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“Enquanto prosseguíeis com o  

percurso escolar, deveis tomar  

a decisão sobre o que estudar, e começar a 

especializar-vos frente ao que fareis  

na vida. Isso é justo e conveniente. 

 Mas lembrai-vos sempre que toda a  

matéria que estudais  se insere em um  

horizonte mais amplo. Não vos reduzíeis  

jamais a um horizonte restrito. ” 

(Pope Benedict XVI, 2010) 
 

 

“Our job is to wake up the consumers.  

If we become predictable, that’s not waking them 

up.” 

(Philip Kotler, 2020) 
 

 

“Le groupe pense, sent, et agit tout autrement 

que ne feraient ses members s’ils étaient isolés.” 

(Émile Durkheim, 1895) 

 

“ Mais que suis-je donc ? Une chose qui pense. 

Qu’est-ce que cela ? C’est bien une chose qui doute,  

qui connaît, qui affirme, qui nie, qui veut,  

qui ne veut pas, qui imagine aussi et qui sent.” 

(René Descartes, 1641) 
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Abstract 
 

 In an online context, marketers can only benefit from sensorial marketing by 

exploiting visual stimuli through objective sensory features (OSF). These play a 

determining role in the brand-consumer connection, arousing emotions, feelings, 

and impressions in the consumer's subconscious. For decades, retail brands have 

been benefiting from sensory marketing to deliver a unique and engaging brand 

experience and consequently, increase sales.  

 Previous research has shown that the OSF of a website is one of the key 

dimensions to impact user's emotions and impressions. However, the 

relationship between OSF and consumer purchase intentions (PI) lacks research. 

Moreover, the following two dimensions of OSF, picture size (PS) and menu titles 

and filters (M&FT) that impact the aesthetics of a webpage layout, will enhance 

the consumers’ response to a retail brand website. Nonetheless, there are still few 

empirical studies on this area.  

 This dissertation aims to understand the role of OSF in customer PI through 

the manipulation of two of its dimensions, PS and M&FT, explain the importance 

of these dimensions in a website and provide guidelines for companies to take 

advantage of these crucial, relatively unexplored dimensions of OSF. 

 This research was conducted through a random distribution of four 

questionnaires, representing a different combination of two OSF dimensions, 

applied to cosmetics online e-commerce. The collected data were analysed 

through a variance analysis with two factors for repeated measures (Factorial 

ANOVA) and three linear regressions to validate the hypotheses of the proposed 

model. 

 The results demonstrate that an “affective website” increases consumers' PI 

due to the intermediating role of affective responses (AR) and trust. By using 

positive website’s OSFs through moderate-high stimuli, brands can induce 
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hedonic emotions and impressions such as interest and comfort and, 

consequently, trust. Finally, the results determined that the greatest OSF 

combination is large pictures and simple menus and, that the most determinant 

OSF dimension to influence consumers' ARs is PS. 

 To conclude, this study provides a contribution to the literature by explaining 

the role of OSF in consumers’ PIs. Also, by presenting a set of relevant 

implications, it aims to increase the knowledge of companies and researchers on 

this relevant topic. 

 

Keywords: E-commerce website, objective sensory features (OSF), picture size 

(PS), menus and filters title (M&FT), affective responses (AR), trust, purchase 

intention (PI)  
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Resumo 
 

Num contexto online, os marketers só podem beneficiar do marketing sensorial 

explorando estímulos visuais através de funcionalidades sensoriais objetivas 

(OSF). Estas desempenham um papel determinante na ligação marca-

consumidor, despertando emoções, sentimentos e impressões no subconsciente 

do consumidor. Durante décadas, as marcas retalhistas têm beneficiado do 

marketing sensorial para proporcionar uma experiência única e envolvente com 

a marca e, consequentemente aumentar as vendas.  

Pesquisas anteriores demonstraram que a OSF de um website é uma das 

dimensões chave a ter impacto nas emoções e impressões de um utilizador. 

Porém, a relação entre OSF e as intenções de compra dos consumidores (PI) 

carece de investigação. Além do mais, as duas seguintes dimensões-chave do 

OSF, tal como o tamanho da imagem (PS) e os títulos dos menu e filtros (M&FT) 

que têm impacto no layout da webpage e, por conseguinte, na ligação entre a 

marca e o consumidor, enfrentam uma lacuna significativa.  

 Esta dissertação visa compreender o papel do OSF na PI do cliente através da 

manipulação de duas das suas dimensões, PS e M&FT, explicar a importância 

destas dimensões num website no comércio eletrónico de cosméticos e fornecer 

diretrizes para que as empresas possam tirar partido destas dimensões cruciais 

do OSF, relativamente inexploradas. 

 Esta pesquisa foi realizada através de uma distribuição aleatória de quatro 

questionários, que representam uma diferente combinação de duas dimensões 

do OSF, aplicadas ao comércio online de cosméticos. Os dados recolhidos foram 

analisados através de uma análise de variância com dois fatores para medidas 

repetidas (Factorial ANOVA) e de três regressões lineares para validar as 

hipóteses do modelo proposto. 
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 Os resultados demonstram que um “website afetivo” aumenta as PI dos 

consumidores devido ao papel de intermediação da resposta afetiva (AR) e da 

confiança. Ao utilizar as OSF positivas de um website através de estímulos 

moderados-altos, as marcas podem provocar emoções e impressões hedónicas  

como interesse e conforto e, consequentemente, a confiança. Por último, os 

resultados também demonstraram que a combinação mais forte são as grandes 

imagens e simples menus e que a dimensão mais determinante nas ARs dos 

consumidores é o tamanho da imagem. 

 Em conclusão, este estudo contribui para a literatura explicando o papel das 

OSF nas PI dos consumidores. Contudo, ao apresentar um conjunto de 

implicações relevantes, pretende ser um contributo para aumentar o 

conhecimento das empresas e dos investigadores sobre esta área.  

 

Palavras-chave: Website de comércio eletrónico, funcionalidades sensoriais 

objetivas (OSF), tamanho da imagem (PS), títulos dos menus e filtros (M&FT), 

respostas afetivas (AR), confiança, intenção de compra (PI)  
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Chapter 1  

Introduction 

 

In the current competitive global market, brand differentiation is more 

important than ever. Companies are constantly confronted with consumers’ 

proactive attitude (Labrecque et al., 2013) and the need to maintain competitive 

advantages through the brand-consumer connection (Pollak et al., 2021). 

Given that traditional marketing is not as effective as before, for being too 

rational, companies must explore consumers’ subconscious and adapt to this new 

marketing era. In this new phase sense-based marketing is used to elicit 

behaviours (Perkins, 2013), feelings (Hanna & Hall, 2004), and impressions 

(Vogel et al., 2020) since they are all driven by emotions rather than reason.  

Hence, just like the market’s evolution, marketing mutated into a 

multidimensional brand-customer conversation, where products find their 

voices in consumers’ subconscious (Krishna, 2012). 

As objective sensorial features (OSF) is the first element users notice in a 

website, brands should invest in enhancing it. This website dimension shapes 

consumers’ perceptions (Henderson et al., 2003), emotions (Bufquin et al., 2020), 

behaviours (Foulds et al., 2021), and impressions (Vogel et al., 2020). Indeed, 

given the immediate connection between the eyes and brain, 80% of the sensorial 

information is transmitted through sight by the optical nerve (Manzano et al., 

2019). Therefore, OSF quickly affects consumers emotions and impressions 

(Hepola et al, 2017). Thus, this research will focus on this key website visual 

dimension.  

Research on this topic, only studied the impact of functional and aesthetic 

features of OSF on consumers’ affective response (AR). However, the correlation 

between OSF and purchase intention (PI) has not been studied yet, especially 
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when applied to the cosmetics industry where aesthetics is crucial. Moreover, 

few studies have focussed on picture size (PS) and menu and filters title (M&FT), 

the two dimensions of OSF addressed in this dissertation.  

To understand the role of OSF on consumers’ PI, in the cosmetics market, this 

thesis aims to answer the following questions: 

RQ1: How can OSF impact consumers’ ARs? 

RQ2: How does AR influence consumers’ trust? 

RQ3: How does trust influence consumers’ PI? 

This dissertation pretends to fulfil the following purposes: understand the role 

of a OSF on customers’ PI through the manipulation of two of its dimensions, PS 

and M&FT, explain the importance of a website’s OSF, focusing on the particular 

case of cosmetics, and provide guidelines for companies to profit from these 

relatively unexplored crucial dimensions of OSF. 

With this aim in mind, this research will start by providing a deep analysis of 

the literature regarding the most relevant theories and concepts on e-commerce 

websites, OSF, PS, M&FTs, AR, trust, and PI. Then, the successive chapters will 

provide a full description of the research methodology, followed by a 

presentation and discussion of the study’s results. Finally, a conclusion will 

outline this thesis’s main theoretical implications and derive suggestions for 

future research avenues.    
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Chapter 2 

Literature Review  

Research on sensorial marketing has been consistently done with a focus on 

visual and auditory senses (Hulten, 2020; Krishna, 2012). For example, according 

to extant research, simpler webpage backgrounds are more effective than 

complex ones, given that complexity arouses awareness but not pleasantry, 

interest or satisfaction (Bruner & Kumar, 2000). Withal, marketers have also 

found, through eye-tracking, that following the brand’s logo, users focus on the 

navigation menu and pictures (Djamasbi et al., 2010). However, research on 

stimuli such as PS or M&FT, that impact the user’s decision of remaining and 

leaving the website, is still limited.  

Prior research suggests that the relationship between website features, namely 

PS and M&FT, and users’ first impressions remain very consistent during the 

entire exposure time (Pengnate & Sarathy, 2013). For this reason, in an online 

context where consumers can only rely on their visual senses to form an opinion 

about the brand and its products, OSF is crucial. Indeed, a website’s aesthetic 

features, and, in particular OSF, will initially drive the emotions and behaviours 

(ARs) that consumers will experience (Kouki-Block & Wellbrock, 2021). 

