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ABSTRACT 
 

 
Objective – The growth of online retailers has increased competition in online business. This situation has forced online 
retailers to design web atmospherics more attractively. This empirical study examines how web atmospherics, namely, 
web color and product display, will influence visitor responses. 
Methodology/Technique – The method was experimental design. Using factorial design and ANOVA, this paper 
investigates whether cool colors (versus warm) and models (versus without a model) generate more positive emotional 
arousal, attitude, and purchase intention. Four artificial websites, based on a combination of web color and product display 
(with versus without model), were developed; 120 participants evaluated each website between subjects.  
Findings – The result show that a cool color, with a model on the product display, can stimulate emotions and more 
positive attitude toward a website than any other combination. Furthermore, it will encourage purchase intention. 
Novelty – This research combines color and human models to offer apparel products on an artificial website. The 
combination can be implemented in a real apparel website to optimize an online business. 
Type of Paper: Empirical 
 

Keywords: Website Color; Product Display; Customer Response, ANOVA. 
JEL Classification: M31, M37. 
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1. Introduction 

Although the number of Internet users has increased in last five years, this condition does not guarantee 
online sales, especially in ASEAN countries. In Southeast Asia, there are more than 250 million smartphone 
users, but only one in four consumers over the age 16 has made an online purchase (Hoppe, Lamy, & Cannarsi, 
2016). Online sales are still low in ASEAN countries; only 1% of total retail sales are in Indonesia, Malaysia, 
Philippines, Singapore, Thailand, and Vietnam (DBS Asian Insight, 2015). In Indonesia, online sales in 2014 
were only 0.7% of total sales, such as through entertainment media, electronics, fashion, and tourism.  

In 2016, Internet penetration in Indonesia reached 40 percent of the population, or 100 million Internet 
users (The Association of Internet Service Providers in Indonesia [APJII], 2016). One-third of the Indonesian 
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population are active social media users, not only for communication but also to use e-commerce platforms 

for small and midsized enterprises (Indonesia-Investment, 2016). Thus, the potential market is high.  

This high potential market will attract more online retailers, both in mixed-channel and pure online retailers. 

Online retailers are the terms in which the retailer operates only through the website (Keller, 2013). There are 

potential aspects and implications of online retailing for buyers and sellers that could promote a business. This 

is the reason why more retailers are considering online trading in doing business (Eroglu et al., 2001): the 

operating cost is lower than in the retail-based store (Euromonitor, 2015).  

Meanwhile, from the consumers’ perspectives, online shopping offers the convenience of being both 

temporal and spatial, thus offering value through the opportunity to compare prices, which increases the 

likelihood of hedonic consumption (Eroglu et al., 2001). There are access, search, evaluation, transaction, 

possession, and post-purchase convenience dimensions in online shopping (Jiang, Yang, & Jun, 2013). 

Sustaining a high level of online shopping convenience and offering competitive prices has become a key 

driving force for online retailers, with the aim of enhancing customer loyalty. The success of online retailers 

depends on their ability to ensure that consumers do not just visit a website but also spend sufficient time to 

explore the site. To achieve this goal, the web designer and manager must understand how consumers choose 

a certain website among a wide selection of sites, how consumers interact with the web and evaluate the web 

design interface, and how consumers make purchases through a website (Eroglu et al., 2001).  

Based on the above explanation, the problem in this research is whether there are differences in responses 

in terms of positive emotion, attitudes, and purchase intention arising from different apparel product displays 

and web colors. Further, we also need to examine whether emotion could influence attitude and purchase 

intention. 

1.1 Stimulus-Organism-Response  

A stimulus-organism-response (S-O-R) account of how the physical environment affects the internal state 

and behavior of people (Faryabi et al., 2015). Wu et al. (2014) suggested that this framework provides a 

structure in which to identify the relationship between stimuli from the environment (stimulus), the organism, 

and its response. The framework of S-O-R is conceptualized as a stimulus effect that evokes the emotions of 

an individual (Eroglu et al., 2001). Stimulation from the environment or stimulus (S) will affect a person’s 

internal state (O) and responses from audiences (R). In the context of online retailing, the stimulus can be 

defined as the sum total of all visible and audible cues for online shoppers. 

