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Abstract 

Purpose: The purpose of this study is to describe how low task-relevant 

atmospheric cues affect consumers' emotions and responses in the online retail 

environment. Furthermore the aim is to analyze which of the examined low task-

relevant cues have the strongest impact on consumers’ emotions and responses. 

Background: It is important for fashion companies to be active in e-commerce 

landscape as it is growing rapidly especially in the apparel sector. As shopping is 

considered being an experience, it is important for companies to make the 

shopping experience pleasant for consumers and create positive emotions that 

lead to positive response behaviors. In online environments, this can be created 

through using low and high task-relevant atmospheric cues on the website. 

Method: To fulfill the purpose, a qualitative research approach has been chosen. 

The qualitative data was collected through ten semi-structured interviews with 

fashion interested new or experienced female online consumers in the age 

between 20-30 years old.  

Conclusion: This research shows that emotions and response behaviors are 

strongly connected and influenced by low task-relevant atmospheric cues. A 

connection within the response categories was also found. Furthermore, when 

designing a website, certain elements such as layout, color, images together with 

sales and promotional signage can be designed to achieve desired emotions as 

these are have the strongest impact on consumers' emotions and responses. 
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1. INTRODUCTION 

This study examines the impact of online retail environment atmospheric cues on 

consumers' emotions and reactions. It concentrates on low task-relevant cues that 

have a high impact on the overall image and atmosphere of the website but are 

not strongly connected with the purchasing goal. This chapter contains 

background information of the importance of online store layout in the 

competitive online retail landscape. It is followed by the problem discussion and 

the purpose of this research. It also includes delimitations of the work as well as 

disposition to give the reader an overview of the study. 

1.1 Background 

Based on Eurostat (2013) nearly 60% of EU Internet users shop online and 

clothing is one of the most common products to purchase online. Furthermore, 

Meyer (2013) claims that global online retail sales have increased 14,8% per 

annum from 2007 to 2012. It can be said that online retailing is growing rapidly 

especially for the apparel sector (Kim and Kim, 2003) and the importance of 

being active in e-commerce landscape is becoming more and more crucial for 

retail companies. 

Online retailing is described as a dynamic, complex and competitive sector (Wu, 

Lee, Fu and Wang, 2014). In order to survive and become successful in the 

competitive online retail environment, it is important to understand the online 

retail settings and the different aspects influencing consumers in this environment. 

Shopping consists of more than practical values and can even be indulgence, 

leisure and a social activity for consumers (Bagdare and Jain, 2013). Bagdare and 

Jain (2013) further disclose that shopping can be an emotional and sensory 

experience and that retailers should aim to offer a sensory-stimulating and 

authentic experience. Also Kim and Kim (2003) claim that apparel shopping is 

often a hedonic experience, which is experienced by one or more senses. In 

addition, Pelet and Papadopoulou (2012) state that the intention to buy by 
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activating the senses is one of the purposes of the retail interface. It is highlighted 

(Kim and Kim, 2003) that online shopping environment can often offer only one 

sense, the visual (audio can sometimes be offered, but is not one of the main 

senses for clothing). Wu et al. (2014) found that there was a strong relationship 

between online store layout and customer satisfaction: consumers are highly 

affected by the retail environment and that it affects both emotions and actions.  

Kim and Niehm (2009) explain that a website is a major interface for online 

retailers. Through the website online retailers provide an atmosphere that affects 

consumers' image and experience of the online store (Manganari, Siomkos and 

Vrechopoulos, 2009). The online shopping atmosphere and layout design is 

formed by both the content and structure of the information provided by websites 

(Wu et al., 2014). Furthermore they add that it also affects the willingness of 

consumers to make purchases. Daniel (2011) also claims that design is the first 

visual element that new and existing customers notice on the website. 

Furthermore he explains that a company has approximately 5-7 seconds to capture 

visitor's attention, so the design has to be right or the visitor will leave.  

The visual design (layout, placement of text, logos and images) affects the 

intention to buy and consumer behavior directly (Wu et al., 2014) but also affects 

the usability and ease of use (Kim and Niehm, 2009). Therefore it can be said that 

it is important for online retailers to put effort into their online store visual 

atmosphere if they want to stimulate consumers in a positive way. 

1.2 Problem discussion 

It is established that the design and atmosphere of the website affect the emotional 

state of the consumer and by that affect how the consumer responds, this is done 

by atmospheric cues. Atmospheric cues can be described as stimuli in the retail 

environment that can be manipulated to achieve a desired emotional state 

(Ballantine, Jack and Parsons, 2010). However, there is little knowledge of what 

different emotions are evoked by different atmospheric cues. This knowledge 

could help online retailers get the desired response by adding or manipulating the 

cues that induce the desired behavior. 
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Some atmospheric cues are more relevant to the specific task, in this case 

purchasing a garment online. Previous research (Eroglu, Machleit and Davis, 

2001; Ha, Kwon and Lennon, 2007) often include both high and low task-relevant 

cues, however, the focus of this study will only be on visual atmospheric cues that 

are low task-relevant. The reason for focusing only on low task-relevant cues is 

because those cues affect the overall image and atmosphere of the website but are 

not strongly connected to the purchasing process and might be seen as less 

important. These cues include layout, color, animations, icons, images used for 

decorative purposes etc. Furthermore they might influence the customer's 

perception and emotions towards the website. It might also trigger purchasing 

behaviors and make the experience more pleasurable  (Eroglu et al., 2001). 

But how are the consumer affected and how can this be measured? Ha et al. 

(2007, pp. 477) state: "The taxonomy of VMD [visual merchandising] cues can be 

used by researchers to systematically study the effects of the cues following the 

SOR [Stimulus-Organism-Response] Model." Therefore, as suggested, the 

Stimulus-Organism-Response model is an useful tool when investigating the 

impact of atmospheric cues on emotions and response behaviors. 

Stimulus-Organism-Response (S-O-R) model is explained that stimulus (S) has an 

impact on consumers' internal affective evaluations (O), and this leads to 

approach or avoidance responses (R) (Floh and Madlberger, 2013). The S-O-R 

model is a widely used model (Eroglu et al., 2001; Vieira, 2013; Wu et al., 2013; 

Turley and Milliman, 2000; Mazaheri, Richard, Laroche and Ueltschy, 2014; Floh 

and Madlberger, 2013) when researchers investigate internal store environment 

impact on consumer shopping behavior (Vieira, 2013). This environmental 

psychology model is developed by Mehrabian and Russel in 1974 and was first 

tested in the retail settings by Donovan and Rossiter in 1982, who claims that 

store atmosphere affects emotional states of consumers that influence their 

shopping behaviors (Mummalaneni, 2005). Furthermore Mummalaneni (2005) 

adds that this framework is also applicable to the context of virtual stores, which 

is confirmed by Wu et al. (2014). 

Eroglu et al. (2001) developed the classical S-O-R model further in the virtual 

retail context and describes how the online retail store's environment (such as 
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colors, graphics, layout and design) influences consumer's emotional and 

cognitive states, which in turn alters various outcomes. However, they lack the 

understanding of specific emotions evoked in the online retail environment. Yet, 

current study will be based on the Eroglu et al. (2001) model, as it is enhanced 

version adapted for the online retail environment. 

As the S-O-R model, as well as the current study, puts much attention to 

consumers' emotions, it is important to explain how emotions can be measured. 

Pleasure-Arousal-Dominance (P-A-D) dimension is typically used with the S-O-R 

model (Eroglu et al., 2001; Davis, Wang and Lindridge, 2008; Ha and Lennon, 

2010) as this is developed by the authors of the S-O-R model and is considered to 

be the part of the mentioned model (Cheng, Wu and Yen, 2009). Eroglu et al. 

(2001) conclude that P-A-D model is useful and easy-to use when analyzing the 

effects of the retail environment, however it is considered to be too narrow to 

explain all the possible emotions that might occur. Therefore it is suggested 

(Eroglu et al., 2001) to use more extended versions of emotional responses and 

adapt it to the specific research context. 

Richins (1997) developed a Consumption Emotion Set (CES) that explains 17 

different categories of emotions that might occur in consumption situations. The 

specific model is also recommended to use according to Eroglu et al. (2001) when 

researchers want to gain a deeper understanding of consumers' emotions. As this 

is one of the purposes of the current study, the CES model will be used in this 

research as an aid for the consumer when describing emotions. The emotions 

explained by the CES model can be adapted to the specific research context as it 

is possible to skip some of the emotions provided by the model when they are 

unlikely to be experienced (Richins, 1997).   

The previous studies (Eroglu et al., 2001; Ha et al., 2007; Wu et al., 2014) that 

this research is based on used quantitative methodologies which makes a good 

foundation but a qualitative study will contribute with increased understanding of 

the different cues, what emotions they trigger and how it affects the response. The 

need for qualitative studies and deeper analysis on this topic is also highlighted by 

Kawaf and Tagg (2012), who state that it is especially important to study how the 

S-O-R model is related to the shoppers "inner" organism, known as emotions.  
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This research helps fashion online retailers to understand the impact of low task-

relevant atmospheric cues on consumers' emotions and responses. Thereby, adapt 

their online websites in a way that evokes positive emotions, which lead to 

positive responses. Furthermore, this research contributes to the research field, as 

it helps to understand what kind of emotions can be evoked through low task-

relevant cues and their effect on responses. It contributes with the in-depth 

understanding of these aspects and is provided through qualitative methodology 

that has not been done in this specific research field before.  

1.3 Purpose of the study 

The purpose of this study is to describe how low task-relevant atmospheric cues 

affect consumers' emotions and responses in the online retail environment. This 

study aims to contribute with theoretical knowledge to the field of online retailing 

by offering an in-depth understanding of which emotions can be triggered by low 

task relevant cues and their connection with response behaviors. In addition it will 

be analyzed which of the examined low task-relevant cues have the strongest 

impact on consumers' emotions and responses. This can be an useful aid for 

companies to use when designing their online retailing website in order to trigger 

emotions that lead to desired behaviors.  

1.4 Research questions 

To achieve the purpose, the following questions will be answered: 

Ø What different emotions can low task-relevant cues evoke? 

Ø How do emotions influence consumers' response behaviors? 

Ø Which of the examined low task-relevant cues have the strongest impact 

on consumers’ emotions and responses? 

1.5 Delimitations 

The current study delimitates the research to looking at websites only from a 

consumer perspective. This study does not examine the aspects that were taken 

into account by the companies when creating those websites since it is not 

relevant for the research purpose.  



 11 

Visual cues can be divided into high task-relevant and low task-relevant cues. 

This study is limited to the low task-relevant cues which contributes to the 

atmosphere of the website.  

Furthermore, as the study focuses on a narrow target group: fashion interested 

new or experienced female online consumer, who are 20-30 years old, 

generalizations cannot be made for other populations or contexts. 

1.6 Disposition 

The purpose of the current study is to understand how low task-relevant 

atmospheric cues influence consumer's emotions and responses in the online 

environment. It is important to understand what kind of effect different website 

elements have on consumers and take it into account while creating a new online 

retail website or modifying the current one. More and more fashion companies 

become active in the online landscape. Therefore the importance of offering a 

pleasant online experience for the consumers becomes more essential in this 

competitive environment if a company wants to stand out from others. In order to 

fulfill the purpose, the current study is organized as follows. 

Chapter 1 offers background information and a problem discussion in order to 

understand the importance of the current topic. The research purpose and the 

research questions are also presented in this chapter. 

Chapter 2, theoretical framework, is based on the enhanced Stimulus-Organism-

Response model. The stimulus part explains the elements that create the 

atmosphere in online retail environments. It focuses on low task-relevant cues and 

offers an overview of these elements. The organism part concentrates on the 

consumers' emotional states and explains what different emotions can occur in 

online retail environments. Furthermore the moderating components of the 

enhanced S-O-R model will be explained. The response part gives on overview of 

different consumers' response behaviors that might occur and that are influenced 

by stimulus, organism, and moderating components. An analysis of the enhanced 

S-O-R model will also be given. 
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Chapter 3 is a methodology part of the current study and offers an overview of 

how the data was gathered. It offers insights into the qualitative research method, 

descriptive research approach and semi-structured interviews. Furthermore the 

chosen websites, interviewees, examined emotions and low task-relevant cues will 

be explained. A detailed overview of the interview process will be given. In 

addition the data analysis method, thematic analysis, will also be explained. The 

authors of this study are also discussing the trustworthiness of the current study. 

Chapter 4 introduces the research findings. It will give an overview of how 

different low task-relevant cues affect consumers' emotions and response. These 

findings are compared to the literature review. 

Chapter 5 will present conclusions and answers to the research questions of the 

current research. At last, in chapter 6, the authors present their own thoughts, 

reflections and critique of the thesis process as well as give suggestions for future 

research in the discussion part. 
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2. THEORETICAL FRAMEWORK 

This chapter explains and discusses the enhanced Stimulus-Organism-Response 

(S-O-R) model developed by Eroglu et al. (2001) which is used as the basis of this 

study. This chapter is divided into sub-chapters where each sub-chapter describes 

one part of the model. It starts with explaining the nature of the enhanced S-O-R 

model and is continued with the analysis of the main parts of the models. Taking 

into account the research purpose, "Stimulus" sub-chapter will focus mainly on 

low task-relevant cues that later on will be used when gathering empirical data. 

