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Iôve entitled this group of principles Aesthetic Biasô 1.  Next week weôll look at part 2...
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This cluster of principles from the textbook all deal with various aspects of peopleôs aesthetic bias 

toward beauty and order...(see slide)
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This principle is introduced on page 18.  Here is a summary of the authorôs explanation...(see slide)
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The two examples the authors point to are the easy to use and aesthetically pleasing TiVo screens and 

the customizing covers introduced by Nokia to boost the sales of their cell phones.  They contend that 

by making the phones more aesthetically attractive, people were willing to overlook the minor 

difficulties in interacting with the phones during the rapid adoption phase of their lifecycle.
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Even though the Arocs was first to market, the svelte aesthetics and easy to use interface of the iPOD 

attracted consumers in greater numbers, and continues to do so. 
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You may not know this, but Apple is one of the few large corporations who count aesthetics and 

design as one of their core competencies, the way most other high tech companies only count their 

technology research or elements of their business management as core competencies.  The 

consequence is Apple has always had a fiercely loyal customer base. 
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Fitness equipment is typically functionalðwithout much attention to aesthetics.  Matrix has taken the 

descriptive interpretation of form follows function and the company designs attractive, yet functional 

fitness products.  As a new brand on the market, they are seizing upon the aesthetic-usability effect. 

Matrix Fitness Systemsô tagline is ñStrong. Smart. Beautifulò ïeverything that you hope to be as 

well.
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This cluster of principles from the textbook all deal with various aspects of peopleôs aesthetic bias 

toward beauty and order...(see slide)



14

This principle is introduced on page 26.  Here is a summary of the authorôs explanation...(see slide)
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