperence * perzonallty
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Appendix 4.1. — Uncompleted sentences applied in the exploratory resear ch

| Please compl ete the following sentences: version 1. |

Somebody Who has amobile PhonEiSTIKE ..........ccirierre s

The connection between a mobile telephone and its user can be best described by the ...,

....................................................................................................... comparison.

Personal data:
Do you own a mobile phone?

LY== 1Y o= 1 110 = TR
its MOSt iMpPOrtant CNAraCLENTSHIC: ..o s
* no

What kind of mobile phone could you imagine for yourself?

HOBDBY: ..o Planned major of Studi€s: ..........cccoeeeevvrcreccesnenne.
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Please compl ete the following sentences: version 2. |

A person who has amobile phon@iS TIKE ........cvveiiece e

Personal data:

Do you own amobile phone?

o YES TYPE MOED: e e
its most important CharaCtEriStiC: .........cceeririrrr e
* no

What kind of mobile phone could you imagine for yourself?

HODDY ..ot Planned major of StUdies: .........cccevveeercnrceniennns
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Appendix 4.3. Test of the HED/UT and ,, product aesthetics’ scales

1. faktor 2. faktor 3. faktor 4. faktor
»élvezeti érték” Lesztétikai érték” »hatékonysag” » praktikussag
Hed12-Sz6érakoztat6-monoton | Aest5-Tetszik-nem tetszik Ut7-Hatékony-hétrdltat6 (0,733) | Ut2-Célszeru-célszerutlen
(0,723) (0,754) Ut12-Problémamegoldo- (0,879)
Hed10-Elvezetes-unalmas Aest1-Vonzo-taszito (0,735) problémat okozd (0,709) Ut1-Hasznos haszontalan (0,707)
(0,701) Hed11-Felvidité-lehangol 6 Ut11-Eredménytelen- Ut4-Funkciondlis-
Hed7-Erdektel en-izgalmas (0,562) eredményes (0,678) hasznavehetetlen (0,649)
(0,689) Aest2-Kivanatos-ellenszenves | Hed4-J6 dolog-nem j6 dolog
Aest 3-1zgat6-almosité (0,681) (0,522) (0,535)
Hed1-Egyhangu-érdekfeszito | Hed2-Szokvanyoselragado (- | Ut3-Nélkil6zhetetlen
(0,549) 0,430) sziikségtel en(0,410)
Hed6-L ehangol 6-mul atsagos
(0,499)
Factor 1.: “Hedonic value’
Itemtotal Statistics
Scal e Scal e Corrected
Mean Vari ance ltem Squar ed Al pha
if ltem if Item Tot al Mul ti ple if Iltem
Del et ed Del et ed Correl ation Correl ation Del et ed
HED12 18, 4699 17, 6680 , 7052 , 5830 , 7694
HED10 18, 4863 17, 7567 , 7299 , 5965 , 7655
HED7 18, 3169 17, 5583 , 6340 , 4184 , 7840
AES3 18, 0710 19, 9015 , 4287 , 1970 , 8266
HED1 17,9945 17, 6099 , 5675 , 3356 , 8008
HED6 18, 2240 20, 0429 , 4968 , 2682 , 8120
Reliability Coefficients 6 varibales:
Al pha = , 8223 St andardi zed item al pha = , 8244
Az ,izgat6-dmositd” jezo-par kivétde afaktorbdl minimdisan javithatjaa skda
megbizhatosagat: 0,8266>0,8223
2. Faktor: , Esztétikai érték”
Itemtotal Statistics
Scal e Scal e Corrected
Mean Vari ance Item Squar ed Al pha
if ltem if ltem Tot al Mul tiple if ltem
Del et ed Del et ed Correl ation Correl ation Del et ed
AES5 14, 2065 8,7768 , 6014 , 4960 , 3564
AES1 13, 3207 8, 8201 , 6323 , 4831 , 3413
HED11 13, 4130 11, 5990 , 4431 , 2438 , 4888
AES2 13, 3533 8, 7652 , 5631 , 4713 , 3782
HED2 13, 7065 17, 4981 -,3226 , 1108 , 8083
Reliability Coefficients 5 variables
Al pha = , 5828 St andardi zed item al pha = , 5628

A meghizhatosigi egyUtthato jova a marketingkutatésban eoirt 0,71 datt van. Az dacsony
dfaegyértdmuen aHED2 vatozobdl fakad, ha kiemdjik, akkor a skdla meghizhatosag
egyltthatdja 0,8083-ra emelkedne, ami nagymértéku javulés lenne és a skdé efogadhatova

tenné. A kiemelés utan a megbizhatosagi egytitthatok a kdvetkezok:
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Appendix

Itemtota
Scal e

AESS5
AES1
HED11
AES2

Statistics

Scal e
Mean
if Item
Del et ed
10, 8703
9, 9892
10, 0811
10, 0216

Corrected
Vari ance
if Iltem
Del et ed
9, 8526
10, 0325
13, 1836
9, 7387

Reliability Coefficients 4 variables
St andar di zed item al pha =

Al pha =

A felvidito-lehangol ¢

, 8136

Kdatéted

kivételevel

Item
Tot al
Correl ation
, 6961
, 7018
, 4902
, 6648

meg

megbizhatdsagét, igaz csak csekély mértékben 0,8263>0,8136

3. Faktor: ,, Hatékonysag”

Iltemtota
Scal e

ur7
uT12
UTl1l
HED4
uT3

Statistics

Scal e
Mean
if Item
Del et ed
9, 8919
9, 6541
9, 3027
9, 6541
8, 6973

Corrected
Vari ance
if Item
Del et ed
10, 6404
9, 8471
9,5166
9,0101
10,7774

Reliability Coefficients 5 variables
St andardi zed item al pha =

Al pha =

A, nékilozhetetlen szikségtelen”

, 7198

megbizhatdsaga: 0,7364>0,7198

4. Faktor: , Praktikussag’

Iltemtota
Scal e

ur2
UTl
ur4

Statistics

Scal e
Mean
if Item
Del et ed
3, 5080
3,5775
3,5668

Corrected
Vari ance
if ltem
Del et ed
2,1330
2,8582
3,1931

Reliability Coefficients 3 varial bes
St andar di zed item al pha =

Al pha =

, 6142

Iltem
Tot al
Correl ation
, 5909
, 4676
, 4661
, 6143
, 3182

Iltem
Tot al
Correl ation
, 5473
, 4640
, 2844

jdzo-p& kivédévd minimdisan

Bar a Crombach dfa értéke viszonylag dacsony, afaktor tartamilag fontos.
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Squar ed Al pha
Mul ti ple if Iltem
Correl ation Del et ed
, 4920 , 7342
, 4926 , 7316
, 2561 , 8263
, 4705 , 7518
, 8118
tovabb javithajuk a <kda
Squar ed Al pha
Mul tiple if Item
Correl ation Del et ed
, 3599 , 6473
, 2679 , 6771
, 2705 , 6795
, 3907 , 6145
, 1683 , 7364
, 7327
javithaad a <kda
Squar ed Al pha
Mul tiple if ltem
Correl ation Del et ed
, 3401 , 3094
, 2966 , 4651
, 0937 , 6968
,6118
189



The Impact of Product Design Appendix

Appendix 5.1. — Design philosophy of Nokia
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Appendix 5.2. — Applied questionnaire
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Markeiimg Tamizih
heparimes s Marhetimg

Consumer Evaluation of Product Design

Ingtructions to the respondents:

Kedves Megkér dezett!

