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The Influence of Aesthetic Elements on Affect Symbol Design

N

O]

4 rio
4

5

o

b C|RjoIN| =S &t}

b

for
Pl
1x

2]
Hr ¢
2
Jok
kI
rx

eicixtolstn

A=

« Key words: Symbol Design, Aesthetic Elements

Kim, Eun-ju

Dept. of Design Manufacture, Chonbuk Univ
Hong, Chan-Seok

Dept. of Industrial Design, Chonbuk UnivDept.

1.2

OfH| AlCHX 2in|7} sfsin UCk OXMIXl= 7|59 Al
QCITt O|MEE(= 2jnje| AlCHE O[3t Zion|, gozs
zxio] AICIZ #sfsin = Ziolch X2l AHRISS ¢
25| SHS AH[sH= Z{0| OfLCh Bl2, 2 SN A
X 7|2 HME(QD], ARE, 717 S)B At[sich & 4
HIXIES =28 ZAl5l0 AZ2 Meig o Zof, Ljwc
SC} ZOJBIC), AOfICIZ ZHSICL of2{3 ABe Fe A
CIU42 251 LT =t 2850l 7% 7|Z0| 0]
Moo LMoz gHJtm ‘RAE g "ozEct F, 7|2
AH[EHs ZMAH|O] AITHE SolshA| E Z{0[chD

olzfst Mg Cx }omu °'ow= LIEIHC) 2o wistz
ols] FHRIE{LL MAl, ZB0| 2= o[op7|S o[0[XIS S3f ¢

—_—

ro
= 1L

AHAS
AAFIE BlD Qe Zioloh AMCIXICI| UOMET ZHA-ZI
a7t CIMAZR, W|Rsl, $ad dE FE M 52

Al Cxiolf LEHoZM o|dolLt JHAIEE Eot AHFY
Alo|MstD Uk o|FHS0| M= TRl Alchol w2} HE}
5t e, 072 Lt ARSI SHE AFLS(M
ST)E 28{UodE Q4 E3 HslEhg olofsict

2ol ZHHSMST)2 AE(0{7(AM HEQ 2d|= 3Al
o] AlEc|xlolg ofnjghol thet 2ol MEo[Lt 3|AIZ 0
0 &2 ZALE B AE

HE & W 2o 430 S35 ME
o ot slAlel Holo| Yt DA > AZE TS U
CL3. ol2st FE2 AE AABHMT Fot 2 + USH|
3AIS0| & olx|=|m Zdsin SFA Y gEisT)E
28 o = 9= AE2 CAfel sfof sty FEs U
Cl Al Clxjolof it ol2{st BI8g O[B0 & + UE 2
20le IAH LHIRL 2IE R4} Cixole] MUY Jg 247t
Uk 0|z R2loiA of ClxfQlel MDY FE2ATt &
BRSO 7|chats 2I8S ghEo] E ZoUieks 2ES |

A ==Ch

2. =2 H
mEty, 2 oFoME Alchol| o2t ZY CRfelez gists)
I Qe ME CIxiele] FAHIE S 2HASHA SEH Z4E

HIS(MET)S 22{UoT|= MOlH JERATt FARIK| A

1) CIRfRI?CRtRll, AlZAL SH=0lE o714, 1997, p122

2) 22 NYnjEe] ZHA SMof e o, 7=, Y, 2003, pa2
3) Interbrand Schecter (1994), "Logovalue Survey," proprietary
research report.

TS S8 melsiol, 0IF HigoR Jleio] 4 Cixielg
o, S7iot HOlE2 B & 0f Aligalel FAof iz}
Au[xjo] MBE0| B CIRSl WIS HASITA! BiCh

MEe olAlsl| H1 XYshokst =HA|FOIA o|Us
IS o|Bojuio] 2FA aIE o|Fo{of slcHe.g., Cohen
1986; Peter 1989; Robertson 1989; Vartorelia 1990). 0|e{&t

22 0|20 Y = Y= 240= IH 2[R} HISe49)
Cixfolel AD|X gt 247} QICh ol tfst o|2X 2=
ci=2z Zcp.

