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Abstract 
The intriguing point about designing Web-based stores is that this complex endeavor requires 

the application of knowledge from diverse areas, especially Human-Computer Interaction (HCI) 
and Marketing, which traditionally have had different sets of goals and success criteria. Thus, for 
example, the field of marketing has been intensively involved in attempts to influence 
consumers’ emotions through advertisements, and product and store design (e.g., Bloch, 1995; 
Kotler and Rath 1984; Whitney 1988). The field of HCI, on the other hand, has traditionally been 
dedicated to the study and the practice of ease of use, and accurate and fast task execution while 
refraining from dealing with the affective aspects of the interaction in general and specifically 
with aesthetic issues (Norman, 2002; Tractinsky, 2004). Thus, the marriage of these contrasting 
disciplines – Marketing and HCI – in a new business model is challenging for both research and 
practice (Wind and Mahajan, 2002). 

This leads us to propose a model that integrates HCI and Marketing theories. The model is 
based on the environmental psychology model (Mehrabian and Russell, 1974) which suggests 
that the affective reaction to environments influences diverse behaviors (Russell and Pratt, 1980). 
Researchers have demonstrated the model's pertinence to the physical store's environment (e.g., 
Darden and Babin, 1994, Donovan et al., 1994), but its adequacy to the e-retail environment has 
been mostly speculative (e.g., Eroglu et al, 2001). We propose to demonstrate that Mehrabian 
and Russell's model can apply to the e-retail environment by defining it in terms of two 
prominent HCI design attributes – usability and aesthetics. Based on Lavie and Tractinsky 
(2004), the site's aesthetics is further divided into two subdimensions: classical aesthetics and 
expressive aesthetics.  

The model's constructs and the relationships among them are described in Fig. 1 (where "+" 
indicates a positive relation, "–" indicates a negative relation, and "?" indicates a yet unclear 
relation).  
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Figure 1: The Research Model 
 
In a preliminary study (Porat and Tractinsky, 2006), using a sample of 61 university students, 

we have established the measurability of most of the model's constructs and the expected 
relationships among them. Still, there is a need to refine some of the measures, to ensure the 
model's comprehensiveness, and to establish its generalizability. Four studies, which include 
both qualitative and quantitative methods, will be conducted to achieve these goals.  

The objective of this research is to understand whether and how consumers’ perceptions of 
two major aspects of Web-site design - aesthetics and usability - influence their affective state 
and shopping behavior, while our major contribution relates to the influence of the aesthetics of 
the Web-store. 

The expected contribution of this research lies in the integration of Marketing and HCI 
theories to develop a richer and more adequate model of consumer behavior in online shopping. 
The results are expected to enrich our understanding of online shopping environments and to 
provide insights for the design of such environments.  
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