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ABSTRACT: The paper aims to explore brand logo's effect on product appearance (PA) in real environment (RE) and
consumer experience environment (CEE) separately through a series of experiments. High-grade brand (HGB), mid-
dle-grade brand (MGB) and low-grade brand (LGB) PAs were selected to get the brand perception results in CEE by
questionnaires, and to get the recognition results in RE with EEG technology. Study data showed that under the condition
of CEE, the HGB, MB and LGB D-value between brand logo (BL) and no BL was 1.518, 0.758 and -0.775 points sepa-
rately. However, the D-value of HGB, MB and LGB between BL and no BL in RE was 0.19, 0.043 and 0.006 points sepa-
rately. The brain waves (BW) caused by the PA of BL were 7.2, 6.7 and 6.3 pVs respectively, and the BW caused by PA
without BL were 5.3, 5.1 and 4.8 puVs respectively. Results showed that BL is beneficial to reduce users' workload in
product perceiving. And the higher the PA is, the more interested the user is. The abstract brand concept is the foundation
of consumer's perception in CEE, but the specific product shape acts as RE's base. As For products of HGB and MGB,
designers should guide consumer's think of product brand with the help of PA. However, when it comes to LGB, PA is
required to attract consumers by designers, while BL’s influence should be weakened.
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Fig.1 Experimental material of perceived product appearance
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