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                    Abstract
This study investigates the influence of design attributes on the importance of brand information in the product evaluation process by consumers. We examine how providing evaluation criteria of design influences consumers’ product evaluation concerning quality and brand equity. The results show that the presence of a predictive design attribute can lead to a reduction in the influence of brand names on quality judgments. The locus of equity shifts from the brand attribute to the design attribute. In addition, when evaluative criteria are provided, the effect of design attributes further reduces the effect of branding on product evaluation. The results are of significant importance and relevance to branding strategies designed to counteract leading market brands. Providing information regarding product design in an effective manner causes consumers to shift their attention from branding to the design, which effectively reduces the marketing advantage of strong brands.
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APPENDIX A
Stimuli for Learning Phase
(1) The stimuli for the brand and design attribute with evaluative criteria condition
illustration
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(2) The stimuli for the brand and design attribute
illustration
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(3) Descriptions for trainers
illustration
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(1): A: brand condition, B: brand and design attribute condition, C: brand and design attributes with evaluation criteria condition
APPENDIX B
Profiles for Learning Phase
(1) Brand condition
illustration
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(2) Brand and design attribute condition
illustration
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(3) Brand and design attributes with evaluation criteria condition
The profiles were the same as brand and design attribute condition. Evaluation criteria for design attribute were, however, provided.
APPENDIX C
Profiles For Prediction Of Product Quality Phase

                    illustration
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