Consumer attitudes to the website also will be assessed at the organism stage (Wu et al., 2014). The 

organism is described by the state as affective and cognitive processes that intervene in the relationship 

between stimulus and response of an individual, such as fun (pleasure), excitement (arousal), and domination 

(Eroglu et al. 2001). In the last phase, the response of consumers is related to consumer purchase intentions 

after visiting a website (Wu et al., 2014). According to the framework of S-O-R, this is the response of 

consumers referring to the behavioral approach or avoidance behavior, which is a consequence of a person’s 

affective and cognitive state (Eroglu et al., 2001).  

1.2 Website Atmospheric 

Dailey (2004) defined website atmospheric as the creation of a website to create a positive effect on the 

user, for example, positive cognition and affection. The web atmosphere, which is defined as being a set of 

atmospheric cues, includes a wide range of colors, sounds, layouts, speeds, navigation instructions, and so 

forth (Dailey, 2004). Conventionally, this is the term used to describe space atmospherics and to design a store. 

Currently, the term is also used in the atmospheric environment of e-commerce to describe the layout and 

design of a store’s website (Abbott et al., 2000).  

Eroglu et al. (2001) also explained that the atmosphere of an online store can be divided into information 

classified as high task and low task. High task cues include all descriptions on the website, either in writing or 
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as images, which appear on the screen, as well as facilitating and enabling achievement of the consumers’ 

goals. High task cues include all descriptions about the product, price, terms of sale, delivery and return 

policies, product images, and navigation systems that facilitate consumer usage on the website. The purpose 

of the high task is to guide shoppers into achieving their goals. On the other hand, low task cues refer to all 

information not associated with consumer spending activity. Low task cues include colors, borders, patterns 

on the background, fonts, animations, music and sounds, entertainment in the form of a games or contests, 

other than product images, web counters, and awards as well as the affiliate website. In this study, the authors 

use color and product image as stimuli. 

1.3 Conceptual Framework 

In the context of online shopping, web atmospherics act as stimuli that trigger certain emotional states of a 

shopper, leading either to positive or negative experiences (Kawaf & Tagg, 2017). Eroglu et al. (2001) 

explained how the online shopping environment influence experience, namely, web atmospherics, SOR 

adaptation, web design, and web quality. Eroglu et al. (2001) argued that web design must be considered 

because it plays an important role in influencing consumer purchase intentions. Display or product images and 

web color were explained by Wu et al. (2014), who adopted a framework stimulus-organism-response (S-O-

R) as an effort to develop a conceptual model of an online retail store. The stimulus-organism-response (S-O-

R) framework was initiated by Mehrabian and Russell (1974; in Wu et al., 2014) to provide a framework in 

which to identify the relationship among stimuli from the environment, organisms, and response. Thus, the S-

O-R framework provides a structure in which to identify the relationships among the stimuli (S) of the 

environment, organism (O), and response (R). 

Product display and web color are the stimuli (S) that can be classified as an aspect of atmospherics. The 

atmosphere concern about the design and various other aspects to influence the buyers (Kotler, 1973; in 

Solomon, 2013). These stimuli cause different reactions from visitors. This reaction can be seen as emotions, 

attitude during or after exploring the website, as well as purchase intentions through the website. Emotions 

and attitudes belong to the stage of the organism (O) in the framework of S-O-R. Further, the final response of 

consumers (R) is related to consumer purchase intentions. Purchase intention refers to the probability and the 

willingness of people to buy through the website and is an appropriate indicator to measure consumer response 

after visiting a website (Wu et al., 2014).  

Based on the S-O-R model, the online environmental cues or stimuli (i.e., web color and product display 

by model or without model) would influence the affective and cognitive reactions (i.e., the internal states of 

the organism), finally approach/avoidance behaviors (i.e., the response). 

