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What is already known about the topic?
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interest all around the world.

e There is a need to establish a relationship between colour, usability& aesthetics on
the consumer behaviour in an online setting.

. What this paper adds

e Reviews international research (from business, user experience and psychology) on
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influence of design on consumer behaviour.
Highlights the impact of colour, usability and aesthetics on the consumer and his

Identifiesissues in current research and offers recommendations for future user
experience-based research.

I INTRODUCTION

User experience and consumer behaviour in the online
setting has gained traction since the early 21% century.
There is a lot evidence that supports user experience and
positive consumer buying behaviour.(Constantinides,
2004); (Pan, Wang, Chen, & Qu, 2017); (Abrar, Zaman,
& Satti, 2017).Although professionals in design and
marketing deem user experience as vital in consumer
behaviour, there is limited evidence to support these
claims, especially in case of specific factors such as
colour and usability. Comprehensible theoretical and
practical understanding of consumer behaviour and
experience is needed in order to prioritize and implement
involvements targeted toward improving user experience
(UX) and design of websites and mobile applications. In
order to construct upon a potentially significant area of
user experience and consumer behaviour research, a
review of the literature examining the current state of
knowledge about user experience in online platforms
with regards to consumer buying behaviour was
conducted. This review focuses on the factors of user
experience research; namely, colour, usability and
aesthetics, and highlights consequences of these factors
on consumers. There are recommendations for future
research included in the paper.

Published by: The Mattingley Publishing Co., Inc.

l. BACKGROUND

The reliability of a website is 75% based on the overall
aesthetics of the website(Alsudani & Casey, 2009).
Therefore, a customer’s buying behaviour are largely
dependent on user experience factors such colour,
usability and aesthetics. Due to large corporations
focusing on customer loyalty and experience nowadays,
researchers focusing on user experience on digital
platforms is at an important stage. Although many user
experience factors have been identified as crucial
conclusions of consumer behaviour, including usability
(Wang, Hong, Soonkwan, & Lou, 2010)(Leung &
Rosanna, 2011) and trust (Cyr, Kindra, & Dash, 2008),
there is scope for more knowledge. Improving upon what
we know about consumer behaviour and the influence of
user experience factors on their decisions could help to
bridge this gap.

1. METHODS

The aim of this review paper was to explore the current
state of knowledge about influence of user experience on
consumer behaviour. To obtainappropriate research
papers from the published literature the electronic data-
Academia, SSRN, ProQuest, ResearchGate, DOAJ and
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Jurn. Key words used in the literature searches were User
experience, Website design, Consumer behaviour,
Aesthetics, Colour and Usability. Reference lists of
articles were analysed for subsequent publications that
might have not been indexed rightly and not found
through electronic searches.

Due to the limited amount of research that has examined
user experience in the light of consumer behaviour,
published research includingdiffering design constraints
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were included in this review. The sample subsisted of
peer-reviewed research papers published in business,
organizational psychology, and information technology
journals from 1996 to 2019. The selection criteria for this
review include those studies that were: (1) written and
presented in English and (2) investigated web user
experience in various settings. Nearly, 100 manuscripts
were reviewed, of which 30 are referenced in this paper
(Table 1).

YEAR

NUMBER OF
STUDIES

2000-2005

5

2006-2010

10

2011-2015

8

2016-2020

6

TOTAL

30

V. METHODOLOGY

User experience is a discipline involving ergonomics and
human factors. Since 1950s, it has focused on the
interaction between humans and machines and other
related environments. Literature based on user experience
has been found since late 1970s. Until now, research has
been conducted on various design constraints,
psychological constraints and more. This study focuses
on three constraints: colour, usability and aesthetics. The
three constructs are summarised in Table 2 and are
defined.This next section starts with the study of colour,
and continues through the remaining two constructs used
to describe, measure, and empirically test this
phenomenon4.1 Colour

Colour plays a key role in user experience of a consumer.
It majorly influences consumer buying behaviour. It is a
powerful marketing device that fundamentally impacts

