»BABES-BOLYAI” UNIVERSITY CLUJ-NAPOCA Q

FSEGA

FACULTY OF ECONOMICS AND BUSINESS ADMINISTRATION

DOCTORAL SCHOOL OF ECONOMICS AND BUSINESS ADMINISTRATION
FIELD OF DOCTORAL STUDIES: MARKETING

THE INFLUENCE OF AESTHETICS ON AUTOMOBILE PURCHASE
DECISIONS

-SUMMARY -

COORDINATOR
PROF. UNIV. DR. IOAN PLAIAS

PhD STUDENT
CORINA PAULA TARTA

CLUJ NAPOCA
2017



Summary

SUMIMATY .ttt r bt st et e e st e e be e e nbeeenneas 2
Summary of the thesiS.........cooi i 3
KEY WORDS ... 6
INTRODUCTION.... ..ottt e et e e nneas 7
CHAPTER L.t nneas 9
1.1  Defining the concept OF @8STNETICS ......ccveiveiiiieiie e 9
1.2 Elements Of @8SThETICS .......ccoiiiiiiiiciee e 10
CHAPTER 2. .ot 13
2.1 Analysis of the purchase decision making process, through its integration of aesthetics
and the cognitive processing stimuli INVOIVET ............cooiiiiiiii 13
2.2 Elaboration of the conceptual model.............cooiiiiiiii 14
CHAPTER ..o snr e e 16
3.1 QUANTTALIVE FESEAICH ....c.eivieiiitieee b 16
3.2 QUANTITALIVE TESEAICH .....c.vii ittt ettt ettt st e e st e be e saeeebeesbeeenbeesneeenns 16
CHAPTER 4 ...t a et e e e nes 17
4.1 QUANITALIVE TESBAICN ... .ecciiiiie ettt ettt et sba e st e e s beeebeesaeesnbeesbeeenreeas 18
4.2 QUANTITALIVE TESEAICH ... .ccviiiii ittt ettt be et s re e saee s be e beeere e 18
CONCLUSIONS ... e e e e nnree e e 20
Limitations and fUtUre dIrECLIONS .........coiiiiieieieie e 22



Summary of the thesis

List of tables

List of figures

List of graphs

List of images

Introduction

Chapter 1 — Product aesthetics in marketing

1.1 Defining the concept of aesthetics
1.2 Elements of aesthetics

1.2.1 Visual style

1.2.2 Auditory style

1.2.3 Tactile style

1.2.4 Taste and smell

Capitolul 2 — Theories regarding the influence of product aesthetics on the decision to
buy
2.1 Analysis of the purchase decision making process, through its integration of aesthetics

and the cognitive processing stimuli involved
2.2 Elaboration of the conceptual model

Capitolul 3 — Research Methodology

3.1 Qualitative research
3.1.1 Defining the objectives and research problem
3.1.2 Data collection method
3.1.3 Interview guide
3.1.4 Sample
3.1.5 Research calendar
3.2 Quantitative research
3.2.1 Defining the objectives and research problem

3.2.2 Elaborating the hypothesis



3.2.3 Data collection method
3.2.4 Variables operationalization
3.2.5 Characterizing the sample
3.2.5 Sample method

3.2.7 Research calendar

Capitolul 4 — Data Analysis and Result Interpretation
4.1 Qualitative research

4.1.1 Results

4.1.2 Conclusions and the impact upon the quantitative research
4.2 Quantitative research

4.2.1 Fiabilitatea scalelor utilizate

4.2.2 Measurement Model

4.2.3 Linearity and multicollinearity

4.2.4 Structural model

Conclusions

Theoretical implications
Managerial implications
Limits and future directions

References
Annexes
Annex no. 1 — Bloch (1995)’s model

Annex no. 2 — Ward (2010)’s model

Annex no. 3 —Wang et al. (2013)’s model

Annex no. 4 — Qualitative research

Annex no. 5 — Questionaire

Annex no. 6 — Skewness & Kurtosis

Annex no. 7 — Cognitive processing stimuli — Measurement model

Annex no. 8 — Loadings — Measurement model B



Annex no. 9 — Liniarity
Annex no. 10 — SEM moderating factors
Annex no. 11 — Model SEM version B

Annex no. 12 — Retested SEM version B



KEY WORDS

Aesthetics, dimensions of aesthetics, consumer, consumer behaviour, evaluation of
alternatives, decision to purchase, automobiles, stimuli, cognitive processing, structural

model



INTRODUCTION

We live in a world in which globalization has expanded freely, once most geopolitical
barriers were lifted. Consequently, technological development has flourished at a very fast
rate. This, in turn, has facilitated the easy replication of product functionalities, as well as the
rate at which products are accepted by consumers. Although this makes the consumers’ life
easier, product differentiation through technical functionalities becomes more and more
short-lived. Therefore, marketing specialists are more and more preoccupied with finding
efficient ways of differentiating products. Researchers stepped in and focused on hedonism
and aesthetics, having found that both play a key role in the process, by offering emotional
and experiential value (Dhar & Wertenbroch, 2000), are intrinsic characteristics (Grewal et
al., 2004), refer to fantasy and multisensory experiences (Hirschman & Holbrook, 1982),
influence the buyer’s decision to purchase (Creusman & Schoormans, 2005) and the buyer’s

perception (Hoegg et al., 2010).

The challenge faced by researchers was finding the way in which product aesthetics influence
the decision to buy, more precisely which are the cognitive processing stimuli that are
activated by the aesthetic dimensions, which lead to the decision to make the acquisition.
Therefore, the primary objective of this paper is to identify the influences (such as shortening
response time, likelyhood that the individual would pay a higher price, the consumer’s
perception of an automobile’s quality and performance, etc) that the product aesthetics can
exert on the consumer’s decision to buy a particular automobile, as well as elaborate a model

which validates the objective.

The paper we are putting forward is made up of five parts, as follows: the first chapter,
“Product Aesthetics in Marketing,” is divided into two subchapters— “Defining the Concept
of Aesthetics” and “Elements of Aesthetics”. The subchapter that sets out to define the
concept is a short incursion into the several significances attributed to aesthetics, throughout
the years, as well as the connection between aesthetics and design. The second subchapter
analyses the dimensions of aesthetics through each one’s significance, followed by

descriptions of their possible applications in marketing.



Chapter 2, “Theories regarding the influence of product aesthetics on the decision to buy,” is,
in turn, made up of two subchapters. Firstly, we delve into the theoretical aspects of the
decision making process. Because the model proposed in this paper analyses the impact of
aesthetics on the decision to buy, this first subchapter focuses on the stages of “evaluation of
alternatives” and “decision to buy.” The second subchapter describes other models that are
presented in literature of the field, which also analyze the theme proposed herein and
constituted the starting point in elaborating the model presented by this paper. Subchapter 2
also presents all studies that were used in elaborating the model, as well as the conceptual

model’s final form.

Chapter 3, “Research Methodology,” describes the research subject, primary objectives, the
data collection and variable operationalization methods that were employed, the sample
makeup method and sample description, and, for a complete perspective, the research
calendar. Chapter 3 also includes two subchapters, one dealing with the qualitative research,

the other with the quantitative research.

Chapter 4, titled “Data Analysis and Result Interpretation,” includes the statistical analysis
that was done in order to test and validate the model, such as: testing viability of the scale
employed, validation of the measurement model, factorial analysis, testing of linearity and

multicollinearity, as well as structural model validation.

The final Chapter, “Conclusions,” presents interpretations of the results described in Chapter
4 and conclusions corellated with the theoretical aspects discussed in chapters 1 and 2. These
same theories are used to contour managerial implications and formulate the limits of the

research that was done, as well as future research directions.



CHAPTER 1

1.1 Defining the concept of aesthetics

The modern word “aesthetics” comes from the Greek “aiesthetikos”, which was the science
of sensory perception (Ward, 2010). Starting from this base definition, the concept has been
studied and redefined (Munro, 1956; Sibley, 1959; Berlyne, 1974; Bloch, 1995; Holbrook,
1983; Townsend, 1997) until, in the 21% century, “aesthetics” has come to be defined as the
“sensible appreciation” by all our five senses (Hoyer & Stokburger-Sauer, 2012).

Other definitions of aesthetics over time include:

e “The science which studies the laws and categories of art, considered to be the highest
form of creating and receiving Beauty; the collection of aspects regarding the essence
of art, its report to reality, the methods of art creation, art criteria and types of art”
(DEX, 2000).

e The study of individuals’ reactions to non-instrumental qualities of an object or of an
event (O’Neal. 1998).

e Critical reflection on art, culture and nature (Kelly, 1998).

e The mechanism by which beauty is perceived (Patton, 1999).

e The theory of beauty or the individual’s sensitivity to that which is beautiful (Stich,
2004).

e A key concept in marketing, because it is produced and consumed by the society

within which marketing activity takes place (Venkatesh & Meamber, 2006).

We deemed necessary the correlation of aesthetics and design, as the aesthetic product is the
final stage of the design and development process, and can be of great importance to

organizations which seek market leader strategies (Trott, 1998).

Design has been defined by certain authors as being the collection of engineering activities
and utility functions of a given product (Kohli & Krishnamurti, 1987), while others associate
it more closely with form and aesthetics (Bloch, 1995; Kaul & Rao, 1995) and consider it is

made up of a functional side, for which the consumer utilizes the product, and an exterior side



(color, form, texture, ornaments) which appeals to the consumer’s emotions (Ulrich &

Eppinger, 2007).

Moreover, a product’s presentation or design affects inferences with regard to the product’s
quality, functional performance (Garvin, 1984; Zeithaml, 1988; Creusen & Schoormans,
2005), consumer expectations (Calkins, 1927; Postrel, 2003), the individual’s initial opinion
(Page & Herr 2002) and the aesthetic judgement (Charters, 2006; Ritterfeld, 2002). Superior
aesthetics can trigger pleasure in the consumer (Holbrook & Zirlin, 1985) and can boost
consumer confidence in the product, by the halo effect (Asch, 1946; Nisbett & Wilson, 1977;
Thorndike, 1920; Luchs et al., 2012). Aesthetics bestows upon the consumer and the product
manufacturing company alike a swath of advantages, such as: financial success (Holbrook,
1986; Bloch, 1995), an element of differentiation (Dickson & Ginter, 1987; Ulrich &
Eppinger, 2007) competitive advantage (Holt, 1985; Hammer, 1995; Kotler & Rath, 1984).

With regards to the applications of aesthetics in marketing, these fit into three main
categories (Petkus Jr. et al., 2011): product design (Bloch, 1995; Schmitt & Simonson, 1997;
Petkus Jr et al., 2011), communication design (Schmitt & Simonson, 1997; Petkus Jr et al.,
2011), spatial design (Bitner, 1992; Schmitt & Simonson, 1997; Petkus Jr et al., 2011.

1.2 Elements of aesthetics

Aesthetics can be broken down into four categories, which, in turn, include several elements
each: visual style (color, lines, shape), auditory style, tactile style and chemo-sensation or

flavor style, which combines taste and smell receptors (Schmitt & Simonson, 1997).

A product’s visual style is associated to (Tarta, 2014a): symbolic value (McCracken, 1986;
Murdoch & Flurscheim, 1983; Schmitt & Simonson, 1997, Muller, 2001), utility value
(Bloch, 1995; Berkowitz, 1987; Dawar & Parker, 1994), ergonomical value (Lobach, 1976;
Veryzer, 1995; March, 1994), capacity to attract attention (Garber, 1995; Garber et al.,
2000), categorization (Bloch, 1995; Veryzer, 1995; Garber, 1995) and an element of
communication (Creusen & Schoormans, 2005; Petkus Jr et al., 2011; Schmitt & Simonson,
1997).
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Visual style includes the following primary elements: color, shape, line and image (Bloch,
1995; Schmitt & Simonson, 2002; Henderson et al., 2004; Orth & Malkewitz, 2008). Though
this four-way characterization can be made for visual style, “image” itself is an aggregate of
the other three components, thus a separate description for the fourth element is not deemed

necessary.

Color, a visual style element that can influence a consumer’s emotions, perceptions, reactions
and behavior (Valdez & Mehrabian, 1994) can have several marketing applications: product
and wrapping (Garber et al., 2000; Aslam, 2006; Hagtvedt, 2014; Kolenda, 2015),
differentiation (Garber et al., 2000; Parmar, 2004; Aslam, 2006; Buechner et al., 2015),
brand and corporate identity (Schmitt & Simonson, 2002; Kerfoot et al., 2003; Moser,
2003; Aslam, 2006; Abril et al., 2009; Shi, 2013; Kolenda, 2015), publicity messages (Berg-
Weitzel &Laar, 2001;Aslam, 2006; Puzakova, 2016), ambiance (Bellizi & Hite, 1992;
Kerfoot et al., 2003;Singh, 2006;Aslam, 2006; Lee et al., 2016), self-image (Madden et al.,
2000; Kaufman-Scarborough, 2001;Kolenda, 2015) and websites (Simon, 2001;Pieters et al.,
2002;Pelet & Papadopoulou, 2012; Pelet, 2015;Abdallah & Jaleel, 2015).

