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Abstract

This research provides insight into the conditions in which aesthetic liking is more
influential for weak or for strong brands and explains the underlying process. We posit
that whether aesthetic liking is more influential in the purchase decision for a weak or
for a strong brand depends on how aesthetic design influences consumers; as a cue for
quality, or because of its expressive (hedonic and symbolic) value. We varied aesthetic
design and brand strength in four product categories varying in utilitarian and
expressive importance, assessing both product evaluation and perceived quality. We
showed that aesthetic liking 1s more influential on product evaluation for weak than for
strong brands when perceived quality is more and expressive value is less important to
consumers. This adds to the current literature, as until now only the opposite effect,
that aesthetic liking 1s more influential for strong brands, or no interaction effect (when
perceived risk is low), have been found.
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