PS can influence AR, emotions, and behaviours, specifically happiness, 

boredom and excitement (Keib, et al., 2016), and perceptions, namely, the brand's 

transparency and honesty, as larger pictures can compel customers to develop a 

trustworthy relationship (Lim & Ang, 2013).  

M&FT influences a website’s symmetry, aesthetics and its organization and 

therefore, it affects a website’s layout which influences users’ emotions and 

behaviours (Garett et al., 2017) 
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2.1 E-commerce Websites 

 

From a business point of view, e-commerce is a time lifesaving opportunity 

that benefits both suppliers and customers with a 24/7 availability, higher 

product selection, the absence of waiting lines, reduced rent, salary costs and 

more brand, product, and price information, (Sunitha & Gnanadhas, 2014).  

Currently, the global online market size nearly reached €4 trillion, and by 

virtue of the growth of internet connectivity and e-commerce websites, the 

number of online shoppers in 2020 has increased to 2.14 billion which conveys 

that 27.6% of the world’s population is an online shopper (Oberlo, 2021). 

In 2019, the European cosmetics industry gained more than €112 billion with 

the largest markets being Germany (€14 billion), France (€11.5 billion), the UK 

(€9.8 billion), and in 12th place, Portugal (€1.05) (Statista, 2021). Nonetheless, 

only 37.2% of cosmetics products are purchased online. Therefore, it is important 

to emphasise that cosmetic retailers need to improve their e-commerce websites 

to stimulate online purchase. 

Furthermore, in the European Union (EU), 73% of internet users shopped 

online (Eurostat, 2021), where they spent an average of five hours per week. 

Thus, an article from Harvard Business Review (Fineman, 2013) defends that 

regardless of working several hours at the office, suffering from dry eyeballs and 

lacking focus when accomplishing activities, individuals jump to internet folders 

or social media every 90-120 minutes (Xu & Yang). It is essential for brands to 

profit from this situation by having interesting websites that capture users’ 

attention to make them return to the website on the following break (Stojmenovic 

et al.,  2014). 

According to Wargo (2006), only 0.05s is required for a first impression to be 

formed. It is indispensable for brands to design a website that will promptly 

stimulate consumers’ senses and positively influence their ARs (Hanna & Hall, 

2004). These stimuli, namely, the brand’s logo, imaging display, text-
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background, layout, saturation, menu presentation, thus, all OSF features that 

were sent by the optical nerve will be received and interpreted by the user’s brain 

(Norman, 2002). 

Nevertheless, as websites can appear to be unreliable, since shoppers cannot 

exploit their five senses, brands are obliged to exploit visual stimuli to compel 

them to navigate the website and purchase. 

 

2.2 Objective Sensorial Features  

2.2.1 Picture Size 

 

Also known as product disposition, PS refers to each picture size presented on 

a website and therefore, to the number of products presented on each line 

(Djamasbi et al., 2010). These authors proved that pictures increase the user’s 

positive impression of the brand and arouse warm feelings, only when suitable 

with the theme and human imaging (West, 2016).   

Knoche & Sasse (2009) also studied how pictures influence an individual’s 

emotions, perceptions, communication, and behaviours. This research  also 

underlined that pictures must be clear to ensure that users received the correct 

message. Thus, previous studies indicate that this element of OSF is key to 

provide a more pleasing customer journey, by guaranteeing users will be 

exposed to an appealing website with clear and interesting pictures for them to 

observe (Hollebeek et al., 2020).  

Research further shows that PS improves product information and reduces the 

complexity associated with the task and, consequently, arouses emotions 

(Bekkers & Moody, 2011). In this respect, it is worth emphasizing that emotions, 

particularly boredom, drives impulse purchase (Bozaci, 2020). To illustrate, a 

bored customer exposed to a website with bigger images will have a more 

pleasant customer-journey and, may end up purchasing (Liu et al., 2013) 
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compared to an interested customer navigating that same website but with 

smaller images.  

Moreover, Kim & Lennon (2008) stated that despite verbal description having 

more impact on consumers’ decision-making, larger pictures are more effective 

in evoking positive ARs towards products (Xia et al., 2020). Thus, it is assumed 

that a website with smaller pictures and verbal text will bore and tire consumers. 

On the contrary, that same website with bigger images will encourage consumers 

to feel more interested with higher PI.  

As the cosmetic industry is based on aesthetics and beauty (Hassenzahl, 2004), 

customers prefer to visualise the products clearly by only selecting a few 

products per row to focus on details. This argument is confirmed by most 

cosmetic websites that chose to display four products per row and with larger 

pictures so the user can notice all the details, instead of the 7 product display. 

This way, brands will have more satisfied consumers who experienced a better 

customer-journey and will stimulate positive e-WOM and repurchase 

(Cantallops et al., 2018). 

Ultimately, PS reduces online risk perception by providing a more reliable 

website (Lee et al., 2014) that highlights each product (Kim & Lennon, 2009) and, 

therefore, overcomes the challenge of consumers not being able to touch or 

experience the product (Heller et al., 2019). Compared to retail shoppers, online 

cosmetic shoppers are more insecure about e-commerce. As a result, brands use 

new digital features. These new tools can enhance product visualization and 

improve conversion rates (Nair, 2021) through the zooming option or, they can 

facilitate the online experience (Jiang & Benbisat, 2016) with the try-it-on options  

like NYX does. Interestingly, to access these tools the customer must open the 

product’s link. Therefore, if a website‘s OSF is not appealing, the users will 

abandon the website before even reaching this tool. It is important to emphasize 

how these features do not replace PS since customers must be exposed to an 

appealing website and feel positive ARs (Evans, 2021) before considering using 
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these tools. Lastly, it is imperative to understand how PS impacts consumers’ AR, 

especially with the rise of e-commerce.   

 

2.2.2 Menus and Filters Title 

 

Present in all websites, M&FT comprises the navigation menu that organizes 

all products into categories and narrows a user’s search with the requested 

features. Despite the limited research done on this topic, several studies have 

proved its impact on aesthetics and usability (Chaparro & Phillips, 2009) and 

thereupon, on consumers’ ARs and attitudes towards websites (Wu et al., 2018).  

Studies on visual complexity, describing the overall visual richness of an 

interface, indicate that users often weigh pre-use decisions on M&FT. They prefer 

a stimulating website over a simpler one (Eytam et al., 2017) and the more 

appealing it is, the more time users will spend on the website. However, Pandir 

and Knight disagree and proved a negative correlation between complexity and 

pleasure (2006). Nevertheless, this complexity regards highly visual complex 

websites, with an accentuating difficulty of understanding the interface and over-

elaboration of the website’s OSF, which discourages users.  

Considering the findings of prior studies, it is assumed that consumers will 

respond more favourably towards websites that fall within a moderate-high 

range of perceived complexity (Geissler et al., 2013). In fact, as first impressions 

are the consequence of visual features (stimuli) that affect the user and not its 

content, users prefer websites that moderately-highly stimulate them. This is the 

case of websites that have invested in interesting menus instead of displeasing, 

long or complex menus.  

Furthermore, as first impressions are quite quick to form, once a user receives 

complex stimuli (with M&FT), the brain will be very stimulated, and the user’s 

valence will increase. In this respect, it is important to emphasize that brands 
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should not misinterpret visual complexity with puzzling messages that detain a 

pleasant customer exposure.  

Moreover, the navigation menus are also responsible for the user’s customer 

experience. For instance, the option for users to “open and select the associated 

filters” captures consumers interest and arouses them. Hence, by providing a 

pleasing interaction with the website, M&FT will affect their actions and 

perceptions (Lemon & Verhoef, 2016). As the M&FT presentation will 

significantly influence user experience, consumers’ PI and user satisfaction (Tang 

et al., 2022), brands must understand how to present them. Usually, users spend 

an average of 6.44s looking at it (Alsudani & Casey, 2009), hence, all M&FTs 

effects are formed very quickly. 

In addition to what has been said, this variable also influences the website’s 

ease of navigation. Regardless, it is imperative to delineate that the only effect 

understudy in this dissertation is the aesthetic role of M&FT on AR.  

 

2.3 Affective Response 

 

Defined as the emotional response to a stimulus or a situation, AR indicates 

the nature and significance of a person’s ongoing interaction with the 

environment (Altman & Wohlwill, 2012), considering all feelings and responses, 

positive or negative, related to emotional behaviours, knowledge, or beliefs 

(Lazaris et al., 2020).  

ARs are multi-componential responses transmitted by the nervous system, 

originating from a stimulus, that affects the individual’s actions, expressions, 

affective evaluations, and attitudes (Wuensch et al., 2021; Zhang, 2013).  

Indeed, literature confirmed that ARs have a stronger and direct impact on job 

satisfaction (Nikolaev et al., 2019), decision-making and shopping behaviours 

(Mittal & Ross, 1998), the consumer-brand relationship (Balconi & Fronda, 2020), 
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impressions (Forgas, 2011) and trust (Myers & Tingley, 2017) compared to 

cognitive decisions.  

It is notable that most induced states and immediate ARs are not influenced 

by cognitive procedures, but solely caused by a stimulus (Lin & Xuemei, 2022). 

For that reason, they are triggered faster than rational responses (Keltner et al., 

2019). Withal, according to Kardes et al. (2008), contrary to general assumptions, 

despite the subjectiveness of ARs, consumers exhibit greater similarity in ARs 

compared to reason-based assessments. Interestingly, they neglect functionality 

and usability issues when a website induces positive ARs whereas, a website 

with low ARs but highly functionality and useful information will generate 

negative ARs and impressions (Lindgaard & Dudek, 2002). Accordingly, it is 

possible to suggest that the aesthetic impact of OSFs on consumers’ ARs is 

stronger than the functionality and usability dimensions of a website. 

