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(Abstract)
Aesthetics undertakes important roll in design as a

competitive factor.

The importance of aesthetics can be found in experimental
aesthetics, Gestait psychology and design related literatures.
These literatures suggest that, besides the importance of
aesthetics, many other aesthetic factors would affect consumer
reaction(recognition, emotional reaction, meaning), but the
study is still in insufficient condition.

Hense, this study tries to give a guideline - ‘how to design

symbols' based on the apprehension of what kind of design
is well recognized(correct recognition), gives positive emotional
reaction(affect) to customers, and moreover, what sort of
aesthetic factors affect these reactions by analyzing existing
symbol designs.
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