Line is the connection between two points, which goes on to form a dynamic space referred
to as “shape” (Hostleter, 2011). Thus, applications of “line” and “shape” can be grouped as
follows: products and wrapping (Charters et al.,, 1999; Bender & Derby, 1992),
differentiation, and brand and identity.

The third dimension of aesthetics is sound. “Sound is created by the movement or vibration
of an object. This movement generates and sends outward sound waves through the air to ear
canal, where they continue until they reach the ear drum” (Lindstrom, 2009, p. 40). The
importance of studying auditory style in marketing is dictated by the influence that it has on
the consumer’s decision to make an acquisition (Tarta & Plaias, 2014). The marketing
applications of sound include: creating a certain atmosphere — background music in retail
spaces (Areni & Kim, 1993; Mattila & Wirtz, 2001; North et al., 2004), creating brand and
identity (Klink, 2000; Lowrey & Shrum, 2007; Klink & Athaide, 2012), product
development — functional characteristics (Lageat et al., 2003; Zeitler et al., 2004; van
Egmond, 2008; Ozcan & van Egmond, 2012), in advertisments (Schmitt & Simonson, 2002;
North et al., 2004)
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Tactile style is a relatively new area of research (Jansson-Boyd, 2011; Peck & Childers,
2003b) which is studied far too little, for the high importance it presents (Peck, 2010). During
the past few years, 30% of large companies have shifted focus towards sensory branding
strategies, having found that tactile interaction with the product wrapping offers new
opportunities (Johnson, 2007). Advantages of employing tactile style in product marketing
include: giving the consumer a sense of ownership (Brasel & Gips, 2014; Saqib et al., 2010;
Reb & Connolly, 2007) which could persuade the individual to pay more for the product and
to make more spontaneous purchases/impulse-buys (Peck & Shu, 2009; Peck &Childers,
2006) as well as convincing the individual of a product’s quality and triggering a positive

product evaluation (Grohmann et al. (2007).

Smell is a chemical sense that is defined as ,, A collection of receptor cells located inside the
nose, which convert chemical information into electrical impulses. These, in turn, travel
along the olfactory nerves towards the olfactory bulbs in the cranial cavity. The bulbs feed
information into the cerebral cortex, where associations are created, and the electrical
impulses are decoded as the smell of the favourite rose or the musky warning of an ill-
disposed skunk” (Lyall Watson quoted in Lindstrom, 2009, p. 44). Smells can change the
consumer’s state of mind (Baron, 1990; Ehrlichman & Bastone, 1992; Knasko, 1992) and can
influence an individual’s judgement (Baron, 1990; Fitzgerald& Jantrania, 1992; Spangenberg
et al., 1996).

,, Taste is detected by specialized structures called taste buds. There are four types of taste
buds, which react separately to sweet, salty, sour and bitter substances” (Lindstrom, 2009, p.
49 — 50). Taste is an important marketing element, because it can cause approach/avoidance
behaviors to go either way, it can change an individual’s emotional state, and can influence

cognitive processes and elaboration (Schmitt & Simonson, 1997).

The marketing applications of smell and taste inlcude: creating brand and identity (Schmitt
& Simonson, 2002; Stephens, 2007; Lindstrom, 2009; Biswas et al., 2014), product
(Scholder & Bone, 1998; Wadhwa et al., 2008) and atmosphere (Schmitt & Simonson, 2002;
Lindstrom, 2009; Biswas et al., 2014).
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CHAPTER 2

2.1 Analysis of the purchase decision making process, through its integration of
aesthetics and the cognitive processing stimuli involved

The purchase decision making process has five stages (Hawkins et al., 2003): need
recognition, research, evaluation of alternatives, purchase, and post-purchase evaluation
(Pride & Ferrell, 1993; Kotler, 1997; Plaias, 1997; Popescu, 2002; Catoiu & Teodorescu,
2004; Solomon et al., 2006; Yang et al., 2012).

Each consumer will prize stages differently, and few are those who will attribute equal
importance to all five. This is why the different decision-making styles were
conceived/categorized (Sproles & Kendall, 1986; Cowart & Goldsmith, 2007). The most
frequently used approach to decision-making styles is that of Sproles & Kendall (1986),
which divides individuals into eight categories: the perfectionist, the brand-aware, the
innovator, the shopping aficionado, the weigher of quality/value versus price/cost, the
impulsive individual, the confused individual, and the loyal individual (Sproles & Kendall,
1986; Venkatraman & Pret, 1990; Bayle & Nancarrow, 1998; Palumbo & Herbig, 2000; Leo
et al., 2005; Leek & Kun, 2006; Correia et al., 2011). In order to simplify this structure, Shinn
(1996) groups these eight types into three directions: (1) utilitarian, which includes the
perfectionist and the weigher of quality/value versus price/cost, (2) social, which includes the
brand-aware, innovator, shopping aficionado, and the loyalist, and (3) undesired, which

includes the impulse-buy and the confused decision-making style.

The model proposed in this paper seeks to analyze the impact that an automobile’s aesthetics
can have on the decision to buy, while also accounting for cognitive processing stimuli.
Therefore, the author’s focus was on detailing stages three and four (“evaluation of
alternatives” and “purchase”), as these are the stages of the purchase decision making process

where cognitive processing stimuli manifest and can be observed.

Evaluation of alternatives is the stage during which the individual assesses the viable

alternatives indentified during the “research” stage, and selects those which he or she
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considers to be more important/better suited (Hawkins et al., 2003; Solomon et al., 2006;
Szmigin & Piacentini, 2015).

After selecting the desired alternative, the individual moves on to the purchase stage, during
which the intention to buy is formed and the decision of which product to purchase is made
(Hawkins et al., 2003; Solomon et al., 2006). There are several types of purchases, depending
on the amount of planning that went into it: fully planned purchase, partially planned
purchase, and an unplanned purchase/impulse-buy (Hawkins et al., 2003; Solomon et al.,
2006). Schiffman et al. (2008) classified the types of purchase by the level of commitment
demonstrated by the consumer, as follows: attempt, repeated, and long-term (Schiffman et al.,
2008).

Of course, in the case of an automobile purchase, it is most likely that the purchase was fully
planned and involved long-term consumer commitment, rather than it being a partially-
planned purchase. It is even more rare that an individual will walk into a dealership and buy

an automobile in the spur of the moment.

2.2 Elaboration of the conceptual model

The model put forward in this paper seeks to analyze and demonstrate the impact of product
aesthetics on making a purchase decision, while also identifying the cognitive processing
stimuli that lead to said decision. Therefore, we seek to observe the effect of product

aesthetics during the “evaluation of alternatives” “and purchase” stages.

While there are studies which demonstrate that product aesthetics will ellicitg a behavioral
response (Mehrabian & Russel, 1974; Csikszentmihaly & Robinson, 1990; Ridgway et al.
1990; Baisya & Das 2008; Malhotra et al. 2012; Ranscombe et al. 2011), they do not analyze
in detail the cognitive processing stimuli. Moreover, researchers have proposed several
models which observe a behavioral response of the type approach/avoid, most notably Bloch
(1995), Ward (2010) & Wang et al. (2013).

And while cognitive processing stimuli have been analyzed (Bloch, 1995; Khaslavsky &
Shedroff, 1999; Bloch et al., 2003; Creusen & Schoormans, 2005; Kreuzbauer & Malter,
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2005; Norman, 2005; Orth et al., 2010; Reimann et al., 2010; Hoegg & Alba, 2011), they

have not been included together in the same model.

The novelty element of the conceptual model proposed in this research paper is its
complexity, given by: analysis of each dimension of aesthetics, study of each cognitive
processing stimulus and integrating all of them within one comprehensive model, which

concludes with a purchase decision.

The product category for which the model is tested and validated is automobiles. This
product category was chosen because authors who have previously studied cognitive
processing stimuli (Bloch, 1995; Khaslavsky & Shedroff, 1999; Bloch et al., 2003; Creusen
& Schoormans, 2005; Kreuzbauer & Malter, 2005; Norman, 2005; Orth et al., 2010; Reimann
et al.,, 2010; Hoegg & Alba, 2011) have tested various product categories, and have
mentioned as either a research limitation or a future research direction, that the results they
obtained be further tested and validated on other product categories, to ensure a rate of
application as high as possible. Furthermore, academic research carried out for this product
type either shows that automobile aesthetics leads to the decision to purchase, or shows the
importance of aesthetics in relation to other criteria (Kreuzbauer & Malter, 2005; Baisya &
Das, 2008; Ranscombe et al., 2011; Malhotra et al., 2012) that the individual takes into
consideration during the “evaluation of alternatives” and “purchase” stages, but there was no
clear focus on cognitive processing stimuli. Not least, this product category was also chosen

due to the author’s affinity towards automobiles.

This research paper also seeks to analyze the presence or lack of moderation effect. Because
the model has not been previously tested in this manner, we propose a separate conceptual
model, which analyzes the effect of various moderating factors on the relation between
aesthetics and cognitive processing stimuli. This approach was justified and inspired by the
proposition put forward by Bloch (1995), to analyze the moderation effect of consumer
characteristics, situational influences, and innate preferences, as well as cultural and social

context.
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CHAPTER 3

Defined as “an approach to the research process” (Collis & Hussey, 2009, p. 73) by which,
starting from an identified issue and fulfilling a series of steps, the issue is eventually
resolved (Jonker & Pennink, 2010), research methodology can be either deductive of
inductive (Saunders et al., 2009).

3.1 Qualitative research

The research subject: Which are the elements of aesthetics that Romanians take into account

when purchasing an automobile?

The research objective is to identify the elements that Romanian individuals evaluate as being

part of each element of aesthetics (color, shape, texture, sound).

For data collection, we have composed an interview, which was structured under a positive
paradigm, as all questions were formulated before the interview and each interviewee was
addressed the questions in the same order (Collis &Hussey, 2014). The duration of each

interview was of between 10 and 15 minutes, and the length was of six questions.

Each interview was recorded with the use of a smartphone. The chosen sample makeup
method was non-probabilistic convenience sampling, to which was added criterion sampling,
as interviewees were limited to individuals who own a category B driver’s license and who
have acquired an automobile during the previous year or wished to acquire an automobile
during the coming year. Moreover, the answers were also validated through quantitative
research. The sample size was 20 individuals (10 de female and 10 male).

3.2 Quantitative research

The research subject was formulated as follows: What is the influence of automobile

aesthetics on the consumer’s influence to buy?
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This study’s primary objective is to develop a conceptual model which brings forth the
influences that aesthetics can exert on the decision to purchase an automobile. The secondary
objectives seek to observe: (1) the relation between the dimensions of aesthetics and the
decision to buy, (2) the connection between the dimensions of aesthetics and the beliefs that
individuals harbor with regard to the relationship between aesthetics and the processing phase
stimuli, (3) the relationship between the beliefs that individuals harbor with regard to the
relationship between aesthetics and the processing phase stimuli, and the decision to buy, and
(4) the degree to which moderating factors can affect the connection between the dimensions
of aesthetics and the beliefs that individuals harbor with regard to the relationship between

aesthetics and the processing phase stimuli.

The primary method of data collection was investigation. In order to compile the data base,
we resorted to both snowball sampling, and convenience sampling. The instrument used was
the questionary, which was administered both by self-interview and by researcher-conducted
interview. Data was collected between February 1% 2016 and April 30" 2016.

In calculating the sample size we opted for a 99% confidence interval and a 1% standard
deviation, therefore compiling a sample of minimum 200 respondents. Of the 415
administered questionaries, 388 were validated. The research sample is made up of
individuals aged over 18 years, who own a category B driver’s license and who have
purchased an automobile in the previous five years. In evaluating the socio-demographic
sample profile, we analyzed the following characteristics: age, income, last graduated

education grade, marital status, background and gender.

CHAPTER 4

“Data Analysis and Result Interpretation” encompasses hypothesis testing and validation of
the proposed conceptual model. The chapter has two subdivisions, the first of which presents
the results obtained through qualitative research, while the second subchapter details the
results obtained through quantitative research. For the interpretation of quatitative research
results, we employed the IBM SPSS 20 and the AMOS 24 statistical softwares. In order to

maintain a high level of data accuracy, we performed tests and analyzed coefficients such as:
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factorial analysis, the Cronbach Alpha coefficient, the KMO test, the Bartlett sphericity test,
the Sig coefficient, the VIF coefficient, the CR & AVE indices, the NFI & CFI comparative
indices, the PRATIO, PNFI, PCFI, and RMSEA indices, the y*df coefficient, etcaetera.

