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ABSTRACT

The primary aim of this book chapter is to propose a model that explains the influence of four elements
of visual hierarchy—colour, size, alignment, and font/characters—on the user experience of e-commerce
websites. The study’s sample comprised 312 customers of e-commerce websites, with the four elements of
visual hierarchy as independent variables, and the user experience of e-commerce websites as dependent
variable. To analyze the data obtained from e-commerce website users, the researchers employed struc-

tural equation modeling to assess the relationships. The results of the analysis showed that the proposed
model had acceptable fit indices and all the four elements of visual hierarchy had a positive impact on
the user experience of e-commerce websites. While this book chapter examined the individual contribu-

tions of visual hierarchy elements, investigating how different combinations of visual hierarchy elements
influence user experience could provide insights into optimal design strategies for e-commerce websites.
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Impact of Visual Hierarchy on User Experience in E-Commerce Websites

INTRODUCTION

In the digital era, e-commerce has revolutionized the way businesses connect with their customers, en-
abling online transactions and creating a global marketplace. As the competition intensifies, e-commerce
websites strive to deliver exceptional user experiences that captivate visitors and drive conversions. A
crucial factor in achieving this objective is the effective implementation of visual hierarchy within these
websites. Visual hierarchy refers to the strategic arrangement and organization of elements on a webpage
to guide users’ attention and enhance their experience (Folstad et al., 2020). By leveraging principles
such as size, colour, contrast, positioning, and typography, e-commerce websites can optimize the user
interface, improve usability, and ultimately influence purchasing decisions.

The impact of visual hierarchy on user experience in e-commerce websites is profound. When us-
ers visit an online store, they are confronted with a vast array of products, categories, and information.
Without a well-defined visual hierarchy, users can easily feel overwhelmed, leading to frustration, con-
fusion, and ultimately, abandonment of the website (Lee et al., 2019). Conversely, when a clear visual
hierarchy is implemented, it can effectively guide users, streamline their navigation, and facilitate a
seamless shopping experience.

One crucial element of visual hierarchy is the proper prioritization of information. Through size
and positioning, e-commerce websites can emphasize critical elements such as product images, prices,
and call-to-action buttons, making them easily noticeable and engaging for users (Mandel et al., 2018).
This prioritization ensures that users can quickly locate desired products, make informed decisions, and
initiate purchase actions.

Colour and contrast also play a pivotal role in visual hierarchy. By employing contrasting colours,
e-commerce websites can draw attention to specific elements, such as promotional banners, discounts,
or key messages (Hassenzahl et al., 2020). Moreover, the strategic use of colour psychology can evoke
emotions and create a cohesive brand experience, further enhancing user engagement and trust.

Typography is another critical aspect of visual hierarchy in e-commerce websites. Carefully selecting
appropriate font sizes, styles, and formatting can guide users’ reading patterns and highlight essential
information (Seligman et al., 2017). Well-structured headings, subheadings, and body text enable users
to scan content effortlessly, enhancing readability and comprehension.

Furthermore, the overall layout and arrangement of elements within an e-commerce website are es-
sential for effective visual hierarchy. By employing grids, alignment, and whitespace, designers can create
visually pleasing and organized interfaces that facilitate users’ exploration and navigation (Gonzalez-
Herrera et al., 2021). Consistent spacing, intuitive navigation menus, and logical grouping of related
elements contribute to a sense of order, allowing users to find desired products and information with ease.

By implementing effective visual hierarchy principles, online retailers can create intuitive, engaging,
and conversion-oriented interfaces that enhance the overall user experience (Moshagenetal., 2021). Clear
prioritization, strategic use of colour and contrast, thoughtful typography choices, and well-designed
layouts all work together to streamline the shopping journey, increase user satisfaction, and ultimately
drive business success in the competitive e-commerce landscape.

While existing research has made significant strides in understanding the fundamentals of visual
hierarchy in web design, the specific implications within the context of e-commerce warrant deeper
exploration. The unique challenges and opportunities presented by online shopping platforms, such as
the diverse range of products, user preferences, and the need for seamless cross-device experiences,
necessitate a nuanced understanding of how visual hierarchy impacts user experience in this domain.

142



14 more pages are available in the full version of this document, which may
be purchased using the "Add to Cart" button on the publisher's webpage:
www.igi-global.com/chapter/impact-of-visual-hierarchy-on-user-experience-

in-e-commerce-websites/339825

Related Content

E-Government Success: An End-User Perspective

Fernando Ortiz, Sanju Tiwari, Fatima Zahra Amaraand Miguel A. Sahagun (2023). Global Perspectives on
the Strategic Role of Marketing Information Systems (pp. 168-186).
www.irma-international.org/chapter/e-government-success/323278

User-Generated-Content: Concept, Typology, and Marketing Outcomes
José Marti-Parrefio, Lisa L. Scribnerand Carla Ruiz-Mafé (2015). Engaging Consumers through Branded
Entertainment and Convergent Media (pp. 221-241).

www.irma-international.org/chapter/user-generated-content/131559

Uncovering Relationships Between Emotional States and Higher-Order Needs: Enhancing
Consumer Emotional Experiences in Computer-Mediated Environment

Andrew Pressey, Laura Salciuvieneand Stuart Barnes (2013). International Journal of Online Marketing
(pp. 31-46).

www.irma-international.org/article/uncovering-relationships-between-emotional-states/77331

Educating for Peace: From Pieces to Peace
Maria Lai-Ling Lam (2018). International Journal of Technology and Educational Marketing (pp. 1-15).
www.irma-international.org/article/educating-for-peace/207681

Market Influence Analytics in a Digital Ecosystem
Vandana Ahuja (2012). International Journal of Online Marketing (pp. 42-53).
www.irma-international.org/article/market-influence-analytics-digital-ecosystem/75196



http://www.igi-global.com/chapter/impact-of-visual-hierarchy-on-user-experience-in-e-commerce-websites/339825
http://www.igi-global.com/chapter/impact-of-visual-hierarchy-on-user-experience-in-e-commerce-websites/339825
http://www.irma-international.org/chapter/e-government-success/323278
http://www.irma-international.org/chapter/user-generated-content/131559
http://www.irma-international.org/article/uncovering-relationships-between-emotional-states/77331
http://www.irma-international.org/article/educating-for-peace/207681
http://www.irma-international.org/article/market-influence-analytics-digital-ecosystem/75196

