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ABSTRACT

It is expected that website design can lead to online trust, although research that systematically
examines such a relationship is little. In addition, far too little attention has been paid to understand
the effect of website design on e-trust across gender. In this study, therefore, three elements of website
design (visual design, information design, and navigation design) are examined for their effect on
consumer trust in e-commerce. Using data collected from 532 online shoppers, the overall model was
first tested using structural equation modeling (SEM) analysis. The research model was then tested for
each gender group separately. The results of the study indicated that website design is an important
factor in establishing trust in e-commerce. The results further revealed that website information design
is more important to males than females in forming e-trust, while website navigation design is more
important to females than males in forming e-trust. However, website visual design was found to be
a key driver of e-trust for both males and females.
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1. INTRODUCTION

In October 2020, there were around 4.67 billion internet users worldwide, encompassing 59 percept
of the global population (Statista, 2020a). Of these internet users, 50.4 percent were males and 49.6
percent were females (Statisa, 2020b). Online vendors are always interested in capturing internet
users; they do so by creating positive shopping experiences that encourage them to form trust in
online transactions (Masele & Matama, 2020; Pengnate & Sarathy, 2017). There is a business case
for this purpose. According to Chou, Chen, and Lin (2015), “When trust is formed, people are more
likely to purchase or repeat their purchase of an item from a website” (p. 544).

It is expected that website design can lead to online trust, although research that systematically
examines such a relationship is little (Hussein, Chauhan, Dalmer, Rudzicz, & Boger, 2020). In
addition, far too little attention has been paid to understand the effect of website design elements
on e-trust across gender (Mukherjee, 2020; Sohaib, Kang & Nuvunnabi, 2019). This has presented
a significant gap in the literature. This study, therefore, aims to contribute to the existing body of
knowledge by offering much insight into the influence of three elements of website design (visual
design, information design, and navigation design) on consumer trust in e-commerce. This study
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also focuses on an important, but largely ignored, issue in previous research: The moderating role
of gender in the context of e-commerce.

While gender differences have been an important research topic in various fields, until quite
recently, there has been little discussion about this topic in e-shopping literature. As indicated by
Cyr and Head (2013): “The moderating effect of gender has been studied in a variety of Information
Technology (IT) settings, but has rarely been examined in an e-shopping setting.” (p. 1359). More
recently, Lin, Featherman, Brooks, and Hajli, (2019,p 1187) have argued that “gender effects remains
poorly understood in the E-commerce settings”.

Gender has long been considered to play a key role in moderating the effect of design features
on consumers’ evaluative judgements (Holbrook, 1986). Previous studies have found prominent
differences between men and women in terms of online trust (Mukherjee, 2020), confidence in
privacy protection on the internet (Park, 2015), IT usage (Assaker, 2019; Shaouf & Altaqqi, 2018),
motivations to use social networking sites (Mouakket, 2018; Noguti, Singh, & Waller, 20219), website
design perceptions (Cyr & Bonanni, 2005; Moss, Gunn, & Heller, 2006), visual attention to online
shopping information (Hwang & Lee, 2018), and decision-making processes (Gonzalez, Meyer &
Toldos, 2021).

Recently, empirical research has suggested that such differences may moderate the way through
which online users respond to online stimuli (Aboobucker, 2019; Jain, Gajjar, & Shah, 2020; Kim,
Kim, Yoo, & Park, 2020; Santo & Trigo, 2020; Sohaib et al., 2019; Tan & Ooi, 2018). As such, the
success of this study could offer prolific insights for IT managers, website designers, and e-marketers
into the way through which website design influences users’ responses across the respective genders.

Because of its identifiability and accessibility, gender has also been found and continues to be,
a useful demographic factor used to segment market, consumer and user groups, including in online
shopping and in the way it is associated with website design (Cyr, 2014a; Melnyk, Van Osselaer, &
Bijmolt, 2009). Gender is also considered to be a variable that can be easily combined into information
management and communication systems (Hwang, 2010). Thus, investigating gender differences
in this context could also provide website designers and e-marketers with much insight into how to
develop online communication strategies among men and women.

