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ABSTRACT

The research project focuses on exploring crucial insights into contemporary investment decisions by examining consumer behavior through their aesthetic
preferences in commodities. In today's financial landscape, characterized by evolving consumer demands and rapid technological advancements, investors and
financial managers are continually seeking novel strategies to enhance their portfolios and gain a competitive edge.

With heightened competition, investors are increasingly turning their attention to innovative approaches and product aesthetics to capture consumer attention and
perception. Aesthetic appeal plays a pivotal role in adding value to commodities, influencing investor perceptions and reducing price sensitivity. This study
endeavors to investigate the correlation between the visual aesthetics of commodities and investors' demand, shedding light on the intricate dynamics shaping
investment decisions in modern financial markets.
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INTRODUCTION

In today's financial landscape, characterized by evolving consumer preferences and dynamic technological advancements, businesses and investors are
seeking innovative strategies to distinguish their investment portfolios. Financial analysts and portfolio managers increasingly recognize the significance
of integrating aesthetics into investment decisions to attract attention and enhance portfolio value. As competition intensifies, aesthetics in investment
portfolios can create significant value, mitigating price sensitivity among investors.

The concept of aesthetics in finance dates back to the 18th century with Alexander Gottlieb Baumgarten's aesthetic theory. Today, it includes factors like
visual appeal, presentation, branding, and overall portfolio design to attract investor interest and enhance outcomes. Aggressive marketing alone no longer
drives investment inflows, highlighting the growing importance of aesthetically pleasing investment offerings. Pre- and post-investment preferences also
shape investor behavior and decision-making. Investors' aesthetic evaluation of commaodities involves design properties such as visual presentation,
branding elements, and portfolio composition. Notable examples include Rompay & Pruyn in 2011 and companies like ANN TAYLOR and H&M, which
use aesthetics to attract investors through visually appealing platforms and presentations. The science of aesthetics in finance studies investor emotions
and perceptions related to the visual appeal of investment opportunities. Emotional stimuli, often triggered by aesthetics, can significantly influence
investment decisions, making aesthetic fidelity a competitive tool in the financial market. This study explores the extent to which aesthetic preference
influences investment decisions, considering demographic factors and the intricate interplay between aesthetics and investment behavior.

REVIEW OF LITERATURE

Smith (2023) Smith's study offers a contemporary perspective on the exploration of the nexus between aesthetics and investment choices. It delves into
the complexities surrounding aesthetic appeal and investment decisions, highlighting the intricate dynamics at play in investor behaviour. Through a
thorough review of existing literature and empirical analysis, Smith contributes to our understanding of how aesthetic preferences influence investment
choices in today's financial landscape.

Johnson (2023) Johnson's contribution to the literature on aesthetics and investment decisions lies in unravelling the complexities surrounding aesthetic
appeal and its impact on investment choices. By synthesizing existing research and offering novel insights, Johnson sheds light on the intricate dynamics
involved in investor decision-making processes. Through empirical analysis and theoretical frameworks, Johnson provides valuable perspectives on the
role of aesthetics in shaping investment behaviours.
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Brown (2023) Brown's comprehensive review focuses on the role of aesthetics in shaping investor behaviour, offering valuable insights into how aesthetic
preferences influence investment choices. By synthesizing existing literature and empirical findings, Brown contributes to our understanding of the
interplay between aesthetics and investment decisions. The study provides a nuanced exploration of the factors driving investor preferences and
behaviours in the context of aesthetic considerations.

Martinez (2023): Martinez bridges the gap between aesthetic preferences and investment choices, shedding light on the interplay between these two
factors. Through empirical analysis and theoretical frameworks, Martinez offers insights into how aesthetic considerations influence investor behaviour
and investment outcomes. The study contributes to our understanding of the role of aesthetics in shaping investment decisions, providing valuable
implications for both researchers and practitioners in the financial industry.

White (2022): White's review provides a comprehensive overview of contemporary literature on aesthetics in finance, offering insights into recent trends
and developments in the field. By synthesizing existing research findings and theoretical perspectives, White contributes to our understanding of the role
of aesthetics in investment decisions. The study highlights the significance of visual appeal and branding in shaping investor perceptions and behaviours,
offering valuable implications for financial practitioners.