2.1 Enhanced Stimulus-Organism-Response model 

As mentioned before in the sub-chapter 1.2 the classical S-O-R framework 

explains that environment contains stimuli (S) that causes changes to people's 

internal affective evaluations (O), which cause approach or avoidance responses 

(R) (See Figure 1). 

 

 

 

Figure 1. A S-O-R model of consumer response to online shopping (Eroglu et al. 2001) 

The developed version of the S-O-R model by Eroglu et al. (2001) explains how 

certain atmospheric elements of the online store impact the affective and cognitive 

internal states, which lead to the approach or avoidance responses (See Figure 1). 

Furthermore their developed model suggests the moderating role of two 

Online 
Environmental 

Cues 
Internal states Shopping 

outcomes 

Involvement 

Atmospheric responsiveness 

RESPONSE ORGANISM STIMULUS 
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individual characteristics that are most likely to affect the Stimulus-Organism 

relationship: a) Involvement; b) Atmospheric responsiveness. 

All the different components of the adapted S-O-R model developed by Eroglu et 

al. (2001) will be described more thoroughly in the following chapters. 

2.2 Stimulus 

Stimulus is explained by Eroglu et al. (2001) as the influence that arouses the 

individual and has an impact on their internal, organism states. They also add that 

in the online retail environment the stimulus consists of atmospheric cues that are 

the sum of all the cues that are visible and audible to the consumer. Those cues 

are for instance colors, graphics, context, layout and music (Wu et al., 2014). 

Loureiro and Roschk (2014) explain that atmospheres of the online stores are 

created through the design of online environments to create positive effects on 

consumers that create favorable responses. Thus, it can be said that atmospheric 

cues play an important role in the creation of a website and online retailers should 

take it into consideration. Furthermore Eroglu et al. (2001) divide online 

environmental cues into two categories, high task-relevant atmospheric cues and 

low task-relevant atmospheric cues. 

High task-relevant cues are directly related to shopping goals and include 

elements such as verbal website content (e.g. descriptions of the merchandise, 

price, terms of sale, delivery, and return policies), pictures of products, 

availability of sampling, navigation aids (e.g. site map, guide bar) (Eroglu et al., 

2001). It can be said that those elements provide information regarding the 

website and products that help consumers to make decisions. 

As already mentioned in the sub-chapter 1.2 low task-relevant cues are the 

elements that are not related to shopping goals (Eroglu et al., 2001): colors, 

borders, background patterns, typestyles and fonts, animation, music and sounds, 

entertainment, amount of "white space", icons, image maps, pictures for 

decorative purposes etc. Ha and Lennon (2010) add that while those cues are not 

directly connected to shopping goals, they have an impact on consumers emotions 

that influence their response behaviors. 
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Shortly, it can be said that low task-relevant cues are all the visual elements that 

create the atmosphere, while high task-relevant cues are concentrated on the 

informative part of the website components. Furthermore, those cues can be 

defined as being part of online visual merchandising that help online retailers to 

use different merchandise techniques in order to get positive responses (Ji and 

Pang, 2006). 

In the traditional retail environment, the physical attributes affect consumers' 

behavior, triggers actions and emotions, this is similar in the online retail 

environment (Eroglu et al., 2001). Visual elements can be used to enhance and 

communicate the brand image and also affects the experienced satisfaction by the 

customer (Ha et al., 2007).  The general purpose of using visual elements is to 

communicate information but also to create an experience for the customer; in the 

online store environment this becomes more difficult thus attempts are made to 

make it similar to an in-store experience (Ha et al., 2007). Even though there are 

major differences between the physical and online store environments, the goals 

are often the same (Ha et al., 2007). In the online store environment the following 

aspects can affect the visitor: colors, fonts, layout, product images and displays, 

product information, promotions, videos and music. It is referred to as 

atmospheric cues. 

However, different authors explain and divide atmospheric cues differently (See 

Table 1). Wu et al. (2014) used a seven-point semantic scale to analyze the online 

retail atmosphere with the following items:  un-organized vs. well-organized 

layout, bad vs. good displays, limited vs. large selection, unhelpful vs. helpful 

signage, unattractive vs. attractive atmosphere, dull-bright, unlively vs. lively and 

boring vs. stimulating.  Ha et al., (2007) used three main categories with sub-

elements to analyze the retail environment; Atmospheric features (intro-page, 

intro-music, music during browsing and video), sale/promotion signage (simple 

click-on, menu advertisement, pop-up advertisement, click-on advertisement, 

automatically moving ad and non-clickable image advertisement) and color 

(background color, color surrounding product and text color). The authors (Wu et 

al., 2014; Ha et al., 2007) do not explain or define these items further, which 

seems to be a frequently occurring phenomenon. 
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Author Categories (items) Subcategories (items) 

Wu, Lee, Fu 
and Wang 
(2014) 

Layout Un-organized vs. well-organized layout, 
bad vs. good displays, limited vs. large 
selection, unhelpful vs. helpful signage 

Atmospheric Unattractive vs. attractive atmosphere, dull-
bright, unlively vs. lively and boring vs. 
stimulating 

Ha, Kwon 
and Lennon 
(2007) 

Atmospheric 
features 

Intro-page, intro-music, music during 
browsing and video 

Sale/promotion 
signage 

Simple click-on, menu advertisement, pop-
up advertisement, click-on advertisement, 
automatically moving ad and non-clickable 
image advertisement 

Color Background color, color surrounding 
product and text color 

Eroglu, 
Machleit and 
Davis (2001) 

Atmosphere Color, background patterns, typestyles and 
fonts 

Environment Animations, icons 

Social aspect Webcounter 

Non-task related 
verbal cues 

Advertising 

Table 1. The categories of low task-relevant atmospheric cues based on different authors 

Taking into account different low task-relevant atmospheric cues categories that 

are explained by different authors (Wu et al., 2014; Ha et al., 2007, Eroglu et al., 

2001), the current study will focus on and examine the following categories (with 

subcategories): 

Ø Color (background, prominent color in images and advertising, font color, 

menu and logo color) 

Ø Layout (structure, organization) 

Ø Sales/promotion signage (clickable image, automatically moving ad, 

simple click-on, pop-up advertisement and non-clickable image) 

Ø Images (decoration, logos, human images, product images) 

Ø Fonts and text (size, color, contrast) 
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As all previous researchers have categorized online low task-relevant atmospheric 

cues differently, the authors of this study have combined these categories together 

and are concentrating on visual cues. This combination gives a more extensive 

research basis that will be useful when conducting research, as more elements will 

be examined than it would be if only one author defined category would have 

been chosen. 

2.2.1 Color 

Pelet and Papadopoulou (2012) found that colors affect the consumer in the online 

retail environment; it can affect the mood and intention to buy but also how well 

the consumer remembers the website and it components. They mean that the 

mood acts as a bridge between the ability to remember and the intention to buy 

and enables the connection between the two. Color is one of the most important 

elements of a website's design, it is an important stimulus for the brain and affects 

the overall atmosphere greatly. The color can also affect how often visitors return 

and the willingness of revisiting the website (Pelet and Papadopoulou, 2012). 

Pelet and Papadopoulou (2012) state that the choice of color affects the consumer 

differently depending on the task relevancy. The background color affects time 

perception when completing a task (high task-relevant) but it also affects the low 

atmospheric cues by creating an atmosphere. When promoting products, the 

colors surrounding them affect the consumer: cold colors can be good to use since 

it makes the consumer buy the product right away rather than waiting and 

increases the value for the consumer (Pelet and Papadopoulou, 2012). Pelet and 

Papadopoulou (2012) further state that using few colors make the website boring 

while the use of more colors makes it more pleasurable. This is indeed interesting 

since most of the online retailing websites have a white background with black 

font (Ha and Lennon, 2010), which according to Pelet and Papadopoulou (2012) 

is more appropriate for highly informational sites. Plumley (2010) explains that 

very dark colors that are used as a website background can be overwhelming for 

consumers as the contrast with other colors is too big. Another option is to use 

images as a background and Plumley (2010) highlights that if doing so, it is 

important to make the pictures perfectly fit on all browsers. 
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It is also recommended that online retail websites should use colorful colors since 

they are more aesthetically pleasing and will influence the shopping intention in a 

positive way (Pelet and Papadopoulou, 2012). Pelet and Papadopoulou (2012) 

also consider it to be a relationship between the use of intriguing colors and 

duration of the visit on the website which is connected to buying intention and 

would affect the long-term profitability. Blue was found the best color to use to 

increase the purchase intention. Hot pink is not suggested to use on menus or 

texts, even though it stands out from other colors (Plumley, 2010). Plumley 

(2010) suggest that it is important to take into account the overall colors and then 

find contrasting colors for highlighting purposes that stand out. 

2.2.2 Layout 

The website layout is defined as the arrangement of different components on the 

website, such as images and information (Wu et al., 2014) Furthermore it can be 

considered as a map for visitors that helps them to understand where different 

elements are situated throughout the website (Plumley, 2010). It can be 

considered as the organization of the website and it plays an important role in 

creating consumer experience. 

The first page the customers see is the intro-page and is important since the 

retailer only have a few seconds to catch the attention of the consumer (Daniel, 

2011; Plumley, 2010). Therefore it is essential to make the layout and the intro-

page attractive for a consumer so that the consumer will continue browse the 

website after the first impression. Also Plumley (2010) claims that intro-page can 

be made more attractive and can consist of different elements that make the 

website more attractive and powerful without causing inconveniences for the 

consumer. 

Conventional website layout consists of different boxes that keep visitors focused 

as they are already familiar with the layout (Plumley, 2010). Furthermore it is 

stated that this helps consumers to concentrate on the message and the purpose of 

the website rather than on understanding and studying the new structure of the 

layout. 
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It is mentioned that the layout should make the website easy to scan and navigate 

(Daniel, 2011). However it is hard to define what makes a good layout in terms of 

structure. It can be considered as a subjective topic and there are no clear 

guidelines for a good layout. Yet, Plumley (2010) explains the one rule of thumb 

that must be considered: the most important content should be situated on the left 

and higher part of the website. It is also suggested that it is better to focus on other 

elements, such as images or informational content, rather than investing into 

layouts that are very sophisticated and difficult to use. 

One part of the layout is the menu. According to Plumley (2010) there are two 

types of menus used on the website: 1) Horizontal 2) Vertical. Furthermore he 

states that vertical menus on the left can be considered as a distraction for the 

visitors while scrolling down the page. Furthermore he states that menus with too 

many choices can be found confusing for visitors. Dropline menus are suggested 

to use and these must be used in different colors compared to the main menu 

(Plumley, 2010). 

It is explained that having an interesting and attractive store can make the 

customer perceive the purchase experience as a satisfying experience (Wu et al., 

2014). It can be said that creating good layouts can be challenging for companies, 

as there are no clear guidelines. Yet, it is very important to have an attractive 

layout that contributes to the overall experience and atmosphere in a positive way. 

It can be concluded that simple and conventional layouts have a more positive 

effect than websites that try to use more alternative styles. 

2.2.3 Sales and promotional signage 

Sales and promotional signage is considered as being part of the low task-relevant 

cues (Ha et al., 2007). Promotional images and advertising can be connected to 

the low task-relevant cues since it is not strongly connected to the purchasing goal 

but meant to drive sales and encourage consumers to make impulse purchases. 

Images combined with text are the usual way to communicate a promotional 

message visually and their purpose is to inform consumers about sales or 

promotional offers (Ha et al., 2007). They contribute greatly to the overall 

atmosphere of the website. 
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Sales and promotional signage is divided into following elements (Ha et al., 

2007): simple click-on menu advertisement, pop-up advertisement; click-on 

advertisement; automatically moving ad and non-clickable image advertisement. 

In addition, Plumley (2010) adds that one type of advertisements is also video ads. 

Simple click-on advertisements are considered being regular text menus that 

direct consumers to sales pages (Ha et al., 2007). For instance, these can inform 

consumer about clearances or free shipping. Click-on advertisements are 

explained as being static image advertisement that is connected with the sales 

pages while non-clickable image advertisements do not direct consumer to any 

links (Ha et al., 2007). 

Pop-ups are explained as being any type of content that covers some part of the 

website (Plumley, 2010). Furthermore it is claimed that pop-up advertisements are 

used for promotional purposes and can be considered annoying to visitors. 

Moving images or automatically moving ads can also be used on a website. 

Plumley (2010) explains that these can be used on a website as they are a good 

way to attract attention. As he claims "movement gets your attention" (Plumley, 

2010, pp. 84). Furthermore he highlights that moving images can make the image 

be in the focus of attention, therefore the content of this image must be relevant 

for the visitor. However, he does not suggest using moving images if they do not 

have any contribution at all as it can be bothering and distracting. Therefore, it 

can be said that moving images must be used only when they have a clear purpose 

and fit well with different sales or promotional offers. 

Furthermore, Plumley (2010) gives suggestions on how moving images should be 

used on the website: Animation should be user controlled; overall length of the 

moving ad must be short; animation should not be repeated; give enough time 

between transitions if photos are used; animations should be used only on the 

intro-page; use transitions that are less jarring to the eye. 

In conclusion, online retailers must be careful when using sales and promotional 

signage on their websites as it might become annoying to consumers and create 

negative effect. It should be only used when they have clear message or relevant 

content for the consumers. 
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2.2.4 Images 

According to Daniel (2011) several different types of images can be used but only 

one is part of the low task-relevant cues; the intro-page images that are used to 

make customers interested enough to stay on the page and look at the products. 

Images on the intro-page can have a decorational and/or promotional purpose. 