Against this background, this study seeks to answer the following research questions:

Research question 1: What role does website design play in forming consumer trust in e-commerce?
Research question 2: How dose gender influence the relationship between website design elements
and e-trust?

2. THEORETICAL FOUNDATION AND HYPOTHESES DEVELOPMENT
2.1 Online Trust (OTR)

Trust is a term frequently used in the literature, but to date there is no consensus about its definitions
because of its complexity (Ponte, Trujillo, & Rodriguez, 2015). Therefore, a single definition of trust
is impossible, and the literature gives various definitions of trust. For example, Mayer, Davis, and
Schoorman (1995, p.712) defined trust as “the willingness of a party to be vulnerable to the actions
of another party based on the expectation that the other will perform a particular action important to
the trustor, irrespective of the ability to monitor or control that other party”. Cater and Cater (2009,
p. 1154) also give a short and basic definition of trust as “a belief that one relationship partner will
act in the best interests of the other partner”. This definition is consistent with Rufin and Molina’s
(2015) view, who define trust as “the belief that the other party will act, as expected, in a socially
responsible way and will thus meet the expectations of the party who trusted ...” (p. 23).

Fimberg and Sousa (2020) argue that the uniqueness of online environments can put pressure on
Internet marketers to create a trust that is much stronger and more persistent than what is normally
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demanded offline. Also, Chen and Dhillon (2002, p.1) stated: “Since transactions [on the internet]
occur without personal contact, consumers are generally concerned with legitimacy of the vendor
and authenticity of products or services”.

All that has been presented so far suggests that in order to ensure that online transactions are
completed; e-shoppers must be confident and trusting in e-vendors. In alignment with this view, Ang
and Lee (2000. p, 3) conclude that: “If the website does not lead the consumer to believe that the
merchant is trustworthy, no purchase decision will result”.

In this field, researchers have developed a number of articles on factors leading to trust in
e-vendors. Some suggested findings showing the positive relationships between website quality
(e.g., website usability, product information quality, and customer service) and consumer trust in
e-commerce (Amaro & Duarte, 2015; Fang et al., 2014; Hong, 2015; Jiang, Rashid, & Wang, 2019;
Li, Fan, & Zhou, 2016; Ponte et al., 2015; Santo & Trigo, 2020). However, variables, such as website
visual design, information design, and navigation design have not been adequately examined related
to e-trust formation (Hussein et al., 2020). In addition, the relationship of website design elements
to e-trust has not previously been investigated across genders (Mukherjee, 2020; Sohaib et al.,
2019). Therefore, this study aims to shine new light on this research area through an examination
of the impact of website design elements (visual design, information design, and navigation design)
on consumer trust in e-commerce. Additionally, this study seeks to take a first step in testing these
relationships across gender.

Our theoretical research model is presented in Fig. 1. The model was developed based on theories
in the human-computer interaction and information systems fields (Davis, 1989; Meyers-Levy, 1989;
Pengnate & Sarathy, 2017; Santo & Trigo, 2020).

Figure 1. Research model

Gender

Website visual
design

Website * |

. . . - E- trust
information design |

Website navigation
design

2.2 Website Design

Website design refers to the manner in which the content of the website is made accessible to web
users (Ozdemir & Kilic, 2011). In the context of the internet, several studies (e.g., Hussein et al., 2020;
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Li, Peng, Jiang, & Law, 2017; Pengnate & Sarathy, 2017; Shao, Zhang, Li & Guo, 2019; Shaouf &
Altaqqi, 2018) have stressed the importance of design elements of site stimuli in enhancing shopper
behaviors and outcomes. This may be because of the competitive nature of online environments,
where consumers spend on average only 6.4 seconds on each search engine’s results page (Hotchkiss,
2006), and they usually decide to stay or leave the website within the first two minutes (Dahal, 2011).
Thus, to encourage website’s visitors to stay on the website for longer and explore different links,
website designers and e-marketers must devote all their efforts to develop websites that are visually
attractive and easy to access information content (Cyr, 2014a; Hasan, 2016).