Az alabbi kérdoiv téméja a design. Nincs j6 és rossz valasz. Kutatasunk célja annak feltarasa,
hogy az egyes termekek designja milyen szerepet tolt be az emberek éetében, miben latjak
annak fontossagat, mit jelent szamukra. Milyen személyes jellemzok vannak hatassal a design
megitélésére.

Valaszaiddal Horvath Déra Ph.D. kutatdsahoz jarulsz hozza, kériink tehat, hogy a kérdoivben
szereplo egyes kérdéseket legjobb tudasod és sajat meggyozodésed szerint valaszold meg. A
valaszadas 6nkéntes.

Budapest, 2000. december 6.
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Q1. What comesto your mind / what do you associate when you hear the word, (industrid)

desgn?

Q2. Bdlow you can read a list of statements relating to the importance we can attribute to
things, objects, possessons that surround us. Please condder to what extent you agree with
these datements. If for example you completey dissgree with the statement ,The things |
ovn say a lot about how well I'm doing in life” cdrde the number , 17, if you completely

agree with it cirde number ,5".

Completely | Disagree Neither Agree Completely NT/
disagree disagree nor agree NV
agree
| like to own things that impress people. 1 2 3 4 5 9
Some of the most important achievementsin 1 2 3 4 5 9
life include acquiring material possessions.
| usually buy only the things | need.* 1 2 3 4 5 9
| have all thethings | really need to enjoy 1 2 3 4 5 9
life.*
| try to keep my life simple, asfar as 1 2 3 4 5 9
possessions are concerned.*
| don't place too much emphasis on the 1 2 3 4 5 9
amount of material objects people own asa
sign of success.*
| admire people who own expensive homes, 1 2 3 4 5 9
cars and clothes.
| enjoy spending money on things that aren’t 1 2 3 4 5 9
practical.
Buying things gives me alot of pleasure. 1 2 3 4 5 9
| don’t pay much attention to the material 1 2 3 4 5 9
objects other people own*.
| likealot of luxury in my life. 1 2 3 4 5 9
| put less emphasis on material things than 1 2 3 4 5 9
most people | know.*
The things | own aren’t that important to me.* 1 2 3 4 5 9
My life would be better if | owned certain 1 2 3 4 5 9
things| don't have.
| wouldn’t be any happier if | owned nicer 1 2 3 4 5 9
things.*
Thethings| own say alot about how well I'm 1 2 3 4 5 9
doinginlife.
I’d be happier if | could afford to buy more 1 2 3 4 5 9
things.
It sometimes bothers me quite abit that | 1 2 3 4 5 9
can't afford to buy all thethings|'d like.
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Q3. ABOUT DESIGN IN GENERAL

Q3b. What does product design mean to you with respect to ordinary, everyday objects
(like pens furniture, vacuum cleaner, hair-dryer, etc.)? Teke into condderation the listed
factors. Which of them do you think determine product design the most? Think over how
important you regard those bellow factors in the case of product design. Didtribute 100 points
among the different factors. If you give 20 points to one of the factors out of the 100 and 10
points to the other one, this implies that the firgt factor is twice as much important to you as

the second one.

Attributed importance of the factor

Functionality
(function the object isto fulfil, usability, practicality,
etc.)

Nature, characteristics of form
(size, form, colour — e.g.: big-small, square-round, red-
blue, etc.)

EXxpressiveness
(capabilities of expressing the owner’s/ user’s
personality, quality of appearance, style, aesthetics,
trendiness, modernity, elegance, etc. )

User — object interaction
(how harmonic is the connection / interaction between
user and the object, convenience, pleasantness, pleasure
of usage, etc.)

Others:

Altogether:

100
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Q4. THESTYLE OF PROCESSING

Theam of this exercise isto determine the style or manner you use when carrying out
different mental tasks. Y our answers to the questions should reflect the manner in which you
typicaly engage in each of the tasks mentioned. There are no right or wrong answers, we only
ask that you provide honest and accurate answers. Please answer each question by circling
one the four possible responses. For example, if | provided the statement ,,1 seldom read
books,” and this was your typical behaviour, even though you might read one book a yesr,
you would circle the ALWAY S TRUE response.

Alwaystrue | Generally Generdly | Nevertrue
true false/ not
true
1. 1 enjoy doing work that reguires the use of words. 1 2 3 4
2. There are some special timesin my lifethat | liketo 1 2 3 4
relive by mentally , picturing” just how everything
looked.*
3. | can never seem to find the right word when | need 1 2 3 4
it*
4. | doalot of reading 1 2 3 4
5. When | am trying to learn something new, I’d 1 2 3 4
rather watch a demonstration than read how to do it.
*
6. | think | often use wordsin the wrong way.* 1 2 3 4
7. | enjoy learning new words. 1 2 3 4
8. I liketo picture how | could fix up my appartment 1 2 3 4
or aroom if | could buy anything | wanted.*
9. | often make written notes to myself. 1 2 3 4
10.1 like to daydream.* 1 2 3 4
11.1 generally prefer to use a diagram rather than a 1 2 3 4
written set of instructions.*
12.1 liketo , doodle.”* 1 2 3 4
13.1 find it helpsto think in terms of mental pictures 1 2 3 4
when doing many things.*
14. After | meet someone for the first time, | can 1 2 3 4
usually remember what they look like, but not much
about them.*
15.1 like to think of synonymsfor words. 1 2 3 4
16. When | have forgotten something | frequently try to 1 2 3 4
form amental , picture” to remember it.*
17.1 like learning new words. 1 2 3 4
18.1 prefer to read instructions about how to do 1 2 3 4
something rather than have someone show me.
19.1 prefer activities that don’t require alot of 1 2 3 4
reading.*
20. 1 seldom daydream. 1 2 3 4
21.1 spend very little timetrying to increase my 1 2 3 4
vocabulary.*
22. My thinking often consists of mental ,, pictures” or 1 2 3 4
images.*
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Q5. DESIGN OF MOBILE TELEPHONES

How do you regard importance of the bellow factors in the case of the design of mobile
telephones? Which do you think are the most important and which are the least important?