Images have been an effective tool in advertising for a long time and are used to 

convince consumers to buy the specific product, enhance the brand and to evoke 

an emotional response (Cyr, Head, Larios and Pan, 2009). Images should 

complement the website design, not distract from it (Plumley, 2010). Images 

make it easier for consumers to perceive the message but the effectiveness has 

been hard to prove. 

Use of human images on websites is more likely to evoke an emotional response 

than a cognitive response, which a product image would (Cyr et al., 2009).  It is 

suggested that human images should be used to get an emotional effect on the 

atmosphere (Cyr et al., 2009). The reason for this is because human images have a 

connection to increased social presence, which evokes emotions of enjoyment 

(Cyr et al., 2009). The research by Cyr et al. (2009) further shows that using a 

human image with facial expressions can trigger a positive impression, it can even 

make a website perceived as more trustworthy which in the end affects purchase 

intention. The importance of using humans and facial expressions is also 

supported by Plumley (2010). With this said, human images with facial 

expressions can be used to trigger positive emotions and affect the overall 

atmosphere of the website. 

Images on the website can also be divider lines, icons and heading elements 

(Plumley, 2010). It is highlighted that images must match to the overall design in 

color and in style. Website images must be consistent with the overall website 

layout and theme. 

2.2.5 Fonts and typography 

The text or copy of the website is often referred to as content (Pipes, 2011) but 

this is considered a high task-relevant cue, however the font is part of the visual 

impression of the text and is therefore a low task-relevant cue which affects the 
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atmosphere. Carter, Meggs and Day (2011, pp. 112) mean that typography is not 

only about readability and comprehension of the message but that it is "viewed 

and interpreted visually". They further state that typography can be art and used 

to make the communicated message more powerful (Carter et al., 2011).    

The font is the design of the letters and symbols used and standard fonts are often 

used to ensure that it looks the same in different browsers (Pipes, 2011). The font 

type, size and color should be adapted to the target group (Daniel, 2011) since 

they affect the consumer differently and how the image is perceived. Carter et al. 

(2011) propose that the type of font can add character and personality to the text 

and creates a mood, it can even refer to different time periods. Hence, typography 

can be a tool to create an atmosphere, therefore it is likely to influence the 

consumer in the online retail environment. 

Capital letters throughout the text makes it harder to read (Daniel, 2011) and 

might also create a hysterical emotion. The font type, size and color should be 

adapted to the target group. Consumers read websites differently than other 

printed forms, they typically read in a F-pattern, which has been detected by using 

eye-tracking tools (Daniel, 2011), which suggests that important features should 

be at the top of the page and on the left-hand side. This was also already 

mentioned in the sub-chapter 2.2.2. From an atmospherical point of view this 

might be less important since the main goal is not finding information. However, 

fonts and texts contribute to the overall atmosphere.  

2.3 Organism 

Wu et al. (2014) discuss that based on S-O-R model, website characteristics, that 

are considered as stimuli, affect the mood and emotional states of consumers. The 

organism component of S-O-R model represents individuals' emotional reactions 

to an environment (Vieira, 2013) and is represented by affective and cognitive 

intermediary states and processes that interfere the relationship between the 

stimulus and individual's responses (Eroglu et al., 2001). Those intermediary 

states will be discussed more thoroughly in the following chapter and 

Consumption Emotion Set (Richins, 1997) will be introduced as a way to measure 

consumer's emotions in the online retail environment. 



 23 

2.3.1 Affective and cognitive states 

Affective state is related to expression of consumers' emotions that is influenced 

by the stimulus in the store environment (Law, Wong and Yip, 2012). Thus it can 

be said that emotions play a central role in this state. Emotions have strong impact 

on consumer behavior and they might act as an internal motivator that attract them 

to "things" that make them feel good or have positive associations with 

(Williamson, 2002). Law et al. (2012) also state that manipulation of store 

environment can change consumers' affective responses. Based on S-O-R model, 

emotions are the natural result of environment stimuli (Kawaf and Tagg, 2012). 

According to Eroglu et al. (2001, pp.181), cognitive state refers to "everything 

that goes in the consumers' minds concerning the acquisition, processing, 

retention and retrieval of information. Cognitions describe consumers' internal 

mental processes and states and include attitudes, beliefs, attention, 

comprehension, memory and knowledge." Shortly, cognition-based attitudes are 

beliefs that consist of judgments and thoughts associated with the specific object 

(Wu et al., 2014). Furthermore, Kawaf and Tagg (2012) state that it can be 

considered as a dominant factor that influence consumers' emotions. In the 

enhanced S-O-R model, cognitive state is interested in examining the attitude of 

the online shopper and its impact on consumer responses (Eroglu et al., 2001). 

Sautter, Hyman and Lukošius (2004) explain that the more difficult and complex 

the website is, the more cognitive resources consumers will use to learn it. This 

means that if online retailers website is difficult to navigate and contains 

disturbing elements consumer will be less likely to continue using the website. 

To conclude, the organism part of the enhanced S-O-R model helps to understand 

consumers' emotions and attitudes toward the specific cues. This study will 

concentrate more on affective states of online consumers.  In order to understand 

consumers' emotions it is important to understand how emotions can be measured. 

Affective state is most commonly measured through pleasure, arousal and 

dominance emotions, also known as the PAD model (Vieira, 2013). Yet, it is 

suggested to use more extended versions of emotional states, such as the 

Consumption Emotion Set if one wants to get a deeper insights into consumers' 



 24 

emotions in the retail environment. (Eroglu et al., 2001). This framework contains 

17 different emotions that can occur in the retail environment (Richins, 1997). 

This set can be considered as one of the most extensive descriptions of different 

emotions (Laros and Steenkamp, 2005). 

2.3.2 Consumption Emotion Set 

Consumption Emotion Set (CES) is defined as a "set of descriptors that 

represents the range of emotions consumers most frequently experience in 

consumption situations" (Richins, 1997, pp. 142). CES contains positive and 

negative emotions that consumers might feel in the purchasing and consumption 

process (Romani, Grappi and Dalli, 2012). It can be said that CES is used only in 

the consumption context and is therefore not applicable in other contexts. 

Furthermore, Bagozzi, Gopinath and Nyer (1999, pp. 190) describe that CES 

works best "within the context of a particular theory of emotions to operationalize 

specific categories of emotions hypothesized to serve as antecedents, 

consequences, or moderating variables."  

Based on Richins (1997) the following 17 emotions categories can occur and are 

part of the CES (See Table 2): 

Positive 
emotions 

Romantic love; love; peacefulness; contentment; optimism; 
joy; excitement. 

Negative 
emotions 

Anger; discontent; worry; sadness; fear; shame; envy; 
loneliness 

Others Surprise; other items (guilty, proud, eager, relieved) 

Table 2. Consumption Emotion Set (CES) (Sørensen, 2008) 

It is also important to note that each emotion has 2-3 indicators that can be 

considered as subordinate levels of emotions (Laros and Steenkamp, 2005).   

Richins (1997) discusses that some emotions are not experienced in the specific 

research context. Therefore it is suggested to eliminate those emotions that are 

most unlikely to occur from the CES when conducting a research. 
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It can be said that CES is a useful tool when doing in-depth research on 

consumers' emotions. It offers a wide range of emotions that can be investigated. 

Furthermore it is flexible and does not require that all the emotions are examined, 

instead it can be adapted to the specific research context. 

2.4 Moderating components of the enhanced S-O-R 
model 

The enhanced S-O-R model includes moderating components (See Figure 1) of 

individual characteristics, involvement and atmospheric responsiveness, that 

determine if consumer has a preference for high or low task-relevant cues (Hunter 

and Mukerji, 2011). Eroglu et al. (2001) explain that it is expected that these 

components have an impact on the Stimulus-Organism relationship. Therefore it 

can be said that involvement and atmospheric responsiveness influence the 

emotions that are triggered by the stimuli. This chapter will explain those 

components more comprehensively. 

2.4.1 Involvement 

Involvement is described as the personal relevance, where the online shopping 

helps consumer to fulfill the goals (Eroglu et al., 2001). Involvement is connected 

with the information that is provided on a website that helps consumers to make 

decisions (Hunter and Mukerji, 2011). Ha and Lennon (2010) makes a difference 

between high involvement (the purchase situation) and low involvement 

(browsing). They found that there is a difference in regards to high and low task-

relevant cues impact on high and low involvement (See Table 3). This finding is 

also supported by Eroglu et al. (2001). Table 3 explains what kind of effect high 

and low task-relevant cues might have on consumers with different involvement 

level. 
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High Involvement Low Involvement 

High 
task-
relevant 
cues 

Positive effect, 
as additional information is 
important to create an opinion of 
the product that influences the 
purchasing decisions. 

Negative effect, 
if the content is too 
informational. Product related 
information is not the main 
interest. 

Low task-
relevant 
cues 

Negative effect, 
if the website contains too many 
entertainment elements. 

Positive effect, 
as the interest is more in the 
hedonic qualities of the 
website and the entertainment 
value provided. 

Table 3. Task relevancy and involvement level matrix. (Eroglu et al., 2001; Ha and 
Lennon, 2001) 

Eroglu et al. (2001) explain that the higher the involvement level is, the more 

concerned consumers are with the informational content as they create an opinion 

of the specific product that influences the purchasing decision. Ha and Lennon 

(2010) confirm that if the task is more relevant for the visitor, product information 

and images are more important.  It is stated that low task-relevant cues might have 

a negative effect and create negative emotions if the consumers have high 

involvement and if the website contains too many entertainment elements (Eroglu 

et al., 2001). 

In contrast, low involvement customers are more interested in the hedonic 

qualities and the entertainment value the online shopping provides. Ha and 

Lennon (2010) explain that less thinking is involved in the low involvement level 

and that it makes the consumer more open to be affected by the low task-relevant 

cues which may be a reason for the significant effect. 

To conclude, it is important for online retailers to take into account what kind of 

effects different cues have on consumers with different involvement level. Yet, it 

can be challenging to find the balance between high and low task-relevant cues as 

if too much effort is put on one type of atmospheric cue it can have a negative 

effect to some type of consumers. 

2.4.2 Atmospheric responsiveness 

Atmospheric responsiveness is the tendency to be influenced by the qualities of 

physical environment (Eroglu, Machleit and Davis 2003). They continue 
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explaining that environmental characteristics [in the online environment: online 

overall atmosphere] have impact on where and how consumers shop as well as the 

outcomes of the shopping experience. Hunter and Mukerji (2011, pp. 120) 

highlight that: "Atmospheric responsiveness relates to the extent that a consumer 

will make purchase decisions based on the appearance of the website and the 

website qualities." According to Eroglu et al. (2003), high atmospheric 

responsiveness means that consumers put much attention to environmental 

qualities. In contrary, low atmospheric responsiveness means that consumers are 

not so sensitive towards the website overall atmosphere. Hunter and Mukerji 

(2011) describe that if consumer has a high atmospheric responsiveness, negative 

emotions can occur when a website is containing a lot of irrelevant information 

that distracts consumers' goals.  

According to Hunter and Mukerji (2011) online atmospheric cues are either 

related or unrelated with the consumer's goals. The effect of atmospheric cues 

varies depending on consumer's personal characteristics and their involvement 

level. Hunter and Mukerji (2001, pp. 120) describe the connection between 

involvement and atmospheric responsiveness as following:  

"If consumer exhibit high involvement and high atmospheric 

responsiveness, they will tend to favor websites that contain only 

information relevant to the purchase goal. Consumers who exhibit the 

opposite characteristics, low involvement and low atmospheric 

responsiveness, will approach or be less averse to websites with 

irrelevant information and more hedonic in nature." 

It can be concluded that involvement level and atmospheric responsiveness play 

an important role in online retail environments and online retailers must take into 

account those aspects. Yet, it is always not clear what kind of effect different cues 

have on consumers as they have different goals and opinions when visiting the 

website. No matter how hard company tries to create a perfect website it is not 

possible to satisfy the needs of all the consumers. 
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2.5 Response 

Response is the outcome of the model and is divided into two sections: 1) 

approach; 2) avoidance (Eroglu et al., 2001). Furthermore it is stated by Koo and 

Ju (2010) that the outcome of response is influenced by the organism process and 

it determines consumer's approach or avoidance behavior. They explain that it 

also includes psychological reactions, such as attitudes or behavioral reactions. 

Purchase intention is also connected with approach and avoidance behaviors and 

refers to consumers interest in purchasing products from the website (Ha and 

Lennon, 2010). Approach and avoidance are explained and measured through 

different behavioral responses, such as consumers' duration of visit, the number of 

items purchased, the amount of money spent in-store (Koo and Ju, 2010). 

Sautter et al. (2004) explain the four elements that are considered being relevant 

atmospheric responses: 

Ø A desire to stay in (approach) or exit (avoid) the environment 

Ø A desire to explore (approach) or ignore (avoid) the environment 

Ø A desire to communicate with (approach) or ignore (avoid) others 

Ø The degree of enhancement (approach) or hindrance (avoid) or 

performance and satisfaction with task performances 

Approach behavior refers to positive actions that bring consumer "closer" to the 

online store (Manganari et al., 2009). This means that consumers have the desire 

to shop, explore and browse the website (Eroglu et al., 2001). Ha and Lennon 

(2010) add the likeability of the website, which means positive emotions toward 

the website that makes the consumer want to revisit the website in the future. 