Construct Definition

customer purchases, so much that it represents 85% of
the motivation behind why somebody chooses to buy a
product(Hemphill, 1996).Colour can strongly influence
the perceptions of a consumer.Studies show that
spontaneous purchasers tend to be attracted by warmer
colours, although  cooler colours are  more
favoured.Humans correlate colours with meanings and
perceptions(Kumar, 2017).Colour has three general
properties: Hue, Lightness, and Chroma (D., 2015).(Cyr,
Head, & Larios, 2010) commented that colour properties
such as hue, brightness, and saturation have effects on
physiological reactions,perceptions, emotional reactions
and behavioural intentions.Changes in any of these
properties could impactcognition, and/or behaviour, yet
only hue is considered in most speculation (probably
because it is the most prominent colour property)(Kumar,
2017)

Colour

“Colour is the property possessed by an object that produces

different sensations on the eye as a result of the light it reflects or
emits”.Colour plays a key role in user experience of a consumer.
It majorly influences consumer buying behaviour. It is a powerful
marketing device that fundamentally impacts customer purchases,
so much that it represents 85% of the motivation behind why
somebody chooses to buy a product(Hemphill, 1996).

Usability

Usability and web design are highly tied-in and usability is linked

to the consumer’s ability to determine where he or she is and what
he or she can do in every step of the navigation process in a
website(Flavian, Gurrea, & Orus, 2007). Essentially, usability

Published by: The Mattingley Publishing Co., Inc.
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refers to ease of use of a website or any particular system in
guestion.

Aesthetics is apparently said to have something to do with the joy
and harmony that people experience(Lindgaard G. , 2007).

The construct of User Experience is defined as “private events
that occur due to encountering, undergoing or living through the
interaction with the system”(Hassenzahl & Tractinsky, 2006).
Design is regarding user experience instead of regarding the
creation of product (Buxton, 2005).

“Consumer buying behaviour is the purchasing behaviour of the
final consumer which can be individuals or households that buy
goods and services for their own consumption, The decisions of
consumers are influenced by a number of individual
characteristics that are linked to the consumer’s specific

needs ’(Kotler & Armstrong, 1991).

Although, many researchers tend to agree that there is no
universal colour scheme that will appeal to most
consumers, there are colour patterns that do yield results
of varying degrees. It is said that reactions to colours can
be largely influenced by physiological and environmental
factors.Purple signifies excessive spending in China
whereas, it is associated with ‘royalty’ in Europe. White
colour denotes purity in both the United States and the
Middle East, although in Japan and China, white is
associated with mourning and demise (Kumar, 2017). (I.
Humar, 2008)analysed legibility of varying colour
combinations of text and background. The study shows
that optimum results were achieved with yellow on black,
cyan on black, white on blue, black on yellow, white on
black, and green on black colour combinations.

According to CoSchedule(coschedule, n.d.):
o Blue is favoured by both menand women,
although its mostly favoured by men (57%).
e Brown is detested by men the most while women
have a strong disliking orange the most.
e \Women see more colours than men, generally.

TABLE 4
COLOURS TO ATTRACT CUSTOMERS BASED ON
THEIR INTENTION

Behaviour of consumer Colours to attract

Impulsive Red, Orange, Yellow,
Black

Budgeted Navy blue, Teal

Traditional Pink, Green, Purple, Sky
Blue

Source: (Churchill, n.d.)

Published by: The Mattingley Publishing Co., Inc.

There are prior studies that have already shown that
white is correlated with clarity, purity and peace (Fraser,
2004), (Mahnke, 1996), (Wright, 1988). Similarly,
yellows elicit elements of sincerity, but blends happiness
and optimism(Clarke, 2007). Pink is associated with
emotions like sincerity and softness, includingemotions
of nurturing and warmth(Fraser, 2004).

The colours with longer wavelengths like red, orange and
deep yellow all have the same result of eliciting emotions
of excitement, extraversion, and energy.Ifthe need is to
elicit excitement and energy, red is the go-to colour.
Orange works when one wants neither sobriety or
excitement. Yellow is on the other end brings about a
mellow energy that neither red nor orange can elicit.
Brown on the other hand, shows competence. It relays
emotions such as reliability and seriousness(Fraser,
2004)(Clarke, 2007).