Take into congderation the listed factors. Which of them do you think deter mine mobile
design the most? Think over how important you regard those bellow factors in the case of
mobile design. Digtribute 100 points among the different factors. If you give 20 points to one
of the factors out of the 100 and 10 points to the other one, thisimplies that the first factor is
twice as much important to you as the second one.

Attributed importance of the factor

Functionality
(function the object isto fulfil, usability, practicality,
etc.)

Nature, characteristics of form
(size, form, colour — eg.: big-small, square-round, red-
blue, etc.)

Expr essiveness
(capabilities of expressing the owner’s/ user’s
personality, quality of appearance, style, aesthetics,
trendiness, modernity, elegance, etc. )

User — object interaction
(how harmonic is the connection / interaction between
user and the object, convenience, pleasantness, pleasure
of usage, etc.)

Others:

Altogether: 100
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Q6. OWN MOBILE TELEPHONE
Bellow you will read afew questions regarding your own mobile telephone:
Q6a. Typeof MobiletelePhone: .........ovirii e e

Q6b. My mobile telephone tells about meto my environmentthat ..............o.cooeevvieennnn.

Q6d. How did you get your mobile telephone?
&5 ought it for mysdlf
&5 gt it as a present
25 _esrporate telephone
5 sase the phone of one of my acquaintances

Q6e. Which of the bdlow factors played a role in choosng your own mobile telephone.
Didribute 100 points among the different factors. If you give 20 points to one of the factors
out of the 100 and 10 points to the other one, this implies that first factor is twice as much
important to you as the second one.

Attributed importance

services/ functions provided by the

phone

price of the phone

type of the service-pack

design of the phone

100

Qo6f. If you made your choice today (among the same selection of telephones) would you
choose the same mobile telephone?

25 36S
25 B0

Q6g. | have been using my telephonesince..................... years

Q6h. Used service pack: .......covvviveie i i
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Congder the bellow characteristics. Which do you think is more characteristic of your

own mobile? If for example you regard your own mobile very usgful cirde number “1” if you
condder it absolutdy usdess circle the number “7”, if you fed the characterisic of your
mobile somewhere in between circle a number in between respectively.

useful 1234567 useless
attactive 1234567 not attractive
practical 1234567 impractical
not delightful 1234567 delightful
desirable 1234567 not desirable
functional 1234567 not functional
fun 1234567 not fun
makes me like this product 1234567 does not make me like the product
efficient 1234567 inefficient
not funny 1234567 funny
dull 1234567 exciting
unproductive 1234567 productive
enjoyable 1234567 unenjoyable
problem solving 1234567 not problem solving
amusing 1234567 not amusing

DoéraHorvéth

198



Markeiimg Tamizih
heparimes s Marhetimg

Q6. Congdering the design of your own mobile telephone how important do you regard the
bellow factors.

1) Take into condderation the listed factors. Think over how important you regard those
bellow factors in the case of your own mobile telephone. Distribute 100 points amnong the
different ctors. If you give 20 points to one of the factors out of the 100 and 10 points to
the other one, this implies tha the firg factor is twice as much important to you as the
second one.

2.) How chaacterisic are these of your own mobile teephone? “1’ implies it is not
characterigtic a dl, “5" meansit is absolutely characteristic.

characteristic
Attributed importance not absolutelyf NT/
charac- charac- | NV
teristic at teristic
al
Functionality
(function the object is to fulfil, usability, 1 21 3| 4 5 9
practicality, etc.)
Nature, characteristics of form
(size, form, colour — eg.: big-small, square- 1 2134 5 9
round, red-blue, etc.)
Expressiveness
(capabilities of expressing the owner’s/ 1 2134 5 9
user’s personality, quality of appearance,
style, aesthetics, trendiness, modernity,
elegance, etc. )
User — object interaction
(how harmonic is the connection / 1 213| 4 5 9
interaction between user and the object,
convenience, pleasantness, pleasure of
usage, etc.)
Others:
................................................... 1 2 13| 4 5 9
Altogether:
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Q7. CHOICE

Look at and put in your hands the mobile telephones exhibited, and think over the following:

T
II

‘ L L d T

1§

4

Write in the table the number of the telephone you think best fits the described dimension.
Y ou can give only one answer.

Q7a Looking & the telephones at first Sght
which one would you choose?

Q7b. If dl the telephones provided the very
same functions and their prices were the
same which one would you choose?

Q7c. Looking at the telephones, & firgt sight
which one do you find the most
functiond ?

Q7d. A for information material no. 1.
Regarding your experiences and the
attached information which one do you
find the mogt functiona ?

Q7e. Regarding your experiences and the
attached information which one would
you want to win?

Q7f Assessthe prices of each telephone:

Q7g. A for information material no. 2.
Regarding your experiences and the
attached information which one would
you want to buy?

Q7h. Consdering the design of each mobile
telephone which one would you choose?
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In the following questions we would ask you about the telephone you chosein Q7e.

Q7i. Thistelephone can tell to its owner’s environment about her / himthat ....................

Q7. Condder the bellow characteristics. Which do you think is more characterigtic of the

mobile phone you chose in Q7e? If for example you regard the mobile very useful cirde
number “1” if you consider it absolutdy usdess cirde the number “77, if you fed the
characteristic of your mobile somewhere in between circle a number in between respectively.

useful 1234567 useless
attactive 1234567 not attractive
practical 1234567 impractical
not delightful 1234567 delightful
desirable 1234567 not desirable
functional 1234567 not functional
fun 1234567 not fun
makes melike this product 1234567 does not make me like the product
efficient 1234567 inefficient
not funny 1234567 funny
dull 1234567 exciting
unproductive 1234567 productive
enjoyable 1234567 unenjoyable
problem solving 1234567 not problem solving
amusing 1234567 not amusing
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Q7k. Congdering the design of the mobile telephone you chose how important do you regard
the bellow factors.

1) Take into condderation the lisged factors. Think over how important you regard those
bellow factors in the case of the mobile telephone you chose in Q7e. Digribute 100
points among the different factors. If you give 20 points to one of the factors out of the
100 and 10 points to the other one, this implies that the firgt factor is twice as much
important to you as the second one.