Arguably, this phenomenon can be partially explained by the “halo effect”, 

the tendency of making an overall impression or judgement of an object/person 

based on one of its traits (Thorndike, 1920; Mora, 2012). A website with appealing 

visual cues, in particular big images (OSF), will increase the user’s ARs, which 

influences customers’ expectations and emotions (Gräf & Unkelbach, 2016) and 

translates into trust, comfort and a positive website impression (Geest & 

Dongelen, 2017). However, the opposite was also verified. If a consumer is 

exposed to a website that is not visually appealing, his/her brain will make an 

overall negative impression on the brand and its website. In such circumstances, 

this case is explained by virtue of the “horn effect”, thus the tendency of an 

overall unfavourable impression based on one negative trait (Richetin et al., 

2021). In this example, the user will be experiencing non-hedonic emotions such 

as discomfort, distance and uncertainty towards the website and the brand. 

Finally, it is important to note that those non-hedonic emotions can also increase 

consumers’ distrust. 
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Furthermore, ARs are subconsciously immediately acknowledged, and they 

influence consumers judgements (Tractinsky et al., 2000; Friese et al., 2009) and 

website interaction (Pisterman & Campbell, 2017) during the brief exposure time. 

Evidently, the more brands can induce positive and intense ARs, caused by 

numerous OSF stimuli, the more interested users will be on their products and 

consequently, less distrusted towards cosmetics e-commerce. Nevertheless, in 

accordance with the affect appraisal theories (Gregor et al., 2014), to have 

stronger impressions and judgements, a cognitive process should be involved 

when making affective evaluations. 

Without time restraints, users only need between 0.30-1s to form a first 

impression on the website, which will mainly be due to the aesthetic levels of 

OSF and ARs (Qin et al., 2021). Moreover, this argument is in agreement with the 

previous conjecture of only 0.05s being needed for a website’s first impression to 

be formed (Wargo, 2006). Thus, brands are compelled to have appealing websites 

to attract users (Tuch et al., 2009) and stimulate their desire to explore them 

(Varela et al., 2013). In addition, it was reported in literature that only 6% of the 

users’ feedback on the website depended on its actual content (Liu et al.,2021). 

Hence aesthetics, visual appeal and website navigation have the greatest 

influence on consumers’ first impressions and emotions, especially in the 

cosmetic industry. This argument is also supported by Pengnate and Sarathy 

(2013), when stating that during the entire process of evaluating a website’s OSF, 

the relationships between its aesthetic components and the users’ ARs remains 

very consistent. 

Regarding stimuli, moderate stimuli are considered to be the optimal 

conditions for positive ARs, hence the importance of studying their nature and 

role on users’ ARs. Whereas, in accordance with previously mentioned theories, 

low intensity stimuli are insufficient to produce significant changes and high 

intensity stimuli can be perceived as ineffective or unpleasant (Berger & Molt, 

2000; Ekkekakis et al., 2007). 
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Ultimately, as ARs are physiological subconscious responses, brands must 

profit from OSF to enhance consumers’ ARs without a cognitive interference in 

this process (Lindgaard et al., 2006) and thereby, their knowledge. 

Subsequently, considering all the previous analysis, this dissertation aims to 

(build on the findings of prior studies) analyse the relationship between PS and 

M&FT and consumers’ AR. 

In order to address this dissertation’s problematic outlined above, the 

following hypotheses were formulated in respect to the impact of PS and 

consumers’ AR: 

H1: PS will have an impact on consumers’ AR. 

H1a: Larger images will increase consumers’ AR. 

H1b:  Smaller images will decrease consumers’ AR. 

Furthermore, based on the findings of previous studies regarding the impact 

of M&FT on AR, the following hypotheses are proposed: 

H2: M&FT will have an impact on consumer’s AR. 

H2a: Simple websites (only M&FTs showing) will increase consumer’s AR. 

H2b: Complex websites (M&FTs and associated categories showing) will 

decrease consumer’s AR. 

Furthermore, despite the existence of some studies, the research in PS and 

M&FT remains limited. Consequently, the following hypothesis was formulated 

in respect to this relationship, given the importance of analysing the combination 

of these two dimensions. Thus:  

H3: There is an interaction effect of PS and M&FTs in a way that the positive 

effect of larger images on AR is increased when website menus and filters are 

present. 
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2.4 Trust  

 

Imperative when performing online activities (Gibreel et al., 20 18), trust 

outlines “a customer’s disposition of being vulnerable to a seller’s actions when 

performing online transactions” (Lee & Turban, 2001, pp. 75-91).  

According to Casaló & Cisneros (2008) this concept combines three 

dimensions: benevolence, relationship deprived of opportunist situations  (Carol 

et al., 2014); honesty, belief of third parties standing by their word and doing 

what is right (Lee et al., 2012) and competence, alluding to a website with all 

technical and commercial infrastructures performing successfully.   

However, other theories add another dimension, vulnerability. As defended 

by Nienaber et al. (2015), online trust can only exist when a consumer feels a 

certain vulnerability and risk (Nienaber et al., 2015). In this case, it is reasonable 

to assume that the vulnerability felt by a consumer originates from the 

uncertainty of cosmetics e-commerce. Consequently, the previously presented 

argument suggests that brands must seize OSF to increase online trust and 

reduce risk perception.  

Basic principles of trust-building process demonstrated that a trustor’s 

experience with an object determines how much trust towards that object will be 

established (Bachmann & Inkpen, 2011). As attested by Bauman & Bachmann 

(2017), in an online context, the trust’s object is the website, which depending on 

a user’s experience when observing and navigating it, will assess customers’ 

trust. Hence, after being exposed to the website’s stimuli, consumers’ AR will 

determine their trust and perception on whether the brand is able to deliver the 

promised value (Janmohammadi, 2022).  Prior investigations underline the 

connection between perceived website interactivity and repurchase intention 

(Jeon et al., 2018) and suggest that this dimension is a driver of user decision-

making that induces behavioural PI (Hansen et al., 2018).   
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Moreover, trust and reliability on a website are 75% based on the overall 

aesthetics (Oyibo & Vassileva, 2017). Thus, customers’ buying intentions are 

largely dependent on their experience with the website (Alsudani & Casey, 2009). 

When navigating a website, users are constantly exposed to stimuli (Budur et al., 

2021), such as the website’s colours and background disposition, brand’s logo, 

name, products’ features, pictures, and text that influence their subsequent 

opinions and feelings (Lindgaard, 2007). Each stimulus is interpreted by the 

user’s brain and depending on the AR to these stimuli, the user will issue an 

opinion on the website’s reliability and perceived trust. Yang et al. (2015) defend 

that, when a user feels attached and comfortable while navigating the website, 

their brand trust and product engagement increases.  

To conclude, prior research identified trust as a critical response variable as it 

reduces perceived risk and creates positive e-WOM, increasing online PI (Alfina 

et al., 2016).  

Considering the findings of prior studies, it is assumed that AR will positively 

influence consumer trust, hence, the following hypothesis is proposed: 

H4: Consumer’s AR will positively impact his/her trust. 

 

2.5 Purchase Intention 

 

 

Defined as the “likelihood that an individual will purchase a particular 

product based on the interaction between customer needs, attitude and 

perception towards the product or brand” (Beneke et al., 2016, pp. 171-201), PI is 

influenced by environmental stimuli and emotions (Wang & Li, 2016).  

Other authors define PI as a future behaviour depending on consumers’ 

judgement or their overall evaluation of a product (Engel et al., 2001). In 1991, 

Dodds et al., described it as the personal commitment to repurchase a product or 

visit a store and, despite being a subjective process, literature states that PI is 
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influenced by the brand’s trust, product perception, and e-WOM (Pavlou, 2003), 

which are determinant drivers of consumer’s behavioural intentions 

(Moslehpour et al., 2020). 

PI emerges when consumers build a sincere disposition towards a 

product/service (Wells et al., 2008). Thus, websites that stimulate favourable ARs, 

are perceived as trustworthy, resulting in an ecstatic mood and then, higher PIs. 

In conformity with Qalati et al. (2021), it is imperative to decrease consumers’ 

risk perception and uncertainty when purchasing cosmetics online. 

Consequently, if brands improve brand-consumer connection through visual 

stimuli, they could enhance consumer PI.  

Prior research reports that emotions, trust, perceived quality, and reviews are 

the main drivers of PI (Wang et al., 2019). And perceived risk, whether it is 

financial loss or privacy, and, security violation, its main inhibitors (Chopdar et 

al., 2018).  

Due to the lack of face-to-face human interaction and need-for-touch (Lazaroiu 

et al., 2020; Sillivan & Kim, 2018) in e-commerce, OSF plays an even more 

important role in triggering positive ARs and promoting trust to increase PI. 

Furthermore, perceived risk significantly decreases consumers’ PI (Ariffin et 

al., 2018). Inevitably, as trust, perceived usefulness, aesthetics, and navigability 

positively affect website’s PI (Cho & Sagynov, 2015), OSF must invoke these 

responses. Indeed, a website perceived as honest, that ensures quality, and 

provides a unique customer experience, increases the likelihood of higher PIs. 

Similarly, other studies confirmed this premise by demonstrating that trust is the 

greatest promoter of PI followed by a satisfying e-WOM (Ling & Yazdanifard, 

2014; Lăzăroiu et al., 2020). Thus, considering the findings of prior research, we 

present our last research hypothesis: 

H5: Trust will positively influence PI. 
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2.6 Proposed Model 

 

This research intends to study the impact of OSF on the cosmetics industry, by 

manipulating two of its dimensions, PS and M&FT, and to analyse their effects 

on consumer’s ARs and, consequently, on trust and PI. As previously stated, 

most studies outline the importance of other OSF dimensions such as the logo, 

website’s colour (Brady & Philips, 2003) or light saturation rather than these two 

dimensions of OSF that immediately influence the user.  

 Based on the reviewed literature, OSF plays a determinant role on consumers’ 

perceptions about a website, on their browsing enjoyment level and, thereby, on 

their ARs (Parboteeah et al., 2008). The website’s visual attributes will dictate 

consumers’ emotions (Bhandari et al., 2019) and behaviours (Liu & Li, 2013). 