4.1 Qualitative research

Qualitative research results show that, when interviewees were asked which elements they
take into account when deciding on which automobile to purchase, most female individuals
indicated aesthetics, and 7 out of 10 male individuals indicated the same. However, most
male individuals interviewed gave answers pertaining to technical characteristics of the
product. Overall, we validate that Romanian individuals employ a similar set of criteria as
validated by the studies of Baisya & Das (2008), Ranscombe et al. (2011) & Malhotra et al.
(2012).

Of the results obtained through interview, the elements that were selected to be further
analyzed through quantitative research were:
e Color of exterior, color of interior, color of seats, color of rims, color of dashboard
e Shape of car, shape of rims, shape of headlights, shape of seats, shape of steering
wheel, shape of gear stick
e The type of material used for the seats, the type of materials that the rims are made of,
the type of material used for the dashboard,

e Sound of engine, sound of audio system, sound of the car doors.

4.2 Quantitative research

Based on results obtained after the verification of the validity of scales used, after analysis of
[primary components, after validation of the measurement model, and testing of linearity and
multicollinearity, the structural models were constructed, both without moderating factors

taken into account (A) and with moderating factors taken into account (B).

18



Color v Image

Shape of exterior \

7| Time Price Decision to buy

Shape of interior

Texture %
= ‘ Characteristics !

Sound
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Scheme no. 2 — Measurement model B

Following the statistical analysis necessary to validate the proposed structural model, only
measurement model A remained in play. The model analyzing the impact of moderating
factors on the relationship between the dimensions of aesthetics and the beliefs that
individuals harbored with regard to the relationship between aesthetics and cognitive
processing stimuli did not meet the necessary acceptance criteria. The table below illustrated

the hypotheses status.
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Table no. 1 - Hypotheses

Ipoteza Status

Each of the dimensions of aesthetics exerts a positive and significant influence on the individuals’ beliefs
regarding the relationship between aesthetics and cognitive processing stimuli

<}

Image
Color TimePrice
Characteristics
Image
Shape of interior Timeprice
Characteristics
Image
H1 Shape of exterior TimePrice
Characteristics
Image
Texture TimePrice
Characteristics
Image
Sound TimePrice
Characteristics
The beliefs that individuals harbor with regard to the relationship between aesthetics and each cognitive
processing stimulus has a positive and significant influence on the purchase decision

Image

H2 TimePrice

Characteristics
Each dimension of aesthetics has a positive and significant influence on the decision to buy

Color

Shape of interior

H3 Shape of exterior

Texture

Sound

H4  Moderating factors have a significant influence on the relationship between each dimension
of aesthetics and the beliefs that individuals harbor with regard to the relationship between X

aesthetics and each cognitive processing stimulus

2| 2 X | XX | X222 =2 X|X|X]|X

< =2]=2]

<X | 2] X | <]

Legend:

\/ - hypothesis confirmed X — hypothesis rejected

CONCLUSIONS

Starting from conceptual models that were identified, tested and validated by previous

studies, yet not among Romanians, we this research paper proposes two completely new
models, specific to the automobile industry:

e The first proposed model (conceptual model A) observes a multidimensional

perspective of aesthetics and, in addition to previously proposed conceptual

models, Model A offers a more complex approach to processing stimuli.
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While, until now, stimuli were either studied individually or studied in pairs,
all nine were not studied together. Furthermore, the majority of researches
who focused on the stimuli, set out from one dimension of aesthetics and not
from the whole construct. Therefore, besides integrating all nine processing
items into one comprehensive model, the proposed conceptual model also
brings novelty by the fact that, while previous researchers who have analyzed
aesthetics multidimensionally, they focused on directly analyzing the
elaboration of the decision to buy, without analyzing the cognitive processing
stimuli, as well.

e The second proposed model (conceptual model B) completes the first model,
by also analyzing the moderating effect exerted by situational factors, social
context, and consumer characteristics, on the relationship between aesthetics
and the cognitive processing stimuli By including the moderating factors, the
research seeks to eliminate the possible influence exerted by the individual’s
subjective nature, as this is a matter of interest both in academia and on a

managerial level.

Through qualitative research the study obtained the items which make up the dimensions of
automobile aesthetics, in the perception of Romanian consumers, items which were proposed
by Baisya & Das (2008) & Malhotra et al. (2012), but which respect the grouping proposed
by Schmitt & Simonson (1997).

Through the analysis conducted, the cognitive processing items were grouped as three
stimuli: Image, TimePrice and Characteristics. These results confirm the proposition put
forward by Bloch (1995), which groups the two items of cognitive processing stimuli into
characteristics. However, the present research paper brings novelty by grouping the nine

items into three components.

The validation process of conceptual model A also led to a change in the structure of
aesthetics: the authors who have previously analyzed the aesthetic concept have considered
shape to be a unidimensional construct (Schmitt & Simonson, 1997; Baisya & Das 2008).
After analysis of the primary components, shape has been broken down as “shape of the

exterior” and “shape of the interior.” Consequently, individuals were able to identify the
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items of shape and, furthermore, distinguish between the “shape of the exterior” and the

“shape of the exterior.”

Companies come across various challenges every day. The technological changes that are
sweeping across the telecommunication industries allow the consumer access to a wide array
of information, thus keeping up to speed with all novel breakthroughs. For a company,
detailed knowledge of the pressure points (the aesthetic dimension) is a key element in any
strategy. Aesthetics rises to meet the business medium, as it offers advantages to companies

and consumers alike.

Aesthetics has the capacity of activating consumer emotions and to trigger a pleasure
response (Holbrook & Zirlin, 1985; Hoyer & Stokburger-Sauer, 2012). Living in a
technology-ridden world, individuals seek out sensory experiences. Through focused study,
the dimensions of aesthetics have been identified. This gives companies the chance to
differentiate products either through a single-dimension strategy, or using aesthetics as a
complex-defined.

The results of this study show which dimensions of aesthetics activate the cognitive
processing stimuli and lead to a purchase decision. Using aesthetics in their strategy,
companies can gain competitive advantage, improving their position and, at the same time,
providing the consumer with a multisensory experience. Therefore, aesthetics should be
integrated as early as the product concept design stage, carried through the development stage

and further into the communication strategy.

Limitations and future directions

Given the novelty of variables like: breaking down automobile shape into shape of the
exterior and shape of the interior, as well as the grouping of cognitive processing stimuli, one

future research direction is validating them through further data collection.

Due to the moderating effect of factors like ,,consumer characteristics”, ,,situational factors”
and ,,social context” having been rejected, an additional future research direction is detailing
knowledge of previous studies that focused on moderating factors, further collection of data
and retesting of the presently proposed model.
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Another limitation of the research conducted for this study was lack of access to specific

resources (direct access to specialized technology, or a sufficient budget to develop a research

center equipped with specialized neuromarketing technology), which led to the decision to

test the model through qualitative and quantitative research methods described above. Given

that this study included two subjective entities — aesthetics and the individual — based on the

knowledge accumulated throughout the process, we propose as a possible future research

direction the neuromarketing testing of this model by researchers who have access to the

necessary specialized technology.

References

BOOKS

1.

o 0 &~ w

10.

11.
12.

13.

14,

Atkinson, J. & Braddick, O., (1982), Sensory and perceptual capacities of the neonate, In P. Stratton
(Ed.), Psychobiology of the human newborn (pp. 191-220), London: John Wiley

Bicila, M.F., (2013), Cercetari de marketing in institutiile de invatamdnt superior, Cluj-Napoca:
Risoprint

Baisya, K.R. & Das, G.G., (2008), Aesthetics in Marketing, London: Sage

Berlyne, D.E., (1971), Aesthetics and Psychobiology, New York: Appleton-Century-Crofts

Berlyne, D.E., (1974), Studies in the new experimental aesthetics, New York: Wiley

Bradley, S., (2013), Design Fundamentals: Elements, Attributes & Principles, Colorado-Boulder:
VanseoDesign

Buiga, A., (2008), Tehnici de esantionare neprobabiliste, p. 435-446. In Plaias, 1. (Ed). Cercetdri de
marketing, Cluj-Napoca: Risoprint

Burns, N. & Grove, S.K., (2009), The Practice of Nursing Research: Appraisal, Synthesis and
Generation of Evidence, Maryland Heights, Missouri: Saunders Elsevier

Byrne, B.M., (2010), Structural Equation Modelling with AMOS. Basic Concepts, Applications and
Programming, 2nd ed., Londra: Routledge

Cahoone, L.E., (1996), From Modernism to Postmodernism: An Anthology, UK: Blackwell Publishers
Ltd. Oxford

Catoiu, I. & Teodorescu, N., (2004), Comportamentul consumatorului, Bucuresti: Uranus

Cheskin & Masten Inc., (1987), Color Information Package, a non-proprietary colour research report,
Palo Alto, CA: Cheskin & Masten Inc

Churchill Jr., G.A., & Peter, J.P., (1998), Marketing — Creating Value for Customers, Madison,
Wisconsin: Irwin McGraw-Hill

Clynes, M., (1980), The Communication of Emotion: Theory of Sentics, in Emotion, Theory, Research,

and Experience, R. Plutchik and H. Kellemian, p. 271-300, eds. New York: Academic Press, Inc
23



15.

16.

17.

18.

19.
20.

21.
22.

23.
24.

25.

26.

27.
28.

29.

30.

31

32.

33.

34.

35.
36.
37.

Clynes, M. & Nettheim, N., (1982), The Living Quality of Music, in Music, Mind, and Brain, M.
Clynes, p. 47-82, New York: Plenum Press

Collis, J., & Hussey, R., (2009), Business Research: A Practical Guide for Undergraduate &
Postgraduate Students (ed. 3rd Edition), New York: Palgrave Macmillan

Collis, J., & Hussey, R., (2014), Business Research: A Practical Guide for Undergraduate &
Postgraduate Students, 4th ed., New York: Palgrave Macmillan

Coteanu, I., Seche, L., & Seche, M., (1996), DEX — Dictionarul explicativ al limbii romdne, Editia a 2
a, Bucuresti: Univers Enciclopedic

Csikszentmihalyi, M., & Robinson, R.E., (1990), The Art of Seeing, Malibu: J Paul Getty Museum
Creswell, J.W., (2008), Research design: Qualitative, quantitative, and mixed methods approaches.
Thousand Oaks, CA: Sage Publications

Fenner, D.E., (2003), Introducing Aesthetics, Westport, CT: Praeger

Ferry, L., (1993), Homo aestheticus. The invention of taste in the democratic age, Chicago: The
University of Chicago Press

Field, A., (2009), Discovering Statistics using SPSS, 3rd ed., Londra: Sage

Fraser, T. & Banks, A., (2004), Designer’s color manual: The complete guide to color theory and
application, San Francisco: Chronicle Books

Garber, L.Jr., Burke, R., & Jones, J.M., (2000), The Role of Package Color in Consumer Purchase
Consideration and Choice, Cambridge, MA: Marketing Science Institute

Germov, J. & Williams, L., (1999), A sociology of food and nutrition. The social appetite. Melbourne:
Oxford University Press

Gronow, J., (1997), The sociology of taste. New York: Routledge

Hair, J.F., Black, C.W., Babin, B.J & Anderson, R.E., (2010), Multivariate Data Analysis, 7/e. Upper
Saddle River, NJ: Pearson Prentice Hall

Hammer, N., (1995), Successful product engineering: Testing for optimal design and function. Berlin:
ESOMAR

Hawkins, D.1., Best, R.J., & Coney, K.A., (2003), Consumer Behaviour. Building Marketing Strategy,
9th ed., New York: Tata McGraw-Hill

Holbrook, M.B. & Hirschman, E.C., (1993), The Semiotics of Consumption: Interpreting symbolic
consumer behavior in popular culture and works of art. Berlin & New York: Mouton de Gruyter
Jirojwong, S., Johnson, M., & Welch, A., (2011), Research Methods in Nursing and Midwifery,
Sydney: Oxford University Press

Jonker, J. & Pennink, B., (2010), The Essence of Research Methodology. In The Essence of Research
Methodology: A Concise Guide for Master and PhD Students in Managemet Science, (p. 21-41),
disponibila la http://10.1007/978-3-540-71659-4_2

Kaplan, D., (2009), Structural Equation Modelling. Foundations and Extensions, 2nd ed., Sage:

Londra

Kelly, (1998), Encyclopedia of Aesthetics, New York, Oxford: Oxford University

Kotler, P., (1997), Managementul Marketingului, Bucuresti: Teora

Kuhn, T.S., (1970). The structure of scientific revolutions. Chicago, IL: University of Chicago Press

24


http://10.0.3.239/978-3-540-71659-4_2

38.