According to Clark, Ezell, Clark and Sheffield (2009) consumers approach to the 

environments when they have positive emotions toward it. They add that stronger 

approach behavior can be created through taking into account the website 

purpose, user experience and user familiarity. Furthermore it is important to note 

that, previous positive experiences have a strong impact on consumer satisfaction 

and creates approach behavior. 

Avoidance is explained as creating distance between online consumer and online 

retailer (Manganari et al., 2009). Based on previous researches, Clark et al. (2009) 
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bring out several reasons why avoidance behavior might occur in the online 

environments: 

Ø Poor, unattractive, complex website interface design 

Ø Over-stimulated websites 

Ø Unpleasant aesthetics (poor legibility, inadequate font sizes, unpleasant 

contrasts) 

Ø First impression is negative 

Ø Long download delays or additional software requirements when entering 

the site 

Furthermore the authors (Clark et al., 2009) explain that consumers' try to avoid 

environments where they are unhappy, bored or have other negative emotions or 

no emotions at all. Therefore it is important to create websites that evoke positive 

emotions to consumers and maintain moderate stimulation to create and improve 

approach behaviors. In addition it is highlighted that online retailers must 

understand how is the website used - is it used for experimental, recreational or 

goal-oriented purposes? They claim that website design characteristics must be 

based on the visitors' purpose, because experimental users will avoid using boring 

websites, while goal-oriented users are not interested in over-stimulated 

websites.   

It can be concluded that company's ambition is to raise approach behaviors. 

Usually one of the main goals is to lead the consumer to purchase products on the 

website. Yet, it is always not about purchasing. Creating positive emotions, 

through offering a pleasant online environment, that satisfies consumer's current 

needs, should be the main objective. As this gives the good foundation for 

consumers' to be interested in purchasing items on the website in the future. 

It is proven that website design, atmosphere that is created and additional 

elements plays an important role in the response behaviors. In order to bypass 

avoidance behavior, it is important for companies to make research about their 

consumers to identify their needs, wants and opinions in order to create a pleasant 

website that consumers enjoy using. 
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2.6 Criticism and analysis of the enhanced S-O-R model 

Even though S-O-R model is the most frequently used model when researchers 

investigate store environment impact on consumer behavior, it is important to 

look at the criticism towards the enhanced S-O-R model developed by Eroglu et 

al. (2001). The critique helps to understand the limitations of the model that must 

be taken into account when doing a research. 

The enhanced S-O-R model developed by Eroglu et al. (2001) stated that some of 

the atmospheric cues that are in physical stores (e.g. visible presence of others, 

scents, textures, temperature) are not applicable for the online stores. Sautter et al. 

(2004) state that it can be ambiguous as online shoppers can be influenced by the 

physical environment that they are in. Even though this is a factor that cannot be 

controlled by the online retailer, it must be taken into consideration. It is also 

proved by Pelet and Papadopoulou (2012) who claim that the online shopping is 

different in various atmospheres, for instance, when one is at the office in a bright 

atmosphere or with a bed light that makes the atmosphere sober and dark. 

Furthermore, Sautter et al. (2004) suggest that vividness, interactivity, symbolism, 

and social elements should be taken into account for studies of online store 

environments. They find Eroglu et al. (2001) simplified structure for online 

atmospheric cues fail to integrate important contributions from other researchers. 

For the current study, vividness can be an important aspect to take into 

consideration as it can be considered as a low task-relevant atmospheric cue, 

while other aspects are considered being more high task-relevant cues. Vividness 

is described as a "richness of environmental information presented to human 

senses" (Sautter et al., 2004, pp. 16). In other words, it can be explained as 

different aspects that have impact on senses. Sautter et al. (2004) claims that only 

visual and auditory cues can be used in virtual environments. 

In addition, Sautter et al. (2004) criticize that the enhanced S-O-R model does not 

consider how physical environments affect physiological internal states. Therefore 

it is suggested to look into the topic of telepresence that is described when one 

feels present in the mediated environment, rather that in physical environment. It 
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is stated that greater telepresence makes online shoppers less aware of 

physiological stimulation from online environments (Sautter et al., 2004). 

Kawaf and Tagg (2012) discuss that environmental stimuli is explained at a very 

generic level by Eroglu et al. (2001). Therefore there is a need to explain more 

specifically what kind of different atmospheric cues can be found in the online 

retail environments. Therefore, an in-depth overview of low task-relevant 

atmospheric cues is given in the sub-chapter 2.2. 

Furthermore, as mentioned before in the sub-chapter 1.2, also Kawaf and Tagg 

(2012) highlight the importance of using more comprehensive models for 

measuring emotions than PAD model (that is mainly used for the S-O-R model). 

They introduce different models for measuring emotions, and also Consumption 

Emotion Set model is suggested that is used in the current study. 

2.7 Summary of the theoretical framework 

The theoretical framework provided insights into the enhanced S-O-R model that 

is used as the basis for the current study. Stimulus, organism, response and 

moderating components, involvement level and atmospheric responsiveness, play 

an important role in the study. The stimulus part gives an overview of low task-

relevant cues that play an essential role in the creation of website atmosphere. The 

categories of low task-relevant cues, presented in the sub-chapter 2.2, will be 

examined in the current study.  

Furthermore, research shows that those elements evoke different emotions that 

might occur in the online retail environment and were presented in sub-chapter 

2.3. In order to understand what kind of emotions can be triggered by low task-

relevant cues, the CES model (See sub-chapter 2.3.2) will be used as an aid when 

analyzing consumers' emotions.  

In addition, the enhanced S-O-R model highlights the importance of moderating 

elements, involvement level and atmospheric responsiveness, that must be 

considered when collecting empirical data. These components have an impact on 

the relationship between cues and emotions.  
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Last but not least, the current study will investigate consumers' responses in the 

online retail environment that are triggered by low task-relevant cues and 

emotions. 

All of those aspects mentioned above have been taken into account when 

collecting empirical data that will be explained more thoroughly in the next 

chapter.  
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3. METHODOLOGY 

This chapter provides an overview of the research approach used in this study in 

order to find answers to the research purpose. The overview of the research 

method, participants, websites, data collection and the analysis process will be 

described. 

3.1 Qualitative approach 

To define a qualitative study is difficult but there are a few things that can be said 

about qualitative research and its many shapes and forms. It combines several 

methods, topics and is pragmatic and interpretative (Bryman, 2012; Marshall and 

Rossman, 2011). A main difference from traditional science research is that it is 

moved out of the laboratories and has gained increased recognition in last couple 

of years. A qualitative study includes the context and is more open compared to 

quantitative methods (Marshall and Rossman, 2011; Jacobsen, 2002), which 

allows new theories to emerge rather than having a set of hypotheses to test. 

Bryman (2012) adds that qualitative research usually has an inductive approach, 

where theories are generated from research. This is the basis of this study which 

started with a literature review on which the questions to collect empirical data is 

based on. 

In addition, the current study has a descriptive research approach. Through the 

descriptive approach an in-depth study of social settings, a group of people, a 

community, a situation or some other phenomenon can be conducted (Given, 

2007).  Furthermore, Given (2007) explains that a qualitative descriptive study is 

suitable when analyzing individual attitudes, opinions and personal experiences of 

a particular phenomena. The descriptive approach describes rather than explains 

the phenomenon (Finlay, 2011). As the purpose of this study is to gain an 

increased insight about the impact of low task-relevant cues on emotions and 

responses, descriptive research helps to create a complete and accurate picture of 

this phenomenon by focusing on details that describe this the best (Given, 2007). 
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Furthermore, it is explained that descriptive research approach can be done 

through questionnaires, structured interviews, observations, in-depth interviews, 

focus groups, personal journeys and diaries (Given, 2007). The authors of this 

study have chosen to conduct semi-structured interviews that will be described in 

the next sub-chapter. 

3.1.1 Semi-structured interviews 

The empirical data of this study has been gathered through semi-structured 

interviews. The semi-structured interview is a qualitative data collection strategy 

(Given, 2008). Bryman (2012) explains that semi-structured interviews are 

interviews where the interviewer has a set of questions that are in the general form 

of an interview schedule, yet it is possible to vary the sequence of questions and 

ask additional questions if needed. This means that questions may not always 

follow the interview schedule and be asked in the same order. Yet, it is important 

to note that in this study all scheduled questions will be asked and the similar 

wording will be used for all interviewees. Gillham (2005) adds that the 

interviewees should be asked the same questions and the interviews must be 

conducted around the same time limit. Furthermore it is mentioned that semi-

structured interview questions are most likely with open-ended nature and probes 

are used if interviewer sees that there is more to be disclosed at a particular point 

in the interview. 

Bryman (2012) claims that researchers who want to investigate a clearly defined 

and focused topic use mainly semi-structured interviews, as more specific issues 

can be addressed with this method. It is also highlighted by Harvey-Jordan and 

Long (2001) that semi-structured interviews are mainly used to investigate and 

understand the reasons why people act in some situations by investigating 

interviewee's perceptions, experiences and attitudes. 

Thus, it can be said that semi-structured interviews are the most useful in order to 

find answers to the research questions. The biggest benefit is that semi-structured 

interviews give the possibility to ask additional questions that might occur during 

the interview. This helps to study emotions more thoroughly and find out the 

reasons behind. Those additional questions usually occur spontaneously and their 
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purpose is to get in-depth insights into the topic that cannot be predicted when 

developing the interview guide. Furthermore, semi-structured interviews can be 

made very personal thanks to its flexibility and it makes the interview feel more 

as a conversation.   

There are advantages and disadvantages that must be considered when choosing 

semi-structured interviews as a research method. This helps to gain a clearer 

understanding of the method and take into account the flaws when conducting a 

research. 

Firstly, one of the main advantages is that it is considered being flexible due to its 

relatively unstructured nature (Bryman, 2012; Qu and Dumay, 2011). As 

mentioned before, it gives the interviewer the freedom to ask questions when it 

fits the most and no clear questionnaire order is demanded. 

Secondly, semi-structured interviews offer a strong element of discovery and 

provide deeper insights from the interviewees (Bryman, 2012; Gillham, 

2005).  Also Qu and Dumay (2011) point out that semi-structured interviews 

bring out the important and often hidden facets of human behavior. This can be 

done through asking additional questions spontaneously in order to get more in-

depth answers. As the important part of this study is to analyze emotions and 

response behaviors, then semi-structured interviews give the opportunity to 

elaborate and discuss with the interviewee how different emotions and responses 

are evoked and the reasons behind them. 

Thirdly, Qu and Dumay (2011) explain that semi-structured interviews give the 

interviewees a possibility to answer in their own terms and in their personal way. 

This will provide more insights compared to questions with multiple answers, as 

conclusions can be made based on the interview manner of talk or tone of voice. 

One of the biggest disadvantages for using semi-structured interviews, which is 

brought up by several authors (Gillham, 2005; Harvey-Jordan and Long, 2001; Qu 

and Dumay, 2001), is that it is time-consuming. It is explained that transcribing 

and the analysis stage take a lot of time (Harvey-Jordan and Long, 2001). Qu and 

Dumay (2001) add that also planning of the interview is time-consuming. This is 

taken into account in this study, a lot of effort has been put into preparing the 
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interview in order to make the analysis part more efficient and faster. This was 

done through creating tables that makes the data easier to categorize and compare 

when analyzing the research finding. 

Another negative aspect about semi-structured interviews is that they are not 

generalizable for other research areas (Harvey-Jordan and Long, 2001). This 

study is already very specific in its nature and therefore it is important to take into 

account the delimitations of this study that were explained in the sub-chapter 1.4.   

Qu and Dumay (2011) claim that different interviewers evoke different answers 

from the respondents, as different interviewers might ask questions differently and 

the probing technique is not the same. This is taken into account in this study. 

Eight of the interviews were done by the one author and two of the interviews 

were done by the other author due to the time constraint. However, the author 

who conducted two interviews was familiar with the interview process and took 

into account the style of the author who conducted the most interviews. In 

addition, both of the interviewers provided the same environment for all of the 

respondents.  

It is stated by Morse (2000) that when phenomenological studies and interviews 

are made it is enough if the sample size consists of six to ten participants. This 

already provides a large amount of data for analysis. It is also supported by 

Sandelowski (1995) who states that six participants is the minimum size when 

investigating the experiences. Taking this into account, the current study consists 

of ten participants. 

3.2 Data collection 

The empirical data for the current study was collected through semi-structured 

interviews. Semi-structured interviews took place on the 12th, 13th and 14th of 

May 2014. The authors have conducted ten in-depth semi-structured interviews 

with female, fashion interested, new or experienced online consumers between 

20-30 years old. All of the interviewees wished to stay anonymous for this 

research, which was agreed verbally. Therefore the names of the interviewees 

have not been mentioned to maintain their confidentiality. 
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3.2.1 The studied websites 

Four different fashion online retailing websites were used in this study. Three of 

them were multi-brand retailers and one of them was a mono-brand retailer. They 

all sell fashion products in the online retail environment. As the current study is 

not brand-related, the website names are not important and will be anonymous in 

this study. This will also protect the brand image if negative feedback should 

occur. Yet, it is still important to give an overview and description of the studied 

websites. 

Website A is a multi-brand online retailer who is focusing more on luxury fashion 

products. It has a bit more extensive traditional layout, with menus on top, middle 

and on the left side. It has a top-down scrolling. Furthermore, promotional space 

is in the middle and the footer contains informational content and direct category 

links. The background of the website is white. A lot of different colors are used 

for menus and texts, such as white, grey, red, baby pink, black. They use 

decorational, promotional, human and product images only. In addition they have 

automatically moving and pop-up advertisements. Videos are not used in the 

current website. Text size is considered as being rather small. They use mainly 

sans serif fonts. Lower case letters are used for menus and headings. Capital 

letters are used for highlighting purposes and for brand names. 

