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Analysis of the relationship between e-brand personalities and visual attributes
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(Abstract)
The brand personality of online products and services is

know as its e-brand personality. Although, in the
competitive  conditions of online markets, e-brand
personality is agreed to be an important factor, few
studies have suggested how to establish e-brand
personality through the visual design of web sites. This
study identifies and verifies causal relationships between
the visual aftributes of web pages and e-brand
personalities.

The first identifies four major dimensions of e-brand
personality on diverse web sites. The second uses 52
experimental home pages to identify key visual attributes
associated with those four personality dimensions. The
third is a confirmatory study with 16 experimental web
sites that verifies causal relationships between visual
attributes and e-brand personalities. The results show that
two visual attributes, "simplicity" and "cohesion,” help to
establish a "bold" personality. Three attributes, "contrast,”
"density," and "regularity," affect whether a site has an
"analytical" personality. "Contrast," “"cohesion," "density,"
and ‘"regularity" all influence whether a web site is
perceived to have a "friendly" personality. "Regularity"
and "balance" were expected to affect the "sophisticated"
personality dimension, but no such impact was observed.
The paper concludes with a discussion of implications,
limitations, and future research directions.

{Keyword)
visual attributes, eBrand personaltity
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FARE 10719] Alo]E £F7 F AAR st 2R of
st 71 WA WoE2e AlEE FHal, ojd it onAE
484 oSz GSES SdlD olF Bl S ojuds
A de F83A /Urzioi FEHE oHE At
3 oolHA=Y ARE HHFE V1 R F 7479 o3
7 #3 A

loo

132) B5:0| (2006) AMZZHEMO| HH BMZ %lﬂ o7z =
o 8], 7(2), 91-99. ARY o104 TH3H O AAF M2 CIX(Y O
Aol Bt8|X| 7955 RTBIAI7| HIBILICH

133) Norman, W. T. (1963). Toward an Adequate Taxonomy of
Personality Attribute. Journal of Abnormal and Social Psychology, 66,
574-583.

134) McCrae, R. R. & Costa, R. T. (1989). The Structure of
Interpersonal Traits: Wiggins's Circumplex and Five-Factor Model.
Journat of Personality and Social Psychology, 56 (4), 586-595.

135) John, O. P. (1990). The Big Five factor taxonomy: Dimensions
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Pervin & O. P. John (Ed), Handbook of personality: Theory and
research. New York: Guilford Press, 102-138.

136) Piedmont, R. L., McCrae, R. R. & Costa, P. T. (1991).
Adjective Check List Scale and the Five-Factor Model. Journal of
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137) McCrae, R. R. & Costa, R. T. (1989). The Structure of
Interpersonal Traits: Wiggins's Circumplex and Five-Factor Model.
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