Thus, online brands may want to develop “affective websites” to create positive 

emotions, in terms of valence and arousal, and consequently, positive shopping 

outcomes.  

 According to previous studies, PS allures consumers (Codispoti & Cesarei, 

2010), provokes emotions and feelings (Horvat et al., 2015) catches the consumers 

eye and attracts them to the product (Wijntjes et al., 2008) but none of these relates 

PS to consumers’ PI.  

 Always present on websites, M&FTs provide a clearer and organized view 

(Rentinck, 2007), elicit a stronger connection with the website (Thelwall & 

Harries, 2003), influence performance (Sonderegger & Sauer, 2010) and modify 

the website’s symmetry (Weideman & Ngindana, 2004). However, most studies 

addressed the website’s navigability and usability instead of their aesthetics, 

which forms the visitors’ first impact.  

 Moreover, Bashir et al. (2018), have provided insights on the long-term 

positive effect of visual attributes (OSF) and social networks on empowerment 

and brand commitment through ARs, but have not included trust or PI on their 

model. In addition, another empirical study defined the purchase decision-
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making through a stimulus-organism-response framework by manipulating a 

website's navigability (Kim & Lennon, 2013). This study also investigated the role 

of cognitive and ARs to visual stimuli and their impact on utilitarian browsing, 

information quality, trust, and impulse buying (Kimiagari & Malafe, 2021). In 

turn, Kim and Lennon discovered that product presentation significantly affects 

consumers' emotional, affective, and cognitive responses independently of their 

PI (Kim et al., 2009). Huang and Zhou (2021) investigated the role of pictures on 

consumers' ARs when shopping online for groceries but consumers’ trust was 

not figured on this study.  

 The impact of a website´s OSF on consumers´ AR, and impulsive buying has 

been the core of some investigations, but their connection to trust and PI has 

not been explored (Bhandari et al., 2019; Miesler et al., 2011; Chen et al., 2020). 

Indeed, none of these researchers have acknowledged the impact of these two 

aesthetic dimensions of OSF on consumers’ AR and consequently on trust and 

PI. As the literature does not demonstrate which dimension of OSF has a more 

significant impact on consumers’ AR, this study also aims to fulfil this gap. PS 

immediately attracts the user’s attention. However, consumer’s eyes are 

automatically sent to the M&FT website’s location making them equally 

effective.  

To address this gap, the present study introduced OSF, with PS and M&FT, as 

antecedents of AR, trust, and PI. As presented in Figure 2, PS (large vs small) and 

M&FT (simple vs complex) are the OSF design elements selected for this 

research, therefore being the independent variables of this study. Furthermore, 

AR and trust will be the dependent and intermediate variables of this study. 

Lastly, as PI is highly linked to OSF (Lowry et al., 2013), it will be considered the 

last dependent variable of this research. 
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Figure 1 – Framework 

Own schematization 
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Chapter 3 

Methodology 

3.1 Overview  

 

This dissertation followed a quantitative research approach given that it 

collected and quantified data to classify, analyse, and interpret it (Malhotra et al., 

2017). Furthermore, considering that this dissertation’s ultimate purpose is to 

explain outcome variables based on a set of explanatory variables, this 

dissertation consists of an explanatory study. After establishing the research 

problem, a thorough literature review was used to understand the main concepts 

and to state and support the research hypotheses.  

To test the hypothetical model, primary data was collected through an online 

survey given its flexibility, higher response rates, accessibility, and convenience 

(Wright, 2005).  

The hypotheses were tested by an experimental study with a 2x2 between-

subjects design. The design was comprised of two independent variables, namely 

PS (large vs small pictures) and M&FT (simple vs complex menus), and three 

dependent variables, AR, trust and PI. 

Subsequently, the obtained data was statistically analysed through linear 

regression to investigate the causal relationship between the variables using the 

statistical software SPSS AMOS 21.0. 

 

3.2 Questionnaire’s structure and procedures 

 

The questionnaire used for data collection was built in the online platform 

Google Forms. In the introduction, all participants were informed on the 

academic nature of this experiment and the topic under observation. Then, they 
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were randomly assigned to respond only to one of four questionnaire versions, 

corresponding to the four experimental conditions (Table 1), to avoid 

comparisons between websites and reduce bias.  

With the conceptual model in mind, a simple static (non-functioning) cosmetic 

webstore page was created. Only the website’s picture was provided in the 

questionnaire (instead of a link for the participants to navigate through it like 

with Martínez-Sal et al., 2020; Distante et al., 2014; Katsanos et al., 2010), to reduce 

the number of external factors influencing the experiment and for the 

participants to keep their interest.  

Four conditions were carefully designed for this experiment. Regarding PS, in 

the two versions with “large” PS, four products per row were presented, while 

in the two versions with “small” PS, seven cosmetics per row were depicted 

(which is the most common in cosmetics websites). Concerning M&FT, the two 

versions with “simple” menu depict category, brand, price, and discount, while 

the two versions with “complex” menu depict the aforementioned titles and the 

associated filters notably, Hugo Boss, Hermès, price range or discount of 10%. 

The menus and associated filters used correspond to real filters present in 

cosmetic websites belonging to the price and olfactory family. All the websites 

were ensured to be identical in all conditions, except for the manipulated 

attributes.  

The four versions of the questionnaire can be found in Table 1 and with more 

detail in Appendix 1. 
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As for the structure, the questionnaires were divided into four sections. The 

first section aimed to get an overview of consumers’ habits; thus, participants 

were questioned about their cosmetics e-commerce buying behaviour. Then, they 

were exposed to the website with the two OSF stimuli where they were asked to 

evaluate their ARs. In the second and third section, consumers positioned 

themselves on a trust and PI scale, always taking into account the website they 

have been exposed to. Finally, a few standard social-demographic questions 

were asked to define the sample. The completion of this survey enabled the 

determination of which website had higher ARs, which was more appreciated, 

and untimely, which OSF and combination attributes were seen and considered 

as the most important to online consumers All questions were closed-ended and 

marked as mandatory. 

To maximise the response rate and guarantee the correct understanding of 

each query avoiding misunderstandings if answered in a foreign language, this 

online questionnaire was conducted in Portuguese. All the queries provided 

clear and the needed information for users to give an answer. 

 

 

Questionnaire 

Version 

PS M&FT 

1 Large Simple (Only M&FT) 

2 Small Simple (Only M&FT) 

3 Large Complex (M&FT & Associated 

Categories) 

4 Small Complex (M&FT &  Associated 

Categories) 

Table 1 - Questionnaires Versions 
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3.3 Scales 

 

The conceptual model’s variables were measured based on valid scales 

adapted from previous studies which, despite being translated from English to 

Portuguese, maintained their original meaning, as detailed in Appendix 2.   

These scales were carefully chosen according to two criteria: their adequacy 

for the topic under investigation and their reliability, otherwise known as 

internal consistency.  

This last concept, developed by Lee Cronbach (1951), illustrates how closely 

related a set of items are as a group, given it tests the reliability of multi-item 

measures with the intent to measure latent variables, particularly difficult to 

assess. 

The higher the Cronbach Alpha, the greater the internal consistency. Typically, 

the minimum value of alpha for a measure to be considered reliable is 0.7 (Joseph 

et al., 2010), as presented in Table 2. 

 

 

 

 

 

 

 

 

 

 
 

The participants’ AR was measured by combining two five items with seven-

points semantic-differential scales, adapted from two existing scales, developed 

by Grossman & Till (1998) and Simonin & Ruth (1998). Both scales had an 

excellent reliability of α = 0.91 and 0.951, respectively.  

Cronbach’s Alpha (α) Internal Consistency 

0.5 > α Unacceptable 

0.5 ≥ α > 0.6 Poor 

0.6 ≥ α > 0.7 Questionable 

0.7 ≥ α > 0.8 Acceptable 

0.8 ≥ α > 0.9 Good 

0.9 ≥ α Excellent 

Table 2 - Cronbach's Alpha Classification 

https://www.statisticshowto.com/factor-analysis/#Latent
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Then, the variable trust was measured with four items with 5-point Likert 

scale (“strongly disagree / strongly agree”), originally from Doney & Cannon 

(1997) and later adapted by Jarvenpaa et al. (2000) and Mou & Cohen (2014) to 

quantity trust felt by a consumer in a store (α=0.927 and 0.89, respectively).  

Finally, PI was based on a combination of five items from two 5-point Likert 

scales (“strongly disagree /strongly agree”) developed by Chang & Liu (2009) 

and Spears & Singh  (2004), to determine the impact of consumer’s PI in brand 

attitude, both with high reliability α= 0.97 and 0.92, respectively.  
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Chapter 4 

Results 

4.1 Sample  
 

In accordance with Polit and Hungler, population refers to an “aggregate or 

totality of all the objects, subjects or members that follow a set of specifications”  

(1999, pp. 416-417).  

Considering the inability of studying the entire population, only a 

representative part of the population will be studied through a sample. This 

concept refers to a smaller and manageable set of elements extracted from a target 

population on which conclusions are drawn (MacCallum & Widaman, 1999).  

In this study, a combined total of 260 valid responses have been obtained and, 

from this sample 172 were female and only 88 were male. Regarding the age 

distribution, this sample was predominantly composed of people between 21 and 

30 years old (50.4%), followed by 7.3% between 31 and 40 years old, 19.2% 

between 41 and 55 years old, 12.7% under 20 and 10.4% over 50 years old, as 

represented in Table 3. As one-third of Gen-Z consumers shopped for beauty 

products online at least a month making them the leading consumers of 

cosmetics e-commerce across all generations (Statista, 2021), Gen-Z consumers 

are logically the leading consumers. 
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The analysis of the education level shows that 60% of the participants have a 

bachelor’s degree while 20% have a master’s degree and 2% have a PhD. In 

addition, 18% of them are high school graduates. This sample did not have any 

respondents belonging to the elementary school as represented in Table 4.  