2.) How characterigic are these factors of the maobile telephone you chose in Q7e? “1”
impliesitisnot characteridic a dl, “5” meansit is absolutdly characteridtic.

characteristic
Attributed importance not absolutely| NT/
charac- charac- | NV
teristic at teristic
dl
Functionality
(function the object is to fulfil, usability, 1 23| 4 5 9
practicality, etc.)
Nature, characteristics of form
(size, form, colour — eg.: big-small, square- 1 2 13| 4 5 9
round, red-blue, etc.)
Expressiveness
(capabilities of expressing the owner’s/ 1 2134 5 9
user’s personality, quality of appearance,
style, aesthetics, trendiness, modernity,
elegance, etc. )
User — object interaction
(how harmonic is the connection / 1 21 3| 4 5 9
interaction between user and the object,
convenience, pleasantness, pleasure of
usage, €tc.)
Others:
................................................... 1 2 13| 4 5 9
Altogether:
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Demographic questions

Gender
&5 gde
&5 nde

Age .........

Place of living (congtant address)
&5 Bldapest
&5 gwn above 50.000 inhabitants
&5 wn bellow 50.000 inhabitants
25 aillage

Do you have ajob besdes the university?
25 ¥es, part time
25 s, full ime
25 /o

Year: .o,
Maor: ..o,

What corporate position can you imagine for yourself after years of graduation?

In what kind of sector / industry would you like to work?
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Appendix 6.1. — Differencesin “materialist and not materialist orientation”
with respect to age

Sumof |df Mean F Sg.
Squares Square
M14 HAPY | haveadl thethings| realy need to enjoy |Between 3.02 2 151 1.30 0.27
life. Groups
Within 370.02 319 1.16
Groups
Total 373.03 321
M17_HAPY I'd be happier if | could afford to buy more|Between 1.60 2 0.80] 0.79 0.46
things. Groups
Within 326.04 321 1.02
Groups
Total 327.64 323
M15 HAPY My life would be better if | owned certain |Between 0.21 2 0.11 0.09 0.91
things | don't have. Groups
Within 372.85 320 1.17
Groups
Total 373.07 322
M18 HAPY It sometimes bothers me quite abit that | |Between 2.22 2 111 1.10 0.33

can't afford tobuy all thethings!l’dlike. |Groups

Within 322.92 321 1.01

Groups
Total 325.14 323
M16_HAPY | wouldn’t be any happier if | owned nicer |Between 2.73 2 1.36 1.34 0.26
things. Groups
Within 317.36 313 1.01
Groups
Total 320.09 315
M4_SUCES Thethings | own say alot about how well |Between 451 2 2.26 2.58 0.08
I’'mdoing in life. Groups
Within 278.22 318 0.87
Groups
Total 282.74 320
M12_CENT I likealot of luxury in my life. Between 0.50] 2 0.25 0.26) 0.77
Groups
Within 308.37] 320 0.96
Groups
Total 308.87 322
M2_SUCES Some of the most important achievements |Between 0.18 2 0.09 0.08 0.92
in lifeinclude acquiring materia Groups
pOossessions.
Within 353.03 321 1.10
Groups
Total 353.21 323
M1 SUCES | admire people who own expensive Between 3.80 2 1.90 2.23 0.11]
homes, cars and clothes. Groups
Within 272.65 319 0.85
Groups
Total 276.45 321
M10_CENT I enjoy spending money on things that Between 11.60 2 5.80 5.29 0.01
aren't practical. Groups
Within 349.72 319 1.10
Groups
Total 361.32 321
M11_CENT Buying things givesme alot of pleasure. |Between 1.24 2 0.62 0.52 0.60
Groups
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Within 383.74 322 1.19
Groups
Total 384.97 324
M7_CENTR | usually buy only the things | need.* Between 3.09 2 155 1.56 0.21
Groups
Within 319.88 322 0.99
Groups
Total 322.97 324
M8 _CENTR I try to keep my life simple, asfar as Between 0.22 2 0.11] 0.13 0.88
possessions are concerned. Groups
Within 267.07 321 0.83
Groups
Total 267.29 323
M9_CENTR Thethings| own aren’t that important to |Between 0.21] 2 0.10 0.17 0.84
me. Groups
Within 194.27 320 0.61
Groups
Total 194.48 322
M6_SUCES| don't pay much attention to the material |Between 7.67 2 3.84 4.42 0.01
objects other people own. Groups
Within 275.08 317 0.87
Groups
Total 282.75 319
M3_SUCESI don't place too much emphasisonthe  [Between 5.84] 2 2.92 2.73 0.07
amount of material objects people own as |Groups
asign of success.
Within 342.74 321 1.07
Groups
Total 348.58 323
M13_CENT I put less emphasis on material things than|Between 0.37, 2 0.18 0.26 0.77
most people | know.* Groups
Within 217.89 306 0.71
Groups
Total 218.26 308
M5_SUCESI like to own thingsthat impress people.  |Between 0.47 2 0.23 0.27 0.77
Groups
Within 275.72 315 0.88
Groups
Total 276.19 317
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Appendix 6.2. —Differencesin “materialist and not materialist orientation”
with respect to year of studies

Sumof |df Mean F Sg.
Squares Square
M14_HAPY | have dl thethings| really need to enjoy |Between 4.30 4 1.08 0.93 0.44
life. Groups
Within 357.11 310, 1.15
Groups
Total 361.42 314
M17_HAPY I'd be happier if | could afford to buy more|Between 8.65 4 2.16 215 0.07
things. Groups
Within 313.40 312 1.00
Groups
Total 322.05 316
M15 HAPY My life would be better if | owned certain |Between 10.20 4 2.55 2.26 0.06
things | don't have. Groups
Within 350.70 311 1.13
Groups
Total 360.90 315
M18 HAPY It sometimes bothers me quite abit that | |Between 3.98 4 0.99 0.98 0.42
can't afford to buy al thethings!'dlike. |Groups
Within 315.20 312 1.01
Groups
Total 319.18 316
M16_HAPY | wouldn’t be any happier if | owned nicer | Between 182 4 0.46 0.46 0.77
things. Groups
Within 302.26 305 0.99
Groups
Total 304.08 309
M4_SUCES The things | own say alot about how well [Between 14.26 4 3.57 4.36 0.00
I’'m doing inlife. Groups
Within 252.68 309 0.82
Groups
Total 266.95 313
M12_CENT I likealot of luxury in my life. Between 6.34 4 1.59 1.70 0.15
Groups
Within 290.73 311 0.93
Groups
Total 297.08 315
M2_SUCES Some of the most important achievements |Between 8.02 4 2.01 184 0.12
in lifeinclude acquiring materia Groups
possessions.
Within 340.96 313 1.09
Groups
Total 348.98 317
M1 _SUCES| admire people who own expensive Between 3.99 4 1.00 1.16 0.33
homes, cars and clothes. Groups
Within 266.53 310, 0.86
Groups
Total 270.52 314
M10_CENT I enjoy spending money on things that Between 10.14 4 2.53 2.32 0.06
aren't practical. Groups
Within 339.05 310 1.09
Groups
Total 349.19 314
M11_CENT Buying things givesme alot of pleasure. [Between 10.47 4 2.62 224 0.07
Groups
Within 366.50 313 1.17
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Groups