Website B is a multi-brand online retailer who is focusing more on fast fashion 

clothing. It has a very traditional online store layout, with menu on the top. They 

use a top-down scrolling. Promotional space is in the middle and contains a lot of 

inspirational content. Furthermore they have decorational, human product and 

product images only. In addition, different videos can be found on the website. 

They use pop-up ads. The background of the website is black. Main colors that 

are used on a website are black, white and pink. Font colors are mainly white and 

pink. Text size is considered rather small and mainly sans serif font-type is used. 

Capital letters are used for menus and for promotional and decorational images. 

Website C is a multi-brand online retailer who is focusing on luxury fashion. The 

website has an editorial look, and can be associated with being a magazine or 

online blog. Like previous pages, the menu is situated on top of the page and has 
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top-down scrolling. The website first page contains a lot of articles and editorial 

content. Furthermore it has many decorational, promotional, human and product 

images only. They also use pop-up advertisements. Footer is used for 

informational purposes. The main colors that are used on the website are black 

and white. The background of the website is black. Font colors are mainly black 

and grey. Different font types are used on the websites, e.g. sans serif, capital 

letter for menus and heading, lower case letters for sub-menus and texts, cursive 

letters for decorational purposes. 

Website D is a mono-brand fashion retailer. The website has a very minimalistic 

layout and is totally different compared to other websites mentioned above. They 

have a hidden menu on the right side and scrolling is done horizontally. Main 

colors used are white and black. The background color is white and font colors are 

black and grey. They have only one decorational image that is used on the intro 

page. Furthermore they use pop-up ads. There are no promotional images or 

videos. All fonts have sans serif style. Capital letters are used almost everywhere, 

while lower case letters are used for longer texts. 

All mentioned websites were chosen as they were not well-known among the 

target group and were different from each other in terms of low task-relevant 

cues. This helps to examine website atmosphere in a reliable way, which means 

that the answers of the target group are not affected by their previous opinion of 

the website brand. To understand if there were any assumptions that might affect 

the interviewee's answer, the questions were asked if they knew the website and if 

they have visited it before. Most of the respondents had not seen these websites 

before. Furthermore, these websites were also chosen as they all have different 

approaches on using low task-relevant atmospheric cues. This provided the 

authors with a opportunity to examine various cues and their effect on emotions 

and responses. 

3.2.2 Interviewees 

The current study consists of ten interviewees, who are all female, fashion 

interested, new or experienced online consumers between 20-30 years old. There 

were many reasons for choosing this target group. 
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All the examined websites are mainly targeting women, which makes the choice 

of gender important. Furthermore, women are considered being more active 

fashion shoppers than men (Workman and Cho, 2012). 

As the examined websites are all from the fashion industry, it was important to 

concentrate on fashion interested consumers. These consumers enjoy shopping, 

are fashion-forward, involved and conscious of fashion (Workman and Cho, 

2012). All of the chosen websites are targeting people who are interested in 

fashion and their purpose is to make the website desirable and attractive for them. 

It is essential to differentiate e-commerce website customers in order to study 

their behavior adequately (Hernandez-Ortega, Jimenez-Martinez and Martin-

DeHoyos, 2008). According to Hernandez-Ortega et al. (2008) three categories of 

e-commerce customers can be distinguished: 1) Potential - considering to make 

the first purchase; 2) New - have made few purchases before; 3) Experienced - 

have made a high number of purchases. In this study we are concentrating on new 

and experienced online consumers as they already have some previous experience 

in online shopping. 

The age limit of 20-30 years was chosen due to fact that younger consumers buy 

online more often than elderly people (Burkolter and Kluge, 2013). Furthermore, 

the authors find this target group interesting to investigate.  

Taking all of these factors into account the authors began the selection of 

interviewees. In the end, a convenience sample was used, which means that 

respondents were selected based on the ease of availability (Given, 2008). The 

authors contacted thirteen women and ten of them were willing to take part in this 

study. In the end, the target group consisted of three Swedes, three Estonians, one 

Spanish, one German, one Icelander and one New Zealander. 

3.2.3 Pilot study 

The research design was tested on the 6th of May by doing a pilot study, which 

according to Marshall and Rossman (2011) is helpful.  The pilot study was done 

exactly like the intended study in order to assess that data and detect any mistakes 
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or faults either in the formulation of the questions or the order of questions as well 

as other problems. 

Several issues were found and corrected, the main issues was in the order the 

questions were asked since repetition occurred and it was found tedious by the 

respondents as well as the interviewers. Initially the intent was to use four 

websites to examine, but the amount was halved and only two websites were 

examined. As a solution to this, the respondents got to choose their favorite and 

least favorite website after browsing all four. This was to investigate one website 

that evoked positive emotions and one that evoked negative emotions more in-

depth. Other issues that emerged were in regards to relevancy, some initial 

questions were found irrelevant for the purpose of the research and therefore 

removed from the interview guide. 

3.2.4 Emotion set  

As mentioned before in the sub-chapter 1.2 and sub-chapter 2.3.2, it is suggested 

to use a more comprehensive model for analyzing emotions. This has been taken 

into account in this study and Consumption Emotion Set (CES) model that is 

explained more thoroughly in the sub-chapter 2.3.2. The CES model has been 

used as an aid when conducting the research. Yet, some emotions that are 

presented in the model were not used in this research, as they were not likely to 

occur when analyzing online retail atmospheric cues. 

During the pilot study (see sub-chapter 3.2.3) it occurred that the emotion 

"confused" was very often used by the interviewee. The authors of the current 

study found it important to add the emotion "confused" to the list of emotions, as 

it can be an emotion that occurs often when visiting online retail environments. 

Emotions and subordinate levels of emotions that were used as an aid in the 

current study are the following: 

Ø Positive emotions: Love (loving, sentimental, warm hearted); Peacefulness 

(calm, peacefulness); Contentment (content, fulfilled); Optimism 

(optimistic, encouraged, hopeful); Joy (happy, pleased, joyful); 

Excitement (excited, thrilled, enthusiastic). 
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Ø Negative emotions: Anger (frustrated, angry, irritated); Discontent 

(unfulfilled, discontented); Worry (nervous, worried, tense); Sadness 

(depressed, sad, miserable); Fear (scared, afraid, panicky); Shame 

(embarrassed, ashamed, humiliated); Envy (envious, jealous). 

Ø Others: Surprise; Other items (guilty, proud, eager, relieved). 

Ø Added emotion: Confused. 

Two of the emotions from the CES model have been skipped, as they are most 

unlikely to occur in the environment. Furthermore skipping those emotions makes 

it easier for the interviewee to choose the emotions from the emotion list that is 

introduced and suggested to use when describing emotions. Those emotions were: 

Ø Romantic love (sexy, romantic love, passionate). 

Ø Loneliness (lonely, homesick). 

There is a clear need for using wide range of different emotions. Those emotions 

provide a deeper understanding of what kind of different emotions might occur in 

the online retail environment and what emotions can be evoked by low task-

relevant atmospheric cues. As mentioned before in the sub-chapter 1.2 and sub-

chapter 2.3.2, CES model is a more extensive model that is suggested to use when 

examining online retail environments. 

3.2.5 Low task-relevant cue set 

The low task-relevant cues examined on the current study are based on the 

combination of previous researches that were explained in the sub-chapter 2.2. 

Low task-relevant cues were divided into different categories and only the visual 

cues will be examined in this study. 

The following categories (with subcategories) were examined in this study: 

Ø Color (background, prominent color in images and advertising, font color, 

menu and logo color) 

Ø Layout (structure/organization) 

Ø Sales/promotion signage (clickable image, automatically moving ad, 

simple click-on, pop-up advertisement and non-clickable image) 

Ø Images (decoration, logos) 
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Ø Fonts and text (size, color, contrast) 

All of these low task-relevant atmospheric cues were examined in all websites. 

The interviewer went through each cue type together with the interviewee. 

Several questions regarding the interviewee preference, noticeability, emotions 

and likeability were asked during the interview. 

3.2.6 The interview process 

Ten semi-structured interviews were conducted with women who are fashion 

interested, new or experienced online consumers between 20-30 years old. These 

interviews were conducted in order to find out how different low-task atmospheric 

cues influence consumer's emotions and responses in the online retail 

environments. 

An interview can be formal or informal and have different degrees of openness; 

the decisions made by researcher in regards to this will affect the research data 

(Jacobsen, 2002). The authors of this study decided to conduct the interviews in 

an informal way with open questions, based on Jacobsen (2002), this makes it 

more like a natural discussion and allows the respondent to speak freely. This was 

found important for the current study, as it is believed that a natural discussion 

helps to elaborate more on different topics and ask additional questions to find out 

the reasons for their emotions or behaviors. By allowing the respondent to speak 

without restrictions it also does not restrict the amount of data that can be 

extracted (Jacobsen, 2002).  

According to Marshall and Rossman (2011) it can be helpful to find concepts and 

definitions from the literature to construct categories for interview questions but 

also for the analysis of the collected data. Therefore the examined low task-

relevant cue categories were the same as mentioned in the literature review (See 

sub-chapter 2.2) in order to make the research easy to follow and to make the data 

reliable. The design of the questions was also based on the literature review in 

order to get relevant data. 

As mentioned in the sub-chapter 2.4.1 involvement level can influence the 

behavioral outcome and emotions. It is important to highlight that the 
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involvement level in this current study was low. Which means that there were no 

specific task related to purchasing. Everything was connected with browsing, 

which refers to low involvement level. Taking this into account, it must be 

highlighted, that in this situation hedonic qualities of website and the 

entertainment level was appreciated by the users. This provides a good basis for 

analysis as the concentration is on low task-relevant cues. 

Furthermore, it was stated in the sub-chapter 2.6 that telepresence is an important 

factor that must be considered. In this research, interviewees were not in the 

telepresence situations, as they were having a "conversation" with the interviewer.  

The interview questions were not disclosed before the interview since the aim was 

to get the initial impression and emotions, which can be affected by knowing the 

questions. All the interview questions can be found in the Appendix 1. 

All of the interviews were recorded on two devices for data analysis purposes and 

for security reasons to ensure the good quality of the recorded material. Five of 

the interviews were done where one of the authors was interviewing and the other 

author was taking notes to make the data analysis easier. The other five interviews 

were done only with one author asking questions due to time constraints and the 

fact that both of the authors already knew how to conduct the interviews in the 

same way. Both of the interviewers provided the same environment for the 

interviewees. The recordings of the last five interviews were listened by the other 

author who was not present in the interview. It is important to mention that all of 

the interview notes were analyzed together to make sure that both of the authors 

have the same idea what the interviewee was saying.  

As mentioned in the sub-chapter 2.6 it is important to take into account the 

environment the shopper is in. The authors of this study provided the same 

interview scene to all interviewees. The interviews were conducted at The 

Swedish School of Textiles in the student group rooms. It must be taken into 

account that the outcomes of the current interviews can differ depending on the 

different setting. Interviewees might have different opinions on this topic when 

they are in different environments. A large TV screen was used with a Windows 7 

operating system and a Google Chrome browser when examining the websites. It 
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is important to mention that the cache and cookies were deleted before each 

session, so no preference data would affect the look of the websites. Furthermore, 

interviews were conducted in three days that provided us the same website looks 

for all interviewees.   

The interviews were conducted in four steps: 

Ø General questions 

Ø Initial browsing 

Ø Website specific browsing and questions 

Ø Comparative questions 

Firstly, the general questions consisted of questions about the respondent's online 

shopping behavior; attitude towards online shopping; interest in fashion and 

current emotional state which could be explaining variables in the outcome of the 

interviews. All of the interviewees were in the same emotional state. They all felt 

happy and fine. Yet, some of them had additional emotions and emotional states 

as well, such as tired, excited, peaceful, optimistic, bored, and nervous.  

The respondents were also given sheets with the chosen and added emotions from 

the CES-model divided into positive, negative and other emotions to help them to 

find the appropriate emotion. The intent was not the affect the respondent's 

response but to supply an aid. All respondents were informed of this and were 

given the same sheets. One interviewee felt pressured and forced to choose the 

emotions when having these emotion sheets in front of her. However, all of the 

other respondents found it helpful, as sometimes it is hard to find the correct 

emotions that are evoked. By having these sheets in front of them, helped the 

respondents to explain their emotions more clearly.  

Secondly, in order to get the initial impression and attitude towards the website 

the respondent were asked to browse around in four different online shops that 

were chosen by the researchers and were explained in the sub-chapter 3.2.1. The 

browsing of each website lasted for one minute. When this part was done, the 

respondent was asked to pick out the website she liked the most and the one she 

like the least. The aim of this task was to find the websites that evoke negative 

and positive emotions, which affect the approach and avoidance behaviors. The 



 45 

order in which the websites were browsed could affect the outcome and were 

taken into consideration. 

Thirdly, the chosen positive and negative websites were examined more in depth. 

The same questions were asked for both websites; however the respondent was 

encouraged to speak freely in order for unexpected views to surface. Furthermore, 

in some cases the interviewer asked additional questions in order to find out the 

reasons behind the answers. 