3-1. M= Cxtelo st AH|A ISR

(1) AIAA olX|(correct recognition)

of ClojSECt WA X2i7| R A sjAll
E w=H oIX|stH & Zolch A5 ZAl| QJ5iH 7|
| J2IS(AlE)0] olofx RE(SIM0IZ)Rt B TIofe B
AZICE 22 AME9| FEst x| AR TE ME
Clo|CLS)

[

=0
=
=

2 o

r
i 2

bR |m |
W

_EE ™
nr o
’i) N

HJIO

() S AHUISaffecy
29l PHUSMBE)S MO OfE 2HO| HEBol

ao
SAIZ o|ME = 7| 2o MBS0 SRt AT TS
2 Aol ot siAtel Folo] gE2 1 = UASE T
slm QICle. 2FAQl ZAF2 AlZio| Zof ©2t &5 37t

A7|H eetE £ QIX|BHZajonc 1968) £5, #l29 x7| O
Rfolof 7|o=7|z sich 24X Fsto| JtE =of He o=
Aol HRIEl M2t i ojn| mj2o| LA SANel 24
oZ9o| Mal|ch ofE £0], Joe Camele| Al=2} Procter &
Gamblee| &1} ¥ MES = Cf 3[Al O|0[XIE s Sh=
Hxixo| H22 0|B0] WLk

4) Cohen, Dorothy (1986), "Trademark Strategy," Journal of
Marketing,50 (January). 61-74.

Peter, John (1989), "Designing Logos," Folio, 18(July), 139-41.
Robertson, Kim R. (1989), "Strategically Desirable Brand Name
Characteristics," Journal of Consumer Marketing, 6 (Fall), 61-71.
Vartorella, William (1990), "Doing the Bright Thing with Your Company
Logo," Advertising Age, 61 (February 26), 31.

5) Cohen, Dorothy(1986), "Trademark Strategy", Journal of Marketing,
50(January). 61-74

6) Interbrand Schecter (1994), "Logovalue Survey," proprietary
research report.

106



(3) 2|ojx|(meaning)

e =2lSe A HURHN AES £22 J0iS 2
gder|=2 sfofeictm Zt=glch(Durgee and Stuart 1987;
Kropp, French and Hillard 1990; Vartorella 1990) ctEst
Keller(1993) A| OPEAIS0| &% sHM=R| 22 F==2

a5l MA|X|S MEksio} siCiD Z=sict Qlet Al2o| ©

(4) S|At= olx|(false recognition)

SIMHIX|(FEN LU= ARE0| EX| RE Ag Hof
HUCID Y o Wasles, o2 AlnjY ggead] o
o gag we £ Ao

5t L2US B 4 s, o2 B YN Y
D23 bixe CixjelozRe| Jjolsi ojzie Maxos,
URIX| Y KIS S0IMY Melo] S 0jAct 5,
HE XYt ol RAIRH SElSe AEol 2 o AU

3-2. AH[X} Y30 YeE Ojxl= Cjxjelel Ao|
N gses

Dondis?), Ellis8), Veryzer®), Beviin10), Butterfield!?), Crowly12),
Boselie 3! Duke2| Qi720f LSt Cixtel H7lo| G&s olA|
£ ADjY 93 948 ZEsEd Cl23} 2ot
X[oiE{o17d(natural), Z=st=22(harmony), X m5H2d(elaborate)
AE°| BI=4(repetition of elements), H|z{|(proportion), 22
E C|Xol(round), FAHA(abstract), 37| el C|x}el(organic)
Ted(balance), CHAIXO| C|x}ol(symmetric), S&HA(complexity),
23280l C|x}el(dynamic), Zl0|(depth), Gestalt= T}t=IC)

4. Al
oTle] =242 HysP| fiste] 2 AlgiF0ME MENTE
HIgoZ AliEREo| 28t 24t J28Y EDES M3y,
=3 AYHSE 427

rot

e

MemHe % Moo Ay

(=]