 

 

 

 

 

 

 

 

 

 

 

 
 

 

Another interesting result is the fact that 98.85% of the participants closed a 

website in the first milliseconds for not finding it visually appealing (interesting, 

pleasing, and good), therefore, they experienced negative ARs. As for the 

 

Survey 

Version 

 

n 

 

% 

Sex (%) Age 

 

Female 

 

Male 

≤ 

20 

21-

30 

31-

40 

41-

55 

≥ 

55 

S1 66 25.4% 63.6% 36.4% 9 29 5 9 14 

S2 67 25.8% 71.6% 28.4% 6 44 3 11 3 

S3 63 24.2% 61.9% 38.1% 11 31 6 10 5 

S4 64 24.6% 68.8% 31.2% 7 27 5 20 5 

TOTAL 260 100% 172 88 33 131 19 50 27 

Table 3 - Total Sex and Age Distribution 

Survey n Elementary 

School 

High 

School 

Bachelor’s 

Degree 

Master’s 

Degree 

PhD. 

S1 66 0 8 40 17 1 

S2 67 0 13 41 11 2 

S3 63 0 17 35 9 2 

S4 64 0 8 39 15 2 

TOTAL 260 0 46 155 52 7 

Table 4 - Total Education Level Distribution 
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remaining 1.15% of this sample, they were elderly people aged 75, 78 and 80 

years.  

 Respecting another participant’s online behaviour, this sample revealed that 

56.92% of the participants purchase cosmetics at least once a month, 24.23% twice 

a month, 10.03% a few times per year, 5.76% once a year and only 1.15% have 

never purchased cosmetics online. To this end, this result also elucidated on the 

sample’s good representation of the population since the participants had 

reliable opinions and knowledge on cosmetics e-commerce. 

 Finally, when questioned about what was more important when analysing 

and evaluating a website’s visual appeal, most of the female respondents (84%) 

answered PS whereas 79% of men answered equally PS and M&FT. 

 

4.2 Data Analysis 

 

 To ensure data quality by eliminating extreme values in the variables, an 

outlier univariate analysis was executed but no outliers were found. Hence a total 

of 260 responses were considered for analysis.  

 In order to analyse the effect of website’s sensory attributes on consumer 

responses, the independent variables were treated as two dummy variables, 

where PS=1 indicates the presence of large images and PS=0 of small images; 

M&FT=1 regards to simple menus and M&FT=0 regards to complex menus. To 

this end, the two fixed factors, or independent variables, described and defined 

each website combination. 
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4.2.1 Reliability Test 

 

Before the model testing procedures, the scales’ reliability was verified 

through the computation of Cronbach Alpha with SPSS. 

After measuring the scales coefficient, it was concluded that all scales had an 

excellent reliability (Table 5) since, α was higher than 0.9 (Lavrakas, 2008).  

Then, the total scores of each scale were computed by averaging each item’s 

result of each construct into new variables, as indicated in Table 5. The total 

scores computation was the preferable option instead of the integration of the 

measurement model in the structural equation model due to the moderate size 

of this sample. The three new variables, composed by the total scores, were used 

on the following analysis to test the model’s hypothesis.  

 

 

 

 

 

 

 

4.2.2 Descriptive Statistics 

 

Table 6 depicts the distribution of participants by the four experimental 

conditions evidencing that the surveys were proportionally randomly 

distributed since the frequencies inside each group are well balanced. 

 

 

 

 

Variable Cronbach’s Alpha (α) 

AR 0.962 

Trust 0.928 

PI 0.929 

Table 5 – Reliability 

Source: SPSS 
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Regarding this study’s dependent variables, their descriptive statistics are 

figured in Table 7. As presented below, this table displays the mean, standard 

deviation, standard error of mean (SEM), and variance of each of three 

experimental variables. Further detailed description regarding the frequencies of 

AR, trust and PI are presented in Appendix 3. 

 

 

Withal, before proceeding to this model’s analysis, a Pearson correlation test 

was conducted to measure the correlation between the framework’s variables, as 

illustrated on Table 8. This test is a statistical technique that measures the 

relationship between two variables with values ranging between -1 (total 

negative relationship) and 1 (total positive relationship) (Boslaugh & Watters, 

2008). 

As the results below displayed indicate, this model had strong and positive 

relationships between all the dependent variables. 

Variable 

 

n % Total % Total n 

PS 1=Large 129 49.6% 100% 260 

0=Small 131 50.4% 

M&FT 1=Simple 127 51.2% 100% 260 

0=Complex 133 48.8% 

Table 6 – Frequencies 
Source: SPSS 

Variable Mean Standard 

Deviation  

(σ) 

Standard Error of 

the Mean (SEM) 

Variance 

AR 4.459 1.829 0.113 3.344 

Trust 3.502 1.121 0.070 1.256 

PI 3.497 1.119 0.069 1.251 

Table 7 - Descriptive Statistics 

Source: SPSS 
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Hence, when a consumers’ AR changes, their trust shifts in the same direction 

and, since r=0.973, these variables have a moderate-strong positive relationship 

(Benesty et al., 2009). Then, as r=0.784 (p<0.001), it was verified that all changes in 

consumers’ PIs follow the same direction as previous alterations in their ARs. 

Moreover, the correlation between these components is strong considering r=0.8 

(p<0.001). To conclude, the strongest positive correlation of this model is between 

consumers’ trust and PIs, owing to the fact r=0.989 (p<0.001).  

 

 

 

 

 

 

 

 

 

4.2.3 Model Test 

 

Results of Factorial ANOVA 
 

To test the hypothesis of the empirical framework, a factorial ANOVA with a 

2x2 between-subjects design was used to estimate how the fixed factors, PS and 

M&FT, affected the dependent variables, AR, trust and PI.  

As previously mentioned, this model and analysis implies the combination of 

two independent variables with two levels each. Hence, this experiment tests 

four conditions in total, as illustrated in Figure 2.   

Variable AR Trust PI P-Value 

AR 1 - - <0.001 

Trust 0.973 1 - <0.001 

PI 0.784 0.989 1 <0.001 

Table 8 - Correlation test between variables 

Source: SPSS 
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 By using the multifactor ANOVA, the two main effects (of PS and M&FT) on 

the three dependent variables, together with the interaction effect, PS*M&FT 

were tested. The main effect is the impact of each independent variable and the 

interaction effect, the combined effects of factors on the three dependent 

variables, AR, trust and PI.  

 Table 9 represents the descriptive statistics (and ANOVA results) obtained for 

each effect on the three dependent variables: AR, trust, and PI, as a function of 

PS and M&FT. 

 In the sample under analysis, the combination of larger images and simple 

M&FT (version S1), is the one that generates more positive responses towards the 

website, as suggested in the literature review. The second best combination is 

larger images, and complex M&FT (version S3), followed by smaller images and 

simple M&FT (version S2), and finally, smaller images and complex M&FT 

(version S4), as depicted in Table 9.  

 

 

 

Variables 

M&FT ANOVA F-Value 

Simple M&FT Complex M&FT  

PS 

 

 

M&FT 

 

PS*M&FT 
Mean (σ) Mean (σ) 

AR     5404.62* 1839.38* 2.18 

Large PS 6.87 0.34 5.13 0.39    

Small PS 3.84 0.40 1.97 0.20    

Trust     3445.59* 678.22* 11.00 

Large PS 4.88 0.315 4.11 0.32    

Small PS 3.00 0.237 2.01 0.20    

PI     3346.14* 651.68* 11.44 

Figure 2 - Model's combinations and corresponding survey 
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 *P< 0.001 

 

 

According to ANOVA, the positive effect of PS on consumers’ ARs was 

considered statistically significant since, F(1,6036.120)= 5404.62,p<0.001 thus, H1 

was confirmed. This implies that the main effect of PS yielded an effect size of eta 

Square (η2) equal to 0.072 indicating that 7.20% of the variance in the dependent 

variable is explained by PS. 

Then, there was a significant main effect of M&FT on participants’ ARs. Hence, 

H2 was confirmed and statistically significant as, F(1,6036.120)= 1839.38,<0.001. 

Consequently, the main effect of M&FT contributed to an effect size of η2=0.0245, 

hence 2.45% of the variance of AR is explained by M&FT.  

However, the interaction effect between PS and M&FT was not supported by 

the data. There was no significant interaction between PS and M&FT, as 

F(1,6036.120)=2.18, p<0.001. Furthermore, unlike initially though, the 

combinations between OSF were not statistically significant. Hence, consumers’ 

ARs are driven by OSF separately (H3 rejected).  

Thereupon, brands cannot neglect any dimension of OSF, considering that all 

of them impact the website’s evaluation (ARs) and more importantly, one 

dimension cannot replace the effect produced by another. 

To conclude, PS and M&FT individually enhance consumers’ ARs as H1 and 

H2 were confirmed and the interaction effect of PS and M&FT on a consumers’ 

ARs is not statistically significant. Therefore, when analysing a website and 

evaluating their ARs, users will look at all OSF separately and come up with an 

evaluation instead of the combination or whole OSF dimensions to form his/her 

opinion on the website.  

Large PS 4.86 0.336 4.11 0.32    

Small PS 3.00 0.224 2.01 0.20    

Table 9 - Descriptive Statistics and Analysis of Variance (ANOVA) Results for AR, trust and PI as 

a function of M&FT and PS 

Source: SPSS 
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Linear Regression:  
 

In order to study the linear relationship between AR and trust, AR and PI and 

trust and PI, three linear regression analyses were executed.  

Firstly, a general analysis of the model was made and, the first parameter to 

be analysed was the coefficient of determination (r2) as indicated on Table 10. For 

the first relationship, a coefficient of 0.947 indicates that 94.7% of the variation 

that occur in consumer’s trust is explained by the variation of ARs (F=4585.78, 

p<0.01). Additionally, 80.3% of the variation that occur in consumer’s PI is 

explained by the variation of ARs since r2=0.803 (F=4580.78, p<0.01). Lastly, an 

r2=0.989 confirms that 98.9% of the variation is explained by the variation in trust 

(F=430999.94, p<0.01).  