39.

40.

41.

42,

43.
44,

45.

46.

47.

48.

49,

50.

51.

52.

53.

54.

55.

56.

57.

58.

59.

60.
61.

Ladefoged, P., (1993), A course in phonetics, 3rd ed.. New York: Harcourt Brace Jovanovich
Lindstrom, M. (2009), Branduri senzoriale, Bucuresti: Publica

Lindstrom, M., (2008), Buy-ology: How everything we believe about why we buy is wrong, London:
Random House Business Books

Lewalski, Z.M., (1988), Product Esthetics: An Interpretation for Designers, Carson City: Design &
Development Engineering Press

Lobach, B., (1976), Industrial Design: Grundlagen der Industrieproduktgestaltung, Muenchen: Verlag
Karl Thiemig

Mahnke, F.H., (1996), Color, environment, and human response, New York: Reinhold

Malhotra N. K., Dash S. (2011), Marketing Research an Applied Orientation, London: Pearson
Publishing

Mehrabian, A. & Russell, J. (1974), An Approach to Environmental Psychology, Cambridge, MA: MIT
Press

Montagu, A., (1971), Touching: The human significance of the skin, New York: Columbia University
Press

Moser, M., (2003), United we Brand: How to Create a Cohesive Brand that’s Seen, Heard and
Remembered, Boston, MA: Harvard Business School Press

Muller, W., (2001), Order and Meaning in Design, Utrecht: Lemma

Munro, T., (1956), Toward Science in Aesthetics: Selected Essays, New York: Bobbs-Merrill
Nagamachi, M., (1989), Kansei engineering, Tokyo: Kaibundo Publishing

Nicholson, M., (2002), How do colors affect out moods, Bloomsburg University Virtual Training Help

Center, disponibila la http://iit.nloomu.edu/vthc/design/psychology.html

Neal, C.M., Quester, P.G., & Hawkins, D.lI., (2002), Consumer Behaviour: Implications for Marketing
Strategy, 3rd ed., Roseville, NSW: McGraw-Hill

Norman, D.A., (1988), The Psychology of Everyday Things, New York: Basic Books

Norman, D.A., (2005), Emotional Design, New York: Basic Books

Osgood, C.E., Suci, G.J. & Tannenbaum, P.H., (1957), The Measurement of Meaning, Urbana,
IL:University of Illinois Press

Papanek, V., (1985), Design for the Real World: Human Ecology and Social Change, 2nd ed., Chicago,
IL: Academy Chicago Publishers

Patton, M. Q., (2001), Qualitative evaluation and research methods, 3rd ed., Newbury Park, CA: Sage
Publications

Peck, J., (1999), Extraction of haptic properties: Individual characteristics and stimulus
characteristics, Unpublished doctoral dissertation, University of Minnesota

Peck, J., (2010), Does touch matter? Insights from haptic research in marketing. In Aradhna Krishna
(Ed.), Sensory Marketing: A Confluence of Psychology, Neuroscience and Consumer Behavior
Research, New York: Psychology Press/Routledge

Plaias, 1., (1997), Comportamentul consumatorului, Tg-Mures: Dimitrie Cantemir

Popescu, A.C., (2002), Marketing, Bucuresti: Economica

25


http://iit.bloomu.edu/vthc/design/psychology.html

62.

63.

64.

65.

66.

67.

68.

69.
70.

71.

72.

73.

74.

75.

76.

77.

78.

79.

80.

81.

82.

83.

84.

Postrel, V., (2003), The Substance of Style: How the rise of aesthetic value is remaking commerce,
culture and consciousness, New York: Harper Collins Publishers

Pride, W.M., & Ferrell, O.C., (1993), Marketing — Concepts and Strategies, New Jersey: Princeton
Samoila, C. & Funar, S., (2013), Comportamentul consumatorului, Cluj Napoca: AcademicPres
Saunders, M.N.K., Lewis, P., & Thornhill, A., (2009), Research Methods for Business Students, 5th
ed., Harlow: FT Prentice Hall

Schiffman, L.G., Kanuk, L.L., & Hansen, H., (2008), Consumer behavior, England: Prentice Hall;
Schmitt, B.H. (1999), Experiential Marketing, New York: The Free Press

Schmitt, B.H. & Simonson, A., (1997), Marketing Aesthetics: The Strategic Management of Brands,
Identity, and Image, New York: The Free Press

Schmitt B. & Simonson A., (2002), Estetica Tn marketing, Bucuresti: Teora

Schiffman, L.G., Kanuk, L.L., & Hansen, H., (2008), Consumer Behaviour: A European Outlook,
Harlow: Pearson Education

Schumacker, R.E., & Lomax, R.G., (2004), A beginner's guide to structural equation modeling, 2nd
ed., Mahwah, NJ: Lawrence Erlbaum Associates

Solomon, M., Bamossy, G., Askegaard, S., & Hogg, M.K., (2006), Consumer Behaviour. An European
Perspective, 3rd ed., Edinburgh: Pearson Education

Spence, C. & Piqueras-Fiszman, B., (2012), The multisensory packaging of beverages. In M. G.
Kontominas (Ed.), Food packaging: procedures, management and trends, Hauppauge NY: Nova
Publishers

Stevens, J.P., (2002), Applied multivariate statistics for the social science, 4th ed., Hillsdale:Erlbaum
Stich, C., (2004), Development of scales for aesthetic research. Berlin: Free University of Berlin
dissertation publishing

Szmigin, 1., & Piacentini, M., (2015), Consumer behaviour, Oxford: Oxford University Press

Torii, S., Fukuda, H., Kanemoto, H., Miyanchi, R., Hamuzu, Y. & Kawaski, M., (1988), Contingent
Negative Variation (CNV) and the Psychological Effects of Odour, in Perfumery: The Psychology and
Biology of Fragrance, S. Van Toller and G. H. Don, (p. 107-120), New York: Chapman and Hall
Townsend, D., (1997). An introduction to aesthetics, Malden: Blackwell

Trott, P., (1998), Innovation Management & New Product Development, UK: Prentice Hall

Ulrich, K.T., & Eppinger, S.D., (2007), Product design and development, 4th ed., Boston: McGraw-
Hill

Utterback, J. M., Vedin, B.-A., Alvarez, E., Ekman, S., Sanderson, S. W., Tether, B., & Verganti, R.,
(2006), Design-inspired innovation, New York: World Scientific

van Egmond, R., (2008), The experience of product sounds. In H. N. J. Schifferstein & P. Hekkert
(Eds.), Product experience, (p. 69-89), Amsterdam: Elsevier;

Warell, A., (2001), Design Syntactics: A Functional Approach to Visual ProductForm, Goteborg:
Chalmers University of Technology

Warell, A., Stridsman-Dahlstrom, J., & Fjellner, C., (2006), Visual product identity: Understanding
identity perceptions conveyed by visual product design. In K. M (Ed.), 5th International Conference on

Design & Emotion, Géteborg

26



85.
86.

87.

Webb, J., Schirato, T. & Danaher, G., (2002), Understanding Bourdieu, Australia: Allen & Unwin
Warren, D.H., & Rossano, M.J., (1991), Intermodality relations: Vision and touch. In M. A. Heller &
W. Schiff (Eds.), in The psychology of touch (p. 119-137). Hillsdale: Erlbaum

Wright, A., (1988), The beginner’s guide to colour psychology, London: Colour Affects Ltd

ARTICLES PUBLISHED IN JOURNALS

1.

10.
11.

12.

13.

14.

15.

16.

Aaker, J. & Lee, A., (2001), ““I” Seek Pleasures and ‘We’Avoid Pains: The Role of Self-Regulatory
Goals in Information Processing and Persuasion,” Journal of Consumer Research, 28 (June), p. 33-49
Abel, G. A. & Glinert, L. H., (2008), Chemotherapy as language: Sound symbolism in cancer
medication names, Social Science & Medicine, 66, p. 1863-1869

Abdallah, S. & Jaleel, B. (2015), Website Appeal: Development of an Assessment Tool and Evaluation
Framework of E-Marketing, Journal of theoretical and applied electronic commerce research, 10(3),
p. 45-62

Abril, P. S., Olazabal, A.M. & Cava, A., (2009), Marketing and the law, Journal of the Academy of
Marketing Science, 37(3), p. 375-377

Ahuvia, A. C,. (2005), Beyond the extended self: loved objects and consumers’ identity narratives,
Journal of Consumer Research, 32, p. 171-184

Akcay, O. (2011), Perception of Color in Product Choice among College Students : A Cross-National
Analysis of USA, India, China and Turkey, International Journal of Business and Social Science, Vol.
2, p. 42-49

Alpert, J.I. & Alpert, M.1., (1990), Music influences on mood and purchase intentions, Psychol Mark,
7(Summer), p. 109 — 34

Ambady, N. (2010), The Perils of Pondering: Intuition and Thin Slice Judgments, Psychological
Inquiry, 21(4), p. 271-278

Areni, C. S. & Kim, D., (1993), The influence of music on shopping behavior: Classical versus top-
forty music in a wine store, Advances in Consumer Research, 20, p. 336-340

Argue, J. (1991), Color Counts, The Vancouver Sun, June, 10, p. B7

Asch, S. E. (1946), Forming impressions of personality, Journal of Abnormal and Social Psychology,
41 (3), p. 258-90

Aslam, M. (2006), Are You Selling the Right Color? A Cross-cultural Review of Colour as a
Marketing Cue, Journal of Marketing Communications, 12(1), March 2006, p. 15-30

Bader, A. P. & Phillips, R. D., (1999), Fathers’ proficiency at recognizing their newborns by tactile
cues, Infant Behavior and Development, 22, p. 405-409

Awang, Z. (2011). A handbook on SEM: Structural equation modelling. Kelantan: Universiti
Teknologi MARA

Baron, R.A. (1990), Environmentally-Induced Positive Affect: Its Impact on Self-Efllcacy, Task
Performance, Negotiation, and Conflict, Journal of Applied Social Psychology, 20 (5), p. 368-384
Bayley, G. & Nancarrow, C., (1998), Impulsive purchasing: a qualitative exploration of the
phenomenon, Qualitative Market Research, 1(2), p. 99-114

27



17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

217.

28.

29.

30.

31.

32.

33.

34.

35.

Becker, L., Van Rompay, T.J.L., Schifferstein, H.N.J., & Galetzka, M., (2011), Tough package, strong
taste: The influence of packaging design on taste impressions and product evaluations, Food Quality
and Preference, 22(1), January, p. 17-23

Bellizi, J.A., Crawley, A. E. & Hasty, R. W., (1983), The effects of color in store design, Journal of
Retailing, 59(1), p. 21-45

Bellizi, J.A. & Hite, R.E., (1992), Environmental color, consumer feelings, and purchase likelihood,
Psychology and Marketing, 9, Sept/ Oct, p. 347-363

Berg-Weitzel, L.V.D. & Laar, G.V.D., (2001), Relation between culture and communication in
packaging design, Journal of Brand Management, 8(3), p. 171-184

Berkowitz, M. (1987), Product Shape as a Design Innovation Strategy, Journal of Product Innovation
Management, 4(4), p. 274-283

Bender, M. M. & Derby, B. M., (1992), Prevalence of reading nutrition and ingredient information on
food labels among adult Americans: 1982-1988, Journal of Nutrition Education, 24, p. 292-297
Berlyne D.E. (1976), Psychological aesthetics, International Journal of Psychology, 11 p. 43-55
Bettman, J.R., Luce, M.F. & Payne J.W., (2008), Consumer Decision Making, in Handbook of
Consumer Psychology, eds. Curtis P. Haugtvedt, Paul Herr, and Frank R. Kardes, New York:
Psychology Press, p. 589-610

Biswas, D., Grewal, D., & Roggeveen, A., (2010), How the Order of Sampled Experiential Products
Affects Choice, Journal of Marketing Research, 47(June), p. 508-519

Biswas, D., Labrecque, L.I., Lehmann, D.R., & Markos, E., (2014), Making Choices While Smelling,
Tasting, and Listening: The Role of Sensory (Dis)similarity When Sequntially Sampling Products,
Journal of Marketing, 78(January), p. 112-126

Bitner, M.J. (1992), Servicescapes: The impact of physical surroundings on customers and employees,
Journal of Marketing, 56, p. 57-71

Blauert, J. & Jekosch, U., (1997), Sound-quality evaluation: A multi-layered problem, Acta Acustica
united with Acustica, 83(5), p. 747-753

Bloch, P.H. (1995), Seeking the ldeal Form: Product design and consumer response, Journal of
Marketing, 59(3), p. 16-29

Bloch, P.H., Brunel, F.B. & Arnold, T.J., (2003), Individual Differences in the Centrality of Visual
Product Aesthetics: Concept and Measurement, Journal of Consumer Research, 29(4), p. 551-565
Bonnardel, N., Piolat, A., & Le Bigot, L., (2011), The impact of colour on Website appeal and users’
cognitive processes, Displays, 32(2), April, p. 69-80

Bottomley, P. A., & Doyle, J. R., (2006), The interactive effects of colors and products on perceptions
of brand logo appropriateness, Marketing Theory, 6(1), p. 63-83

Brasel, S.A. & Ghips, J., (2014), Tablets, touchscreens, and touchpads: How varying touch interfaces
trigger psychological ownership and endowment, Journal of Consumer Psychology, 24(2), p. 226-233
Briley, D. A., Michael W. Morris, & Simonson, I., (2000), Reasons as Carriers of Culture: Dynamic
Versus Dispositional Models of Cultural Influence on Decision Making, Journal of Consumer
Research, 27 (September), p. 157-78

Bruner, G.C. (1990), Music, Mood, and Marketing, Journal of Marketing, October, p. 94 — 104

28



36.