1.4 Research Objective and Hypotheses 

In Indonesia, there is still limited study that focuses on the effectiveness of web atmospherics, especially 

on product display and web color, and how web atmospherics can influence visitors. This study was conducted 

to determine the effect of the web atmospherics on emotion and visitor behavior. First, whether the product’s 

display (with and without model) and web color (cool and warm) could create positive emotion, attitudes, and 

purchase intention. Second, whether emotions could influence attitude and further purchase intention. 
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Figure 1. Research Model 

Regarding the S-O-R framework, this study investigated the effectiveness of web atmospherics in 

enhancing emotion and behavior. Then and DeLong (1999) emphasized the importance of using human models 

in the product display to show how clothing looks when it is worn. Hong (2001) stated that web design plays 

an important role in influencing consumer attitudes to the web. Favorable web designs are conducive to 

generate more positive attitudes. Faryabi et al. (2015) suggested the combination of colors on the web can 

influence customers’ perception of the store as well as encourage them to visit and purchase through the web. 

Pleasure and arousal are also affected by color. Color can contribute not only to differentiate the product from 

that of the competitors but also can affect mood and feelings (Singh, 2006). Valdez and Mehrabian (1994) 

stated that color with shorter wavelengths is able to induce pleasure. Cool colors such as blue–green and green 

also evoke emotion or passion. Hence, this study offers the following hypothesis: 

H1: Emotional arousal will be higher when it uses a human model and cool color 

H2: Attitude will be higher when it uses a human model and cool color 

Lee et al. (2003) found that emotion, including arousal, will significantly affect positive consumer attitudes. 

Therefore, this study offers the following hypothesis: 

H3: Emotional arousal positively influences attitude toward a website. 

Baker et al. (2002) also stated that the emotional state of consumers is positively related to consumers’ 

willingness to make a purchase. Referring to the S-O-R framework, a response can be seen as the result of an 

approach or avoidance behavior. Therefore, this study offers the following hypotheses: 

H4: Emotional arousal positively influences purchase intention. 

H5: Attitude positively influences purchase intention. 

2. Method 

2.1 Research Design 

This study uses factorial design (2x2). The factors are product image represented by a human model (with 

versus without model) and web color (warm versus cool). The dependent variables are the consumer response 

after visiting an artificial website: emotions, attitudes, and purchase intentions. There are some extraneous 

variables: website content, selection of products available on the web, information about the product (brand, 

price, product description, care instructions). The authors controlled all these variables by developing four 

artificial websites.  
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2.2 Development of Stimuli and Manipulation Check 

The classification into warm and cool colors is based on a study by Valdez and Mehrabian (1994). In a 

pretest, 30 participants were asked to choose one color as a dominant color for the web, for each category, 

without knowing if the category was warm or cool. Ten colors in the Munsell color system were used (Figure 

2). The left side is a warm color, and the right side is cool. The result demonstrates that last color on the left 

side was chosen as the warm color and the second color on the right side as the cool color. Combining these 

two colors and the human model, there are four stimuli that refer to four artificial websites (see appendix).  

 

 

 

 

 

 

 

     

 

 

Figure 2. Categorized Colors 

2.3 Samples 

A total of 120 participants completed the experiments. For this purpose, a purposive sampling technique 

was used to obtain the participants. The participants are between the ages of 31–40 years old; 82% are married; 

47.6% are married; 56.7% have a bachelor degree; and 81.7% have experience in online shopping. 

2.4 Measurement and Data Analysis 

Using a 7-point Likert scale, there are seven items to manipulation check of color adapted from Bellizzi 

dan Hite (1992). Emotional arousal was measured using 16 items (Mummalaneni, 2005). The attitude was 

measured using eight items, and purchase intention was measured using four items adapted from Kraft et al. 

(2005). ANOVA and multiple regression were conducted to test the hypotheses. 

