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A. Purpose 

Web shops are growing and gaining more popularity than brick-and-mortar stores. This is 

mostly due to the convenience of ordering from your own home. With the majority of web 

shops offering these conveniences equally, web shops have to differentiate themselves from 

competitors by relying on hedonistic aspects, such as color. This presentation focusses on the 

colors red and blue. Preferences of shoppers from Europe (Dutch) and Asia (Chinese and 

Vietnamese) are examined when exposed to an online booking environment with different 

predominant color schemes (values of red of blue).  

 

 

B. Methodology 

Study 1 investigated the effect of the color red on emotion and the intention to book an 

Airbnb accommodation. The experiment had a 3 (background color: dark red, light red, grey) 

x 2 (culture: Vietnamese, Dutch) between-subjects design: 204 participants from the 

Netherlands and 143 participants from Vietnam.  

Study 2 investigated the effect of the color blue on trust and booking intention. The 

experiment also had a 3 (background color: dark blue, light blue, grey) x 2 (culture: Chinese, 

Dutch) between-subjects design: 193 participants from the Netherlands and 135 participants 

from China. 

 

C. Originality  

Although color has been studied before in relation to emotions and trust, and booking 

intention, little to none cross-cultural research is available for the effect of different color 

values (light vs. dark) in e-commerce. 

 

D. Findings 

The results of experiment 1 show that opposite to expectations, the light red online 

environment will not induce the highest booking intention, but the color grey will. Moreover, 
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pleasure serves as a mediator in the relationship between the light red background color and 

booking intention. For the color dark red no mediation-effect is found.   

In experiment 2 for dark blue, light blue, and grey online environments no differences in 

booking intention and initial trust between participants emerge. There is (again) an indirect 

effect of initial trust on the relationship between the dark blue online environment and 

booking intention.  

Finally, only minor support is given for the premise that the relationship between the colors 

red and blue is influenced by culture differentiated by indulgence or uncertainty avoidance. 

 

 

E. Research limitations  

A first limitation is that only three different cultural groups are represented. Secondly, it could 

be that the participants were more distracted and less involved as the environment they were 

exposed to, was not a real (interactive) booking environment. 

 

F. Implications 

When designing the color scheme of online marketing communications, web shop owners 

should keep in mind that, in general, values of red and blue indeed evoke emotion and trust. 

There is less need to alter the color scheme of the web shop for different cultures. A global 

site with an overall same color scheme across both cultures will suffice. Grey seems to be the 

most globally preferred persuasive purchase color. 

 

 