In the context of the current research, a number of researchers have developed different scales
for website evaluations (e.g., Aladwani & Palvia, 2002; Loureiro, 2014). Some of these studies
present the concept of web atmospherics, which has been defined as “a group of Web site interface
characteristics, such as navigation cues, information cues, graphic design, and general layout” (Chen
& Dibb, 2010, p. 325). Shin, Chung, Oh, and Lee (2013) grouped dimensions of website quality into
six categories, namely: shopping convenience, website design, information usefulness, transaction
security, payment system, and customer communication. Kim and Lennon (2013) also conceptualised
website quality as a composite of the four dimensions of website design, fulfilment, customer service,
and security and privacy.

Because the focus of this study is on the website design, it focuses on three dimensions of
website design (visual design, information design, and navigation design). It is anticipated that these
categories of design enable a website visitor to access information associated with online products
or services (Chen & Dibb, 2010; Hasan, 2016). Cyr (2014a) analysed previous literature on website
design and argued that visual, information, and navigation are the broadest dimensions on which a
Business to Consumer (B2C) website’s design is evaluated. Each of these elements is discussed in
the following subsections.

2.2.1 Website Visual Design (VD)

Website visual design deals with the beauty of the website. This includes the use of graphics, colors,
images, animation, shapes, size, font style, and entertainment (Cyr, 2008). In recent years, researchers
have shown an increased interest in studying visual appeal in store environments, as attractiveness
affects consumer behavior (e.g., Chou et al., 2015; Hernandez-Mendez & Munoz-Leiva, 2015; Shaouf,
2020; Shaouf, Lii, & Li, 2016). Among many theories that aim to explain the effectiveness of visual
design factors, the theory of Visual Rhetoric (Scott, 1994) is a widely accepted one. According to
this theory, visual elements, such as images, color, and animation can easily convey commercial
meaning in marketing messages and, in turn influence a target audience. Since its appearance 26 years
ago (Scott, 1994), the theory of Visual Rhetoric has become one of the most frequently referenced
and powerful theories for the prediction of online consumer behavior (Flores, Chen, & Ross, 2014;
Shaouf, 2020). In this study, we are interested in exploring whether and how visual cues of websites
(e.g., background color, images, and flash design) influence visitors’ trust in the website.

In this context, a number of researchers have sought to determine the effects of the visual design of
online stimuli on consumers’ reactions. Casey and Poropat (2014), for example, analysed the responses
of online users to a web survey and they found that visual aesthetics of the online survey exert a huge
influence on users’ trust in the online survey. Shaouf et al. (2016) also evaluated the effect of visual
elements of an online stimulus on visitors’ cognitive aspects, with positive and significant results.

Considering a specific visual element, Pelet and Papadopoulou (2011) suggested that Business
to Consumer (B2C) websites’ color schemes may influence consumers’ perceptions of — and beliefs
about — e-sellers. A positive relationship was also suggested between increased color appeal and
the level of consumers’ trust in a website (Cyr, Head, & Larios, 2010). In their recent investigation,
Jiang et al. (2019) also argue that human images placed on websites may increase consumers’ trust
in the website. Masele and Matama (2020) and Shaouf (2020) suggested that a well-designed website
in terms of visual dimensions can build trust and confidence. Of particular relevance to the current
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study, Wang and Emurian (2005, p. 114) reported “..., online consumers still require protection
from deceptive websites, and effective design might be anticipated to contribute to that outcome.”
Accordingly, this study offers the following hypothesis:

Hypothesis 1: Website visual design (VD) has a positive impact on consumer trust in the website.

2.2.2 Information Design (ID)

Website information design refers to the organisation and logical representation of information on
the website (Marcus & Gould, 2000). Research studying the characteristics of online vendors often
highlights the significance of information design and quality related to products or services (Cyr,
2013; Ponte et al., 2015). As indicated by Cox and Dale (2002): “As well as stating what the Web
site offers, the information should be clearly and logically organized: if customers have to take time
to find the information they are looking for, they are unlikely to stay on the Web site” (p. 863).