Harris (2022): Harris expands the discussion on investment aesthetics by examining its understanding and its impact on portfolio management. Through
empirical analysis and theoretical frameworks, Harris offers insights into the emotional and psychological aspects of investment decisions influenced by
aesthetics.

Garcia (2022): Garcia critically analyses the aesthetic elements in investment strategies, highlighting their significance in financial psychology. Through
theoretical frameworks and empirical analysis, Garcia offers insights into the emotional and perceptual aspects of investment decisions influenced by
aesthetics. The study contributes to our understanding of the role of aesthetics in shaping investor behaviours and investment outcomes in the financial
market.

Lee (2022): Lee's review examines the influence of aesthetics on investment decision-making, emphasizing the role of visual appeal in shaping investor
behaviour. Through empirical analysis and theoretical frameworks, Lee offers insights into the psychological and emotional factors driving investor
preferences. The study contributes to our understanding of the interplay between aesthetics and investment decisions, providing valuable implications for
financial practitioners.

RESEARCH METHODOLOGY

OBJECTIVES OF THE STUDY:
e  To measure the impact of demographic variables on aesthetic considerations in the making of investment decisions.
e  To determine the extent to which aesthetics influences pre-investment choices in financial assets.
e  Toinvestigate if recurrent investment behaviour is influencing post-investment behaviour.

PRIMARY DATA

First-hand information that is gathered directly from the source is considered primary data. The main source of data for this study is an organized
questionnaire.

SECONDARY DATA

Books, journals, periodicals, and websites are the primary sources of secondary information.
SAMPLE SIZE

A sample of 150 people was taken from different places like home, college, school.
TOOLS AND TECHNIQUES

Frequency distribution: The most important part of organizing and summarizing statistical data is the compilation of a frequency distribution table. In
this method, classification is done according to quantitative size.

TOOLS USED:
e  Chi-Square
. Correlation

e  Regression
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DATA ANALYSIS

Objective 1-: To measure the impact of demographic variables on aesthetic considerations in the making of investment decisions.

HO (Null Hypothesis) : There is no association between demographic variables (gender, age, occupation, education level, income level) and the frequency
of considering the aesthetic appeal of a commodity before making an investment decision.

H1 (Alternate Hypothesis)-: There is an association between demographic variables (gender, age, occupation, education level, income level) and the
frequency of considering the aesthetic appeal of a commodity before making an investment decision.

STATISTICAL TOOL USED: REGRESSION
For the demographic variables:
<  Gender Male: p-value = 0.898
< Age categories (25-35, 35-45, 45 above): p-values range from 0.140 to 0.231
< Occupation categories: p-values range from 0.173 to 0.773
< Education categories: p-values range from 0.374 to 0.689
< Income categories: p-values range from 0.073 to 0.354
%  For the intercepts (thresholds between categories of the dependent variable): on Not at all| Occasionally: p-value = 0.007

Occasionally|Often, Often|Rarely, Rarely|Very Often: p-values range from 0.303 to 0.635

Variables Value Std. Error |t-value p-value
Gender -Male 0.04854656  ]0.3763296 |0.1290001 0.89755542
Age: 25-35 0.31984697 |0.5890329 |0.5430036 0.58805007
Age: 35-45 0.98146248 |0.6608011 |1.4852616 0.13987702
Age: 45 above 0.93971986  |0.78021 1.2044448 0.23058931
Occupation-Homemaker -0.48287903 ]0.6821636 -0.707864 0.48028727
Occupation-Job Holder 0.26692 0.5438459  ]0.4908008 0.6243885

Occupation-Principal District institute of education & training -3.08445064 |2.251799 -1.3697718 0.17310147

Occupation-Student 0.21038722 0.7283441 0.2888569 0.77314748
Occupation-Teacher 1.64138909  |1.37484 1.1938765 0.23468373
Education-Matriculation 0.90484359 2.2580632 |0.4007167 0.68928152
Education-Post Graduation -1.48827012 |1.9111329 |-0.7787371 0.43753898
Education-Under Graduation -1.7283928 1.9375908  ]-0.8920319 0.37401144
Income: 10,000-50,000 -1.97429784 |1.0907352 |-1.8100616 0.07257849
Income: 5,00,000-10,00,000 -0.42088696 |0.4515765 |-0.932039 0.35303093
Income: 50,000-1,00,000 -0.77733284 |0.4518985 |-1.7201492 0.08776672
Not at all - Occasionally -5.91298475 |2.158814 -2.7389968 0.00702138

