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To describe what should be considered as the aesthetic attributes of sustainable products, this paper tries to answer following questions:

How can the aesthetic aspect of a product influence its sustainability?

What is the difference between the aesthetic aspects of sustainable and unsustainable products?

Even though Sustainable Product Design is a young field, it can be considered as one of the most tangible aspects of Sustainable Development. All aspects of the products should be in harmony; therefore the products can be described as a unitisation of some factors. Aesthetic is a tangible aspect of the products that affects users spiritually and causes some intangible effects. Considering the dimensions of products’ sustainability, it seems important to discuss about the possibility of the effects of aesthetic aspects on the dimensions of sustainability in Product Design. To draw the relation of aesthetic aspect of products (aap) and their sustainability, this paper analyzes aap from four viewpoints by looking into papers and the summaries of interviews with more than twenty professors and designers.

Firstly, we look at the identification and characteristic of the product. The aesthetic aspect of a product is caused by the product’s form. Form identifies the character of the product aesthetically. If there are special characteristics for Sustainable Products (SP), they should be impressed by SP’s forms. Other important matters in this regard are the coordination of emotional aspect with characteristics and the expression of  ‘real value’ of SP through their form. Secondly, the effects of aap on users should be considered. The aap affects users’ culture psychologically and behaviorally. The aap may create aesthetical values that can enter into the social culture and it can provide a solid base for believing the ‘real value’ of SP. Thirdly, the role of aap in marketing seems very important. Aap is a very important factor both in the product’s acceptance by the market as well as its preference by customers. These two affect market sustainability. Finally, we focus on the relation of aap and the environment. The aesthetic relation of SP with environment (and nature) should be searched in previous styles of Design, which respected natural environment, as the background of Sustainable Design, (like Organic Design, Bio-design and Green Design). Furthermore, there is a possibility of wasting material and polluting the environment, because some products may go out of use before the end of their lifecycle due to their unfashionable appearance.

Consequently, considering the results of the above discussion, as the extent of the effects of aap on their sustainability, the aesthetic attributes of ideal SP are extracted. These attributes include the characteristic of form, emotional aspect, fashion-ability, expression of real value, aesthetic upgrade-ability, coordination with nature and environmental aesthetic particulars, acceptability of form by society, prefer-ability of form by market, identification of product and culturally aimed psychological and behavioral effects.    