4.2 Usability

“Usability is part of the widely used term ‘“‘user
experience” and refers to the ease of access and/or use
of a product or website. A design is not usable or
unusable as such; its features, together with what the
user wants to do with it and the user’s environment,
determine its level of uwusability”’(Interaction Design
Foundation). Usability and web design are highly tied-in
and usability is linked to the consumer’s ability to
determine where he or she is and what he or she can do in
every step of the navigation process in a website(Flavian,
Gurrea, & Orus, 2007). High levels of usability influence
the affective states of users and therefore, along with
aesthetics and appeal, a website needs to be usable most
importantly(Desmet & Hekkert, 2007). (Palmer,
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2002)suggested and corroborated measures of websites’
usability and design, determining aspects related to the
response time, navigation,information and website
content. The research also diagnosed that interactivity of
a website and the ability to customise the appearance and
contents were factors for success of a website.

It is necessary that managers focus on the simplicity of
the website as it contributes largely to the usability of a
website (Gehrke & Turban, 1999), and also that it allows
users a certain level of freedom (Lorenzo, Carlota,
Gomez-Borja, Angel, & Descals, 2007). The connection
between website design and ease of use is to make it
simpler for clients to navigate through the site, enabling
them to control their tasks and giving them a feeling of
freedom during the navigation.The importance of website
atmospherics is said to attract users’ attention to the
website, to build upon users’ knowledge about the
organisation and to encourage users’ buying
intentions(Flavian, Gurrea, & Orus, 2007).

There is no unique and optimal design structure that will
lead to success, it is safe to say that simplicity and
freedom of navigation allows for tasks to be performed
seamlessly and calls for users’ attention.Despite the fact
that there is no uncertainty that these tools influence
customers to an incredible degree, it is necessary to
adhere to the essential principles of design, that is, have a
reliable appearance and experience, and make the
website simple to utilize and navigate(Zhang & Myers,
2005).

4.3 Aesthetics

Aesthetics is apparently said to have something to do
with  the joy and harmony that people
experience(Lindgaard G. , 2007). Auser clarifies,
intensifies, and interprets events in a visual
environmentthrough a cognitive process involving
aesthetics (Xu S. C., 2011).Research proposes that the
overall appeal of visual stimuli is firmly identified with
both user fulfilment and perceived ease of use. It likewise
proposes that decisions of visual appeal and satisfaction
depend vigorously on the first impression of these stimuli
and on the emotions and feelings they bring out in the
user that lays everything out for the whole interactive

Published by: The Mattingley Publishing Co., Inc.
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user experience(Lindgaard G. , 2007). In an online
setting, (Bloch, 1986)displayed that users generally
search for more products in the presence of pleasurable
stimuli and a pleasurable website atmosphere. It is
(Donovan, 1982)proposed that if the first impression
atmospherics are complex with oodles of information,
consumers are likely to spend less time looking for
products.

It was found that there is no consistency discovered
between one second exposure and the long exposure
quality perceptions in websites while trying to establish
first impression statistics (Lorenzo-Romero,
Constantinides, & Alarcon-del-Amo, 2013), which was
contrary to 50 milliseconds being enough to form the first
perception (Lindgaard G. G., 2006).As this inconsistency
is relevant, designers must not focus on making first
impressions in a short exposure environment and instead
focus on lasting long exposure impressions (Lorenzo-
Romero, Constantinides, & Alarcén-del-Amo, 2013).

To create customer goodwill and increasing conversion
rate, websites must have a balanced design with equal
importance to classical, expressive and design
aesthetics(Lorenzo-Romero, Constantinides, & Alarcon-
del-Amo, 2013). ‘Classical’ aesthetics refers to aesthetic
notionsthat are age old and antique. Classical aesthetics
elicits pleasant emotional responses and includes
concepts like clean and symmetrical. ‘Expressive’
aesthetics displays the impression of thedesigners’
creativity and originality.(Lindgaard G. G., 2006).
Studies also suggest that the impression of visual appeal
is closely related to concepts pertaining to the complete
impressions of layout and colour(Lindgaard G. G., 2006).
There is not enough conclusive data to establish the
importance of aesthetics alone without the other
variables.Design aesthetics have significant impact on
‘perceived ease of use’ (the degree to which a user
believes that using a particular system would be free of
effort) which signifies that a well-presented website
increases its users’ perceptions about user-friendly
interaction which could be instrumental to meet customer
requirements(Sreeram, Kesharwani, & Desai, 2017):
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Table 5 Studies and Dependent Variables
The dependent variables in this study are, namely; colour, usability and aesthetics.

