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Recommendations
The Look of the Website and Impact on Initial Impressions:

The Growth and Importance of Digital Marketing
Opportunities and competition for share of digital voice continues to increase across the worldwide consumer market.  
U.S. companies are expected to spend $20 billion by 2021 on digital marketing (Forbes, 2017).  Companies must be 
more effective in planning promotional tactics to remain competitive. This study examines the impact of the website 
homepage design on consumers’ first impressions and intended actions leading to purchase.

Website Marketing - Look of the Website & First impressions
Websites are expected to carry more of the burden for customer service, the collection of consumer insights, and 
brand promotion.  The literature on website design pointed up the feel of a website, visitors’ perceptions of a firm’s 
investment in a website, the look of a web site, and its impact on brand communication as critical determinants of 
success ( Hamzah, Alwi, and Othman, 2014; Idler, 2015; Tuch, et.al. 2012). The look of a homepage creates a gut feel 
that immediately captures interest and creates initial impressions (Tuch, et al. 2012). Simple screen shots of 
homepages were proved to create initial judgments (Lindggard, et al. 2006). Homepages can create a state of mind 
that facilitates persuasion (Idler, 2012).

The investigation focused on initial impressions of cognitive and affective symbols for a lifestyle brand depicted on a 
website homepage. A lifestyle brand facilitates a person’s ability to perform lifestyle activities while enabling people to 
enjoy their lifestyles, through cognitive and emotional benefits (Chernev et al. 2011). Lifestyle brands create a brand 
experience, defined as a specific evaluation triggered by certain brand-related stimuli that occur when a real or 
imagined connection exists with the brand (Brakus, et al. 2009) to generate sensory, affective, cognitive, behavioral 
and social responses (Schmidt 1999). 

• Theoretical Underpinnings of Persuasion
Moriarity’s (2015) Facets Model of Effects argues that perception, cognition, emotion, association, persuasion, and 
behavior are the factors underlying effective persuasion. Relevance, the degree to which promotional message is 
personally interesting to an audience, was used to assess perception as the forced exposure to the ads negated an 
assessment of attention. Cognition was assessed by examining impressions of functionality and performance. 
Emotional impressions were measured by the extent a home page made respondent feel good, aroused their 
emotions, and created intrigue. Association was assessed by examining initial impressions of the extent to which the 
homepage signaled outdoor lifestyles. Reduction of doubts assessed persuasion. Since sales results could not be 
assessed, behavior was assesses using measurements of intentional action leading to purchase.  Mental 
Transportation Theory posit that the text and imagery of a homepage can cause an audience to mentally see 
themselves eventually using a product.  Intention to open the website to learn more and intention to visit a dealership 
were also used as indirect measurements of behavior.

• The Question of Deterministic and Dominant Message
The Elaboration-Likelihood Model (ELM) (Petty, et al. 1983) and the Think-Feel-Do Model of Persuasion (Moriarity, 
2015) posit that promotional messages increase persuasion by identifying whether rational or emotional motives are 
most persuasive in influencing in an audience. A deterministic benefit is the gain buyers most demand.  It is an 
advertising maximum that persuasive messages place most emphasis on only one dominant benefit to increase 
attention and and relevance (Felton 2013). Research indicated that the look of a website can create a state of mind 
that facilitates persuasion (Idler, 2012), creating a question of whether to emphasize either functional or emotional 
signals through a website homepage for a lifestyle brand.  
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Chi-Square Table and Analysis 
Table 1:  Perception - Personal Relevance of the Homepage 

 Select the homepage you believed to be most personally relevant. 
 

Homepages Oi Ei Oi - Ei (Oi – Ei)² (Oi – Ei)²/ Ei 
Emotional (A) 21 10 11 121 12.1 
Functional (B) 7 10 -3 9 .9 
Control (C) 2 10 -8 64 6.4 
 
Degrees of Freedom:  K–1 = 2   α = .10 or 90% confidence level 
Chi-square table value = 4.61 < 19.4 calculated value  
Reject HO:  Emotional homepage was significantly more personally 
relevant. 

Table 3:  Emotion – Excitement and Adventure 
 Which homepage made you feel good? 
 Select the homepage that aroused your emotions. 
 Choose the most intriguing homepage. 

