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Design Principles from the Textbook
- Universal Principles.

Aesthetic-Usability Effect (p18) - aesthetic d re perceived
as easier to use than less-aesthetic designs

Attractiveness Bias (p26) - tendency to see attractive people a:
more intelligent, competent, moral, and sociable

Baby-Face Bias (p28) - tendency to see people and things witt
baby-faced features as naive, helpless, and honest

Picture Superiority Effect (p152) - pictures are |
than words #

Savanna Preference (p172) - tendency to prefer.
environments to other types of environments '
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This cluster of principles from the textbook
toward beauty and order...(see slide)
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Aesthetic designs are perceived as easier to use than less-aesthetic
designs

People are attracted to products that are more aesthetically attractive

Ease of use test with computer technology continues to confirm this
principle (i.e., psycho-aesthetic phenomenon)

People tend to remember the name of well designed products and
= forget the less attractive and they tend to overlook problems in the
more attractive products
Negative feelings toward the less aesthetic tend to increase stress and
o poor performance
“ Universal Principles of Design - 18
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This principle is introduced on page 18.
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Nokia

accessory

covers

TiVo GUI

Universal Principles of Design - 19
ATEG 2364004, Chip Wood 30808

The two examples the authors point to are the easy to use and aesthetically pleasing TiVo screens a
the customizing covers introduced by Nokia to boost the sales of their cell phones. They contend th:
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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Apple iPOD Arocs Jukebox

Class-03, Design Principles /Aesthetic Bias- 1 e
ATEC 2384.001 Chip Wood, 9.09.09 Additional Example

Even though the Arocs was first to market, the svelte aesthetics and easy to use interface of the iPO
attracted consumers in greater numbers, and continues to do so.
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Apple O/S

Class-03. Design Principles /AestheticBias- 1 vib
ATEC 2384.00L Chip Wood., 9.09.09 Additional Example

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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Strong. Smart. Beautiful.

Class-03, Design Principles /Aesthetic Bias- 1 Additional Example

ATEC 2384.00L Chip Wood, 9.09.09

Fitness equipment is typically functiodalvithout 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 aes#fgliy effect.
Matrix Fitness Systemsd tiaegdrythingethatysu hdp8to beas g . S

well.
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Tendency to see attractive people as more intelligent, competent,
moral, and sociable than unattractive people

Attractive people get more attention from opposite sex, get more
affection from mothers, receive more leniency from judges and juries,
receive more votes from the electorate, preferred in hiring decisions,
make more money doing the same work - sad but true

Men are attracted to exaggerated features in women, i.e., use of
makeup and fashionable clothing, while women are attracted to men
who exhibit wealth and power, i.e., expensive cars

Advertisers and fashion oriented designers use this tendency for all its
worth!

Universal Principles of Design - 26
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