Despite the growing importance of the topic, a review of the literature does not identify much
research that systematically investigates shoppers’ perceptions of website information design, and
how such perceptions can help form trust in e-commerce (Cyr, 2014b; Ganguly, Dash, Cyr, & Head,
2010, Masele & Matama, 2020). This study, therefore, seeks to add to the literature in this regard
by suggesting a positive association between consumers’ perceptions of website information design
and their trust in the website. In this regard, Cyr (2014a, p. 3) argues that “website design has the
potential to impact behavioral responses of users often related to user trust, satisfaction, and loyalty™.
Furthermore, Hsieh, Lo, Hu, and Chang (2015) state that users’ perceptions of website information
design may influence their cognitive states, such as beliefs about the website. Therefore, this study
advances the following hypothesis:

Hypothesis 2: Website information design (ID) has a positive impact on consumer trust in the website.

2.2.3 Navigation Design (ND)

Website navigation design refers to patterns employed to help website visitors move through the pages
of the website and obtaining the related information for completion of the shopping task (Garrett,
2010). This includes, for instance, the number of drop-down menus and the number of sub-menus in
the site pages. Recently, website navigation design has become a major area of interest within the field
of e-commerce (Castilla et al., 2016; Cyr, 2013). “If a website is not usable — if its features or design
irritates, confuses, or frustrates users in their quest to perform desired operations — many users will
simply access another site that better meets their needs because their perceptions towards the website
will get worse” (Vila & Kuster, 2012, p.120). McKinney, Yoon, and Zahedi (2002, p. 308) also point
out: “No matter how thorough the information content of a site is, a customer who has difficulty in
searching and getting the needed information is likely to leave the site”. This suggests that a website
must be well-structured and well-designed to be navigable, which then enhances users’ responses.
As previously mentioned, many studies have determined the factors increasing consumers’ trust
in e-commerce (Amaro & Duarte, 2015; Fimberg & Sousa, 2020; Hong, 2015; Hussein et al., 2020;
Li et al., 2016; Ponte et al., 2015). What seems to be lacking in the literature, however, is a clear
explanation of how e-trust can be influenced by website navigation design (Hussein et al., 2020). This
study, therefore, attempts to extend previous research by proposing a relationship between navigation
issues of the website and e-trust formed in consumers’ minds while interacting with a website.
According to the Technology Acceptance Model (TAM) (Davis, 1989), perceived ease of use
(PEOU) and perceived usefulness (PU) are key antecedents of users’ judgements of — and beliefs
about — a new information technology. Building on TAM, a number of authors have demonstrated that
PEOU can build online trust and confidence (Assaker, 2020; Casey & Poropat, 2014; Cox & Dale,
2002; Elwalda, Lii, & Ali, 2016). The findings of Masele and Matama (2020) study also revealed that
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trust leading to website loyalty increases when the user perceives that the website is usable. Moreover,
Ganguly et al. (2010) have suggested that navigation issues of the website may play a significant role
in decreasing perceived risk related to online transactions, which may lead to an increase in consumers’
trust and their behavioral intentions. Along similar lines, Vila and Kuster (2012) conclude that “if a
website is considered easy to use and fast, the levels of perceived risk decrease” (p.120). Of particular
relevance to this study, Cyr (2008) reported findings showing that a well-designed website in terms
of its navigation elements can lead to high levels of trust and satisfaction with the website. Interface
design was also found to support consumers’ feelings of trust in online content (Hussein et al., 2020).
These results suggest that there is an association between perceived navigation design of the website
and the level of trust in the website. Therefore, the following hypothesis is offered:

Hypothesis 3: Website navigation design (ND) has a positive impact on consumer trust in the website.

2.3 The Moderating Role of Gender

As previously mentioned, men and women are different in their patterns of thinking and behaving.
These differences may moderate the extent of their participation in online activities (Aboobucker,
2019; Jain et al., 2020; Kim et al., 2020; Mukherjee, 2020; Santo & Trigo, 2020; Sohaib et al., 2019).
In this study, we expect the effects of website design elements (of visual design, information design,
and navigation design) on e-trust to be different between genders. As indicated by Cyr and Bonanni,
(2005, p. 566) “the design of a website may have an impact on user preferences, which in turn may
produce different reactions between men and women.”