Thus, the highest estimate effect (r2) occurs between trust and PI, followed by 

AR and trust and by AR and PI. 

In conclusion, all the regression coefficients between this model’s variables are 

excellent. These obtained values verified both the strong and positive 

relationship between all variables throughout this empirical study and the 

adequacy of this experimental research. 

 

 

 

 

 

 

 

 

Table 11 displays the obtained regression coefficients, confirming all the 

hypotheses being tested (H4 and H5). Thus, as indicated by Table 11, AR is a 

Correlation 

between 

variables 

Pearson 

Correlation 

(r) 

Coefficient of 

Determination 

(r2) 

F-Value P-Value 

AR-Trust 0.973 0.947 4585.78 <0.001 

AR-PI 0.896 0.803 4580.78 <0.001 

Trust-PI 0.989 0.978 430999.93 <0.001 

Table 10 - Correlation between variables 

Source: SPSS 
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good predictor of trust (β=0.796, p<0.01) and PI (β=0.595, p<0.01), while trust is 

an excellent predictor of PI (β=0.998, p<0.01).  

 

 

 

 

 

 

According to the previous table, AR was determined to directly impact 

consumers’ trust since its F=4585.776>1and their p-value=0.000<α=0.01. Hence, 

H4 was confirmed with 99% of confidence.  

With respect to AR and PI, as F=4580.779>1and p-value=0.000<α=0.01, the 

impact of consumers’ AR on consumers’ PI was confirmed, with 99% of 

confidence. However, according to the theoretical model figured in Chapter 2, 

this relationship did not have a previously established hypothesis. 

Finally, for H5, results have supported the established hypothesis by showing 

that trust positively impacts consumers’ PI at a statistically significant level since, 

F=430999.943>1and p-value=0.000<α=0.01. Thus, H5 was confirmed with 99% of 

confidence. 

 

 

 

 

 

 

 

 

Research 

hypothesis 

Standardized 

Coefficient  

(β) 

t value p-

value 

AR -> 

Trust 

0.796 67.718 <0.001 

AR -> PI 0.595 681 <0.001 

Trust-> PI 0.998 656.506 <0.001 

Table 11 - Three Linear Regression 

Source: SPSS 
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4.3 In-Depth Analysis  
 

 With these findings, cosmetic brands should focus on their website’s OSF by 

selecting bigger pictures and simple M&FTs to enhance consumers’ AR and by 

consequent trust and PI.  

 Table 12 depicts the acceptance and rejection of the established hypotheses. 

 

 

 

 

Hypothesis Accepted/Rejected 

H1 PS will have an impact on consumers’ 

AR 

Accepted 

H1a Larger images will increase consumers’ 

AR 

Accepted 

H1b Smaller images will decrease consumers’ 

AR 

Accepted 

H2 M&FT will have an impact on 

consumer’s AR 

Accepted 

H2a Simple websites (M&FTs showing) will 

increase consumer’s AR 

Accepted 

H2b Complex websites (M&FTs and associated 

categories showing) will decrease 

consumer’s AR 

Accepted 

H3 There is an interaction effect of PS and 

M&FTs in a way that the positive effect of 

larger images on AR is increased when 

website menus and filters are present. 

Rejected 

H4 Consumer’s AR will positively impact 

his/her trust 

Accepted 

H5 Trust will positively influence PI Accepted 

Table 12 - Hypothesis 

Source: SPSS 
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Chapter 5  

Discussion 

5.1 Theoretical Implications and Contributions 

 
  

 This section will interpret and connect the main concepts discussed in the 

course of this dissertation, with the goals of this research and the results obtained 

throughout the investigation. 

 As expected, the analysis of the results confirmed that a website’s OSF can 

influence consumers’ ARs and thereby, their trust and PIs, which is consistent 

with this study’s main assumptions. 

 Supported by the results presented in the previous chapter, this research 

presents additional contributions to the existing literature. For instance, this 

dissertation demonstrated the role and importance of OSF in a website and, it 

established that compared to M&FTs, PS have a higher effect on consumers’ ARs. 

 Currently, the cosmetic industry is very competitive, and, inevitably, it is 

extremely important for companies to understand their customers’ needs and 

wants in order to carefully design their business strategies (Chaovalit, 2014). This 

research contributes to a clearer understanding of the best approach to explore a 

website’s OSF, highlighting that retailers should use bigger pictures and simple 

menus to engage with customers, by favourably influencing their ARs and, 

consequently, increase their trust and PI. 

 As the human brain has an unlimited memory storage, it can memorize most 

stimuli it has already been exposed to (Schmidt & Blankenburg, 2018). Thus, 

when confronted with an identical stimulus, the brain will remember its first 

exposure and respond to it in the exact same way. To this end, brands can forecast 

consumers’ emotions, behaviours, and impressions (Zarantonello & Schmitt  , 
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2010) by manipulating PS and M&FT in websites. From a business point of view, 

this fact denotes the importance for brands to master these two dimensions of 

OSF which have not been sufficiently explored. 

 Through the overall results analysis, it is possible to conclude that PS is the 

most significant dimension of OSF. This finding is in accordance with both the 

model analysis and the participants’ answer when confronted with this question. 

Nonetheless, even if βPS has a higher value than βM&FT, this result could have also 

been affected by the high composition of women in the sample. However, as the 

cosmetic industry is composed of a majority of women shoppers, except for 

shaving products that are predominantly acquired by men (Statista, 2021), these 

results must be considered when improving a website’s OSF.  

 In addition, an unexpected result from this experiment was that simple menus 

provoke higher ARs compared to smaller images, even if M&FTs are not the most 

significant OSF dimension (compared to PS) impacting consumers’ AR.  

 Moreover, these results indicate that M&FTs can impact a website’s aesthetics, 

not merely its usability. In consequence, this premise contributes to new insights 

on the decisive role of M&FT on consumers’ behaviours and emotions, as it is the 

second element to be noticed in a website. This outcome is corroborated by the 

stimuli intensity theory, as moderate-high stimuli increase consumer’s valence 

and arousal (Geissler et al., 2013), unlike extreme stimuli, as portrayed by S1 and 

S4.  

 Interestingly, another result of this research deserving a distinct analysis is the 

rejection of H3. The non-confirmation of this hypothesis suggests that users tend 

to analyse and assess each OSF independently. Withal, this effect indicates that 

brands cannot neglect any dimension of OSF as all of them will be considered 

when evaluating the website and determining consumers’ ARs. This contribution 

is considered a relevant and useful contribution to the existing literature, as these 

two dimensions of OSF have never been analysed together and with this 

purpose. 
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 Furthermore, the literature attests the impact of trust on consumers’ PIs, and, 

once again, this research confirmed the conclusions of prior studies, by 

determining  that trusting users have higher PIs towards a website (Ventre & 

Kolbe, 2020). As defended by Qalati et al. (2021), this relationship may be 

explained by the decrease in the risk perception and uncertainty felt by 

consumers when exposed to an affective website. As a result, brands will make 

consumers feel comfortable and motivated navigating through the website and 

their product interest will rise. This study also revealed that users’ greater 

concern when purchasing online, mainly cosmetics, is security and quality. Thus, 

in order to enhance PI brands need to increase consumers’ trust. Indeed, in e-

commerce, consumers can only rely on visual elements through-out the shopping 

process (Wongadoonwit et al., 2014). Consequently, the need for online trust 

drastically increases, especially in the cosmetic industry where uncertainty is 

high.  

 Withal, this study provides two relevant findings. On one hand, lower ARs 

are caused by an exposure to a website with smaller images and/or complex 

M&FT (H1b and H2b). In line with the hypothesis confirmation, this process can 

be explained by the negative sensory message that reached consumers’ brains 

and induced negative ARs. After being exposed to smaller images and complex 

M&FTs, the stimuli will elicit consumer’s subconscious with negative ARs such 

as boredom, uninterest and non-attachment towards the website (Capota et al., 

2017). Consequently, these responses will result in a significant decrease of online 

trust as consumers could not overcome the bad impression and distrust left by 

the website and will have utterly low PIs. These findings are corroborated by 

Stahelski and Radeke (2020), when defending that a messy, poorly designed, and 

visually complex website transmit unfavourable impressions and non-hedonic 

emotions.  

 The other conclusion this research provided is that positive OSF, bigger 

images and simple M&FTs (H1a and H2a), are irrefutable drivers of high ARs 
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and, therefore, of trust and PI. These OSFs increase users’ valence, thereupon, the 

level of pleasantness generated by the website’s stimuli. In this case, the optical 

nerve will transmit a positively valenced message, which will generate hedonic 

ARs, such as joy, pleasure, comfort, or interest (Pinto et al., 2021; Razali et al., 

2021). Investing in enjoyable OSFs in a website will induce positive impressions 

towards a brand and its website, which is essential, as this will lead to positive 

judgements, enhance online trust (Kim et al., 2013) and prompt higher PIs. The 

findings are aligned with the theories proposed by Evans (2021) and Eytam et al. 

(2017), as the authors defend that users prefer appealing and stimulating 

websites which induce positive ARs. This experiment adds to a growing corpus 

of research on OSFs, by explaining the role of PS and M&FTs on consumer’s ARs 

instead of the usual research on the presence of pictures in e-commerce.  

  In conclusion, the findings established that in e-commerce, trust is 

immediately evoked by positive website aesthetic features (OSF) and, 

consequently by  users’ emotional responses (ARs) (Bart et al., 2015). To that end, 

trust can mediate the relationship between ARs and consumers behavioural 

intentions, such as PI or impulse buying (Yahia et al., 2018; Carranza et al., 2018; 

Nia & Shokouhyar, 2020).  

   

5.2 Managerial Implications 

 

 From a managerial perspective, this dissertation provides relevant guidelines 

for brands to analyse.  

 By positively affecting PIs, a website’s OSF can ultimately be responsible for 

increasing financial indicators for instance, online sales, convention rate, revenue 

per client, net profit margin, key performance indicator (KPI), ROI, and ROE. 

