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The Impacts of Design Orientation on
Brand and Reputation Orientation
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Abstract

The paper aims to examine the relationships among a company’s design, brand, and reputation
orientations. DBR (Design, Brand, Reputation) have been regarced as invisible growth engines for
companies and draws a lot of interests among Brand, PR and IR mangers recently. We have
tested 3 hypotheses and have developed a relationship mechanism how to develop those three
key intangible marketing assets.

We have conducted 131 inferviews with company managers who are involved in DBR
activities, used Structural Equation Model (SEM) to estimate those relationships. It was found
that a company’s design orientation influenced the company's brand orientation positively and
this brand one influenced reputation orientations consequently. However, design orientation does
not show any significant relationship with a company’s reputation orientations. Thus, there is a
D->B >R chain mechanism concerning these 3 intangible marketing assets.

Finally, the implications of this study and suggestions of further studies are discussed.

Key words: design/brand/reputation orientations, marketing intangible asset
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I. Introduction

Design of a product is an unquestioned
determinant of its marketplace success, A good
design attracts consumers to a product,
communicates to them and adds value to the
product or the service by increasing the quality
of consumption experiences associated with it.
However, the topic of design and a company’s
design initiatives are rarely, if ever, found in
marketing journals in general and Korean
markefing related journals in particular, To
bring needed attention to the subject of design
and its relationship with brand marketing and
company reputation, we introduce the simple
conceptual model and explore the three
fundamental propositions that describe how
design orientafion relates to brand marketing

and reputation management.

II. Conceptual Background

The product is consisted of one of the classic
four P's of markefing mix, and the most
fundamental characteristics of a product is its
exterior form or design (Bloch, 1995). A
company’s design competency that is often
driven by its design orientation is becoming the
core business capability in today’s hyper-
competitive markets. It is because the other

72| CArR] AlEHdol B 4

variables such as product quality and price
have become increasingly indiscriminated as
outsourcing of production and benchmarking
are so common, The design of a product may
contribute to business success in several ways.
First, product form is one way to get
consumers’ notice in cluttered markets. Swatch
used a variety of unusual product forms to
successfully stand out in the mature market
for wrist-watchers, and Piaggio is making a
great success by introducing design innovative
scooter called MP3- three wheel biking machine
in a very crowded scooter market. With new
product offerings, a distinctive design can
render older competitors immediately obsolete
and make later competfitors appear to be
shallow copies. Second, exterior appearance of
a product is important as a means of
communicating information to consumers,
Product form creates the initial impression and
generates .inferences regarding other product
attributes in the same way as does price
Apple 1-Pod presents us a simple and slim
form to communicate ease of use and natural
friendliness. Third, in addition to managerial
considerations, product form is also significant
in a larger perspective as it affects the quality
of our lives. The perception of beautifully
designed products may provide sensory pleasure
and stimulation. In essence, product design is
an applied art and it has a great impact on our
daily lives than other art forms because we see

products daily basis. Finally, design has also
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long lasting effects. Although many goods are
quickly discarded, the aesthetic characteristics
of more durable goods can have an impact for
years on users and non-users alike as products
become part of sensory environment for good
or for bad. Nowadays, consumer electronic
brands such as LG and Samsung produce their
designer product lines with collaborations with
celebrity designers.

Building brand equity is what marketing is
all about, Though, there have been thousands
of studies on brand and branding, the research
on design orientation and brand marketing is
rare. As brand represents invaluable intangible
assets, we need to build and manage brand
equity. Brand orientation can be measured
with the questions of following: how often a
company measure brand related performances
and the degree of significance of the roles of
brand managers.

Company reputation is what business is all
about in the long term. Nowadays there are
many institutions measure companies’ reputations
yearly basis. There are hundreds of studies on
reputation since Professor Fombrum's milestone
book-"Reputation: realizing value from the
corporate image” published in 1996, However,
there has been a few to study the relationship
between design orientation and company
reputation.

In summary, empirical studies of design
Issues are rare in marketing journals despite of
the importance of product design to brand
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marketing and company reputation. This paper
defines design, brand and reputation orientations
of a company as DBR (Design, Brand, and
Reputation) are regarded as the three most
important marketing related intangible assets
of a company in the 21st century. And we try
to explore the relationship among a company’s

abilities towards design, brand and reputation.

I. Research Hypotheses and
Analysis

Based upon the first authors’ previous work
(Suh and Lim, 2005), the following three
hypotheses have been developed and tested.

H1: A company's higher design orientation
scores would enhance the company’s
brand marketing competency and elicit
higher brand orientation scores.

H2: A company's higher design orientation
scores would enhance the company’s
reputation competency and elicit higher
reputation orientation scores.

