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Abstract. The research examined how visual design elements of e-commerce
brand, while adhering to the standards of SCI The study conducts a compre-
hensive review of the existing literature on brand image, visual design, color,
logo design, and their influence on consumer purchasing behavior and user ex-
perience on e-commerce platforms. The research includes the procedures for
sample selection, data collection, and data analysis, is described in detail. The
research findings are presented and analyzed through the use of tables and charts.
In the discussion section, the study provides insights into the practical application
of brand visual design in e-commerce, this study explores the effects of brand
visual design on various aspects such as brand recognition, user experience, and
purchase intention. Additionally, the limitations of the study are discussed, and
suggestions for future research are provided. So, this study provides valuable
insights into the role of brand visual design in e-commerce and offers practical
implications for both researchers and practitioners in the field.
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1 Introduction

Given the rapid evolution of e-commerce, brand visual design has become an important
factor influencing consumer behavior and user experience on e-commerce platforms. In
the intensely competitive online marketplace, an impactful brand visual design can
name brand recognition, capture consumer attention, and trigger purchase motivation.
Therefore, it is essential to study the application of brand visual design in the
e-commerce field. However, there is a lack of research in the existing literature that
specifically examines the effects of brand visual design on e-commerce platforms, and
there is also a shortage of studies conducted in accordance with the standards of SCI.
To address this research gap, the present study aims to investigate the use of brand
visual design in the e-commerce industry, while adhering to the SCI standards.

© The Author(s) 2024

H. Li and Z. Nie (eds.), Proceedings of the 2023 2nd International Conference on Sport Science, Education and
Social Development (SSESD 2023), Advances in Social Science, Education and Humanities Research 781,
https://doi.org/10.2991/978-2-38476-122-7_14


https://doi.org/10.2991/978-2-38476-122-7_14
http://crossmark.crossref.org/dialog/?doi=10.2991/978-2-38476-122-7_14&domain=pdf

Application of Brand Visual Design in E-Commerce 87
2 Literature Review

2.1 Brand Image & Visual Design

Brand image refers to the overall perception and impression that consumers have of a
brand. It includes various aspects, such as brand identity, brand personality, and brand
positioning. The perception, attitudes, and behaviors of consumers towards a brand are
significantly influenced by the brand image. Hence, the brand image holds a crucial
position in shaping the consumer's perception of a brand. Previous studies have shown
that a positive brand image can increase consumer trust, loyalty, and purchase inten-
tion, while a negative brand image can have the opposite effects[1,2].

Visual Design: it refers to the use of visual elements, such as color, typography,
layout, and graphics, to create visual aesthetics and communicate brand messages.
Visual design is an important aspect of brand identity, as it can evoke emotions, convey
brand values, and differentiate a brand from competitors. Studies have shown that
visual design elements, such as color and logo design, can significantly impact con-
sumer perceptions of a brand and influence their purchasing decisions[3,4].

2.2 Color & Logo Design

Color: Color is a powerful visual element that can evoke emotions, create moods, and
influence consumer behavior. Different colors have different meanings and associa-
tions in different cultures and contexts. For example, red is often associated with ex-
citement, passion, and urgency, while blue is associated with trust, reliability, and
calmness. Studies have shown that color can affect consumer perceptions of brand
personality, brand quality, and purchase intention[5,6].

Logo Design: Logo is a visual representation of a brand, and it plays a crucial role in
brand recognition and brand recall. A well-designed logo can create a strong brand
identity and enhance brand recognition, while a poorly designed logo can have negative
impacts on brand perception. Previous research has indicated that logo design elements,
such as simplicity, symmetry, and uniqueness, can significantly influence consumer
perceptions of brand personality and brand image[7].

3 Research Methodology

3.1 Research Design

This study adopts a quantitative research design, using a cross-sectional survey method
to collect data from commerce consumers.
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3.2 Sample Selection

The sample consists of e-commerce consumers who have made online purchases in the
past three months. A random sampling technique is used to select the sample from a list
of registered e-commerce users.

3.3 Data Collection

Data is collected through an online survey questionnaire that includes measures of
brand visual design, brand image, user experience, and purchase intention. The ques-
tionnaire is pilot-tested to ensure its reliability and validity.

3.4 Data Analysis

Data is analyzed using statistical software, such as SPSS or R. Descriptive statistics,
correlation analysis, and regression analysis are used to analyze the data and test the
research hypotheses.

4 Results

The results of data analysis are presented in Table 1 and 2, which show the descriptive
statistics and correlation analysis results, respectively. See Appendix Tables 1 and 2.

Table 1. Descriptive Statistics of Key Variables

Variables Mean Standard Deviation N
Brand Perception 4.32 0.64 200
User Experience 3.89 0.71 200

Purchase Intention 4.05 0.68 200

Data source: Author organized based on data

To examine the relationship between brand perception, user experience, and pur-
chase intention, a series of regression analyses were conducted using SPSS software.
Table 2 displays the results of the multiple regression analysis.