Total 376.97 317
M7_CENTR | usually buy only thethings | need.* Between 5.60 4 1.40 1.44 0.22
Groups
Within 303.79 313 0.97
Groups
Total 309.39 317
M8 _CENTR I try to keep my life simple, asfar as Between 131 4 0.33 0.39 0.82)
possessions are concerned. Groups
Within 261.50 312 0.84
Groups
Total 262.81 316
M9_CENTR Thethings| own aren’t that important to |Between 1.16 4 0.29 0.47 0.76
me. Groups
Within 190.51 311 0.61
Groups
Total 191.67 315
M6_SUCES| don't pay much attention to the material |Between 7.18 4 1.80 213 0.08
objects other people own. Groups
Within 260.50 309 0.84
Groups
Total 267.68 313
M3_SUCESI don't place too much emphasis on the Between 215 4 0.54 0.50 0.74
amount of material objects people own as |Groups
asign of success.
Within 336.13 313 1.07,
Groups
Total 338.28 317
M13_CENT | put less emphasis on material things than | Between 257 4 0.64 0.92 0.45
most people | know.* Groups
Within 208.04 297 0.70
Groups
Total 210.61 301
M5_SUCESI like to own things that impress people.  |Between 2.75 4 0.69 0.79 0.54
Groups
Within 268.24 306 0.88
Groups
Total 270.99 310,
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Appendix 6.3. — Differencesin “materialist and not materialist orientation”
with respect to employment

Sumof |df Mean F Sg.
Squares Square
M14_HAPY | have al thethings| really need to enjoy |Between 4.18 2 2.09 1.82 0.16
life. Groups
Within 358.00 312 1.15
Groups
Total 362.17 314
M17_HAPY I'd be happier if | could afford to buy more|Between 5.03 2 2.52 2.51] 0.08
things. Groups
Within 314.89 314 1.00
Groups
Total 319.92 316
M15 HAPY My life would be better if | owned certain |Between 6.67 2 3.33 2.89 0.06
things | don't have. Groups
Within 361.48 313 115
Groups
Total 368.15 315
M18 HAPY It sometimes bothers me quite abit that | |Between 4.29 2 215 2.17] 0.12

can't afford to buy al thethings!'dlike. |Groups

Within 310.89 314 0.99

Groups
Total 315.18 316
M16_HAPY | wouldn’t be any happier if | owned nicer | Between 1.65 2 0.82 0.84 0.43
things. Groups
Within 300.49 306 0.98
Groups
Total 302.14 308
M4_SUCES The things | own say alot about how well [Between 11.76 2 5.88 6.98 0.00
I’'m doing inlife. Groups
Within 262.07 311 0.84
Groups
Total 273.84 313
M12_CENT I likealot of luxury in my life. Between 7.66 2 3.83 4.19 0.02
Groups
Within 286.32 313 0.91
Groups
Total 293.98 315
M2_SUCES Some of the most important achievements |Between 13.31 2 6.65 6.29 0.00
in lifeinclude acquiring materia Groups
possessions.
Within 333.43 315 1.06
Groups
Total 346.74 317
M1 _SUCES| admire people who own expensive Between 0.38 2 0.19 0.22 0.80
homes, cars and clothes. Groups
Within 268.08 312 0.86
Groups
Total 268.46 314
M10_CENT I enjoy spending money on things that Between 8.01 2 401 3.59 0.03
aren't practical. Groups
Within 348.34 312 112
Groups
Total 356.35 314
M11 CENT Buying things givesme alot of pleasure.  |Between 0.24 2 0.12 0.10 0.90
Groups

Within 378.88 315 1.20
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Groups

Total 379.12 317
M7_CENTR | usually buy only the things | need.* Between 1.00 2 0.50 0.50 0.61
Groups
Within 316.25 315 1.00
Groups
Total 317.25 317
M8 _CENTR I try to keep my life simple, asfar as Between 3.08 2 154 1.87 0.16
possessions are concerned. Groups
Within 258.99 314 0.82
Groups
Total 262.08 316
M9_CENTR Thethings| own aren’t that important to |Between 2.64 2 1.32 2.18 0.12
me. Groups
Within 189.95 313 0.61
Groups
Total 192.59 315
M6_SUCES| don't pay much attention to the material |Between 9.28 2 4.64 5.46 0.00
objects other people own. Groups
Within 263.18 310 0.85
Groups
Total 272.46 312
M3_SUCESI don't place too much emphasis on the Between 11.25 2 5.63 541 0.00
amount of material objects people own as |Groups
asign of success.
Within 326.87 314 1.04
Groups
Total 338.12 316
M13_CENT | put less emphasis on material things than | Between 1.95 2 0.98 1.39 0.25
most people | know.* Groups
Within 209.86 299 0.70
Groups
Total 211.82 301
M5_SUCESI liketo own things that impress people.  |Between 0.61 2 0.31 0.35 0.71
Groups
Within 27154 308 0.88
Groups
Total 272.15 310
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Appendix 8.1. — Choices made upon functionality and at first sight