37.

38.

39.

40.

41.

42,

43.

44,

45.

46.

47.

48.

49,
50.

51.

52.

53.

54.

Buechner, V.L., Maier, M.A., Lichtenfeld, S. & Elliot, A.J. (2015) Emotion Expression and Color:
Their Joint Influence on Perceived Attractiveness and Social Position, Current Psychology, 34(2), p,
422-433

Caldwell, M. & Woodside, A.G. (2003), The Role of Cultural Capital in Performing Arts Patronage,
International Journal of Arts Management, 5(3), p. 34-50

Calkins, E. E. (1927), Beauty the new business tool, The Atlantic Monthly, August, p. 145-156
Carlston, D.E. & Smith E.R., (1996), Principles of Mental Representation, in Social Psychology:
Handbook of Basic Principles, E. Tory Higgins and Arie W. Kruglanski, eds. New York: Guilford, p.
184-210

Caswell, J.A. & Mojduszka, E.M., (1996), “Using informational labeling to influence the market for
quality in food products”, American Journal of Agricultural Economics, 78(5), p. 1248-1253
Chandrashekar, J., Yarmolinsky, D., Von Buchholtz, L., Oka, Y., Sly, W., Ryba, N.J.P., & Zuker C.S.,
(2009), The taste of carbonation, Science, 326, p. 443-445

Charters, S. (2006), Aesthetic products and aesthetic consumption: a review, Consumption, Markets
and Culture, 9, p. 235-255

Charters, S., Lockshin, L., & Unwin, T. (1999), Consumer responses to wine bottle back labels,
Journal of Wine Research, 10, 183-195

Cheutet, V., Léon, J.-C., Catalano, C., Giannini, F., Monti, M., & Falcidieno, B., (2008), Preserving car
stylists’ design intent through an ontology, International Journal on Interactive Design and
Manufacturing, 2, p. 9-16

Child, I.L. (1964), Observations on the meaning of some measures of esthetic sensitivity, Journal of
Psychology, 57, p. 49-64

Childers, T.L., & Jass J.F., (2002), All dressed up with something to say: Effects of typeface semantic
associations on brand perceptions and consumer memory, Journal of Consumer Psychology, 12 (2), p.
93- 106

Citrin, A.V., Stem, J.D.E., Spangenberg, E.R., & Clark, M.J., (2003), Consumer need for tactile input:
An internet retailing challenge, Journal of Business Research, 56, p. 915— 922

Clarke, T. & Costall, A., (2007), The emotional connotations of color: a qualitative investigation, Color
Research and Application, 33(5), p. 406-410

Cleveland, P. (2010), Style based automated graphic layouts, Design Studies, 31, p. 3-25

Correia A., Kozak M., & Ferradeira J., (2011), Impact of Culture on Tourist Decision-making Styles,
International Journal of Tourism Research, 13, p. 433-446

Coulter, K.S. & Coulter, R.A., (2010), Small sounds, big deals: Phonetic symbolism effects in pricing,
Journal of Consumer Research, 37, p. 315-328

Cowart, K.O. & Goldsmith R.E., (2007), The influence of consumer decisionmaking styles on online
apparel consumption by college students, International Journal of Consumer Studies, 31(6), p. 639-647
Creusen, M.E.H., & Schoormans, J.P.L., (2005), The different roles of product appearance in consumer
choice, The Journal of Product Innovation Management, 2, p. 63-81

Crilly, N., Moutrie, J. & Clarkson, P.J., (2004), Seeing Things: Consumer Response to the Visual
Domain in Product Design, Design Studies, 25, p. 547-577

29



55.

56.

57.

58.

59.

60.

61.

62.

63.

64.

65.

66.

67.

68.

69.

70.

71.

Crisinel, A.S. & Spence, C., (2010), As bitter as a trombone: Synesthetic correspondences in non-
synesthetes between tastes and flavors and musical instruments and notes, Attention, Perception, &
Psychophysics, 72, p. 1994-2002

Crisinel, A.S. & Spence C., (2012), The impact of pleasantness ratings on crossmodal associations
between food samples and musical notes, Food Quality and Preference, 24, p. 136-140

Crisinel, A. S., Cosser, S., King, S., Jones, R., Petrie, J., & Spence, C., (2012), A bittersweet
symphony: Systematically modulating the taste of food by changing the sonic properties of the
soundtrack playing in the background, Food Quality and Preference, 24, p. 201-204

Crozier, W. R. (1996), The psychology of colour preferences, Review of Progress in Coloration and
Related Topics, 26, p. 63-72

Cyr, D., (2008), Modeling website design across cultures: relationships to trust, satisfaction and e-
loyalty, Journal of Management Information Systems, 24(4), p. 47-72

Cyr, D., Head, M., & Larios, H., (2010), Colour appeal in website design within and across cultures: A
multi-method evaluation, International Journal of Human-Computer Studies, 68(1-2), January—
February, p. 1-21

Davis, R. G. (1981), The Role of Nonolfactory Context Cues in Odor Identification, Perception &
Psychophysics, 30 (1), p. 83-89

Dawar, N. & Sarvary, M., (1997), The signalling impact of low introductory Pret on perceived quality
and trial, Marketing Letters, 8, p. 251-259

Dawar, N. & Parker, P., (1994), Marketing Universals: Consumers’ Use of Brand Name, Pret, Physical
Appearance, and Retailer Reputation as Signals of Product Quality, Journal of Marketing, 58(2), p. 81—
95

de Chernatony, L. & Harris, F., (2000), “Added value: its nature, roles and sustainability”, European
Journal of Marketing, 34(1/2), p. 39-56

Dhar, R. & Wertenbroch, K., (2000), Consumer choice between hedonic and utilitarian goods, Journal
of Marketing Research, 37(1), p. 60-71

Dickson, P. R. & Ginter, J. L., (1987), Market Segmentation, Product Differentiation, and Marketing
Strategy, Journal of Marketing, 51(April), p. 1-10

Dijksterhuis, A. (2004), Think Different: The Merits of Unconscious Thought in Preference
Development and Decision Making, Journal of Personality and Social Psychology, 87(5), p. 586-598
Dongyan, L. & Xuan, B., (2008), Car Purchasing Behaviour in Beijing: An Empirical Investigation,
Umeé School of Business and Economics, University of Umea

- master thesis

Downham, A. & Collins, P., (2000), Colouring our foods in the last and next millennium, International
Journal of Food Science and Technology, 35(1), p. 5-22

Driver, J. & Noesselt, T. (2008), Multisensory Interplay Reveals Crossmodal Influences on 'Sensory-
Specific' Brain Regions, Neural Responses, and Judgments, Neuron, 57(1), p. 11-23

Ehrlichman, H. & Bastone, L. (1992), The Use of Odour in the Study of Emotion, in Fragrance: The
Psychology and Biology of Perfume, S. Van Toller and G. H. Dodd, eds., London: Elsevier Applied
Science, p. 143-159

30



72.

73.

74.
75.

76.

77.

78.

79.

80.

81.
82.

83.

84.

85.

86.

87.

88.

89.

90.

91.

Enneking, H., Nuemann, C. & Henneberg, S. (2007), “How important intrinsic and extrinsic product
attributes affect purchase decision”, Food Quality and Preference, 18(1), p. 133-138

Epstein, L. H., Temple, J.L., Roemmich, J.N., & Bouton, M.E., (2009), Habituation as a Determinant
of Human Food Intake, Psychological Review, 116(2), p. 384-407

Erlich, J. (1995), Giving drugs a good Name, The New York Times Magazine, September, 3, p. 36-37
Ernst, M. O. & Banks, M. S., (2002), Humans integrate visual and haptic information in a statistically
optimal fashion, Nature, 415, p. 429-433

Fabiani, M., Kazmerski, V. A., Cycowicz, Y. M., & Friedman, D., (1996), Naming norms for brief
environmental sounds: Effects of age and dementia, Psychophysiology, 33(4), p. 462-475

Fishbach, A., Ravi D., & Ying Z., (2006), “Subgoals as Substitutes or Complements: The Role of Goal
Accessibility,” Journal of Personality and Social Psychology, 91 (2), p. 232-42

Firat, F.A. & Venkatesh, A., (1995), Liberatory Postmodernism and the Reenchantment of
Consumption, Journal of Consumer Research, 22(3), p. 239 — 267

Fitzgerald, B.P. & Jantrania, S., (1992), Olfaction as a Cue for Product Quality, Marketing Letters,
3(3), p. 289-296

Fornell, C., & Larcker, D. F. (1981), Evaluating structural equation models with unobservable
variables and measurement error, Journal of marketing research, p. 39-50

French, P. (1977), Toward an explanation of phonetic symbolism, Word, 28(3), p. 305-322

Garber L.Jr. (1995), The Package Appearance in Choice. In: Advances in Consumer Research. Frank
R. Kardes and Mita Sujan (eds.). Provo, UT: Association for Consumer Research, p. 653-660

Garfield, B., (1988), Too Much Ad Music Leaves Room for Hitting the Right Note, Advertising Age,
59 (January 4), p. 46

Garvin, D.A. (1984), What Does ,Product Quality’ Really Mean?, Sloan Management Review, 26
(Fall), p. 25-43

Gaver, W.W. (1993), What in the world do we hear? An ecological approach to auditory source
perception. Ecological Psychology, 5(1), p. 1-29

Gentile, C., Spiller, N., & Noci, G., (2007), How to sustain the customer experience: An overview of
experience components that co-create value with the customer, European Management Journal, 25, p.
395-410

Gorn, G. J., Chattopadhyay, A., Yi, T. & Dahl, D. W., (1997), Effects of Color as an Executional Cue
in Advertising: They’re in the Shade, Management Science, 43(10), p. 1387-1400

Gorn, G. J., Chattopadhyay, A., Sengupta, J., & Tripathi, S., (2004), Waiting for the web: how screen
color affects time perception, Journal of Marketing Research, 41(2), p. 215-225

Grewal, R., Mehta, R., & Kardes, F.R., (2004), The timing of repeat purchases of consumer durable
goods: the role of functional bases of consumer attitudes, Journal of Marketing Research, 41, p. 101-
115

Grieve, K. W. (1991), Traditional beliefs and colour perception, Perceptual and Motor Skills, 72(3), p.
1319-1323

Grohmann, B., Spangenberg, E.R., & Sprott, D.E., (2007), The influence of tactile input on the

evaluation of retail product offerings, Journal of Retailing, 83, p. 237-245

31



92. Grossman, R.P. & Wisenblit, J.Z., (1999), What we know about consumers’ color choices, Journal of
Marketing Practice: Applied Marketing Science, 5(3), p. 78-88

93. Grundvag, G.S. & Dstli, J., (2009), Consumer evaluation of unbranded and unlabelled food products.
The case of bacalhau, European Journal of Marketing, 43(1/2), p. 213-28

94. Guba, E. & Lincoln, Y., (1994), ‘Competing paradigms in qualitative research’, in N.K. Denzin and
Y.S. Lincoln (eds) Handbook of Qualitative Research. London: Sage, p. 105-17.

95. Hagtvedt, H. & Patrick, V.M., (2008), Art infusion: the influence of visual art on the perception and
evaluation of consumer products, Journal of Marketing Research, 45(June), p. 379-389

96. Hagtvedt, H. (2014), The Influence of Product Color on Perceived Weight and Consumer
Preference, Proceedings of Academy of Marketing Science (AMS) World Marketing Congress, Lima —
Peru.

