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Abstract

For evaluation of the designed artifact,it has been pointed
out that there are aesthetic, behavioral, and reflective
(introspective) evaluation. In this study have examined,
wheather aesthetic perspectives and reflective perspectives
are contributed at evaluation. Or in impression formation for
artifacts, we examined whether information related to the
evaluation how the chosen.

As a result of considering the assessment of the evaluation
statement for the product, the sentence about aesthetic
perspectives value has been rated as the most helpful.
Following the result, the statements that reflective value and
aesthetic value are mixed was evaluated to be helpful. At the
last, sentences of reflective value were assessed that it is not

useful.
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