STUDIES COLOUR USABILITY AESTHETICS
Shun Cai &Yunjie Xu (2011) v
Ganguly, B., Dash, S.B., Cyr, D. and J v
Head, M. (2006)
Kumar, J. (2017) v
Chai-Lee Goi (2012) V4
Wang, J., Hong, Y. &., Soonkwan, & v V4
Lou, H. (2010)
Lindgaard, G. G. (2006) v v
Lorenzo, Carlota & Gomez-Borja, v
Miguel Angel &Descals, Alejandro.
(2007)

Sangwon, L., & J. Koubek, R. (2010) v N4
Alsudani, F., & Casey, M. (2009) v
Monsuwé, P. T., Dellaert, C. G., & V4

Ruyter, K. (2004)
Baek, T. H., &Yoo, C. Y. (2018) V4
N. Tractinsky, A.S. Katz, D. Ikar v v v
(2000)

4.4 User experience

The construct of User Experience is defined as “private
events that occur due to encountering, undergoing or
living  through  the interaction  with  the
system ”"(Hassenzahl & Tractinsky, 2006). Design is
regarding user experience instead of regarding the
creation of product (Buxton, 2005). Web expertise will
have an effect on the user perception of amusement and
operation procedure towards the net, and therefore
affecting the satisfaction and purchase intention.
Compared with the information system quality, service
quality of the web incorporates a major impact on
purchase intention  (Hsu, Chang, &  Chen,
2012).Researchers believe that the UX is neither merely a
client perception, nor a technical support, and it cannot
be separated from 2 of them in study. UX is influenced
by several factors, it has to mix a range of helpful points
and analyse it comprehensively, therefore, promoting the
e-commerce business in a very a lot of stable setting, and
each customer and businessperson will have real
financial gain (Pan Y. W., 2017).Web experience
encompasses a lot of factors such as usability, aesthetics,
emotional arousal, feedback and more.(Pan Y. W., 2017).

(Hassenzahl M. , 2008)speaks of a base for a widespread
evaluation of user experience that gives anoverall view of
an information system considering both utilitarianand
hedonic qualities of a system and suggested using User

Published by: The Mattingley Publishing Co., Inc.

Experience as a measure of evaluation of a
instead of User Satisfaction.

system

Therefore, UX would focus on creating incredible quality
experiences than just preventing usability issues in the
world of positive HCI(Hassenzahl & Tractinsky, 2006).
4.5 Consumer Behaviour

“Consumer buying behaviour is the purchasing
behaviour of the final consumer which can be individuals
or households that buy goods and services for their own
consumption, The decisions of consumers are influenced
by a number of individual characteristics that are linked
to the consumer’s specific needs”(Kotler & Armstrong,
1991). Many factors affect consumer behaviour online ;
namely, cultural characteristics, social characteristics,
personal characteristics, and psychological
characteristics. Studies suggest that customers have
significantly higher loyalty towards online shopping than
conventional shopping and stores(Zhou, Dai, & Zhang,
2007).

(Monsuw¢,  Dellaert, &  Ruyter, 2004)analysed
theconsumer characteristics online and deduced that
income plays a key role in online buying behaviour.It
was concluded that the factors trust,convenience and
price are influential factors on the online consumer
buying behaviour(Hasslinger, Hodzic, & Opazo, 2008).
Invasion of customer privacy, misuse of their personal
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information or violation of their trust negatively
influences the customers’ attitude towards online
shopping(Monsuw¢, Dellaert, & Ruyter, 2004). Hedonic
factors like “enjoyment” are significant in influencing
consumers’ attitude towards online shopping along with
the utilitarian aspects. Therefore, marketers and designers
should focus on the enjoyable side of shopping on the
Internet as well as, in their promotions. Enjoyment can
refer to visual aesthetics and appeal.lt can be said that,
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“enjoyment” reflects customers’ perceptions about the
probable entertainment of shopping on the
Internet(Monsuw¢, Dellaert, & Ruyter, 2004).