97. Harrigan, P., Ramsey, E., & Ibbotson, P., (2012), Exploring and explaining SME marketing:
investigating e-CRM using a mixed methods approach, Journal of Strategic Marketing, 20(2), p. 127-
163, disponibil la http://dx.doi.org/10.1080/0965254x.2011.606911

98. Harris, D. (1996), Aesthetic awareness: A psychologist's view, Art Education, 19(5), p. 17-23

99. Harrison, R.L., & Reilly, T.M., (2011), Mixed methods designs in marketing research, Qualitative
Market  Research: ~ An  International  Journal, 14(1), p. 7-26, disponibil la
http://dx.doi.org/10.1108/13522751111099300

100.Henderson, P.W. & Cote, J.A., (1998), Guidelines for Selecting or Modifying Logos, Journal of
Marketing, 62 (April), p. 14-30

101.Henderson, P.W., Giese, J.L. & Cote J.A., (2004), Impression Management Using Typeface Design,
Journal of Marketing, 68 (October), p. 60-72

102.Hewege, C.R., (2011), Resolving structure--agency dichotomy in management research: Case for

adaptive theory research methodology. Paper presented at the 24th Annual Australian and New
Zealand Academy of Management Conference, North Terrace, Australia

103. Hirschman, E. C. & Holbrook, M. B., (1982), Hedonic consumption: emerging concepts, methods and
propositions, Journal of Marketing, 46, Summer, p. 92-101

104. Hoegg, J. & Alba, J.W., (2011), Seeing is Believing (Too Much): The Influence of Product Form on
Perceptions of Functional Performance, Journal of Prodduct Innovation Management, 28, p. 346-359

105. Hoegg, J., Alba, J. W., & Dahl, D.W., (2010), The good, the bad, and the ugly: influence of aesthetics
on product feature judgments, Journal of Consumer Psychology, 20(4), p. 419-430

106. Holbrook, M.B. (1983), Product imagery and the illusion of reality: some insights from consumer
esthetics, Advances in Consumer Research, 10(1), p. 65-71

107. Holbrook, M.B. (1986), Aims, concepts, and methods for the representation of individual differences
in esthetic responses to design features, Journal of Consumer Research, 13(3), p. 337-347

108. Holbrook, M.B. (1999), Popular appeal versus expert judgments of motion pictures, The Journal of
Consumer Research, 26, p. 144-155

109. Holbrook, M.B. & Hirschman, E.C., (1982), The experiential aspects of consumption: Consumer

fantasies, feelings and fun, Journal of Consumer Research, 9 (2), p. 123-114

32


http://dx.doi.org/10.1080/0965254x.2011.606911
http://dx.doi.org/10.1108/13522751111099300

110. Holbrook, M.B. & Zirlin, R.B., (1985), Artistic Creation, Artworks, and Aesthetic Appreciation: Some
Philosophical Contributions to Nonprofit Marketing, Advances in Nonprofit Marketing, 1, p. 1-54

111. Holbrook, M.B. & Schindler, R.M., (1989), Some exploratory findings on the development of musical
tastes, Journal Consum Res, 16(June), p. 119- 24

112. Holt, S. (1985), Design, the Ninth Principle of Excellence: The Product Half of the Business Equation,
Innovation, 4 (Fall), p. 2-4

113. Holt, D.B. (1997), Poststructuralist Lifestyle Analysis: Conceptualizing the social patterning of
consumption in postmodernity, Journal of Consumer Research, 23, 4, p. 326-350

114. Holt, D.B. (1998), Does Cultural Capital Structure American Consumption?, Journal of Consumer
Research, 25, p. 1-25

115. Hornik, J. (1980), Quantitative analysis of visual perception of printed advertisements, Journal of
Advertising Research, 20(6), p. 41-48

116. Hostleter, S.C. (2011), Learning Design Basics in Foundations Education Utilizing Digital Media,
Design Principles and Practices: An International Journal, 5(6), p. 543-552

117. Hoyer, W.D. (1984), An examination of consumer decision making for a common repeat purchase
product, Journal of Consumer Research, 11, p. 822-829

118. Hoyer, W. & Stokburger-Sauer, N., (2012), The role of aesthetic taste in consumer behavior, Journal
of the Academy of Marketing Science, 40, p. 167-180

119. Humphrey, N.K. (1976), The colour currency of Nature, Colour for Architecture, p. 95-98

120. Hupka, R.B., Zaleski, Z., Otto, J., Reidl, L. & Tarabrina, N.V., (1997), The colors of anger, envy, fear,
and jealousy: a cross-cultural study, Journal of Cross-cultural Psychology, 28(2), p. 156-171

121. Jacobs, L., Keown, C., Worthley, R., & Ghymn, K., (1991), Cross-cultural colour comparisons: global
marketers beware!, International Marketing Review, 8(3), p. 21-30

122. James, T.W., Kim, S., & Fisher, J.S., (2007), The neural basis of haptic object processing, Canadian
Journal of Experimental Physiology, 61, p. 219-229

123. Jansson-Boyd, C.V. (2011), The role of touch in marketing: An introduction to the special issue,
Psychology and Marketing, 28, p. 219-221

124. Karana, E. & Hekkert, P., (2010), User-Material-Product Interrelationships in Attributing Meanings,
International Journal of Design, 4(3), p. 43-52

125. Karana, E., Hekkert, P., & Kandachar, P., (2009), Meanings of materials through sensorial properties
and manufacturing processes, Materials and Design, 30, p. 2778-2784

126. Kardes, F.R., Posavac, S.S., & Cronley M L., (2004), Consumer Inference: A Review of Processes,
Bases, and Judgment Contexts, Journal of Consumer Psychology, 14(3), p. 230-56

127. Karjalainen, T.M. (2007), It Looks Like a Toyota: Educational Approaches to Designing for Visual
Brand Recognition, International Journal of Design, 1, p. 67-81

128. Kaufman-Scarborough, C. (2001), Accessible advertising for visually disabled persons: the case of
colordeficient consumers, Journal of Consumer Marketing, 18(4), p. 303-318

129. Kaul, A. & Rao, V., (1995), ‘Research for Product Positioning and Design Decisions: An Integrative

Review’, International Journal of Research in Marketing, 12, p. 293-320

33



130. Kay, A.C., Wheeler, S.C., Bargh, J.A., & Ross, L., (2004), Material Priming: The Influence of
Mundane Physical Objects on Situational Construal and Competitive Behavioral Choice,
Organizational Behavior and Human Decision Processes, 95(1), p. 83-96

131. Kaya, N. & Epps, H.H., (2004), Color-emotion associations: past experience and personal preference,
AIC 2004 Color and Paints, InterimMeeting of the International Color Association, Proceedings, p.
31-34

132. Kerfoot, S., Davies, B., & Ward, P., (2003), Visual merchandising and the creation of discernible retail
brands, International Journal of Distribution and Retail Management, 31(3), p. 143-152

133. Khaslavsky, J., & Shedroff, N., (1999), Understanding the Seductive Experience, Communications of
the ACM, 42(5), p.45-49

134. Kim, H.S. &Markus, H.R., (1999), Deviance or Uniqueness, Harmony or Conformity? A Cultural
Analysis, Journal of Personality and Social Psychology, 77 (4), p. 785-800

135. Kirk-Smith, M.D. & Booth, D.A., (1987), Chemoreception in Human Behavior: Experimental
Analysis of the Social Effects of Fragrances, Chemical Senses, 12(1), p. 159-166

136. Kirmani, A. & Rao, A.R. (2000), No pain, no gain: A critical review of the literature on signaling
unobservable product quality, Journal of Marketing, 64, p. 66—79

137. Klatzky, R.L., Lederman, S.J., & Metzger, V.A. (1985), Identifying objects by touch: An “expert
system.” ,Perception & Psychophysics, 37, p. 299-302

138. Klatzky, R.L., Lederman, S.J., & Matula, D.E., (1993), Haptic exploration in the presence of vision,
Journal of Experimental Psychology, 19, p. 726-743

139. Klatzky, R.L. & Lederman, S.J., (1993), Toward a computational model of constraint-driven
exploration and haptic object identification, Perception, 22(5), p. 597-621

140. Kohli, R. & Krishnamurti, R. (1987), A Heuristic Approach to Product Design, Management Science,
33, p. 1523-33

141. Kotler, P. & Rath, G.A. (1984), Design: A powerful but neglected strategic tool, Journal of Business
Strategy, 5(2), p. 1621

142. Klink, R.R. (2000), Creating brand names with meaning: The use of sound symbolism, Marketing
Letters, 11(1), p. 5-20

143. Klink, R.R. (2001), Creating meaningful new brand names: A study of semantics and sound
symbolism, Journal of Marketing Theory and Practice, 9(2), p. 27-34

144. Klink, R.R. (2003), Creating meaningful brands: The relationship between brand name and brand
mark, Marketing Letters, 14(3), p. 143-157

145. Klink, R.R. & Athaide, G.A., (2012), Creating brand personality with brand names, Marketing Letters,
23(1), p. 109-117

146.Knasko, S.C. (1992), Ambient Odor's Effect on Creativity, Mood and Perceived Health, Chemical
Senses, 17 (1), p. 27-35

147.Kohli, R. & Krishnamurti, R. (1987) ‘A Heuristic Approach to Product Design’, Management Science,
33, 1523-33

148. Krider, R.E., Raghubir, P., & Krishna, A., (2001), Pizzas: p or Square? Psychophysical Biases in Area
Comparisons, Marketing Science, 20(4), p. 405-425

34



149. Kreuzbauer, R., & Malter, A.J., (2005), Embodied Cognition and New Product Design: Changing
Product Form to Influence Brand Categorization, Journal of Product Innovation Management, 22, p.
165-176

150. Krosnick, J.A. & Presser, S., (2010), Question and Questionnaire Design, Handbook of Survey
Research, 2nd Edn. Emerald, p. 263-313

151. Lageat, T., Czellar, S., & Laurent, G. (2003), Engineering hedonic attributes to generate perceptions of
luxury Consumer perception of an everyday sound, Marketing Letters, 14(2), p. 97-109

152. Landwehr, J., Labroo, A.A. & Herrmann, A. (2013a), Gut Liking for the Ordinary: How Product
Design Features Help Predict Car Sales, New Methods, 5(1), p. 38-43

153. Landwehr, J.R., Wentzel, D., & Herrmann, A., (2013b), Product Design for the Long Run: Consumer
Responses to Typical and Atypical Designs at Different Stages of Exposure, Journal of Marketing, 77
(September 2013), p. 92-107

154. Laurienti, P. J., Burdette, J. H., Maldjian, J. A., & Wallace, M. T. (2006), Enhanced multisensory
integration in older adults, Neurobiology of Aging, 27, p. 1155-1163

155. Laverie, D. A., Kleing, R. E., Il1, & Schultz Kleine, S. (2002), Reexamination and extension of Kleine,
Kleine, and Kernan’s Social Identity Model of mundane consumption: the mediating role of the
appraisal process, Journal of Consumer Research, 28, p. 659-669

156. Lee, S.H., Jung, K., & Workman, J., (2014), Need for touch, gender, self-construal, and internet
shopping attitudes among Korean consumers, Marketing Management Association, Spring, p. 96-97

157. Lee, N.Y., Noble, S.M. & Biswas, D. J. (2016), Hey big spender! A golden (color) atmospheric effect
on tipping behavior, Journal of the Academy of Marketing Science, p. 1-21

158. Leek, S., & Kun, D. (2006), Consumer confusion in the Chinese personal computer market, Journal
of Product & Brand Management, 15(3), p. 184-193

159. Leo, C., Bennett, R., & Hartel, E.J. (2005), Cross Cultural Differences in Consumer Decision Making
Styles. Cross Cultural Management, 12, p. 32-61, disponibil la
http://dx.doi.org/10.1108/13527600510798060

160. Levav, J. & Zhu, R., (2009), Seeking Freedom through Variety, Journal of Consumer Research, 36
(December), p. 600-610

161. Lewis, D. & Brigder, D., (2005), Market researchers make increasing use of brain imaging, Advances

in Clinical Neuroscience and Rehabilitation, 5, p. 36-37

162. Lin, Y. & Lai, C. (2010), A Study of the Attitudes of Chinese Consumers to Aesthetic Product
Designs, International Journal of Management, 27(1), p. 177-184

163. Lowrey, T. M., & Shrum, L. J. (2007), Phonetic symbolism and brand name preference, Journal of
Consumer Research, 34, p. 406414

164. Luchs, M., Brower, J., & Chitturi, R., (2012), Product choice and the Importance of Aesthetic Design
Given the Emotion-laden Trade-off between Sustainability and Functional Performance, Journal of
Product Innovation Management, 29(6), p. 903-916