 
Homepages Oi Ei Oi - Ei (Oi – Ei)² (Oi – Ei)²/ Ei 

Emotional (A) 75 30 45 2025 67.5 
Functional (B) 11 30 -19 361 12.0 
Control (C) 4 30 -26 676 22.5 
 
Degrees of Freedom:  K–1 = 2   α = .10 or 90% confidence level 
Chi-square table value = 4.61 < 102.0 calculated value  
Reject HO:  The emotional homepage aroused significantly higher 
affective responses. 

Table 4:  Association – Outdoor Lifestyle 
 Which homepage best reflects an outdoor lifestyle? 

 
Homepages Oi Ei Oi - Ei (Oi – Ei)² (Oi – Ei)²/ Ei 

Emotional (A) 11 10 1 1 .1 
Functional (B) 12 10 2 4 .4 
Control (C) 0 10 -10 100 10.0 
 
Degrees of Freedom:  K–1 = 2   α = .10 or 90% confidence level 
Chi-square table value = 4.61 < 10.5 calculated value  
Reject HO:  The functional homepage was significantly more effective 
in associating the Jeep with an outdoor lifestyle.  

Table 6:  Behavior– Action Leading toward Purchase 
 Which homepage would you open to learn more? 
 Select the home page that would cause you to visit a dealership. 
 Identify the home page that caused you to envision yourself eventually 

using a Jeep. 
 

Homepages Oi Ei Oi - Ei (Oi – Ei)² (Oi – Ei)²/ Ei 
Emotional (A) 48 30 18 324 10.8 
Functional (B) 29 30 -11 121 4.0 
Control (C) 13 30 -17 289 9.6 
 
Degrees of Freedom:  K–1 = 2   α = .10 or 90% confidence level 
Chi-square table value = 4.61 < 24.4 calculated value  
Reject HO:  It was estimated that the emotional homepage will be 
significantly more likely to trigger action leading to purchasing.  
 

1. Place most emphasis on adventure and excitement 
2. Place less emphasis on functionality 
3. Place least emphasis on the variety of Jeep models 
 
Develop the look of the final website 

 Strategies to achieve emphasis: 
 Placement – first and last images should be emotional 
 Size – Allocate more space to emotional signals 
 Color – Select red to emphasize emotional signals 
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Research Purpose:
The research project extends the new product design literature and its concept of initial impressions into 
the marketing literature (Creusen and Schoormans 2005) by investigating the initial impressions created by 
the look of a website’s homepage. The purpose of this research is to investigate the impact of functional and 
symbolic signals placed on a website’s homepage on buyers’ initial impressions of a lifestyle brand. 
Research Questions:
• Is the product superiority or the emotional approach to millennials more effective in establishing a 

rugged, outdoorsy brand image/personality for a lifestyle brand?

• Will symbolic or functional signals conveyed through a website’s homepage establish the right 
impression and state of mind causing buyers to develop intended actions leading to purchase for a 
rugged, outdoorsy lifestyle brand?

Hypothesis :
There is no difference in buyers’ intended actions generated by functional or emotional signals placed on a 
website for a rugged, outdoorsy lifestyle brand. 

Ethical Standards of Research Conduct

The research conformed to ethical standards of research conduct 
by having used:
• A consent form
• APA style guide to give credit to authors and sources
• Items borrowed from valid marketing scales to assure validity

Manipulation Check:
A manipulation check was conducted to validate the images and the three websites.
Sample Frame and Size:
The sample frame consisted of male and female students drawn from a southeastern university. Conforming 
to Davis’ (2012) rule of thumb, 30 responses were collected. 
Questionnaire Pretest:
The consent form, directions, and the questionnaire were pretested using two students to eliminate 
confusion and errors. 
Data Collection:
Used a convenience sample with snowballing in the face-2-face data collection method.
Type of Measurement Scale:
A nominal scale was used as the response format to measure impressions of perceptions, emotions, 
cognition, association, and intentions.
Statistical Method:
The Chi-Square Test was used to measure responses to the nominal scale.  The Chi-Square statistic is a non-
parametric method used when data distribution does not conform to the normal (bell-shaped) curve.

Limitations & Future Research

Caution is urged in applying the recommendation. Only an animatic, the website homepage was developed using 
the free tools offered by Wix.Com and was not developed using sophisticated graphic design software.

The research focused on a lifestyle brand which had to balance functional and emotional signals to address 
multidimensional motives which may not be the case with other brands.