H3: A company’s higher brand orientation
scores would enhance the company's
reputation competency and elicit higher

reputation orientation scores,

The main data collection effort involved a

package consisting questionnaire with a cover



{Figure 1> Research Model
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{Table 1> Measure Items of Marketing Intangible Asset in Three Domains

Domain

Measure Items

Design Orientation

- Importance of design activities in Business

- Time allocation level about design development in NPD process

- Decision making system level relating with design management

- Evaluations on the Impacts of Design management of favorable corporate image
building

- Growth rate level of budget allocation relating with design management

- In the Organization, the influence power level of design director on corporate
goverance

Brand Orientation

- In the Organizational cycle, execution level of regular evaluations on marketing/
brand performance

- Frequency of professional education for brand manager

- Level of customer’s participation in the designing product/brand

- Level of differentiation in brand

- Level of effort and participation about brand advertising

Reputation Orientation

- Frequency of Winning a award of CEO in 5 years™™

- Frequency of winning a award related fo Customer Satisfaction in 5 years™*
- Possession level of long term master plan and implementation planning

- Level of evaluation related parties of corporate reputation management

- Activation level of IR activities

- Image management level of CEO

Except **, all five Likert scale.



letter and interview costs were sponsored by
the Korea Institute of Design Promotion
(KIDP). The interview process was conducted
from the 22nd of April to the 21st of May in
2005. Interviewees were team leaders who are
in charge of marketing/design/PR activities of

their companies and the total 131 companies
were participated in this study. Most of them
are Korean compenies and some of them are
joint ventures with foreign companies.

The structural equation model (SEM) had
been used and the ML was used. The

(Table 2> reliability test

Construct Initial Items Final Items Cronbach a Score

Design Crientation 6 6 0.8075

Brand Orientation 5 5 0.7030

Reputation Orientation 6 6 0.7126

(Table 3> Hypotheses Testing
paths unstandardl'zed sd. t-value A value
parameter estimate
path
Coefficient
Test | H1 | DO — BO 0.847 0.243 3.480* 0519
H2 BO — RO -0.210 0.274 -0.765 -0,094
H3 BO — RO 1.066 0.269 3954 * 0.781
D1 Design 1.000 0.508
D2 Design 1.560 0.373 4182 0471
D3 Design 2.098 0.413 5076 0.642
D4 Design 2.420 0.426 5.680 0.816
D5 Design 1.745 0.355 4910 0.605
D6 Design 2.634 0.458 5.747 0.846
Bl Brand 1.000 0.547
B2 Brand 0.854 0.215 3974 0.451
B3 Brand 1.193 0.248 4.820 0.597
B4 Brand 0.568 0117 4847 0.602
B5 Brand 1.058 0.201 5.261 0.700
R1 Reputation 1.000 0618
R2 Reputation 0.887 0.152 5.843 0.710-
R3 Reputation 0.726 - 0146 4972 0.557
R4 Reputation 0.903 0.189 4780 0.530
R5 Reputation 0.763 0.157 4863 0541
R6 Reputation 0.709 0.183 3872 0.410
* p<0.05
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following numbers show us that our model fit
is high enough to be a stable model.

X = 171234 (df = 116) p = 0.001
GFI = 0870, AGFI = 0828, CFI = 0.906,
RMR = 0076, RMSEA = 0,061

Research Hypothesis 1 examines the relation-
ship between design orientation and brand
orientation. There were significant impacts
from design orientation towards brand mar-

keting orientation.
Y = 0519, t = 3480 (ItI > 1.965)

Research Hypothesis 2 examines the relation-
ship between design orientation and reputation
orientation. We have found no impacts from
design orientation towards repufafion orient-

ation, Thus, this hypothesis was rejected.
Y = -009%,t = -0765 (It] > 1.965)

Research Hypothesis 3 examines the relation-
ship between brand orientation and reputation
orientation. There were significant impacts
from brand orientation towards reputation

orientation.

T =078, 1t =394 (It = 1.965).

IV. Summary and Implications

The paper aims to examine the relationships
among a company's design, brand, and reput-
ation orientations. DBR (Design, Brand, Reput-
ation) have been regarded as invisible growth
engines for companies and draws a lot of
interests among brand, PR, and IR mangers
recently,. We have tested 3 hypotheses and
have developed a relationship mechanism how
to develop these three key intangible
marketing assets.

We have conducted 131 interviews with
company managers who are involved in DBR
related activities, used Structural Equation
Model (SEM) to estimate those relationships.
It was found that a company's design
orientation influenced the company’s brand
orientation positively and this brand one
Influenced reputation orientations consequently.
However, design orientation does not show any
significant relationship with a company’s
reputation orientations. Thus, there is a D-)B
->R chain mechanism concerning these 3
intangible marketing assets. Marketers and
designers must constantly evaluate their DBR
and enhance their DBR orientations in hopes of
making confinued progress fowards ideal
conditions. Finally, the more collaboration
between designers and brand managers is
needed to gel maximum benefit from DBR

management.
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