165. Maclnnis, D.J. & Park, C.W., (1991), The differential role of characteristics of music on high- and

low-involvement consumers’ processing of ads, Journal of Consumer Research, 18, p. 161-173

35


http://link.springer.com/journal/11747
http://dx.doi.org/10.1108/13527600510798060

166. Madden, T.J., Hewitt, K. & Roth, M.S., (2000), Managing images in different cultures: a cross-
national study of color meanings and preferences, Journal of International Marketing, 8(4), p. 90-107

167. Malhotra, G., Nandi, A., & Mukherjee, A., (2012), An Empirical Research on Consumer Behaviour
towards Small Car Segment in Indian Market, Business Perspectives and Research, July-December, p.
37-46

168. Mandel, N. & Johnson, E.J., (2002), When Web Pages Influence Choice: Effects of Visual Primes on
Experts and Novices, Journal of Consumer Research, 29 (September), p. 235-45

169. Marcell, M.E., Borella, D., Greene, M., Kerr, E., & Rogers, S., (2000), Confrontation naming of
environmental sounds, Journal of Clinical and Experimental Neuropsychology, 22(6), p. 830-864

170. March, A. (1994), Usability: The New Dimension of Product Design, Harvard Business Review,
72(September— October), p. 144-149

171. Marlow, N. & Jansson-Boyd, C.V., (2011), To touch or not to touch; that is the question. Should
consumers always be encouraged to touch products, and does it always alter product perception?,
Psychology and Marketing, 28(3), p. 256—-266

172. Mattila, A.S. & Wirtz, J., (2001), Congruency of scent and music as a drive of in-store evaluations and
behavior, Journal of Retailing, 77, p. 273-289

173. McCabe, D.B. & Nowlis, S.M., (2003), The effect of examining actual products or product
descriptions on consumer preference, Journal of Consumer Psychology, 13, p. 431-439

174. McClure, S.M., Li, J., Tomlin, D., Cypert, K.S., Montague, L.M., & Montague, P.R., (2004), Neural
correlates of behavioral reference for culturally familiar drinks, Neuron, 44, p. 379-387

175. McCluskey, J.J., Mittelhammer, R.C., Marin, A.B., & Wright, K.S., (2007), Effect of quality
characteristics on consumers’ willingness to pay for Gala apples, Canadian Journal of Agricultural
Economics, 55(2), p. 217-231

176. McCormack, J.P., Cagan, J., & Vogel, C.M., (2004), Speaking the Buick language: capturing,
understanding, and exploring brand identity with shape grammars, Design Studies, 25, p. 1-29

177. McCracken, G. (1986), Culture and Consumption: A Theoretical Account of the Structure and
Movement of the Cultural Meaning of Consumer Goods, Journal of Consumer Research, 13(1), p. 71—
84

178.Moore, L. (2010), Shapes, sounds and smells: are you protecting all your brand’s key attributes?,
CHECKOUT feature - Madison Publications Ltd, May, p. 30

179. Morewedge, C.K., Huh, Y.E. & Vosgerau, J., (2010), "Thought for Food: Imagined Consumption
Reduces Actual Consumption, Science, 330 (6010), p. 1530-1533

180. Moulson, T. & Sproles, G., (2000), Styling strategy, Business Horizons, 43, p. 45-52

181. Murdoch, P. & Flurscheim, C.H., (1983), Form, Industrial Design in Engineering, p. 105-131

182. Nisbett, R.E. & Wilson, T. D., (1977), The halo effect: Evidence for the unconscious alteration of
judgments, Journal of Personality and Social Psychology, 35(4), p. 450-56

183. Nelder, J. (2011), Quantitative In Context, Journal of Advertising Research, 51, p. 204-206

184. Ngo, M.K. & Spence, C., (2011), Assessing the shapes and speech sounds that people associate with
different kinds of chocolate, Journal of Sensory Studies, 26, p. 421-428

36



185. Ngo, M.K., Velasco, C., Salgado, A., Boehm, E., O’Neill, D., & Spence, C., (2013), Assessing
crossmodal correspondences in exotic fruit juices: The case of shape and sound symbolism, Food
Quality and Preference, 28, p. 361-369

186. North, A.C., Hargreaves, D.J., MacKenzie, L., & Law, R.M., (2004), The effects of musical and voice
“fit” on responses to adverts, Journal of Applied Social Psychology, 34, p. 1675-1708

187. Ofek, E. (2010), Marketing and Innovation Management: An Integrated Perspective, Foundations and
Trends in Marketing, 4(2), p. 77-128, disponibil la http://dx.doi.org/10.1561/1700000020

188. Ogden, J.R., Ogden, D.T., Akcay, O., Sable, P., & Dalgin, M.H., (2010), Over the Rainbow- The
Impact of Color on Consumer Product Choice, Journal of Business and Behavioral Sciences, 22(1), p.
65-72

189. Okada, E.M. (2005), Justification effects on consumer choice of hedonic and utilitarian goods, Journal
of Marketing Research, 42, p. 43-53

190. O’Neal, G.S. (1998), African-American aesthetic of dress: Current manifestations, Clothing and
Textiles Research Journal, 16(4), p. 167-175

191. Orth, U.R. & Malkewitz K., (2008), Holistic Package Design and Consumer Brand Impressions,
Journal of Marketing, 72 (May), p. 64-81

192. Orth, U.R., Campana, D., & Malkewitz, K., (2010), Formation of Consumer Pret Expectation Based
on Package Design: Attrctive and Quality Routes, Journal of Marketing Theory and Practice, 18(1), p.
23-40

193. Ozcan, E. & van Egmond, R., (2012), Basic Semantics of Products Sounds, International Journal of
Design, 6(2), p. 41-54

194. Page, C., & Herr, P.M., (2002), An Investigation of the Processes by Which Product Design and Brand
Strength Interact to Determine Initial Affect and Quality Judgments, Journal of Consumer Psychology,
12, p. 133-147

195. Page, C. & Herr, P.M., (2002), An investigation of the processes by which product design and brand

strength interact to determine initial affect and quality judgments, Journal of Consumer Psychology,
12(2), p. 133-147

196. Palumbo, F. & Herbig, P., (2000), The multicultural context of brand loyalty, European Journal of
Innovation Management, 3(3), p. 116-125

197. Parasuraman, R. (1984), The Psychobiology of Sustained Attention, Sustained Attention in Human
Performance, p. 61-101

198. Parmar, A. (2004), Marketers ask: Hues on first?, Marketing News, February, p. 8-10

199. Patton, A.H. (1999), Deconstructing Design for Marketing: Tools for Accessing the design process,
Journal of Market-Focused Management, 4(4), p. 309-318

200. Paul, P. (2002), Color by Numbers, American Demographics, February, p. 30-34

201. Peck, J. & Childers, T.L., (2003a), Individual differences in haptic information processing: The “Need
for Touch” scale, Journal of Consumer Research, 3(3), p. 430-442

202. Peck, J. & Childers, T.L., (2003b), To have and to hold: The influence of haptic information on
product judgments, Journal of Marketing, 67, p. 35-48

37


http://dx.doi.org/10.1561/1700000020

203. Peck, J. & Childers, T.L., (2006), If I touch it | have to have it: individual and environmental
influences on impulse purchasing, Journal of Business Research, 59(5), p. 765-769

204. Peck, J. & Wiggins, J., (2006), It just feels good: Customers affective response to touch and its
influence on persuasion, Journal of Marketing, 70(4), p. 56-69

205. Peck, J. & Shu, S., (2009), The Effect of Mere Touch on Perceived Ownership, Journal of Consumer
Research, 36, October, p. 434-447

206. Pelet, J.E. & Papadopoulou, P., (2012), The effect of colors of e-commerce websites on consumer
mood, memorization and buying intention, European Journal of Information System, July, p. 438-467

207. Petkus Jr, E, Budeva, D., Chung, C., & Dozhogleva, H., (2011), Marketing Outputs as Art? Bringing
an Aesthetic Sensibility to the Marketing Curriculum, Marketing Education Review, 21(2), summer, p.
113-123

208. Pieters, R., Warlop, L., & Wedel, M., (2002), Breaking through the clutter: benefits of advertisement
originality and familiarity for brand attention and memory, Management Science, 48 (6), p. 765-781

209. Prats, M., Earl, C., Garner, S., & Jowers, |., (2006), Shape exploration of designs in a style: Toward
generation of product designs, Artif. Intell. Eng. Des. Anal. Manuf., 20, p. 201-215

210. Puzakova,M. Kwak, H., Ramanathan, S. & Rocereto, J.F. (2016), Painting Your Point: The Role of
Color in Firms' Strategic Responses to Product Failures via Advertising and Marketing
Communications, Journal Of Advertising , 45(4), p. 365-376

211. Raghubir, P. & Krishna, A., (1999), “Vital Dimensions in Volume Perception: Can the Eye Fool the
Stomach?”, Journal of Marketing Research, 36 (November), p. 313-26

212. Raghubir, P. & Greenleaf, E.A., (2006), Ratios in Proportion:What Should the Shape of the Package
Be?, Journal of Marketing, 70 (April), p. 95-107

213. Ranscombe, C., Hicks, B., Mullineux, G., & Singh, B., (2011), Visually decomposing vehicle images:
Exploring the influence of different aesthetic features on consumer perception of brand, Design
Studies, 33(4), p. 319-341

214. Ratner, R.K. & Kahn B.E., (2002), The Impact of Private Versus Public Consumption on Variety-
Seeking Behavior, Journal of Consumer Research, 29(2), p. 246-57

215. Reb, J., & Connolly, T., (2007), Possession, feelings of ownership and the endowment effect,
Judgment and Decision Making, 2(2), p. 107-114

216. Reimann, M., Zaichkowsky, J., Neuhaus, C., Bender, T., & Weber, B., (2010), Aesthetic package
design: A behavioral, neural, and psychological investigation, Journal of Consumer Psychology,
October, p. 431-441

217. Revilla, M. A,, Saris, W.E., & Krosnick, J.A., (2014), Choosing the Number of Categories in Agree—
Disagree Scales, Sociological Methods & Research, 43(1), p. 73-97, DOI: 10.1177/0049124113509605

218. Richins, M.L. (1994), Valuing things: the public and private meaning of possessions, Journal of
Consumer Research, 21, p. 504-521

219. Ridgway NM, Dawson SA, Bloch PH. 1990. Pleasure and arousal in the marketplace: Interpersonal
differences in approach-avoidance responses. Marketing Letters 1(2), p. 139-147

220. Rindfleisch, A., Burroughs, J.E., & Wong, N., (2009), The safety of objects: materialism, existential

insecurity, and brand connection, Journal of Consumer Research, 36, p. 1-16

38



221. Ritterfeld, U. (2002), Social heuristics in interior design preference, Journal of Environmental
Psychology, 22, p. 369386

222. Sable, P. & Akcay, O., (2010), Color: Cross Cultural Marketing Perspectives as to what Governs our
Response to it, Proceedings of ASBBS , 17(1), p. 950-954

223. Saqib, N., Frohlich, N., & Bruning, E., (2010), The influence of involvement on the endowment effect:
The moveable value function, Journal of Consumer Psychology, 20(July), p. 355-368

224, Schifferstein, H.N.J. & Desmet, P.M.A., (2007), The effect of sensory impairments on product
experience and personal well-being, Ergonomics, 50, p. 2026-2048

225. Schloss, 1. (1981), Chickens and pickles: Choosing a brand name, Journal of Advertising Research,
21(December), p. 47-49

226. Scholder E.P. & Bone, F.P., (1998), Does It Matter If It Smells? Olfactory Stimuli As Advertising
Executional Cues, Journal of Advertising, 27 (4), Winter, p. 29-39

227. Shi, Tommy. (2013). The Use of Color in Marketing: Colors and their Physiological and
Psychological Implications. Berkeley Scientific Journal, 17(1). our_bsj 16151. Retrieved from:
http://escholarship.org/uc/item/67v2q6g3

228. Shinn, S. (1996), Adolescent consumer decision-making styles: The consumersocialization
perspective, Psychology and Marketing, 13(6), p. 547-569

229. Seidman, S.A. (1981), On the Contributions of Music to Media Productions, Educational
Communication and Technology Journal, 29 (Spring), p. 49-61

230. Seo, H.S., Arshamian, A., Schemmer, K., Scheer, I., Sander, T., Ritter, G., & Hummel, T., (2010),
Cross-modal integration between odors and abstract symbols, Neuroscience Letters, 478, p. 175-178

231. Sergent, C., Wyart, V., Babo-Rebelo, M., Cohen, L., Naccache, L., & Tallon-Baudry, C., (2013),
Cueing Attention After the Stimulus Is Gone Can Retrospectively Trigger Conscious Perception,
Current Biology, 23 (2), p. 150-55