According to the Selectivity Hypothesis (Meyers-Levy, 1989), men are considered to be selective
processors and they focus on the overall message. However, women are viewed as comprehensive
processors and they like to engage in a detailed elaboration of the message content. By applying this
view, it might be convincingly argued that male users will give more attention to whatever is attractive
and interesting on websites than women, and therefore men are more likely to judge websites based on
peripheral cues such as images, colors, and animation. In line with this view, Park (2015) found that
the visual design in web advertisements has a more powerful influence on males than on females, who
tend to click on advertisements for further details. The same conclusion has been reported by Shaouf
et al. (2016) who state significant differences between the sexes in the effect of web advertisements’
visual design on consumers’ responses.

It has long been assumed and supported, that female users read more carefully online than
male users do (Leong & Hawamdeh, 1999). The same study also revealed that males prefer images,
animation, and colors more than females. Furthermore, Wolin and Korgaonkar (2003) revealed that
male users often surf websites for pleasure reasons, while female users surf websites for shopping
reasons. Cyr (2014a) also concluded that men are more influenced by peripheral cues (e.g. color and
animation techniques) than women who rely on detailed information. A similar conclusion was also
reported by the study of Tuch, Bargas-Avila, and Opwis (2010), who found that the opinions of male
users about a website are more affected than female users by the website organisation of information
and aesthetic aspects, such as colors, as well as font size and styles. Also, women were motivated by the
ability to gain social information, while men were motivated by the ability to gain general information
(Krasnova, Veltri, Eling, & Buxmann, 2017). Gender differences also moderate the relationship
between social support and the adoption of shopping habits (Adaji, Oyibo, & Vassileva, 2018)

Likewise, Goodrich (2014) conducted an experimental study and revealed that women focus more
strongly on the text on the website, and men focus more strongly on the images. Moreover, the level
of consumer involvement was found to be higher in female user than in male user (Lee & Kim, 2018).

Thus, specific to online environments, where shoppers suffer from a lack of personal contact,
females’ beliefs about a website (e.g. the extent to which the website is trustworthy) may not be easily
formed by low task-relevant cues on websites. However, the reverse may be true for males (Meyers-
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Levy & Loken, 2015). Also, female users have been found to show less trust online than males and
to perceive a higher level of risk in online transactions (Rodgers & Harris, 2003). Thus, provided
that a website is viewed as a reliable and enjoyable place, peripheral design elements (e.g. visual
and information design) may not be strong determinants of women’s judgements of the website. This
view is more consistent with Rodgers and Harris’ (2003) view who suggest that the lack of face-to-
face interaction provided by online environments may make women less trusting and emotional with
online offers than men.

Drawn from the Selectivity Hypothesis, by contrast, other researchers (e.g. Richard, Chebat, Yang,
& Putrevu, 2010) showed that women, in comparison to men, had a higher level of involvement with
online messages and paid more attention to detailed information on the internet. Richard et al. (2010)
also suggested that males may respond more positively than females to well-organised websites. The
results Sohaib et al. (2019) have showed that men and women have different perceptions of what is
important to be provided by an online store to make a positive shopping experience.

According to the Technology Acceptance Model (TAM), perceived ease of use is a key antecedent
of users’ responses toward new information technology. TAM was used extensively to explain the
effects of perceived ease of use on consumer trust and behavioral intention on Business to Consumer
(B2C) websites (e.g. Elwalda et al., 2016). In the context of the United Kingdom (UK), perceived
usefulness (PU) was the strongest determinant of online outcomes for males, but it failed to be
significant among females. Perceived ease of use (PEOU) was the strongest determination of females,
but it was non-significant for males (Assaker, 2019).

In this context, Davis (1989) defined perceived ease of use as “the degree to which a person
believes that using a particular system would be free of effort” (p.320). By applying this definition
to our case, perceived ease of navigation and obtaining information has been defined as the degree to
which a user believes that navigating a website and obtaining the required information from it would
be free of effort (Assaker, 2020). Interestingly, perceived ease of use, which navigation design is a
part of, was found to be more important and influential on females’ responses than males (Amin,
Rezaei, & Tavana, 2015). Lin and Hsieh (2016) have recently investigated gender differences in the
design principles of website interfaces. The authors found that the usability principle is one of the
most important criteria in designing websites for females, whereas other criteria (e.g. flexibility) were
rated as the most important principles for males. As a result, it might be convincingly argued that
an increase in perceived ease of website use and navigation will have a stronger impact on women’s
judgements of the site than those of men, who generally rely on the overall message design (Tsichla
et al., 2014).