Lastly, general and comparative questions were asked in order to find out the 

preferences of the respondent and the emotions that different low task-relevant 

cues might evoke. 

In order to be efficient, roles between the authors were divided. In five interviews, 

one of the authors was asking questions and the other author was writing notes to 

the prepared table. As the other five interviews were conducted only by one 

author, the data analysis tables were filled by the author who conducted 

interviews. It is also important to mention that all of the interview results were 

analyzed together in order to ensure that both of the authors have the same view 

of the answers.  All interviews were conducted in English and lasted about 40 

minutes. 

3.3 Data analysis 

One of the main difficulties with qualitative research is the time consuming 

analysis of data due to the great amount of it (Bryman, 2012). Even though it 

provides a lot of insights, the data processing and analyzing can be challenging. 

To overcome these challenges, the authors of this study have analyzed different 

qualitative data analysis methods and found that thematic analysis is the most 

suitable when taking into account our time limit and the need for efficiency. 

Thematic analysis refers to "extraction of key themes in one's data" (Bryman, 

2012, pp. 717). This means that the data is divided into different themes that make 

it easier to analyze. It is considered being an analytical approach and synthesizing 

strategy used in the meaning-making process (Lapadat, 2010). Furthermore it its 
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explained that it is a tactic for reducing and managing large volumes of data 

without losing the context. 

Bryman (2012) explains one of the most common strategies, called "The 

Framework", that is used in thematic analysis. He explains that different central 

themes and subthemes are created through reading the transcripts or field notes 

that make up the data. They are represented in the matrix and presented in the 

spreadsheets. This strategy was found the most useful in the current study and was 

used to analyze the semi-structured interview results. Furthermore it is important 

to note that field study notes have been used when conducting the thematic 

analysis. As mentioned before, in the sub-chapter 3.1.1, a lot of effort has been 

put into the interview-planning phase to make the field notes systematic and 

reliable when analyzing the data. 

When analyzing the data and dividing them into themes, the authors took into 

account suggestions that are presented by Bryman (2012). The authors looked for 

repetitions and topics that occurred in different interviews. It was important to 

find similarities and differences of opinions of interviewees. As the main part of 

the interview was analyzing different low task-relevant atmospheric cues, all of 

the examined cues were divided into tables and the occurred emotions, responses 

and comments were added to compare the different answers. Different tables were 

created for emotions, responses, and personal information in order to make the 

data analysis easier. Furthermore tables were created for each website to gather all 

the comments of the website to the same table. 

Therefore it can be said that the thematic analysis method made data processing 

easier in this study. Going through different tables that were divided into themes 

made it easier to interpret the data and find conclusions. 

3.4 Trustworthiness 

Trustworthiness consists of validity and reliability measurements (Marshall and 

Rossman, 2011) and is also divided into internal and external measurements 

(Bryman, 2012; Jacobsen, 2002). Validity is defined as "the integrity of the 

conclusions that are generated from a piece of research" (Bryman, 2012, pp. 

717). This study does not attempt to generalize and apply the findings of this 



 47 

study to another setting than this specific research setting, which is defined as 

external validity (Bryman, 2012). The researchers are aware that the external 

validity of this research is low. The purpose of this study is not to prove causality 

between the variables so internal validity cannot be measured (Bryman, 2012). 

Bryman (2012) further states that trustworthiness is based on credibility (internal 

validity), transferability (external validity), dependability (reliability) and 

confirmability (objectivity).  Jacobsen (2002) describes internal validity as 

whether the researcher measured what they intended to measure while external 

validity is the degree of the ability to generalize the results and whether it could 

be applied to another context. To achieve high external validity is difficult and not 

the aim of this research. 

However this research does claim that the collected data is relevant to the purpose 

and literature review and therefore receives higher internal validity and 

credibility. It could have been stronger by using respondent validation but due to 

time restraints this was not possible, however the interviewers tried to confirm the 

statements during the interview. Member or research validation is when the 

researcher provides the respondent with his/her interview answers and/or the 

findings of observations to get feedback in order to increase the trustworthiness of 

the research (Bryman, 2012; Marshall and Rossman, 2011). The aim is to see if 

the information and perception is in line with those of the respondent. The 

dependability or reliability is claimed to be high since this is achieved by keeping 

records of all the phases of the research (Bryman, 2012). During the research 

process the researchers has kept a logbook and made notes from each meeting or 

discussion and all the interviews were recorded, therefore it is easy to follow the 

process and assess it. The researchers have tried their best and made an effort to 

obtain objectivity in the research process, which gives the research higher 

confirmability according to Bryman (2012). 

This study has been done in a matter to ensure as high reliability as possible, 

which is achieved if the same results would occur if the research would be done 

again in the same way (Bryman, 2012; Jacobsen, 2002). However, open and 

informal interviews cannot be done exactly the same but some measures have 

been taken to gain higher reliability by using an interview guide and recording the 

interviews. 
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4. EMPIRICAL RESULTS 

The following chapter will present the empirical results that were generated by 

the semi-structured interviews. It provides an analysis of low task-relevant cues 

and their effect on emotions and responses.  

4.1 Effect of low task-relevant cues on emotions 

One of the purposes of this study was to gather more in-depth data about the 

impact of low task-relevant atmospheric cues. Different categories of low task-

relevant cues, which were explained in the sub-chapter 2.2, were examined in the 

studied websites. This chapter will give an overview of the different emotions that 

were evoked through the examined cues and provide insights from respondents 

why these emotions occurred.  

Layout 

The research results indicate that different layout types create different emotions 

on consumers. The current research examined different layout styles: Traditional, 

editorial and lookbook style (See sub-chapter 3.2.1).  

The traditional website layout created relief in many cases, as it is the most 

common style and used by many other online retailers. It is described as being 

classical, logical and easy to use, as consumers are already familiar with the 

layout style and they know how to use it. Most of the users felt content with this 

layout type. The traditional website layout created also joyful emotions, when it 

contained many elements. Furthermore it made the visitors curious when it was 

used for the first time.  

Yet, in some cases, this website layout also created negative emotions. For 

instance, if the website layout contains too many menus placed in different places 

on the website, emotions such as discontent, confused, annoyed, frustrated, 

nervous and irritated occurred. This also creates an unprofessional feeling and 
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consumers might not understand the purpose of this website. It is also mentioned, 

that this inconsistency makes visitors bored and the desire to click to another 

website increases.  

The editorial website layout evoked mostly positive emotions. The particular 

website layout created a magazine feeling with its intro-page and it made people 

curious. The following layout evoked emotions such as optimism, excitement, 

happiness, contentment, peacefulness, calmness, secured and relief. The majority 

enjoyed that a lot is going on this website that is created by the use of different 

articles. Only one of the respondents felt confused, as she could not concentrate 

on shopping. It was also mentioned that she could be sure that everything she 

needs from an online retailer is right there. One of the respondents felt encouraged 

to use the website as the layout created a feeling that she can be sure that she finds 

something she likes on the website. The positive emotions were also evoked as 

the layout of the website was considered being simple and organized. Yet, it was 

also mentioned that the website layout looks expensive and exclusive, which 

make people, who cannot afford the expensive products envy.  

The lookbook layout created the most controversial opinions. It can be said that 

one either loves it, or hates it. The majority of respondents chose this as their least 

favorite website. It created discontentment, confusion, frustration and 

uncomfortable emotions. Some respondents felt annoyed as they did not know 

how to use this website. These emotions were mainly evoked due to the horizontal 

scrolling, which is unusual and unfamiliar for users but also by the hidden menu. 

In some cases, the menu was not even noticed by the users. It was considered 

being hard to navigate and not user-friendly. One respondent mentioned that it is 

first considered fun (joyful emotion), as the layout is totally different from others, 

yet after a while it creates frustration, as she does not understand how to use this 

particular website. Different filters and sub-menus, that are common aids on other 

websites, were not available in the current layout.  

Yet, the current website layout got also positive feedback. Some of the people 

enjoyed that the lookbook layout is simple and minimalistic, compared to other 

websites. This evoked happy, joyful, optimistic, excited, thrilled, pleased and 
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encouraged emotions. One of the respondents mentioned that the visual execution 

created positive emotions. She explained the emotions as following:  

"First of all I felt surprised, because I didn't expect it [the layout]. 

Then I felt calm, because it's very easy layout. Then, I think this is also 

connected with me, sometimes dreading to go on the websites, because 

I feel that there are way too many buttons and links, but here it is just 

like, I just go through the looks and I just choose one and there is 

nothing that I need to, in a way, focus before I focus on the clothes. 

[sic]" 

 It can be said that people enjoy using websites and positives emotions are evoked 

when it that does not have too many elements that disturb the experience. 

One of the layout elements that truly influenced consumers' emotions was the 

scrolling of the websites. Horizontal scrolling evoked rather negative emotions, 

such as discontentment, confusion and irritation. Yet, a few of the respondents 

found it joyful. Most of the people preferred the classical vertical scrolling. The 

placement of logo did not pay any significant role in consumers' emotions.  

The results support the theory about the layouts, explained in the sub-chapter 

2.2.2 that explains that people tend to prefer layouts with rather simplistic 

conventional style that are easy to use and where are not too many menus used. 

New approaches in terms of layout create rather negative emotions as people must 

learn first how to use the website and it is extra work for them.  

Colors 

The results confirm the fact that was stated in the sub-chapter 2.2.1 that colors 

affect consumers in the online retail environment - different colors created 

different emotions.  

First, the studied website had either white or black background. White 

background was preferred by most of the respondents and it evoked content, 

pleased, peaceful and calm emotions. It was mentioned by one of the respondents 

that white background stimulates and gives energy, especially when visiting the 
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website at night, when it is dark. It was mentioned by many respondents that 

white background was considered being especially important for apparel websites, 

as they let the products to stand out. Yet, it was mentioned that white background 

is not good when a website has many white items, as then there is no contrast and 

products have low visibility. This creates discontent, bored, irritated and frustrated 

emotions.  

Yet, also black background was preferred in some cases. It created mainly content 

emotions when respondents had positive attitude toward it. It was stated that black 

background is good when it fits with the overall style of the website and it gives 

good contrast for other colors. This is contrary to the Plumley (2010) statement 

that big contrast between dark and light colors feels overwhelming to consumers 

(See sub-chapter 2.2.1). However, Black background creates also discontent 

emotions. One respondent explains "black background looks kind of sad." 

Different websites used different colors that were visible in their online 

environment. They were asked to describe what kind of positive and negative 

emotions that were evoked by different colors. This means that respondents chose 

to describe different colors that can be considered the most prominent on the 

studied websites and not all colors on the websites were examined. It is also 

important to mention that colors were mainly used in images and fonts. So 

therefore results contain the opinions based on colors of the images and fonts. 

The combination of monochromatic colors, such as black and white, created 

rather positive emotions. Respondents felt content, pleased and happy. The use of 

these colors together created a minimalistic and an elegant atmosphere. 

Respondents enjoyed the minimalistic style. Yet, some of the respondents were 

discontent and bored. They explained that this combination is too clean for them. 

These results support, both the Pelet and Papadopoulu (2012) and Ha and Lennon 

(2010) findings (that are stated in the sub-chapter 2.2.1) regarding the use of few 

colors and helps to understand the reasons behind it.   

It is important to note that using those colors (black and white) alone as a text, 

creates totally different emotions. Black color used alone (e.g. on logos, texts, 

headlines) created content emotions in some of the respondents and bored and 
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discontent emotions for others. It was stated that it creates too much contrast. 

While white color alone, created boring and even hate emotions when used as a 

text color. However, there were respondents who felt contentment when this color 

was used on a text. 

Also the use of grey created more negative emotions that positive. Respondents 

felt discontent, confused and bored. One of the respondents felt content, as it was 

easy to read texts in grey.  

Chromatic, bright colors, created more negative emotions, such as discontent, 

annoying and frustration. Yet, two of the respondents were content with chromatic 

colors. It was stated that bright colors against white background evoke content 

emotions.  

Blue was one of the main colors that stood out on different websites and was 

mentioned by the majority of respondents. It always created content emotions and 

no negative emotions were evoked. The color blue was also highlighted in the 

sub-chapter 2.2.1, as being a good color to increase shopping intention. 

Yellow evoked happy and joyful emotions. Yet, one of the respondents mentioned 

that pure yellow creates rather discontent emotion, while light yellow evoked 

content emotion.  

Red created discontent, confusion and bored emotions. One of the respondent 

mentioned that red colors associates with sales. In this occasion, red creates rather 

content emotions.  

Pink color can be described as a color that stands out a lot. Using pink on images 

created rather content emotions. However, different shades of pink had mostly 

negative emotions. Hot pink evoked controversial emotions. Two of the 

respondents found it being simple and clean that made them content. Those, who 

had positive emotions, also stated that it fits well together with the black 

background color. While others felt discontent, annoyed and frustrated. It was 

also stated in in the sub-chapter 2.2.1, by Plumley (2010), that hot pink is not 

suggested to use for menus and texts. Baby pink evoked only negative emotions, 
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such as discontent, confusing and bored. This color was not found good using on 

a fashion website, as it is associated with kids.  

There were also other colors that were mentioned briefly. Orange created 

discontent emotions for one person, who had never liked the specific color before. 

Zebra print created content emotion and it stood out from other colors. Green 

created content emotions and it stood out from other colors according to one 

respondent.  

As stated in the previous sub-chapter 4.2.1, using a many colors on the website, 

creates a cheap look for the website. This was stated by two of the respondents. It 

creates embarrassed and shame emotions as people felt ashamed when using 

"cheap websites".  