£ OjFls MO HHEAS ot 2450] YK T
=]
=

rr

>

< —_
Ct O[F SaiM 2 7IoliM 2 CIAlRlE stoxt
O SoHez Cixfele = = Ya2 MAlstuAt gich

7) Dondis, Donis A.(1973), A Primer of Visual Literacy. Cambridge,
MA: MIT Press. '

8) Ellis, Henry C., Fredrick J. Parente, and E. Chandler
Shumate(1974), :Meaningfulness Perceptual Grouping and
Organization in Recogniton Memory," Journal of Expermental
Psychology, 102(2), 308-13.

9) Veryzer, Robert W,(1993), "Aesthetic Response and Influence of
Design Principles on Product Preference," Advance in Consumer
Research, 20, 224-28.

10) Bevlin, Marjorie E. (1989), Design Through Discovery: An
Introduction to Art and Design. New york: Holt Rinchat and Winston Inc.

11) Butterfield, Gail B. and Earl C. Butterfield(1977), "Lexical Codability
and Age," Journal of Verbal Learning and verbal Behavior, 16
(February), 113-18.

12) Cromey, Ayn E. (1990), "The Golden Section: An Information-Theoretic
Approach  to  Understanding  Two-Sides  Persuasion,”  unpublished
disseration, University of Texas at Austin,

E51] ARSITE Z2MA

‘—» AE RSNOY, FNY, )

| AckE R CENE £5 )

¢——> AHRZS AF

[ NE MBSO 25

v

| uo= ages net

8 Mol 9 XIS SHA ZHHS(MET)S
] MR AR C|Rjoln} 0| 98t o)X

ocooa2

B> 1IN mo

jeASTl] BAIS olSauR, MOjY Yge

c =
S Xeddel A, 85, Zst ¥ 20|, ANEET S2s|ct
i

ofatel 2 + At ol2fE HIE EdiE: L8R M5

o CIXIRI?CIR}RlN, AISAL S=0l= 91714, 1997, p122

o X2 AUDIFO] THA Edof et o7, A=y, AL,
2003, p42

o Interbrand Schecter (1994), "Logovalue Survey," proprietary
research report.

¢ Cohen, Dorothy (1986), "Trademark Strategy,” Journal of
Marketing,50 (January). 61-74.

Peter, John (1989), "Designing Logos," Folio, 18(July),
139-41.

Robertson, Kim R. (1989), "Strategically Desirable Brand
Name Characteristics," Journal of Consumer Marketing, 6
(Fall, 61-71.

Vartorella, William (1990), "Doing the Bright Thing with Your
Company Logo," Advertising Age, 61 (February 26), 31.

e Cohen, Dorothy(1986), "Trademark Strategy", Journal of
Marketing, 50(January). 61-74

o Interbrand Schecter (1994), "Logovalue Survey," proprietary
research report.

¢ Dondis, Donis A.(1973), A Primer of Visual Literacy.
Cambridge, MA: MIT Press.

o Ellis, Henry C., Fredrick J. Parente, and E. Chandler
Shumate(1974), :Meaningfulness Perceptual Grouping and
Organization in  Recognition Memory," Journal of
Expermental Psychology, 102(2), 308-13.

eVeryzer, Robert W,(1993), "Aesthetic Response and
influence of Design Principles on Product Preference,”
Advance in Consumer Research, 20, 224-28.

eBevin, Marjorie E. (1989), Design Through Discovery: An
Introduction to Art and Design. New york: Holt Rinchat and
Winston Inc.

e Butterfield, Gail B. and Earl C. Butterfield(1977), "Lexical
Codability and Age," Journal of Verbal Leamning and verbal
Behavior, 16 (February), 113-18.

oCowmey, Am E (1990, 'The GColden Section: An
Information-Theoretic  Approach  to  Understanding  Two-Sides
Persuasion," unpublished disseration, University of Texas at Austin,

107