232. Sevilla J. & Kahn, B.E., (2014), The Completeness Heuristic: Product Shape Completeness Influences
Size Perceptions, Preference, and Consumption, Journal of Marketing Research, LI (February), p. 57—
68

233. Sibley, F. (1959), Aesthetic concepts, Philosophical Review, 68, p. 421-450

234. Singh, S. (2006), Impact of color on marketing, Management Decision, 44(6), p. 783-789

235. Simon, S.J. (2001), The impact of culture and gender on web sites: an empirical study, Data Base for
Advances in Information Systems, 32(1), p. 18-37

236. Simonson, 1. & Nowlis S.M., (2000), The Role of Explanations and Need for Uniqueness in Consumer
Decision Making: Unconventional Choices Based on Reasons, Journal of Consumer Research, 27
(June), p. 49-68

237. Soars, B. (2009), Driving sales through shoppers’ sense of sound, sight, smell and touch, International
Journal of Retail & Distribution Management, 37, p. 286298

238. Sobh, R. & Perry, C. (2006), Research design and data analysis in realism research, European journal
of Marketing, 40(11/12), p. 1194-1209, disponibil la http://dx.doi.org/10.1108/03090560610702777

239. Solomon, M.R. (1983), The Role of Products as Social Stimuli: A symbolic interactionism

perspective, Journal of Consumer Research, 10(3), p. 319-329

39


http://dx.doi.org/10.1108/03090560610702777

240. Sonneveld, M.H., & Schifferstein, H.N.J., (2008), The tactual experience of objects, Product
experience, p. 41-67

241. Spangenberg, E R., Crowley, A.E., & Henderson, W.P., (1996), Improving the Store Environment: Do
Olfactory CuesAfTect Evaluations and Behavior?, Journal of Marketing, 60 (April), p. 67-80

242. Speichert, G. (2005), The Color of Marketing, American Nurseryman, October 15, p.16-20

243. Spence, C., (2007), Creating innovative packaging that appeals to all the senses, Invited presentation
given at the PACE: Packaging and Converting Executive Forum meeting, Paris, February

244. Spence, C. (2011), Managing sensory expectations concening products and brands: Capitalizing on the
potential of sound and shape symbolism, Journal of Consumer Psychology, 22, p. 37-54

245. Spence, C. & Gallace, A., (2011a), Tasting shapes and words, Food Quality &Preference, 22, p. 290—
295

246. Spence, C. & Gallace, A., (2011b), Multisensory Design: Reaching Out to Touch the Consumer,
Psychology & Marketing, 28(3), p. 267308

247. Spence, C. & Gallace, A., (2008), Making sense of touch, Touch in museums: Policy and practice in
object handling, p. 21-40

248. Sproles, G.B. & Kendall, E.L., (1986), A methodology for profiling consumers’decision-making
styles, Journal of Consumer Affairs, 20(2), p. 267-279

249. Stephens, J. (2007), Stop and Smell — How to put the sense of olfaction into marketing action, ABA
BANK MARKETING, October, p. 30-34

250. Sullivan, E.A., (2008), Color Me Profitable, Marketing News, 15 Octomber — Section: CoreConcept,
p.8

251. Susini, P., McAdams, S., Winsberg, S., Perry, 1., Viellard, S., & Rodet, X., (2004), Characterizing the
sound quality of air-conditioning noise, Applied Acoustics, 65(8), p. 763-790

252. Suzuki, M., & Gyoba, J., (2008), Visual and tactile cross-modal mere exposure effects, Cognition and
Emotion, 22, p. 147-154

253. Tashakkori, A., & Teddlie, C., (2003), Major issues and controversies in the use of mixed methods in
the social and behavioral sciences, Handbook of mixed methodsin social and behavioral research, p. 3-
50

254. Tarta C.P. & Plaias I., (2014), Sound as an Aesthetic Element and Its Importance in Marketing, The
International Scientific Conference COMMUNICATION, CONTEXT, INTERDISCIPLINARITY, 3-rd
EDITION, 23-24 octombrie 2014, Tg - Mures — si care va fi trimis spre evaluare pentru a fi indexat in
Thomson Reuters Web of Knowledge (ISI).

255. Tarta C.P. (2014a), The Use of Aesthetics through Visual Style as a Marketing Tool — A Literature
Review, Proceedings of International Conference —Marketing — from information to decision, 7th
Edition, p. 248 — 264

256. Tarta C.P. (2014b), A Theoretical Approach on Aesthetics — A New Tool for Differentiation — and the
Basic Things to Know Before Using It. Proceedings of MAC-EMM 2014, ISBN 978-80-905442-8-4

257. Tarta, C.P, Plaias, I, & Martinez, L.F., (2015), Conceptualization of an aesthetic model for the

automotive industry, Romanian Journal of Marketing, 4 (October - December), p. 32-38

40



258. Tarta, C.P. & Plaias, 1., (2015), The aesthetic elements kept in mind by Romanians when buying a car,
Proceedings of International Conference —Marketing — from information to decision,8™ Edition, Cluj
Napoca, p. 93-101

259. Thorndike, E.L. (1920), A constant error on psychological rating, Journal of Applied Psychology, 4
(1), p. 25-29

260. Townsend, C. & Shu, S.B., (2010), When and how aesthetics influences financial decisions, Journal of
Consumer Psychology, 20, p. 452-458

261. Trinkaus, J. (1991), Color preferences in sport shoes: an informal look, Perceptual and Motor Skills,
73(1/2), p. 613-614

262. Tucker, J.-V., (1987), Psychology of color, Target Marketing, 10(7), p. 40-49

263. Valdez, P. & Mehrabian, A., (1994), Effects of color on emotions, Journal of Experimental
Psychology, 123(4), p. 394-409

264. Van Rompay, T.J.L., Hekkert, P., Saakes, D., & Russo, B., (2005), Grounding abstract object
characteristics in embodied interactions, Acta Psychologica, 119(3), p. 315-51

265. Vanden Bergh, B.G. (1990), The recurring kase of the special K, Journal of Advertising Research,
30(5), p. RC9-RC12

266. Vanderveer, N.J. (1979), Confusion errors in identification of environmental sounds, Journal of the
Acoustical Society of America, 65(1), p. 60

267. Venkatraman, M.P. & Pret, L.L. (1990), Differentiating between cognitive and sensory
innovativeness: concepts, measurement, and implications, Journal of Business Research, 20(4), p. 293-
315

268. Veryzer, RW., Jr. (1993), Aesthetic Response and the Influence of Design Principles on Product
Preferences, Advances in Consumer Research. p. 224-229

269. Veryzer, R.W., Jr. (1995), The Place of Product Design and Aesthetics in Consumer Research,
Advances in Consumer Research, p. 641-645

270. Veryzer, RW., Jr. & Hutchinson, J.W., (1998), The Influence of Unity and Prototypicality on
Aesthetic Responses to New Product Designs, Journal of Consumer Research, 24(4), p. 374-394

271. Vieira, V.A. (2012), An Evaluation of the Need for Touch Scale and Its Relationship with Need for
Cognition, Need for Input, and Consumer Response, Journal of International Consumer Marketing, 24,
p. 57-78

272. Wadhwa, M., Shiv, B., & Nowlis M.S., (2008), A Bit to Whet the Reward Appetite: The Influence of
Sampling on Reward-Seeking Behaviors, Journal of Marketing Research, 45 (August), p. 403-413

273. Wagner, C. (1988), The Wagner Color Response Report, Revised Edition, The Wagner Institute for
Color Research, p. 29-95

274. Walsh, G., Hennig-Thuras, T., Mitchell, V-W. & Wiedmann, K-P., (2001), Consumers’ decision-
making style as a basis for market segmentation, Journal of Targeting, Measurement and Analysis for
Marketing, 10(2), p. 117-131

275. Wang, J.Y., Cruthirds, K.W., Axinn, C., & Guo, C., (2013), In Search of Aesthetics in Consumer
Marekting: An Examination of Aesthetic Stimuli from the Philosophy of Art and the Psychology of
Art, Academy of Marketing Studies Journal, 17(2), p. 37-55

41



276. Ward, J. & Loken, B., (1988), The Generality of Typicality Effects on Preference and Comparison: An
Exploratory Test, Advances in Consumer Research, p. 55-61

277. Ward, A. (2010), Towards a New Model of Consumer Aesthetic Evaluation of Product Design, Design
Principles and Practices: An International Journal, 4(1), p. 145-148

278. Workman, J.E. (2010), Fashion consumer groups, gender, and need for touch, Clothing and Textiles
Research Journal, 28(2), p. 126-139

279. Yang, S. & Raghubir, P., (2005), Can bottles speak volumes? The effect of package shape on how
much to buy, Journal of Retailing, 81, p. 269-281

280. Yang, H., Chattopadhyay, A., Zhang, K., & Dahl, W.D., (2012), Unconscious Creativity: When Can
Unconscious Thought Outperform Conscious Thought?, Journal of Consumer Psychology, 22(4), p.
573-581

281. Yazdanparast, A. & Spears, N., (2013), Can Consumers Forgo the Need to Touch Products? An
Investigation of Nonhaptic Situational Factors in an Online Context, Psychology and Marketing, 30(1),
p. 46-61

282. Yorkston, E.A., & Menon, G., (2004), A sound idea: Phonetic effects of brand names on consumer
judgements, Journal of Consumer Research, 31, p. 43-51

283. Zeelenberg, M., Nelissen, R.M.A., Breugelmans, S.M., & Pieters, R., (2008), On emotion specificity
in decision making: Why feeling is for doing, Judgment and Decision Making, 3(1), p. 18-27

284. Zeithaml, V. A. (1988), Consumer perceptions of Pret, quality, and value: a means-end model and
synthesis of evidence, Journal of Marketing, 52(3), p. 2-22

285. Zeitler, A., Ellermeier, W., & Fastl, H., (2004), Significance of meaning in sound quality evaluation,
Paper presented at the joint CFA/DAGA 2004 congress, March 22, Strasbourg, France

286. Zhang, Y., Feick, L., & Pret, L.J., (2006), The impact of self-construal on aesthetic preference for
angular versus rounded shapes, Personality and Social Psychology Bulletin, 32 (6), p. 794-805

ONLINE ARTICLES

1. Begley, S. (2002), StrawBerry is no BlackBerry: Building brands using sound. The Wall Street Journal,
26 (August): B1, disponibil la www.wsj.com/articles/SB1030310730179474675 - accesat in martie
2014

2. Cooper, G. (1996), Pepsi turns air blue as color wars reach for the sky, disponibil la

www.independent.co.uk/news/pepsi-turns-air-blue-as-cola-wars-reach-for-sky-1302822.html - accesat

n ianuarie 2014
3. Gaskin, J. (2012), Confirmatory Factor Analysis, Gaskination's StatWiki, disponibil la
http://statwiki.kolobkreations.com

4. INSSE — www.insse.ro — accesat in septembrie 2016

5. Johnson, A. (2007), Tactile branding leads us by our fingertips. CTV News, Shows and Sports,
disponibil la
www.ctv.ca/serviet/ArticleNews/print/CTVNews/20070803/tactile_branding_070803/20070804/?hub
MSNHome&subhub_PrintStory - accesat Tn ianuarie 2015

42


http://www.wsj.com/articles/SB1030310730179474675
http://www.independent.co.uk/news/pepsi-turns-air-blue-as-cola-wars-reach-for-sky-1302822.html
http://statwiki.kolobkreations.com/
http://www.insse.ro/
http://www.ctv.ca/servlet/ArticleNews/print/CTVNews/20070803/tactile_branding_070803/20070804/?hub_MSNHome&subhub_PrintStory
http://www.ctv.ca/servlet/ArticleNews/print/CTVNews/20070803/tactile_branding_070803/20070804/?hub_MSNHome&subhub_PrintStory

Kolenda, N. (2015), Color Psychology: The Complete Guide for Marketers, www.nickkolenda.com/color-
psychology/ - accesat Th 28 decembrie 2016
McKinsey Quarterly, 2009 -

www.mckinsey.com/insights/marketing_sales/the consumer_decision _journey - accesat in 30

septembrie 2014
www.marketingmagazine.co.uk/article/1153762/cadbury-nestle-whats-colour - Campaign, 2012 -

accesat in aprilie 2014

WWW.pcimag.com — accesat in aprilie 2014

43


http://www.nickkolenda.com/color-psychology/
http://www.nickkolenda.com/color-psychology/
http://www.mckinsey.com/insights/marketing_sales/the_consumer_decision_journey
http://www.marketingmagazine.co.uk/article/1153762/cadbury-nestle-whats-colour
http://www.pcimag.com/