Q7C Looking at the telephones, at first sight which one| Total
do you find the most functional ?
Q7A Looking at the telephones at 1.00 Nokia |2.00 Nokia |3.00 Nokia |4.00 Nokia
first sight which one would you 3310 6210 8210 8850
choose?
1.00 Nokia 3310 Count 22 33 10 14 79
% within Q7A 27.85) 41.77 12.66 17.72 100.00
% within Q7C 51.16 21.02 15.87 22.58 24.31
2.00 Nokia 6210 Count 3 47 4 5 59
% within Q7A 5.08 79.66 6.78 8.47 100.00
% within Q7C 6.98 29.94 6.35 8.06 18.15
3.00 Nokia8210 Count 10 39 22 15 86
% within Q7A 11.63 45.35 25.58 17.44 100.00
% within Q7C 23.26 24.84 34.92 24.19 26.46
4.00 Nokia 8850 Count 8 38 27 28 101
% within Q7A 7.92 37.62 26.73 27.72 100.00
% within Q7C 18.60 24.20 42.86) 45.16 31.08
Tota Count 43 157 63 62 325
% within Q7A 13.23 48.31 19.38] 19.08 100.00
% within Q7C 100.00 100.00 100.00 100.00 100.00
p<0,01
Q7D Ask for information materia no. 1. Regarding Total
your experiences and the attached information which
one do you find the most functional ?
Q7A Looking at the telephones at 1.00 Nokia [2.00 Nokia |3.00 Nokia |4.00 Nokia
first sight which one would you 3310 6210 8210 8850
choose?
1.00 Nokia 3310 Count 15 49 3 12 79
% within Q7A 18.99 62.03 3.80 15.19 100.00
% within Q7D 75.00 23.90 9.09 19.05 24.61
2.00 Nokia 6210 Count 1 49 4 3 57
% within Q7A 1.75 85.96 7.02 5.26 100.00
% within Q7D 5.00 23.90 12.12 4.76 17.76
3.00 Nokia8210 Count 2 53 16 14 85
% within Q7A 2.35] 62.35 18.82 16.47 100.00
% within Q7D 10.00 25.85 48.48 22.22 26.48
4.00 Nokia 8850 Count 2 54 10 34 100
% within Q7A 2.00 54.00 10.00] 34.00 100.00
% within Q7D 10.00 26.34 30.30 53.97 31.15
Total Count 20 205 33 63 321
% within Q7A 6.23 63.86 10.28 19.63 100.00
% within Q7D 100.00 100.00 100.00 100.00 100.00
p<0,01
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Appendix 8.2. Willingnessto make purchases and design preferences

Q7A Looking at the telephones at first sight which one| Total
would you choose?

Q7G Ask for information material no. 1.00 Nokia |2.00 Nokia |3.00 Nokia |4.00 Nokia

2. Regarding your experiences and the 3310 6210 8210 8850

attached information which one would

you want to buy?

.00 none Count 2 4 3 10 19
% within Q7G 10.53 21.05 15.79 52.63 100.00
% within Q7A 2.56 6.90 3.53 9.90 5.90

1.00 Nokia 3310 Count 49 7 25 24 105
% within Q7G 46.67 6.67 23.81 22.86 100.00
% within Q7A 62.82 12.07 2941 23.76 32.61

2.00 Nokia 6210 Count 14 43 20 24 101
% within Q7G 13.86 4257 19.80 23.76 100.00
% within Q7A 17.95 74.14 23.53 23.76 31.37

3.00 Nokia8210 Count 9 2 31 10 52
% within Q7G 17.31 3.85 59.62 19.23 100.00
% within Q7A 11.54 345 36.47 9.90 16.15

4.00 Nokia 8850 Count 4 2 6] 33 45
% within Q7G 8.89 4.44 13.33 73.33 100.00
% within Q7A 513 345 7.06) 32.67 13.98

Tota Count 78 58 85 101 322
% within Q7G 24.22 18.01 26.40 31.37 100.00
% within Q7A 100, 100 100 100 100

p<0,01

Q7B If al the telephones provided the very same Total
functions and their prices were the same which one
would you choose?

Q7G Ask for information material no. 1.00 Nokia |2.00 Nokia [3.00 Nokia |4.00 Nokia

2. Regarding your experiences and the 3310 6210 8210 8850

attached information which one would

you want to buy?

.00 none Count 2 4 4 9 19
% within Q7G 10.53 21.05 21.05] 47.37 100.00
% within Q7B 2.82 6.25 4.08 10.23 5.92

1.00 Nokia 3310 Count 45 11 29 20 105
% within Q7G 42.86 10.48 27.62 19.05 100.00
% within Q7B 63.38 17.19 29.59 22.73 32.71

2.00 Nokia6210 Count 11 45 25| 20 101
% within Q7G 10.89 44.55 24.75| 19.80 100.00
% within Q7B 15.49 70.31 25,51 22.73 31.46

3.00 Nokia8210 Count 8 2 32 9 51
% within Q7G 15.69 3.92 62.75 17.65 100.00
% within Q7B 11.27 3.13 32.65 10.23 15.89

4.00 Nokia 8850 Count 5 2 8 30 45
% within Q7G 11.11 4.44 17.78 66.67| 100.00
% within Q7B 7.04 3.13 8.16) 34.09 14.02

Total Count 71 64 98 88 321
% within Q7G 22.12 19.94 30.53 27.41 100.00
% within Q7B 100 100 100 100 100

p<0,01
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Q7E Regarding your experiences and the attached Total
information which one would you want to win?
Q7G Ask for information materia no, 1.00 Nokia |2.00 Nokia [3.00 Nokia |4.00 Nokia
2. Regarding your experiences and the 3310 6210 8210 8850
attached information which one would
you want to buy?
.00 none Count 2 4 4 10 20
% within Q7G 10.00 20.00 20.00 50.00 100.00
% within Q7E 4.55 4.49 5.19 8.85 6.19
1.00 Nokia 3310 Count 34 17 22 32 105
% within Q7G 32.38 16.19 20.95 30.48 100.00
% within Q7E 77.27 19.10 28.57 28.32 3251
2.00 Nokia 6210 Count 3 63 16 19 101
% within Q7G 2.97 62.38 15.84 18.81 100.00
% within Q7E 6.82 70.79 20.78 16.81 31.27
3.00 Nokia8210 Count 4 34 14 52
% within Q7G 7.69 65.38 26.92 100.00
% within Q7E 9.09 44.16) 12.39 16.10
4.00 Nokia 8850 Count 1 5 1 38 45
% within Q7G 222 11.11 222 84.44 100.00
% within Q7E 2.27 5.62 1.30 33.63 13.93
Total Count 14 89 77 113 323
% within Q7G 13.62 27.55 23.84 34.98 100.00
% within Q7E 100, 100 100, 100 100
p<0,01
Q7H Considering the design of each mobile telephone |Total
which one would you choose?
Q7G Ask for information materia no. 1.00 Nokia |2.00 Nokia [3.00 Nokia |4.00 Nokia
2. Regarding your experiences and the 3310 6210 8210 8850
attached information which one would
you want to buy?
.00 none Count 3 4 5 8 20
% within Q7G 15.00 20.00 25.00 40.00 100.00
% within Q7H 4.41 6.78 5.38 7.77 6.19
1.00 Nokia 3310 Count 44 10 26 25 105
% within Q7G 41.90 9.52 24.76 23.81 100.00
% within Q7H 64.71 16.95 27.96 24.27 3251
2.00 Nokia 6210 Count 12 43 22 24 101
% within Q7G 11.88 4257 21.78 23.76 100.00
% within Q7H 17.65 72.88 23.66 23.30 31.27
3.00 Nokia8210 Count 5 2 31 14 52
% within Q7G 9.62 3.85 59.62 26.92 100.00
% within Q7H 7.35) 3.39 33.33 13.59 16.10
4.00 Nokia 8850 Count 4 9 32 45
% within Q7G 8.89 20.00 7111 100.00
% within Q7H 5.88 9.68 31.07 13.93
Total Count 68 59 93 103 323
% within Q7G 21.05] 18.27 28.79 31.89 100.00
% within Q7H 100, 100 100, 100 100
p<0,01
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Appendix 9.1. — Differencesin “materialist and not materialist orientation”
with respect to preferencesfor design