Due to this reason, brands cannot neglect or misuse OSF. It is important to 

highlight that given the minor conversion and shopping rate of online cosmetics, 
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brands must attend the website’s OSF particularly, by using bigger PS and simple 

M&FT.  

 Moreover, this study discovered that, the majority of cosmetic brands have 

extremely appealing PS but often neglect their M&FTs, which is the second 

element to be noticed in a website. Besides, as OSF main effects are stronger than 

the interaction (H1 and H2 versus H3), even if bigger pictures are more attractive 

and preferable, M&FTs also increase users’ PIs. Withal, M&FT connect aesthetics 

with usability and navigability, therefore, brands must create stimulating 

websites to continue to attract users. Thus, despite PS and M&FT being the 

dimensions understudy, all OSF dimensions must be attended and well-

managed, to influence consumers’ behaviours, perceptions, and impressions. 

 As determined by this dissertation, users prefer simple M&FT. Consequently, 

cosmetic brands should only provide the menus titles and leave the option for 

the user to check the associated categories and channel his/her choices. 

 The obtained results confirmed that favourable and attractive websites attract 

customers’ attention and illicit warm ARs. However, when managers invest on a 

cosmetic website, their focus is directed to logos and colourful webpages, rather 

than other OSF dimensions equally as important, as demonstrated in this thesis.  

 Interestingly, even if all PS and M&FT combinations proved a positive 

correlation with AR, as they all move in the same direction, this study revealed 

that small PS and complex M&FT significantly reduce consumers’ ARs when 

compared to large PS and simple M&FTs. Thus, brands must ensure these two 

dimensions are both aligned to induce hedonic emotions and favourable 

impressions. 

 Furthermore, engineers, designers and marketers have found other options to 

visually stimulate consumers through AI technologies. Yet, these tools are only 

reached if the previous stimuli exposure (OSF) was positive and strong enough 

for users to remain on the website. Otherwise, they would have abandoned the 

website, as shown in this study, and not profit from these new marketing tools 
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that increase KPIs and other financial indicators. Hence, this dissertation 

provides new insights on the importance of OSF on consumers’ PI and the fact 

that no other feature can replace its effect. 

 Finally, this thesis confirms that creating an “affective website” can help 

businesses to gain a competitive advantage (Pengnate & Sarathy, 2017). 

However, to achieve that sustainable advantage, managers must pay attention to 

the target groups' profiles, gender differences, and preferences to design the 

perfect website that meets customers’ needs. In particular, results demonstrated 

that men tend to pay more attention to M&FTs than women. Thus, 

understanding gender differences when creating a stimulating website enables 

brands (Bonanni & Cyr, 2005) to develop the most suitable strategy for their 

business and captivate their target consumers. Independently of their industry, 

brands should produce and evoke optimal stimuli depending on the gender and 

target groups. To this end, brands do not fall on gender bias by favouring one 

gender over another (Nissen & Krampe, 2021), neither do they lose customers’ 

interest for not having adequate OSF. 
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Chapter 6  

Limitations and Future Research  

6.1 Limitations 

 
 

 This thesis provided a relevant contribution on the impact of OSF on 

consumers’ ARs and perceptions and consequently, on PI, particularly in the 

online cosmetic industry. However, during this investigation a few limitations 

were found, and, despite the reliability of the obtained findings, their quality 

might have been affected. 

 Firstly, a non-probabilistic convenience sample was used, which indicates that 

the obtained results might have provided an under-or-over representation of the 

population given the difficulty of knowing how well the population was 

represented (Suen et al., 2014). Hence, researchers are advised to use a 

probabilistic sample, typically simple random samples (SRS), in future 

investigations.  

 Additionally, as this sample was only collected in Portugal, a more extensive 

data collection is recommended. This implies a larger and diversified sample that 

preferably should be conducted in different countries and cultures. Despite this 

sample’s profile being predominantly constituted by young adults and women, 

the results of this research must not be diminished as the predominant generation 

and gender to purchase online cosmetics are women and young adults (Statista, 

2021). Thereupon, this sample was a good representation of the population in 

view that the most significant demographic groups were figured. Nevertheless, 

this solution should improve the quality and generalization of the results. 

 As every investigation on consumer behaviour, a wide and complex range of 

variables is implicit, and regardless of the delimitation of the incidence camp to 
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a smaller set of variables (only website’s stimuli) other factors could have affected 

the research, as previously explained. Nonetheless, based on existing literature 

and prior investigations, this research focused on the variables that seemed to be 

more relevant for the topic under analysis. 

 In this respect, it is important to highlight that this dissertation only studied 

the impact of two dimensions of OSF, namely PS and M&FT, whilst many others 

could have been analysed. To give an example, this study could have addressed 

other OSF dimensions such as logos, webpage colour, shapes, text, or symmetry 

that have an impact on the website’s aesthetics and consequently, on consumers’ 

emotions and impressions. 

 

6.2 Future Research 

 

 

 Aiming to test the results’ tangibility, future research is necessary to validate 

the conclusions that can be drawn from this study. It has become increasingly 

difficult to argue that a website’s aesthetics should be downplayed in favour of 

functionality given its immediate impact on consumers’ ARs. For instance, 

financial websites have been attempting to communicate through visual symbols 

like graphics, however functionality is still their primary focus. Therefore, future 

investigations should apply this conceptual model to other industries such as 

retail, finance, or grocery, where aesthetics is not as important.  

Moreover, all market predictions forecast an increase of e-commerce, through 

apps, thus, further investigations must be done. Whilst both websites and apps 

are usable in e-commerce, consumers access them in different electronic devices. 

For instance, apps are mostly accessed on mobile phones and websites through 

computers. For this reason, as this dissertation was applied to websites, these 

findings might not be verified for apps. Hence, for a better understanding OSFs, 
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future studies could fruitfully explore this issue further by exploring the 

similarities and differences between the role of OSF in the two platforms. 

 In addition, future research should consider the potential effects of brand-

consumer-connection, brand experience, consumers’ memory and e-WOM with 

this conceptual model. Those studies should analyse the possible relationship 

between the independent variables included in the research model and outcome 

variables aforementioned.  However, these constructs can only be measured and 

analysed with the appropriate neuromarketing tools for example, EEG and fMRI.  

Further research should consider different website’s OSF to analyse the 

relationship between combinations of these different dimensions and consumer 

responses. In particular, an interesting topic for future work is the analysis of the 

correlation between the two elements first noticed in a website, the logo and 

M&FT, and their impact on ARs.  

  To conclude, all findings and contributions in this field are essential due to 

the importance of visual senses and the potential OSF offers for online retailers, 

when  correctly mastered. 
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Appendices 

Appendix 1 – Questionnaire Structure 
 

Mercados Online dos Cosméticos 
Este formulário foi realizado no âmbito de uma Tese Final de Mestrado do 

Mestrado em Marketing da Católica Porto Business School, e tem como objetivo, 

analisar o comportamento dos consumidores relativamente às características 

visuais de um website. 

O preenchimento deste breve questionário não deverá ultrapassar os 3 minutos 

e todas as respostas serão tratadas de uma forma confidencial e anónima. As 

respostas são todas de carácter obrigatório, sendo importante realçar que 

estamos interessados acima de tudo na sua opinião e que não existem respostas 

certas ou erradas. 

Em caso de dúvida, pode contactar a responsável Leonor Ferraz, através do 

email: marialeonorferraz@gmail.com. 

Ao submeter este questionário, assume-se que concorda com os termos acima 

descritos. 

Agradecemos, desde já, a sua disponibilidade e participação. 

 

Questionário 1: 

Parte 1 - Website 

Já comprou cosméticos online: 

o Sim 

o Não 

Se compra (ou já comprou) cosméticos online, com que frequência é que o faz?  

o Muito frequentemente 

o Com alguma frequência 

o Raramente 

Com que frequência faz compras de cosméticos: 

o Uma vez por semana 

o Duas vezes por mês 

o Uma vez por mês 

o Algumas vezes no ano 

o Quase nunca 

 

O que mais receia quando compra cosméticos online?  (selecione no máximo 3 

opções) 

o Segurança 

o Qualidade 
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o Modo de pagamento 

o Marca 

o Produtos 

Alguma vez abandonou/saiu de um website (de cosméticos ou outro) porque não 

era visualmente apelativo?  

o Sim 

o Não 

Tendo em conta este website, responda às seguintes perguntas: 

 

Considero este website: 

 1 2 3 4 5 6 7  

Desagradável        Agradável  

Desfavorável        Favorável  

Desinteressante        Interessante 

Mau        Bom 

Negativo        Positivo  

 

Parte 2 - Confiança 

Por favor responda às questões a seguir apresentadas, tendo em conta o website 

que acabou de visualizar. 

 1 " Discordo 

Completamen

te " 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

4 " 

Concord

o " 

5 "Concordo 

Completamen

te " 
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Discord

o" 

Este 

website é 

digno de 

confiança 

     

Este 

website 

parece ser 

de 

confiança 

     

Confio que 

este 

website tem 

em 

consideraçã

o os meus 

interesses  

     

Considero 

que este 

website é 

muito 

fiável 

     

 

Parte 3 – Intenção de Compra 

Por favor responda às questões a seguir apresentadas, tendo em conta as suas 

respostas anteriores. 

 

 1 " Discordo 

Completamen

te" 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

Discord

o" 

4 " 

Concord

o " 

5 "Concordo 

Completame

nte " 

Possivelmen

te, compraria 

dum 

produto 

deste site 

     

É provável 

que eu 

comprasse 

     



 84 

um produto 

deste site 

Estaria 

disposto a 

comprar um 

produto 

deste site 

     

 

Sem alterar alguma resposta anterior, quando analisa e avalia o apelo visual de 

um website acha: 

o Mais importante o tamanho das imagens 

o Mais importante os títulos do menu de navegação e filtros 

o Igualmente importante o tamanho das imagens e menu de navegação e 

filtros 

o Nenhuma das opções 

 

Parte 4 - Dados Demográficos: 

Idade: _______ 

Qual o seu género: 

o Feminino 

o Masculino 

o Outro: 

Escolaridade (especifique por favor o último grau obtido):  

o Ensino Básico  

o Ensino Secundário  

o Licenciatura  

o Mestrado  

o Doutoramento  

o Outro: ______ 

 

Questionário 2: 

Parte 1 - Website 

Já comprou cosméticos online: 

o Sim 

o Não 

Se compra (ou já comprou) cosméticos online, com que frequência é que o faz? 