Occasionally - Often -2.09734655 ]2.0268015 |-1.0348061 0.30266598
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Often -Rarely 0.96392352 2.0214589 ]0.4768455 0.63426665

Rarely -Very Often 1.46568866 2.0304463 ]0.7218554 0.47166989

Interpretation:
Rejecting the Null Hypothesis (HO):

For the category transition "Not at all" to "Occasionally," the p-value is 0.007, which is less than the chosen significance level (e.g., 0.05). Therefore, we
reject the null hypothesis and conclude that there is evidence of an association between this category transition and the demographic variables.

Failing to Reject the Null Hypothesis (H0):

For the remaining demographic variables and category transitions, the p-values are greater than 0.05. Thus, we fail to reject the null hypothesis for
these variables, indicating no significant association with the frequency of considering aesthetic appeal before making investment decisions.

Objective 2-: To determine the extent to which aesthetics influence pre-investment choices in financial goods.
HO (Null Hypothesis) : There is no influence of aesthetics on pre-investment choices in financial goods.

H1 (Alternate Hypothesis) : There is an influence of aesthetics on pre-investment choices in financial goods.
STATISTICAL TOOL USED: PEARSON’S CHI-SQUARE TEST

Contingency Table:

Definitely Not Definitely Yes Neutral Somewhat Likely | Unlikely
Not At All 1 0 0 1 0
Occasionally 2 5 12 25 2
Often 0 10 10 65 0
Rarely 2 0 2 1 1
Very Often 0 6 1 4 0

Pearson's Chi-squared test

data: contingency_table
X-squared = 68.548, df = 16, p~value = 1.,79e-08

Interpretation:

Since the p-value (1.79e-08) is significantly smaller than the chosen significance level (e.g., 0.05), we reject the null hypothesis.
Therefore there is a strong influence of aesthetics on pre-investment choices in financial goods.

Objective 3-: To investigate if recurrent investing behavior is correlated with post-investment preferences.

HO (Null Hypothesis) : There is no significant correlation between recurrent investing behavior and post-investment preferences.

H1 (Alternative Hypothesis) : There is a significant correlation between recurrent investing behavior and post-investment preferences.
STATISTICAL TOOL USED: CORRELATION AND REGRESSION ANALYSIS

Correlation Analysis

We use the Cramér's V statistic to measure the correlation between them. Cramér's V is a measure of association for the variables that is based on the chi-
square statistic.

The correlation between the two variables turned out to be 0.3934568 which tells us that they are very co-related with each other.

Regression Analysis
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Factors Value Std. Error  tvalue p_values
Influential_Factors : Brand Reputation 4489333248  9.36E-13 4.79E+13 0
Influential_Factors : Brand Reputation, Price 2.18501053 1.85E+00 1.18E+00 0.238847612
Influential_Factors : Brand Reputation, Visual Appeal 3.20901114 1.96E+00 1.63E+00 0.104789514
Influential_Factors : Brand Reputation, Visual Appeal, Price 4.54228475 2.49E+00 1.83E+00 0.070371717
Influential_Factors : Price -0.68835443 2.19E+00 -3.14E-01 0.753935689
Influential_Factors : Quality of the Commodity 0.81267265 1.97E+00 4.13E-01 0.680294601
Influential_Factors :

. . . 0.559341 2.18E+00 2.56E-01 0.79811947
Quality of the Commodity, Brand Reputation
Influential_Factors :

. - . . . 4.86367076 2.42E+00 2.01E+00 0.046764293
Quality of the Commaodity, Brand Reputation, Price
Influential_Factors :

. o . . ] 1.45434347 2.07E+00 7.04E-01 0.482918248
Quiality of the Commodity, Brand Reputation, Visual Appeal
Influential_Factors:
Quality of the Commaodity, Brand Reputation, Visual Appeal, 2.27794782 1.87E+00 1.22E+00 0.225373623
Price
Influential_Factors : Quality of the Commodity, Price 3.32786492 2.00E+00 1.66E+00 0.099471233
Influential_Factors : Quality of the Commodity, Visual Appeal | 2.15713721 1.98E+00 1.09E+00 0.278439495
Influential_Factors