3. Result and Discussion 

3.1 Hypothesis Testing 

The highest mean score of emotional arousal toward a website is when the site used models and cool colors 

(mean=5.63) (Figure 3). In this study, green–blue represents cool. The test results are consistent with those of 

Valdez and Mehrabian (1994), which described that the green–blue color was classified as creating the most 

feelings of pleasure. This condition was related to the level of pleasure. Valdez and Mehrabian (1994) also 

said that the blue–green color is in the second order of the most colors that can evoke emotions or passion of 

a person, where the first is a yellow–green color as one of the relatively warm colors, which is associated with 

a person’s level of arousal. Emotion also is related to the use of human models. When products are displayed 

by using the model, consumers will feel more comfortable to shop (Shih, 1998). This result supports H1. 
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              Figure 3. Emotional Arousal                                     Figure 4. Attitude Toward a Website 

Attitudes toward a website that uses models and cool colors have the highest mean score (5.8905) (Figure 

4). In the context of online shopping for specialty apparel, risk is decreased, which is related to increasing 

product information because product display is a method to provide information (Kim et al., 2009). According 

to Spies et al. (1997), a person is more likely to make a purchase and spend more money when there is a 

positive mood than someone with a negative mood. Hence, there is a possibility in the importance of 

interactions between the mood of the customers and their buying behavior. Bellizzi and Hite (1992) states that 

an environment with cool colors is able to encourage consumers to explore and shop the web and reduce the 

delay purchase of a product. This result supports H2. 

There is positive influence of emotional arousal toward attitude (B=0,634: p=0.000). These results indicate 

that the higher the level of emotions arouse after accessing a website, the more positive attitude toward the 

web. The level of emotion encompasses feeling happy, cheerful, happy, satisfied, excited, enthusiastic, 

realized, and passionate (Mehrabian & Russell, 1974; Mummalaneni, 2005). These emotions lead to positive 

attitude toward a website such as comfort and increased attractiveness. Consumers are happy to spend time 

while exploring a website, as well as purchasing through the web; it is good and pleasant when they decide to 

make a purchase through the web (Kraft et al., 2005). This result supports H3. 

Further, there is the positive influence of emotional arousal toward purchase intention (B=0,336: p=0.000) 

and attitude toward purchase intention (B=0,491: p=0.000). In line with these results, Menon and Kahn (2002) 

revealed that pleasure encourages the approach behavior. Pleasure also encourages the desire to seek 

stimulation in the next event. Purchase intention is an approach behavior that is often used in the context of 

online shopping (Eroglu et al., 2003), as demonstrated by consumers who increasingly intend to buy, most 

likely to purchase, consider buying, or are planning to make a purchase through the web in the future (Kraft et 

al., 2005). This result supports H4. 

Eroglu et al. (2001) states that the consumer response refers to the approach or avoidance behavioral. 

Approach or avoidance behavioral is a consequence of affective state and a person’s cognitive. Approach 

behavior includes responses that are positive, such as consumer purchase intentions. Previous studies revealed 

that the attitude toward a favorite clothes’ website will affect intention—not just to find information on the 

web but also to buy clothes from the web (Seock & Norton, 2007). This result supports H5. Based on these 

results, the research model following the S-O-R model was confirmed. 

6. Conclusion 

This study confirms the S-O-R framework in an artificial fashion website. The result shows that web design 

that uses a dominant cool color as well as a human model can evoke emotions, thus creating a more positive 

attitude toward the website than other combinations. Furthermore, it will encourage the purchase intention of 

clothing products being offered. Online retailers can use a human model with a product display to reduce the 

consumer risk perception because online purchases are considered a higher risk than purchases in stores, 
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especially in the context of buying clothes. Through using the human model, online retailers can provide 

additional information about the product, which will help to intensify a consumer’s positive belief in the 

product. Use of a human model helps to enhance positive emotion and consumer attitudes and increase 

intention to purchase through the web. 

This study suggests that the use of cool colors is able to cause more positive emotions and attitudes. The 

use of cool colors inspires consumers to feel happy, cheerful, and satisfied. The use of cool colors also leads 

to consumers being happy to spend more time to explore a website and finally willing to make a purchase 

through the web. Hence, online retailers need to pay attention to the importance of web visual design. This 

will help generate a positive response and attract consumer attention. But one should be careful in applying 

the results because these results from an experimental design have low external validity. Thus, the author 

recommends future research using an actual website through surveys as well as the use of other colors and 

different products. 
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