Costuma comprar os seus cosméticos via online?  

o Muito frequentemente 

o Com alguma frequência 
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o Raramente 

Com que frequência faz compras de cosméticos: 

o Uma vez por semana 

o Duas vezes por mês 

o Uma vez por mês 

o Algumas vezes no ano 

o Quase nunca 

 

O que mais receia quando compra cosméticos online?  (selecione  no máximo 3 

opções) 

o Segurança 

o Qualidade 

o Modo de pagamento 

o Marca 

o Produtos 

Alguma vez abandonou/saiu de um website (de cosméticos ou outro) porque não 

era visualmente apelativo?  

o Sim 

o Não 
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Tendo em conta este website, responda às seguintes perguntas: 

 

Considero este website: 

 1 2 3 4 5 6 7  

Desagradável        Agradável  

Desfavorável        Favorável  

Desinteressante        Interessante 

Mau        Bom 

Negativo        Positivo  

 

Parte 2 - Confiança 

Por favor responda às questões a seguir apresentadas, tendo em conta o website 

que acabou de visualizar. 

 1 " Discordo 

Completamen

te " 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

Discord

o" 

4 " 

Concord

o " 

5 "Concordo 

Completamen

te " 

Este 

website é 
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digno de 

confiança 

Este 

website 

parece ser 

de 

confiança 

     

Confio que 

este 

website tem 

em 

consideraçã

o os meus 

interesses  

     

Considero 

que este 

website é 

muito 

fiável 

     

 

Parte 3 – Intenção de Compra 

Por favor responda às questões a seguir apresentadas, tendo em conta as suas 

respostas anteriores. 

 

 1 " Discordo 

Completamen

te" 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

Discord

o" 

4 " 

Concord

o " 

5 "Concordo 

Completame

nte " 

Possivelmen

te, compraria 

dum 

produto 

deste site 

     

É provável 

que eu 

comprasse 

um produto 

deste site 

     

Estaria 

disposto a 

comprar um 
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produto 

deste site 

 

Sem alterar alguma resposta anterior, quando analisa e avalia o apelo visual de 

um website acha: 

o Mais importante o tamanho das imagens 

o Mais importante os títulos do menu de navegação e filtros 

o Igualmente importante o tamanho das imagens e menu de navegação e 

filtros 

o Nenhuma das opções 

Parte 4 - Dados Demográficos: 

Idade: _______ 

Qual o seu género: 

o Feminino 

o Masculino 

o Outro: 

Escolaridade (especifique por favor o último grau obtido):  

o Ensino Básico  

o Ensino Secundário  

o Licenciatura  

o Mestrado  

o Doutoramento  

o Outro: ______ 

 

Questionário 3: 

Parte 1 - Website 

Já comprou cosméticos online: 

o Sim 

o Não 

Se compra (ou já comprou) cosméticos online, com que frequência é que o faz? 

Costuma comprar os seus cosméticos via online?  

o Muito frequentemente 

o Com alguma frequência 

o Raramente 

Com que frequência faz compras de cosméticos: 

o Uma vez por semana 

o Duas vezes por mês 

o Uma vez por mês 
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o Algumas vezes no ano 

o Quase nunca 

 

O que mais receia quando compra cosméticos online?  (selecione no máximo 3 

opções) 

o Segurança 

o Qualidade 

o Modo de pagamento 

o Marca 

o Produtos 

Alguma vez abandonou/saiu de um website (de cosméticos ou outro) porque não 

era visualmente apelativo?  

o Sim 

o Não 

Tendo em conta este website, responda às seguintes perguntas: 

 

Considero este website: 

 1 2 3 4 5 6 7  

Desagradável        Agradável  

Desfavorável        Favorável  
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Desinteressante        Interessante 

Mau        Bom 

Negativo        Positivo  

 

Parte 2 - Confiança 

Por favor responda às questões a seguir apresentadas, tendo em conta o website 

que acabou de visualizar. 

 1 " Discordo 

Completamen

te " 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

Discord

o" 

4 " 

Concord

o " 

5 "Concordo 

Completamen

te " 

Este 

website é 

digno de 

confiança 

     

Este 

website 

parece ser 

de 

confiança 

     

Confio que 

este 

website tem 

em 

consideraçã

o os meus 

interesses  

     

Considero 

que este 

website é 

muito 

fiável 

     

 

Parte 3 – Intenção de Compra 

Por favor responda às questões a seguir apresentadas, tendo em conta as suas 

respostas anteriores. 

 

 1 " Discordo 

Completamen

te" 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

4 " 

Concord

o " 

5 "Concordo 

Completame

nte " 
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Discord

o" 

Possivelmen

te, compraria 

dum 

produto 

deste site 

     

É provável 

que eu 

comprasse 

um produto 

deste site 

     

Estaria 

disposto a 

comprar um 

produto 

deste site 

     

 

Sem alterar alguma resposta anterior, quando analisa e avalia o apelo visual de 

um website acha: 

o Mais importante o tamanho das imagens 

o Mais importante os títulos do menu de navegação e filtros 

o Igualmente importante o tamanho das imagens e menu de navegação e 

filtros 

o Nenhuma das opções 

Parte 4 - Dados Demográficos: 

Idade: _______ 

Qual o seu género: 

o Feminino 

o Masculino 

o Outro: 

Escolaridade (especifique por favor o último grau obtido):  

o Ensino Básico  

o Ensino Secundário  

o Licenciatura  

o Mestrado  

o Doutoramento  

o Outro: ______ 

 

Questionário 4: 
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Parte 1 - Website 

Já comprou cosméticos online: 

o Sim 

o Não 

Se compra (ou já comprou) cosméticos online, com que frequência é que o faz? 

Costuma comprar os seus cosméticos via online?  

o Muito frequentemente 

o Com alguma frequência 

o Raramente 

Com que frequência faz compras de cosméticos: 

o Uma vez por semana 

o Duas vezes por mês 

o Uma vez por mês 

o Algumas vezes no ano 

o Quase nunca 

 

O que mais receia quando compra cosméticos online?  (selecione  no máximo 3 

opções) 

o Segurança 

o Qualidade 

o Modo de pagamento 

o Marca 

o Produtos 

Alguma vez abandonou/saiu de um website (de cosméticos ou outro) porque não 

era visualmente apelativo?  

o Sim 

o Não 
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Tendo em conta este website, responda às seguintes perguntas: 

 

Considero este website: 

 1 2 3 4 5 6 7  

Desagradável        Agradável  

Desfavorável        Favorável  

Desinteressante        Interessante 

Mau        Bom 

Negativo        Positivo  

 

Parte 2 - Confiança 

Por favor responda às questões a seguir apresentadas, tendo em conta o website 

que acabou de visualizar. 

 1 " Discordo 

Completamen

te " 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

Discord

o" 

4 " 

Concord

o " 

5 "Concordo 

Completamen

te " 

Este 

website é 

digno de 

confiança 

     

Este 

website 

parece ser 
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de 

confiança 

Confio que 

este 

website tem 

em 

consideraçã

o os meus 

interesses  

     

Considero 

que este 

website é 

muito 

fiável 

     

 

Parte 3 – Intenção de Compra 

Por favor responda às questões a seguir apresentadas, tendo em conta as suas 

respostas anteriores. 

 

 1 " Discordo 

Completamen

te" 

2 " 

Discord

o " 

3 " Não 

Concord

o nem 

Discord

o" 

4 " 

Concord

o " 

5 "Concordo 

Completame

nte " 

Possivelmen

te, compraria 

dum 

produto 

deste site 

     

É provável 

que eu 

comprasse 

um produto 

deste site 

     

Estaria 

disposto a 

comprar um 

produto 

deste site 

     

 

Sem alterar alguma resposta anterior, quando analisa e avalia o apelo visual de 

um website acha: 
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o Mais importante o tamanho das imagens 

o Mais importante os títulos do menu de navegação e filtros 

o Igualmente importante o tamanho das imagens e menu de navegação e 

filtros 

o Nenhuma das opções 

 

Parte 4 - Dados Demográficos: 

Idade: _______ 

Qual o seu género: 

o Feminino 

o Masculino 

o Outro: 

Escolaridade (especifique por favor o último grau obtido):  

o Ensino Básico  

o Ensino Secundário  

o Licenciatura  

o Mestrado  

o Doutoramento  

o Outro: ______ 
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Appendix 2 – Scales 
 

  

 

 

 

 

 

 

 

 

 

 

 

Affective Response 

 

 

Grossman & Till (1998) 

 

Simonin & Ruth (1998) 

1. “I feel this website is 

unappealing/appealing” 

2. “ I feel  this website is 

unfavourable/favourable ” 

3. “ I feel this website is 

uninteresting/interesting” 

4. “ I feel  this website is 

bad/good ” 

5. “ I  this website is 

negative/positive ” 

Trust 

 

Jarvenpaa, Tractinsky, & Vitale (2000) 

 

Mou & Cohen (2014) 

 

Doney & Cannon (1997) 

1. “This website is trustworthy” 

2. “This website appears to be 

trustworthy” 

3. “I trust this store keeps my 

best interests in mind” 

4. “I think this website is very 

reliable” 

Purchase Intention 

 

Spears & Singh  (2004) 

 

Chang & Liu (2009) 

 

Dodds et al.  (1991) 

 

1. “I would consider purchasing 

this product” 

2. “I intend to try this product” 

3. “I plan on buying this 

product” 

4. “I am interested in buying this 

product” 

5. “I will purchase this product” 
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Appendix 3 – Descriptive statistics of the dependent 

variables 
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Source: SPSS 