Sum of df Mean Square|F Sg.
Squares
M14_HAPY | haveall the Between Groups 5.10 3 1.70 1.46 0.23
things | really need to
enjoy life.
Within Groups 371.42 318 1.17
Total 376.52 321
M17_HAPY I'd be happier if | |Between Groups 15.62 3 521 531 0.00
could afford to buy more
things.
Within Groups 313.75 320 0.98
Total 329.37 323
M15_HAPY My lifewould be |Between Groups 5.44 3 181 1.56 0.20
better if | owned certain
things | don't have.
Within Groups 370.24, 319 1.16]
Total 375.68 322
M18 HAPY It sometimes Between Groups 5.46 3 1.82 1.78 0.15
bothers me quite a bit
that | can’t afford to buy
al thethings I'd like.
Within Groups 327.16 320 1.02
Total 332.62 323
M16_HAPY | wouldn’'t be any [Between Groups 3.28 3 1.09 1.07 0.36
happier if | owned nicer
things.
Within Groups 319.01 312 1.02
Total 322.29 315
M4_SUCES Thethings| own |Between Groups 11.61 3 3.87 4.53 0.00
say alot about how well
I'mdoing in life.
Within Groups 271.12 317 0.86
Total 282.74 320
M12_CENT I likealot of Between Groups 19.89 3 6.63 7.50 0.00
luxury in my life.
Within Groups 281.90 319 0.88
Total 301.79 322
M2_SUCES Some of the most  |Between Groups 15.27 3 5.09 4.83 0.00
important achievements
inlifeinclude acquiring
material possessions.
Within Groups 337.03 320 1.05]
Total 352.31 323
M1_SUCES | admire people Between Groups 292 3 0.97 1.13 0.34
who own expensive
homes, cars and clothes.
Within Groups 27353 318 0.86
Total 276.45 321
M10_CENT I enjoy spending [Between Groups 2.59 3 0.86 0.77 0.51
money on things that
aren't practical.
Within Groups 357.11 318 112
Total 359.70 321
M11 CENT Buying things Between Groups 17.35 3 5.78 5.08 0.00
DéraHorvath 213



givesmealot of
pleasure.
Within Groups 365.68 321 114
Total 383.03 324
M7_CENTR | usually buy only [Between Groups 3.70 3 1.23 1.24 0.30
the things | need.*
Within Groups 319.07 321 0.99
Total 322.77 324
M8 _CENTRI try to keep my [Between Groups 157 3 0.52 0.64] 0.59
life simple, asfar as
possessions are
concerned.
Within Groups 263.18 320 0.82
Total 264.75 323
M9_CENTR Thethings| own |Between Groups 2.06 3 0.69 1.13 0.34
aren’t that important to
me.
Within Groups 193.50 319 0.61
Total 195.57 322
M6_SUCESI don’'t pay much |Between Groups 5.86 3 195 221 0.09
attention to the material
objects other people
own.
Within Groups 278.89 316 0.88
Total 284.75 319
M3_SUCES| don't placetoo  [Between Groups 11.45 3 3.82 3.61 0.01
much emphasis on the
amount of material
objects people own as a
sign of success.
Within Groups 338.77 320 1.06
Total 350.22 323
M13_CENT I put less emphasis|Between Groups 121 3 0.40 0.56 0.64
on material things than
most people | know.*
Within Groups 217.83 305 0.71
Total 219.04 308
M5_SUCESI like to own things [ Between Groups 5.57 3 1.86] 2.16 0.09
that impress people.
Within Groups 270.61 314 0.86
Total 276.19 317
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Appendix 9.2. — Differencesin product judgements with respect to the fact

DoéraHorvéth

of owning or not owning a mobile telephone

[ Mobilephoneowners | Non-owners |
df Mean F Sg. Mean F
Square Square
Q7_UT1 useful —useless Between Groupd 3] 349 4.05 0.04 3 089 0.63
Within Groups 220 0.8 9o 141
Total 223 97
Q7_AESL attractive — not attractive Between Groupq 3[ 463 560 0.00 3 166 1.05
Within Groups 221 0.83 94 1.58
Total 224 97
Q7_UT2 practical —impractica Between Groupd 3] 268 394 0.01 3 160 1.00
Within Groups 221 0.68 94 1.61
Total 224 97
Q7_HED2 not delightful — delightful Between Groupq 3| 26.55 14.65( 0.00 3 1213 6.35
Within Groups 221 1.81 94 191
Total 224 97
Q7_AES2 desirable—not desirable Between Groupd 3] 211 128 0.28 3 129 087
Within Groups 221 1.65 94 1.48
Total 224 97
Q7_UT4 functional — not functional Between Groupd 3 327 391 0.04 3 228 187
Within Groups 220 o0.84 A 1.22
Total 223 97
Q7_HED4 fun—not fun Between Groups 3[ 044 048 0.70 3 034 0.26
Within Groups 221 0.96 92 1.29
Total 224 95
Q7_AES5 makes me like this product— does |Between Groupq 3] 033 041 0.79 3 0.63] 040
not make like the product
Within Groups 221 0.82 94 1.58
Total 224 97
Q7_UT7 efficient— inefficient Between Groupd 3| 321 4.22[ 0.04 3 080 0.60
Within Groups 221 0.7§ 94 1.33
Total 224 97
Q7_HEDG6 not funny - funny Between Groupq 3| 244 205 0.1 3 058 0.65
Within Groups 220( 1.19 94 0.90
Total 223 97
Q7_HED7 dull - exciting Between Groupq 3] 436 353 0.0 3 291 232
Within Groups 221 1.23 94 1.26
Total 224 97
Q7_UT11 unproductive — productive Between Groupq 3] 018 0.15 0.93 3 106 117
Within Groups 217 1.25 93 091
Total 220 96
Q7_HED10 enjoyable— unenjoyable Between Groupd 3] 269 205 0.11 3 094 090
Within Groups 220 1.29 94 1.04
Total 223 97
Q7_UT12 problem solving — not problem Between Groupd 3] 15§ 137 0.25 3 124 094
solving
Within Groups 221 1.13 94 1.32
Total 224 97
Q7_HED12 amusing — not amusing Between Groupd 3l 257 212 0.10 3 089 0.75
Within Groups 2211 1.21 94 118
Total 224 97
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Appencix 9.3. — Differencesin evaluations of product design with respect to