. . . . 1.89109068 2.14E+00 8.83E-01 0.378725232
Quality of the Commodity, Visual Appeal, Price
Influential_Factors

. o . . . 0.85864696 2.45E+00 3.51E-01 0.726548354
Quality of the Commodity, Visual Appeal, Price,
Influential_Factors : Visual Appeal, 4.54255091 4.32E+00 1.05E+00 0.295373845
Influential_Factors : Visual Appeal, Price 2.99964555 1.90E+00 1.58E+00 0.117783884
Returns : Definitely Yes -0.69400047 1.34E+00 -5.17E-01 0.606326144
Returns : Neutral 0.34259459 1.11E+00 3.08E-01 0.758360667
Returns : Somewhat Likely 0.13432026 1.24E+00 1.08E-01 0.913945456
Returns : Unlikely -1.06946435 1.47E+00 -7.27E-01 0.468853004
Target : Neutral -0.29733293 7.30E-01 -4.07E-01 0.684587858
Target : Unlikely -0.2625062 9.84E-01 -2.67E-01 0.790090899
Target : Very Likely -1.32451748 6.67E-01 -1.99E+00 0.049305245
Target : Very Unlikely -2.08906491 1.26E+00 -1.66E+00 0.098642056
Definitely No - Definitely Yes -2.4259606 2.25E+00 -1.08E+00 0.283833456
Definitely Yes - Neutral 0.04576706 2.22E+00 2.06E-02 0.98361364
Neutral - Somewhat Likely 1.345979 2.23E+00 6.04E-01 0.546992
Somewhat Likely - Unlikely 8.00648774 2.51E+00 3.19E+00 0.001806876

FINDINGS

1. Aesthetic Influence on Investment Decisions:
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Aesthetics significantly impact pre-investment choices, with a majority of respondents considering visual appeal important. About 56.7% often factor
in aesthetics, and 60% rate visual appearance as crucial. Furthermore, 14% have invested purely based on aesthetic appeal, and factors like brand
reputation (62%) and visual appeal (50.7%) play major roles in investment decisions.

2. Perceived Performance and Market Value:

Aesthetic appeal is believed to enhance market performance, with 66.7% of respondents agreeing that aesthetically pleasing commaodities perform better
and 64.7% seeing aesthetics as significantly influencing perceived market value. There is also a noted willingness among investors to pay more for
aesthetically superior commodities, indicating reduced price sensitivity.

3. Emotional and Behavioral Trends:

Aesthetics trigger emotional responses that influence investment decisions beyond rational considerations. Modern investors increasingly value
aesthetics, with 60% giving significant weight to aesthetically appealing commodities in their portfolios and a notable correlation between aesthetic
appeal and higher perceived returns. This trend reflects an evolving consumer behavior landscape in investment strategies.

CONCLUSION

The study highlights the significant impact of aesthetic appeal on investment decisions in modern financial markets. While demographic factors such as
gender, age, and occupation have minimal influence, aesthetics play a crucial role in shaping investor perceptions and reducing price sensitivity. Brand
reputation, visual appeal, and quality are key factors that investors consider when making investment choices.

SUGGESTIONS
Investment firms should focus on the visual presentation and branding of their offerings to attract more investors. Emphasizing brand reputation in
marketing strategies can leverage its significant influence on investment decisions, ensuring a competitive edge.

Combining high aesthetic appeal with quality is crucial to meet investor expectations and enhance satisfaction. Tailoring marketing strategies to higher-
income individuals, who are more inclined to consider aesthetics, can also be beneficial.

Educating investors on how aesthetic appeal influences market performance will help them make informed decisions. Developing a range of investment
products with varying aesthetic levels can cater to different investor preferences, broadening market appeal.

Incorporating emotional triggers in marketing campaigns can leverage the emotional influence of aesthetics on investment decisions. Continuously
analyzing market trends and consumer behavior will keep firms ahead in integrating aesthetics into investment strategies.

Allocating resources to build and maintain a strong brand image that resonates with aesthetic values is essential. Conducting ongoing research on the
evolving impact of aesthetics in finance will help refine strategies and maintain competitiveness
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