In a study well-aligned with the current study, Cyr and Head (2013) ran a multicultural experiment
in which 432 male users and 523 female users were questioned. In general, the authors found that
gender has a great potential to moderate the relationship between website design and its consequences,
such as consumer satisfaction.

Based on the above discussion, this study advances the following relationships between the
website design elements (of visual design, information design, and navigation design) and e-trust
among males and females:

Hypothesis 4: The effect of website visual design (VD) on consumer trust will be higher for males
than for females.

Hypothesis 5: The effect of information design (ID) on consumer trust will be higher for males than
for females.

Hypothesis 6: The effect of navigation design (ND) on consumer trust will be higher for females
than for males.
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3 METHODOLOGY

3.1 Survey Development, Pre-testing and Pilot Study

In order to test the proposed hypotheses, this study uses a survey questionnaire that includes groups of
questions based on the research model. The survey questionnaire consists of four constructs, namely:
website visual design, website information design, website navigation design, and e-trust. Moreover,
some demographic questions (e.g. gender, age, and education level) and online behavior questions
(e.g. internet experience, internet use per week, and online shopping use per month) were asked.

The questionnaire includes measurement scales adapted from previous studies to fit in with the
context of the current study. Website visual design was measured by six items adopted from those of
Chen and Dibb (2010) and Cyr (2013). The measurement scales for website information design (four
items) and website navigation design (four items) were adopted from Cyr (2008) and Cyr (2013).
Online trust was assessed by six scales adopted from those of Ponte et al. (2015) and Vila and Kuster
(2011). All the measurement scales in this study were measured on a 5-point Likert scale ranging
from 1 (strongly disagree) to 5 (strongly agree). Table 1 provides a summary of all the measurement
scales used in this study and the supporting literature for each construct.

Considering the nature of this study, the survey instrument was first pre-tested with ten subjects
who had a good level of internet experience and had frequently purchased online. Once the pre-testing
had been completed, the survey was then piloted with 70 potential participants in this study. Cronbach’s
alpha was adopted to assess the reliability of the study constructs. All the proposed constructs met the
criteria of having a high reliability, as all the Cronbach’s alpha values were higher than .70 (Hunnally
& Bernstein, 1994). Based on the feedback obtained from the pre-testing and the pilot study, the final
version of the questionnaire was accepted.

Table 1. Construct measurements

Construct Item Supporting
literature
Visual design o The website has an attractive screen background and pattern (VD1). Chen and Dibb
(VD) (2010) and Cyr
e The color use on the website is attractive overall (VD2). (2013)

o This website has eye-catching images and titles on the home page (VD3).
e The graphics and pictures used on this site fit well with the content (VD4).
o The brightness of screens/pages on this website is adequate (VD5).

o The website animations are meaningful (VD6).

Information o | find the information on this website logically presented (ID1). Cyr (2008) and
design (ND) o | find the information on this website to be well organised (ID2). Cyr (2013)

o All product options, product attributes and product information are well

presented (ID3).
o The information on this website is arranged in a way that makes sense to
me (ID4).
Navigation o [ can easily navigate this website (ND1). Cyr (2008) and
design (ND) o [ find this website easy to use (ND2). Cyr (2013)

e This website provides good navigation facilities to information content
(ND3).

e The structure of the website is convenient (ND4).

Table 1 continued on next page



International Journal of Technology and Human Interaction
Volume 18 « Issue 1

Table 1 continued

Construct Item Supporting
literature
Online trust o [ can trust this website (OTR1). Ponte et al. (2015)
(OTR) o [ believe that this website is honest and true (OTR2). and Vila and
Kuster (2011)

o This website seems to be sincere in its promises (OTR3).
o This website deserves a lot of respect (OTR4).

o I believe that this website honestly provides correct information (OTRS).
o I believe that this website has integrity (OTR6).