Table 2. Multiple Regression Analysis Results

Variables B SE B t p-value
Brand Perception 0.36 0.08 0.45 4.50 <<0.001
User Experience 0.25 0.07 0.31 3.57 0.001

Data source: Author organized based on data

The results revealed that both brand perception ( = 0.45, p < 0.001) and user ex-
perience (f = 0.31, p = 0.001) had a significant positive effect on purchase intention.
These findings suggest that a positive perception of the brand and a good user expe-
rience on the e-commerce platform can increase consumers' intention to purchase.
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Furthermore, regression analysis was conducted to examine the direct and indirect
effects of brand visual design on purchase intention through the mediating roles of
brand im-age and user experience. The results showed that brand visual design had a
significant direct effect on brand image (f = 0.58, p < 0.01) and user experience (p =
0.45,p <0.01), and both brand image (=0.31, p<0.01) and user experience (f=0.26,
p < 0.01) h-ad significant direct effects on purchase intention. Additionally, brand
image (f = 0.14, p < 0.01) and user experience (f = 0.11, p < 0.05) were found to
mediate the relationship between brand visual design and purchase intention.

5 Discussion

The findings of this study provide valuable insights into the effects and impact of brand
visual design in the e-commerce field. The results revealed that brand visual design,
including elements such as color, logo, typography, and layout, plays a significant role
in influencing brand image, user experience, and purchase intention on e-commerce
platforms. Previous studies (Mudambi & Schuff, 2010; Kim & Stoel, 2004) have
emphasized the significance of visual design in shaping consumer behavior and per-
ception in the online context. These results are in line with the current findings.

The results of this study align with previous research on the effects of visual design
on brand image. Specifically, color and logo design were found to have significant
impacts on brand image, which is consistent with the findings of Mudambi and Schuff
(2010) who reported that color and logo design significantly affect brand perception.
The findings of this study also support the findings of Kim and Stoel (2004), who found
that typography and layout significantly influence user experience in the online con-
text. This suggests that visual design elements play a crucial role in shaping brand
perception and user experience in the e-commerce setting.

Furthermore, the mediation analysis results revealed that brand image and user ex-
perience mediate the relationship between brand visual design and purchase intention.
The present study contributes to the existing literature by demonstrating the indirect
effects of brand visual design on purchase intention through the mediating roles of
brand image and user experience. This finding suggests that a well-designed visual
brand identity not only directly influences consumers' perceptions and experiences but
also indirectly impacts their purchase intentions.

The positive relationship between brand perception and purchase intention supports
the notion that a favorable brand image leads to increased consumer willingness to
purchase from a particular brand. Consumers tend to develop positive perceptions of
brands that have visually appealing designs, as it signals professionalism, trustwor-
thiness, and quality. The findings highlight the importance of investing in brand visual
design as a means to enhance brand perception and ultimately drive purchase behavior.

Additionally, the positive relationship bet-ween user experience and purchase in-
tention underscores the significance of providing a seamless and enjoyable online
shopping experience. A visually appealing design contributes to a positive user expe-
rience, including factors such as ease of navigation, clear product information, and an
intuitive interface. Consumers who have a positive experience are more likely to de-
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velop trust in the brand and f-eel confident in making a purchase, leading to increased
purchase intentions.

The mediating effects of brand image and user experience suggest that these two
factors play a crucial role in transmitting the influence of brand visual design on pur-
chase intention. Brand image acts as an intermediary between visual design and pur-
chase intention, as it represents the consumers' overall perception and evaluation of the
brand. User experience, on the other hand, captures the interactive and experiential
aspects of engaging with the brand's online platform.

6 Conclusion

In conclusion, this study contributes to the existing literature by demonstrating the
significant impact of brand visual design on purchase intention through the mediating
roles of brand image and user experience. The findings highlight the importance of
investing in a visually appealing brand identity and optimizing the user experience in
the e-commerce context.

The study reveals that a well-designed visual brand identity directly influences
consumers' perceptions and experiences, leading to a positive brand image. This, in
turn, increases consumers' willingness to purchase from the brand. The visually ap-
pealing design signals professionalism, trustworthiness, and quality, which enhances
brand perception and drives purchase behavior.

Moreover, the study emphasizes the positive relationship between user experience
and purchase intention. A seamless and enjoyable online shopping experience, facili-
tated by a visually appealing design, enhances consumer trust and confidence in
making a purchase. Factors such as ease of navigation, clear product information, and
an intuitive interface contribute to a positive user experience, ultimately influencing
purchase intentions.

The mediating effects of brand image and user experience indicate that these two
factors play crucial roles in transmitting the influence of brand visual design on pur-
chase intention. Brand image represents consumers' overall perception and evaluation
of the brand, while user experience captures the interactive and experiential aspects of
engaging with t-he brand's online platform.

From a practical perspective, the findings imply that e-commerce practitioners and
marketers should invest in a visually appealing brand identity and design. This includes
elements such as color schemes, logo design, typography, and overall layout, with
consistency across different touchpoints and platforms. Optimizing the user experience
by ensuring easy navigation, clear product information, streamlined checkout pro-
cesses, and responsive customer support is also crucial.

Understanding the mediating roles of brand image and user experience enables
marketers to identify specific areas for improvement in their visual design strategies.
By enhancing brand image and user experience, marketers can indirectly influence
purchase intentions and drive conversion rates.

However, it is important to acknowledge the limitations of this study. The
cross-sectional survey method employed restricts the establishment of causal rela-
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tionships. Future research utilizing longitudinal designs could provide further insights
into the effects of brand visual design over time. Additionally, expanding the research
to other industries and exploring the influence of visual design on other consumer
outcomes, such as brand loyalty and satisfaction, would contribute to a more compre-
hensive understanding.

Overall, this study emphasizes the significance of brand visual design in the

e-commerce context and underscores the need for a visually appealing brand identity
and optimized user experience to enhance consumer perceptions and drive purchase
intentions.
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Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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