the fact of owning or not owning a mobile telephone

| Mobilephoneowners Non-owners
df | Mean F Sig. df | Mean F Sig.
Squar e Squar g
Q7_FUNKC Functionality Between 3 |1042.7[ 5.17 | 0.00 3 |624.75( 3.86 | 0.01
Groups 8
Within 218 |201.78 91 |161.97
Groups
Total 221 94
Q7_FORM Characteristics of form Between 3 |542.72[ 5.90 | 0.00 3 |156.44 1.63 | 0.19
Groups
Within 218 | 91.94 91 |96.10
Groups
Total 221 94
Q7_EXPR Expressiveness Between 3 |766.57[ 9.78 | 0.00 3 |210.97[ 3.26 | 0.03
Groups
Within 218 | 78.36 91 |64.81
Groups
Total 221 94
Q7_PRIV User-object interaction Between 3 |388.19 546 | 0.00 3 |2236( 028 | 0.84
Groups
Within 218 | 71.05 91 | 7852
Groups
Total 221 94
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Appendix 10.1. — Participants mobile phones and types

Mobile phone type Frequency |Percent Vdid Cumulative
Percent Percent

10.00 nokia 1 043 0.44 0.44]
11.00 nokia3210 54 2348 23.79 24.23
12.00 nokia5110 33 16.52 16.74 40.97
13.00 nokia6110 8 348 352 44.49
14.00 nokia7110 3 130 132 4581
15.00 nokia6150 3 130 132 47.14]
16.00 nokia 3310 2 0.87 0.88 48.02
17.00 nokia2110 1 043 0.44 48.46
20.00 ericsson 1 043 0.44 48.90|
21.00 ericsson T10 21 913 9.25 58.15
22.00 ericsson T18 1 043 044 58.59
23.00 ericsson T28 3 130 132 59.91
24.00 ericsson GA 628 3 130 132 61.23
25.00 ericsson GH 688 1 043 0.44 61.67
26.00 ericsson A1018 10 4.35 441 66.08
27.00 ericsson gf768 2 0.87 0.88 66.96
28.00 ericsson s868 1 043 044 67.40
30.00 matorola 3 130 132 68.72
31.00 motorolastar tac 301 1 043 0.44 69.16)
32.00 motorolat2288 4 174 1.76 70.93
33.00 motorolav6388 1 043 044 71.37]
34.00 motorolam3888 2 0.87 0.88 72.25
40.00 semens 1 043 044 72.69
41.00 siemensc25 13 5.65 5.73 78.41]
42.00 siemensc35 7| 304 3.08 8150
50.00 alacatel 7| 304 3.08 84.58
51.00 alcatel 301 2 0.87 0.88 85.46
52.00 alcatel onetouch club 5 217 2.20 87.67|
53.00 alcatel onetouch pocket 1 043 0.44 838.11]
54.00 alcatel one touch max 3 130 1.32 89.43
55.00 alcatel onetouch view 1 043 0.44 89.87|
56.00 alcatel onetouch easy 4 174 1.76) 91.63
57.00 acatel 302 1 043 044 92.07
58.00 alcatel g 1 043 0.44 9251
61.00 philipsgenie 1 043 044 92.95
90.00 panasonic 2 0.87 0.88 93.83
91.00 panasonic g450 9 391 3.96 97.80
92.00 panasonic gd 50 4 174 1.76) 99.56]
93.00 panasonic gd 90 1 043 0.44 100.00
Total 227 98.70 100.00,

System 3 130

230, 100.00

DoéraHorvéth

217



Appendix 10.2. — Differencesin product judgementsin the context of usage

with respect to the owner ship of mobile telephones Nokia

5110 and Nokia 3210

Levene's Test for Equality

t-test for Equality of Means

of Variances
F Sg. t df Sg. (2-
tailed)

Q6 _UT7 hatekony _hatraltato Equal variances 0.55 0.46 0.37 90.00 0.71
assumed
Equal variances not 0.38 86.89 0.70
assumed

Q6_UT4 Equal variances 113 0.29 0.76 90.00, 0.45

funkcionalis__hasznavehetetlen assumed
Equal variances not 0.77 84.31] 0.44]
assumed

Q6_UT2 celszeru__celszerutlen Equal variances 0.68 0.41 0.61 90.00 0.55
assumed
Equal variances not 0.62 85.59 0.54
assumed

Q6_UT1 hasznos_haszontalan Equal variances 0.01 0.93 0.18 90.00, 0.85
assumed
Equal variances not 0.18 78.21 0.86
assumed

Q6_UT12 Equal variances 0.42 0.52 0.38 90.00 0.71

problemamegoldo__problemat okoz |assumed
Equal variances not 0.38 79.55] 0.71
assumed

Q6_HED4 jodolog__nemjodolog |Equal variances 0.75) 0.39 0.44 89.00 0.66)
assumed
Equal variances not 0.44 79.70 0.66
assumed

Q6_AESL vonzo__taszito Equal variances 4.99 0.03 -3.05 89.00 0.00
assumed
Equal variances not -3.11 84.48 0.00
assumed

Q6 _AESS tetszi k_nem tetszik Equal variances 0.00 0.98 -0.39 90.00| 0.70
assumed
Equal variances not -0.40 85.80, 0.69
assumed

Q6_HED2 szokvanyos_elragado |Equal variances 0.50 0.48 143 90.00 0.15
assumed
Equal variances not 1.47 85.49 0.15
assumed

Q6_AES2 kivanatos__ellenszenves |Equal variances 1.81 0.18 -1.31 89.00 0.19
assumed
Equal variances not -1.38 89.00 0.17
assumed

Q6_HED12 Equal variances 0.13 0.72 -1.25 90.00 0.21

szorakoztato__monoton assumed
Equal variances not -1.28 84.55, 0.21
assumed

Q6_HEDG6 lehangolo__mulatsagos |Equal variances 0.09 0.77 -0.66 90.00 0.51
assumed
Equal variances not -0.67 85.33 0.50
assumed

Q6 HEDI10 elvezetes unamas Equal variances 0.36] 0.55 -1.02 90.00 0.31
assumed
Equal variances not -1.03 83.79 0.30
assumed

Q6_HED?7 erdektelen__izgamas  |Equal variances 0.11 0.74 1.18 89.00 0.24
assumed
Equal variances not 1.17 76.01 0.25
assumed

Q6_UT11 Equal variances 0.27, 0.61 -0.05 89.00 0.96

eredmenytelen _eredmenyes assumed
Equal variances not -0.05, 82.07 0.96
assumed
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