Images 

In the current analysis, a lot of attention was put to the images used in an intro-

page, as it was stated in the sub-chapter 2.2.4 that those images play important 

role in creating interest in consumers to continue using the website. This was also 

supported by the research findings, as majority thought that these have a positive 

impact on the overall emotions of the website. Only one respondent did not like 

when images were used, she stated that she wants to get to the point. Different 

emotions occurred for different images. In overall, decorational images created 

more positive emotions than negative and they are much welcomed on apparel 

websites. People feel excited, happy, intriguing, optimistic and content when 

images are used on a website. It can be concluded that people found images being 

complementary to website design, as stated in the sub-chapter 2.2.4. 

Colorful images, either with human on it or not, created only positive emotions. 

People felt optimistic, peaceful, excited, hopeful, eager, content and refreshing 

emotions. Images help to create an artistic and exclusive atmosphere for the 

website. 

In addition, when very simple human images are used, that can be compared to 

product images, and then it creates content emotions in consumers. Yet, for one 

respondent, this creates rather discontent and bored emotions, when images look 
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unprofessional. Furthermore she notes that emotion on a model plays significant 

role, as if model has no clear emotion, it contributes with negative emotions to the 

overall image. It was also mentioned by many respondents that they enjoy if 

models "have character" and show emotions. This supports the findings of Cyr et. 

al. (2009) and Plumley (2010) who stated exactly the same (See sub-chapter 

2.2.4).  

One important thing that was mentioned by the majority of respondents was that 

they all relate to models. Therefore the need for using human images plays a 

significant role for websites. Consumers feel content, optimistic, warm, trust and 

encouraged emotions. To use of humans in images is found important and 

inspirational. One interesting aspect was mentioned by one of the respondent who 

stated the following:  

"Seeing human beings wearing the clothes or like in the side, in a 

picture, or something, makes it feel more real ... It gives me a little bit 

of the experience that I could get if I was actually shopping, that 

would be surrounded by people. [sic]"  

This refers to telepresence that was mentioned in the sub-chapter 2.6. It can be 

said that human images help to increase the level of telepresence, which means 

that consumer feels present in the mediated environment rather than in the 

physical environment. However, negative emotions were evoked, such as 

discontent (when one did not like the website), bored (when only one model was 

used) and irritated (when too much skin is showed on model).  

Images are overall considered being inspirational and they stand out from other 

elements. One interviewee explains the following: "It intrigues me to going to the 

website.  Like I want to click them to see, just scroll through. I might not buy 

anything from there but just gives me more inspiration. [sic]" It was also 

mentioned that images must be of high quality, as low quality images create 

discontent emotions in some users. Furthermore it was stated that the purpose and 

the context of the images must be clear. It cannot be overwhelming, if this is the 

case, negative emotions will occur. 
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Videos created also different emotions. Two different types of videos were 

analyzed: videos that start automatically and videos that can be viewed optionally. 

The outcomes are interesting as videos might create different emotions in 

different occasions.  

Videos that start automatically got mainly negative feedback. People felt 

discontent and confused. It was mentioned that these emotions were evoked, 

because people want to be in control if they want to see the video or not. One of 

the respondents explained that she ignores those videos and almost never watches 

them. Another respondent described that with a question "Did I do anything 

wrong?" arises when videos start automatically. Yet, many of the respondents, 

who had negative emotions toward these types of videos, stated that it only creates 

contentment, when they are easy to close. Another respondent added that those 

videos are "okay", when they contain highly relevant information.  

In contrast, videos that start optionally created rather positive content emotions. 

They were found interesting and good way to find inspiration. It was also 

mentioned that catwalk videos create contentment when they are used on a 

website. There was only one respondent who did not like those videos on a 

website at all.  

Social media icons used on a website do not evoke any strong emotions. 

Consumers feel content. Only one of the respondents uses them often, all others 

have no action related with them. Therefore, their contribution to the overall 

atmosphere can be considered small. 

Image size did not have influential role. It was only mentioned by one respondent 

that too big images create discontent emotions, as she wants to have control if she 

wants to see small or large images. 

It is true that images evoke emotional responses in consumer and it plays an 

essential role in the website intro-page, as stated in the sub-chapter 2.2.4. The 

strongest emotions are triggered by images, while videos and icons have the least 

influential role.  
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Sales and promotional signage 

Moving images and ads create rather negative emotions. People feel mainly 

discontent and annoyed when this kind of images and ads are seen. Furthermore, 

it was explained by two of the respondents that moving images and ads are 

automatically ignored and not noticed. It is contrary to Plumley (2010) who stated 

that moving images are a good way to catch the attention (See sub-chapter 2.2.3). 

In addition, it was mention that people want to control what to see on the website. 

However, moving images can also evoke content emotions in three occasions: 1) 

If moving images contribute to the overall experience; 2) If they are interesting 

for the target group; 3) If they are small.  

Also pop-up ads evoke mainly negative emotions. Pop-up ads got negative 

feedback from all of the respondents. Emotions such as irritated, discontent, 

annoyed, scared, frustrated, tiresome and confused were evoked. The emotion 

"annoyed" was also presented by Plumley (2010) (See sub-chapter 2.2.3). 

Different reasons were given when describing why those emotions were evoked. 

Similar to moving images and ads, many respondents do not pay attention to 

them, it is described as a "natural action to click away". The importance of having 

control over what to see was also mentioned for pop-up ads by several 

respondents. In contrast, one person mentioned that, even though pop-up ads 

create negative emotions, she still reads them and takes a moment to think if this 

can be somehow useful for her. On the other hand, content emotions can be 

evoked also in this ad-type on two occasions: 1) If it contains important 

informational content; 2) If it is easy to close.  

Contrary, regular promotional images that contain humans, products or/and text 

are much welcomed by consumers. The most common emotion that was evoked 

was contentment that was felt by half of the respondents. Furthermore emotions, 

such as intriguing, optimism, excitement, warmness, curiosity and hopefulness 

were evoked. Consumers pay attention to these ads as they find them being 

interesting and if they contain information of promotional offers. It was 

mentioned by two of the respondents that they enjoy when something is 

happening on the website. It can be concluded that those images make a website 

more alive. However, three people also felt negative emotions in some occasions, 
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such as discontent, irritated, annoyed, confused and mistrust. These emotions 

were explained under two circumstances: 1) personal negative opinion of the 

models used or the overall image; 2) when the image is too flashy.  

The examined websites also contained ads that consisted only of texts and 

communicated sales and promotional offers. These created a content emotion, for 

one person, when the size of the ad is rather small. Furthermore one respondent 

felt curiosity and explained that she always pays attention to these ads. In contrast, 

negative emotions, such as annoyed, irritated and discontent were evoked. It was 

mentioned again that it is important to have control over what to see and that these 

ads are rather ignored by some respondents.  

It can be concluded that online retailers must use the sales and promotional 

signage in a careful way. This supports the conclusion made in the sub-chapter 

2.2.3. Almost all of the sales and promotional signage create rather negative 

emotions, except the regular promotional images used on a website. When online 

retailer wants to catch the attention through moving images or pop-up ads, it often 

has the opposite effect, as people are used to ignore those types of ads due to their 

extensive use in the online environment.  

Fonts 

It was found difficult to define the size of the fonts, as this is a very subjective 

topic and there is no clear answer how to define small or big font size. Yet, it was 

found by four of the respondents that in some places product information text is 

too small, as it was hard to read it. It evoked bored and discontent emotions. 

However, mainly the readability of different fonts was considered good. 

One interesting finding is that font color or headlines, either it is black, white or 

multicolored, does not pay any significant role. People feel content in all cases. 

More detailed description of colors is described above.  

A lot of discussions were regarding different font types. Respondents found it 

hard to describe their emotions based on font type, therefore two main emotions 

can be distinguished: content and discontent. However, some font types evoked 

more emotions.  
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Simplistic font style, sans serif, created mainly content emotions, as they were 

simple, clean and easy to read inside texts. One respondent also felt calm. 

However, discontent and bored emotions were evoked if this font is used for 

menus.  

Ornamental font type was mentioned by one of the respondents and it created 

joyful emotion.  

Cursive font type created mainly content emotions and it was considered being 

good when used for contrast and highlighting purposes. It was also stated that it 

makes the text easy to read. However, one respondent mentioned that she felt 

discontent, as it was hard to read the texts. For one respondent, it added classy 

atmosphere for the website.  

When text is made bold, it creates either content or discontent emotions. One 

respondent mentioned that using bold font looks unprofessional.  

Surprisingly, the use of capital letters evoked mainly positive emotions and 

people felt content when this font type was used. This contrary to the Daniel 

(2011), who stated that capital letters make the text hard to read and creates 

hysterical emotions (See sub-chapter 2.2.5) Capital letters are appreciated when 

used in menus, headlines, logos and for highlighting. It was stated that capital 

letter make the message more clear. Yet, it can create discontent emotions, when 

used inside the text and on ads it feels a bit aggressive.  

If a website uses many different font types together on a same page, it creates 

discontent, confusing and irritated emotions. It was explained as being "too 

crowded" by one of the respondent. 

It is important to mention that many interviewees found the emotions evoked by 

the fonts hard to explain. It can be concluded that fonts do not create any strong 

emotions in the consumer. This proven also by the fact that the main emotions 

that occurred where either content or discontent, which means that people were 

either satisfied or not with the fonts.  
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4.2 The effect of emotions, triggered by low task-relevant 
cues, on consumer behavior 

As previously stated in the enhanced S-O-R model (See sub-chapter 2.1) the 

emotions affect the behavior in terms of response. The responses were divided 

into approach or avoidance behaviors, which can be seen as positive or negative 

actions towards the website (definitions of these behaviors, can be found in the 

sub-chapter 2.5). The following chapter will give an overview of the emotions, 

evoked by low task-relevant cues, affect the consumer's response behavior in the 

online retail environment.  

It is important to mention, that as stated in the sub-chapter 2.4.2, atmospheric 

responsiveness has an impact on consumers' emotions that furthermore influences 

the response behavior. This was also confirmed in the current study. The research 

results showed that all of the respondents had high atmospheric responsiveness 

and their emotions and responses were influenced by the environmental qualities. 

Therefore, it can be concluded that the target group used in the current study is 

strongly influenced by the online retail environment atmosphere.  

The first impression and emotions, which were evoked through different low task-

relevant cues, influenced consumers' response behaviors. For instance, 

respondents, who were satisfied with the website and enjoyed the experience 

provided by online retailers, showed approach behaviors. This means that they 

were interested in revisiting the web page in the future and consider purchasing 

products there. The contrary response behavior occurred when respondents were 

not satisfied with the websites. 

It is also important to analyze what kind of emotions lead to different behaviors, 

as this helps to understand which emotions are the most influential in the online 

retail environment. These emotions should be taken into account in the creation of 

a website. This helps to create the website in a way that evokes strong positive 

emotions and avoids strong negative ones. In this study, positive emotions that led 

to approach behaviors were: contentment, calmness, encouragement, optimism, 

excitement, peacefulness, hopefulness, happiness and joy. If the respondent felt 
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overall positive emotions towards the website they felt satisfied and wanted to 

revisit and shop there. This was true for all the respondents.  

The same applied for the websites that evoked overall negative emotions, like 

discontent, confusion, irritation, frustration, nervousness, shame and 

embarrassment. However, there was one exception: some respondents would still 

revisit the website, even though it was found to be their least favorite website. The 

reason for this was that it might be worth the negative emotions if the clothing 

would be worth it; but not because of the atmosphere.  

The research results proved the theoretical findings that were stated by Clark et al. 

(2009) in the sub-chapter 2.5 that avoidance behavior is created by poor, 

unattractive, complex website interface design; over-stimulated websites; 

unpleasant aesthetics; and when first impression is negative. However, none of the 

respondents mentioned long download delays or additional software requirements, 

as these actions did not occur when visiting the website.  

Furthermore, all of the approach or avoidance behaviors were strongly linked 

together: if a respondent was likely to revisit the page, she was also likely to shop 

there. The same was for the negative emotions: the respondents were not likely to 

shop unless they were likely to revisit the page. Two respondents would consider 

revisiting the website and make purchase if there were items that they really liked 

even if they did not like the atmosphere which suggest that high involvement 

levels might reduce the impact of the overall atmosphere. 

Therefore, it can be concluded that the importance of evoking positive emotions 

on consumers plays an essential role, as mainly positive emotions lead to 

approach behaviors, that is the most important for the online retailer. Only in rare 

cases, negative emotions might lead to approach behavior, but then it is strongly 

connected with the specific product that the consumer is interested in, not the 

overall atmosphere provided by the online retailer.  
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5. CONCLUSIONS 

This chapter contains conclusions based on the analysis and will provide answers 

to the research questions.  

The purpose of this study was to investigate the effect of low task-relevant cues 

on emotions and responses and give an overview of the most prominent and 

influential low task-relevant cues. The overview of these aspects will be given in 

the current chapter. In addition, the authors give recommendations for the 

companies when creating a new online retail environment or modifying the 

current one.  

5.1 Main conclusions 

What different emotions can low task-relevant cues evoke? 

A detailed description of what kind of different emotions different low task-

relevant cues evoked and the reasons behind it were presented in the sub-chapter 

4.1. However, it is important to conclude what kind of different emotions can be 

evoked by these cues in order to contribute to the research field. It can be said that 

different low task-relevant cues create different emotions for different people.  