It can be said that the layout of a website influences a
consumer through their attitude directed at the website,
whereas atmosphere influences their behaviour through
emotional arousal(Wu, Lee, Fu, & Wang, 2013)

STUDIES USER CONSUMER
EXPERIENCE BEHAVIOUR

Shun Cai &Yunjie Xu (2011) v

Ganguly, B., Dash, S.B., Cyr, D. and Head, M. V4

(2006)

Kumar, J. (2017) v i

Chai-Lee Goi (2012) J

Wang, J., Hong, Y. &., Soonkwan, & Lou, H. V4 V4

(2010)

Lindgaard, G. G. (2006) v

Lorenzo, Carlota & Gomez-Borja, Miguel v

Angel &Descals, Alejandro. (2007)

Sangwon, L., & J. Koubek, R. (2010) v

Alsudani, F., & Casey, M. (2009) v v

Monsuwé, P. T., Dellaert, C. G., & Ruyter, K. v

(2004)

Hassenzahl, M., &Tractinsky, N. (2006) v v

N. Tractinsky, A.S. Katz, D. Ikar (2000) v V4

Leung, & Rosanna, C. M. (2011) v

5. Discussion

5.1. Limitations

There are a few limitations to this review of literature.
Research was limited to peer-reviewed business,
psychology and computer science journals to understand
the influence of user experience on the consumer
behaviour. The review is largely focused only on web-
based media and has not included mobile-based media.
Further research reports which would have met the
admittance criteria may have been found in other non-
related journals.

5.2. Summary of key findings

The purpose of the review was to understand the
influence of user experience on consumer behaviour in
an online setting. Nearly, 100 manuscripts were
reviewed, of which 30 are referenced in this paper. The
review highlighted the constructs; colour, usability,

Published by: The Mattingley Publishing Co., Inc.

aesthetics, user experience and consumer behaviour. The
syntheses of 30 studies of consequences of user
experience on consumer behaviour provide consistent
findings.

It can be said that there is no universal colour scheme,
but designers and marketers can adopt colour theory
accordingly to affect the consumer’s perception and
induce buying. Depending on the emotion the marketer
intends on eliciting in the consumer, he/she can refer to
colour theory and use a constant colour palette
throughout the website. Studies also suggest that the
impression of visual appeal is closely related to concepts
pertaining to the complete impressions of layout and
colour(LINDGAARD G. G., 2006). It is important to
give equal representation to several factors that influence
a customer online. Web experience encompasses
aesthetics, information  flow, usability, colour,
navigation, and overall design. Designers need not focus
on the time limit that consumers take to make their first
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impression as there is no limit as such. Research has
shown that initial impression can last over several
minutes as a consumer navigates through the website.
Usability is a key factor in the success of the website. It
is necessary for designers to keep the website easy to use
and clean. The website must be characterised by
simplicity and freedom of navigation. Although it is hard
to determine which construct outweighs the other, it can
be said that a clean and simple website design that is
visually appealing will lead to positive consumer
behaviour.

5.3. Recommendations for future research

It is suggested that scope of user experience-based
research be widened to include various other media such
as mobile and augmented reality. It is necessary to focus
on factors such as usability and aesthetics individually to
see which construct holds more importance while
designing a website or a mobile application. Further
research is required to provide designers and marketers
with a better understanding of the influences of each
construct on consumer behaviour. Finally, it is necessary
to understand to what extent customers rely on the visual
appeal of the website to make a positive purchase
decision.

5.4. Conclusion

As the use of Internet only increases day-by-day, it is
necessary to identify what factors positively influence a
customer in an online setting. User Experience enables
marketers and designers to assess the success of factors
such as design, aesthetics, usability, etc on the
consumer’s behaviour. It can be said there is no universal
design structure that yields a similar response. User
Experience is dependent on several factors such as
Usability, Aesthetics, Colour, and more. By varying these
factors, one can then achieve an optimal solution that is
unique to their problem. There are universal guidelines to
usability and colour theory, but they must be adjusted
accordingly for the marketer to elicit a positive consumer
response
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