However if we conclude the positive and other emotions that occurred during the 

study, then the most evoked emotion is content and it is felt almost for all the 

cues when they create positive emotions. This means that people are satisfied with 

the cue, they like it, and there are no disturbing elements that could create 

negative emotions. Furthermore, when describing positive emotions the following 

emotions occurred quite often: relieved, joyful, optimistic, excited, happy, 

peaceful, calm, encouraged, pleased and curious emotions. In addition there are 

emotions that occur seldom and these are: secure, thrilled, surprised, intriguing, 

hopeful, eager, warm, trustworthiness.  
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When looking at the negative emotions then there are six main emotions that are 

evoked very often when describing negative emotions. It is important to highlight 

that, opposite to positive emotions, the most common negative emotion that is 

evoked is discontent. It is the main emotion for people when describing negative 

emotions evoked by low task-relevant cues. This means that they do not like the 

cue at all. It is also often expressed, when there is no clear reason behind the 

emotion. Furthermore, confused, annoyed, frustrated, irritated and bored are 

the other most often evoked negative emotions. There is an interesting connection 

between the emotions discontent, bored and confused - these emotions are often 

evoked together. Furthermore there are emotions that are evoked seldom and 

these are: Nervous, envious, hate, embarrassed, ashamed, scared, tired, 

mistrust.  

These evoked emotions help to understand what kind of emotions can be triggered 

through low task-relevant cues and thereby highlights the importance of the low 

task-relevant cues. These cues have a strong impact on consumers' emotions and it 

is important to keep them on mind when designing a website. Furthermore these 

emotions affect consumers' response behaviors that are described in the next 

section. 

How do emotions influence consumers' response behaviors? 

This study confirmed that emotions evoked by low task-relevant cues influence 

consumers' response behaviors in the online retail environment.  

Positive emotions that are evoked in the online retail environment, in regards 

to the atmosphere, lead to approach behaviors (positive response behavior), 

such as the desire to revisit the page and the increased purchase intention. In other 

words, if the person is satisfied, she is also likely to revisit and shop. Furthermore, 

it can be stated that it is important for companies to evoke emotions, such as 

contentment, calmness, encouragement, optimism, excitement, peacefulness, 

hopefulness, happiness and joy, as these emotions lead mostly to approach 

behaviors.  
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Furthermore, the same applies when negative emotions are evoked. Negative 

emotions create mainly avoidance behavior (negative response behavior) - 

users want to leave the website and are not interested in buying anything from the 

online retailer. It is especially important for companies to avoid creating 

emotions, such as discontent, confusion, irritation, frustration, nervousness, 

shame, embarrassment as these create avoidance behavior in most of the cases.  

In addition, different approach or avoidance behaviors are strongly 

connected, which means that if one is likely to revisit the page, she is likely to 

shop there and vice versa. Only one exception can be considered: consumer can 

visit and purchase a product from a website that evokes negative emotions when 

this is connected with the certain product.  

It can be concluded that people who are satisfied with the website atmosphere and 

enjoy the experience provided by the online retailer show approach behaviors and 

vice versa. This highlights the importance of low task-relevant cues. However, it 

must be considered that some low task-relevant cues are more influential than 

others. This will be discussed in the next section.  

Which of the examined low task-relevant cues have the strongest 
impact on consumers’ emotions and responses? 

According to the research results, the strongest impact on consumers' emotions 

and response behaviors is created by: 

Ø Layout - Simple, clear and easy to navigate online environments create 

positive emotions and approach behaviors, while environments that 

contain too many elements, colors or menus lead to clear avoidance 

behavior.  

Ø Colors - The choice of colors plays an influential role in the creation of 

website atmosphere, however it is a subjective topic and depends highly 

on consumer personal preferences. Yet, it can be concluded that black, 

white and blue colors are the most appreciated, while pink stands out in a 

negative way.  

Ø Images - Images used on the intro-page are found being important by 

consumers as they serve an inspirational and decorational role and 
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contribute to the online environment and create positive emotions that 

clearly lead to approach behaviors.  

Ø Sales and promotional signage - These stand out in a negative way and 

create negative emotions that lead to avoidance behavior. However, the 

only exception was promotional images that are considered being subtle, 

decorational or highly relevant for the target group. It evokes similar 

emotions and responses as purely decorative images.  

It can be concluded that these are the most influential low task-relevant cues in 

the online retail environment as they contribute to the overall atmosphere greatly 

and thereby affect consumers' emotions and responses.  

5.2 Recommendations for the companies 

The authors found it important to give general recommendations for companies 

when creating a new online retail environment or modifying the current one. This 

can be a helpful tool when the company wants to evoke positive emotions and 

create approach behaviors on consumers.  

The authors of this study suggest the following:  

Ø Make the website layout simple! People tend to prefer websites that have 

simple and traditional layout, so they do not need to waste time on getting 

to know the new layout type. This includes menus on top and vertical 

scrolling. 

Ø Use neutral background colors! It is suggested to use white as a 

background color as it allows the products to stand out.  

Ø Stick to using maximum two font colors! Even if font colors do not 

create any strong emotions, many different font colors should be avoided. 

As it was stated before, multi-colored font colors make the website look 

cheap and makes people feel embarrassed when using the website. 

Therefore, it is suggested to use black for texts and blue for highlighting 

purposes, as this was found the most positive color that stands out.  

Ø Know when to use capital and lowercase letters! Capital letters are 

suggested to use for menus, heading and for highlighting purposes. Longer 

texts, such as product information, should be written in lowercase letters.  
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Ø Use high-quality colorful decorational images! These are found 

inspiring by the users and are appreciated a lot. However they must be 

with good quality and look professional. It is important to mention that 

those images should also contain humans, as people tend to relate to them 

and furthermore, the facial expressions of the models help to set a mood 

for the website.  

Ø Use videos that start optionally! Also videos serve inspirational role on 

website, however they should not start automatically, as then it evokes 

negative emotions. 

Ø Try to keep sales and promotional signage as minimum as possible! 

Sales and promotional images should be kept to minimum, while the use 

of moving ads and pop-up ads should be avoided as they either create 

negative emotions or they will not be noticed by the users. However if 

sales and promotional signage is used then they must be as small as 

possible.  

The elements described above helps to design a website that most possibly creates 

rather positive emotions for consumers and triggers approach behaviors. It can be 

considered the safest way when to create a pleasant atmosphere for the consumer. 
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6. FINAL DISCUSSIONS 

This chapter provides the reflection and critique of the research process. In 

addition suggestions for future research will be given.  

6.1 Reflection and critique of the research process 

The authors of this study wanted to examine the effects of online store 

environments on consumer behavior. Analyzing the effect of low task-relevant 

cues on emotions and responses was found the most interesting and practical topic 

to investigate. This helps to understand the elements that create atmosphere and 

thereby evoke emotions and influences consumers' responses. One of the reasons 

for choosing this topic was also the fact that, as mentioned in the sub-chapter 1.2, 

there is a lack of qualitative studies in this topic that would contribute to the 

research field, in order to understand the specific emotions and responses that can 

be triggered through the examined cues.  

The authors have fulfilled the purpose of this study as the results provide an 

overview of what kind of emotions can be evoked, how emotions influence 

consumers responses and what kind of low task-relevant cues are the most 

influential. 

It is interesting to note that the results of this study strongly support the theoretical 

findings. However, the study gives an in-depth understanding of the reasons 

behind the emotions and responses as well as an overview of emotions and 

responses that can be triggered by low task-relevant cues. 

Another point worth mentioning is that different people had different opinions 

even though they had the same interview environment. It was very interesting to 

see how the same cues evoked different emotions on consumers, especially in the 

same target group. Yet, even though the concrete emotions were in many cases 

different, the similarities were found when categorizing them into positive, 

negative or other emotions.  
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In addition, even though the respondents were from the same target group, 

similarities and differences could be found between different cultures. One of the 

main differences were that the Estonians and the Icelander were more introverts 

and it was difficult to make them express their emotions more deeply, while the 

Swedish and the German people were more open to share their emotions. Yet, the 

purpose of this study was not to investigate the cultural differences, as the studied 

websites were all international websites. However, this could be an interesting 

topic to investigate in the future.  

The authors find that the use of the enhanced Stimulus-Organism-Response 

model, as the basis of this research, helped them to understand more deeply the 

connection between atmospheric cues, emotions and responses. The theoretical 

knowledge about the model truly contributed to the thesis, as it helped the authors 

to define the examined cues, gave insights about how to measure emotions, 

explain the moderating components and the responses that occur in the online 

retail environment. The combinations of these aspects provided a good 

background for the empirical research. 

Also the Consumption Emotion Set that was used as an aid when measuring 

consumers' emotions was found helpful. However, taking into account the 

research results, the following model does not provide all the emotions that might 

occur in the online retail environment. If the research would be based on only 

emotions provided by the CES model, the results would have been different and it 

would confuse interviewees as they have a lack of emotions. Therefore it is clear 

that using semi-structured interviews, which did not limit the answers of the 

interviewees, provided the authors a clear understanding of different emotions that 

can be triggered by low task-relevant cues.  

It is also important to mention, that the answers regarding responses were 

hypothetical. This means that the real responses might be different than the 

research respondents claimed in the current situation. Due to time constraint, it 

was not possible to measure if the interviewee really will (or will not) revisit, 

browse the website or make a purchase from there. The interviewees were only 

asked about the responses and if they are most likely to occur in the future. The 
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interviewers trust the answers of interviewees and the conclusion are made based 

on that. 

The authors of this study understand that there could have been more sources for 

each statement in the theoretical framework, as this would increase the validity of 

the research. However, this is connected with the time constraint aspect. Yet, the 

authors believe that they have done everything they could to make the current 

study trustworthy. This means that the literature that its used in the current study 

is mainly from academically renowned sources, and they anyway gave a good 

basis for the theoretical framework. 

In conclusion, the authors of this study are satisfied with the overall research 

process taking into account the given time limit to complete the research.  

6.2 Suggestions for future research 

The authors find that several areas are worth investigating that could contribute to 

the research are greatly. 

Firstly, the authors recommend investigating the same topic with different target 

groups. It is worth investigating different age groups, genders or cultures. 

Furthermore, the same research can be conducted also in other industries than 

fashion.  

Secondly, as the current study was focused only on low task-relevant cues, the 

authors suggest investigating, through qualitative study, how high task-relevant 

atmospheric cues influence consumers' emotions and responses. Based on 

research, a qualitative study has not been made for this topic. 

Thirdly, the authors suggest investigating how one specific website layout 

influences consumers emotions and responses with high or low involvement level. 

This would be interesting as it would give good insights for the specific brand to 

see how their website layout influences consumers when they have different 

involvement levels and helps them to improve the website based on results.  
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Lastly, through the research process, the authors find it important to develop a 

new extensive version of Consumption Emotion Set that can be applied to online 

retail environments.  
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APPENDIX 1: INTERVIEW QUESTIONS 

General questions 

What is your name? 
How old are you? 
What do you think about online shopping? 
How often do you shop apparel online? 
Do you consider yourself a fashion interested person? 
What is your current emotional state? 

2.          Initial browsing 

Browse around all webpages (1 minute each)! 
Which webpage did you like the most? 
What do you remember from this website? 
Which webpage did you like the least? 
What do you remember from this website? 
Do you have any other additional comments regarding the websites? 

3.          Website specific browsing and questions 

What was your overall emotion of the website? 
Did anything evoke positive emotions? 
Did anything evoke negative emotions? 
Additional comments 

Layout 

What do you think about the website overall layout? 
What kind of emotions does this layout evoke? 
Additional comments 

Colors 

Do you like the colors that are used on the website? 
What kind of emotions these colors evoke? 
What colors catches your attention on this website? 
What colors do you like? Why? 
What colors do you don't like? Why? 
Additional comments 

Images (not product images) 
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What do you think of the images that are used on the website? 
What kind of emotions does these images evoke? 
Additional comments 

Sales/Promotional signage 

What do think of the sales/promotional signage on the website? 
What kind of emotions does the different promotions create? 
Do you normally pay attention to promotional offers? 
Additional comments 

Fonts 

What do you think of the fonts that are used on a website? 
Is there any font you like in particular (that is used on a website)? 
Is there any font you do not like in particular (that is used on a website)? 
Are the texts easy to read? 
What kind of emotions do you have in regards to the fonts used on this website? 
What do you think of the font colors used on this website? 
Are the font colors easy to read? 
What kind of emotions does different font colors evoke? 
Additional comments 

Response 

What do you think of the experience of being on this website? 
Are you satisfied with the webpage? Why? 
Would you consider shopping online there? Why? 
Do you find this website being a good website for inspiration? Why? 
Would you revisit this webpage in the future? Why? 
Do you have any other comments regarding this website? 
Additional comments 

4.          Comparative questions 

What kind of background do you prefer? 
Is it important to have decorational or promotional images on a website? Why? 
What do you think of using humans in the images? (not product images) 
What do you think of videos on online retailing websites? 
What do you think of videos that start automatically on a website? 
What do you think of social media icons on the websites? 
What do you think of the position of the brand logos? (visibility) (compare) 
What is your opinion on pop-up advertisement? (newsletter signup or promotion) 
What kind of emotions does it create? 
Do automatically moving ads catch your attention? What kind of emotions does it 
evoke? 
What kind of emotions Capital Letters create to you? (CAPITAL, lower case, 
italic, bold?  