3.2 Sample and Data Gathering

To empirically test the research model, two public universities in the UK (Brunel University London
and Sheffield Hallam University), with a population of around 40,000 students, were selected based
on easy access to the subjects as well as cost and time considerations.

Because the present study has used non-probability sampling, the minimum sample size was
determined based on rules of thumb (Cooper and Schindler, 2014). According to Saunders et al.
(2016), most business and management researchers work at the level of 95 percent of confidence
and 5 percent of margin of error.

By using convenience and purposive sampling techniques, the researchers were able to collect
532 usable questionnaires, which considered to perfectly represent the features of the study population
(Saunders et al., 2016, p. 281).

Of the 532 participants, 288 (54.1%) were males and 244 (45.9%) were females. The largest
percentage of the participants (73.7%) was aged 18-27, followed by those aged 28-37 (25.5%). Of
532 participants, 55.6% were undergraduate students and 44.4% were postgraduate students. The vast
majority of the participants (94.9%) had at least four years’ experience with the internet, and almost
60% of the subjects spent more than 20 hours a week surfing the internet.

Prior studies have suggested that choosing samples from university students could be a good
representative of online shoppers, as most online consumers tend to be younger and more educated
than the general public (Faraoni, Rialti, Zollo, & Pellicelli, 2018; Noguti et al., 2019).

For this study, the data collection task took six weeks, in which 532 questionnaires were
deemed usable. In each session of the data collection, each participant was allocated individually
to a personal computer, and they received instructions to complete the experimental task. The task
of data collection in this study was divided into three stages. In the first stage, the participants were
informed about the purpose of the study, and then they were asked to complete the first section of the
questionnaire, which included demographic characteristics and online behavior questions. Then, the
participants were instructed to visit the home page of the Olympus website and simulate the purchase
of a digital camera from this site. Immediately, the participants were asked to complete the rest of the
questionnaire based on their experiences with this website. This approach is similar to the method
used by previous studies (e.g. Chou et al., 2015; Cyr, 2013; Cyr et al., 2010; Hasan, 2016; Tsichla
et al., 2014; Zahedi & Song, 2009). Consistent with this study, previous studies (e.g. Cyr, 2013; Cyr
et al., 2010) have used a single vendor website (e.g. SonyStyle or Dell) to assess the relationship
between design elements of the website and their consequences. In this context, Hasan (2016) also
employed a real Business to Consumer (B2C) website exploring the effects of users’ perceptions of
website designs (of visual, information, and navigation) on users’ responses.
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The Olympus website was chosen for this study after a comprehensive search for an unfamiliar
website. In the context of our study, trust in an e-vendor has been found to be highly influenced
by the familiarity with the website (Pengnate & Sarathy, 2017). If a website is already trusted by
a consumer, design elements of the website may not be important in terms of determining his/her
beliefs (Chen & Dibb, 2010). As indicated by Sirkeemaa (2019, p, 343) “Trust is not an issue if seller
and buyer know each other, and have an existing business relationship. However, when there are no
earlier experiences, when the customer is not familiar with the vendor or the products and services
are new- trust can be challenging.

According to Gefen, Karahanna, and Straub (2003), familiarity with a website can be assessed by
aconsumer’s previous visits to the site. As Komiak and Benbasat (2006, p. 946) indicated: ‘“Familiarity
is one’s understanding of an entity, often based on previous interactions, experience, and learning”.

Following these principles, a large number of potential participants were first questioned to assess
their familiarity with Olympus.com. The results indicated that the vast majority of the participants
had not previously visited this website and they had no previous practice with it, providing a solid
ground for this study (Chen & Dibb, 2010; Gefen et al., 2003). These results were also confirmed
by the pilot test with 70 subjects.

In recent years, the digital camera has become one of the most popular consumer electronic
products in the UK, and the digital camera market is expected to grow annually by 1.4% (Statista,
2020c).

4 DATA ANALYSIS AND RESULTS
4.1 Reliability and Validity Analysis

In this study, Cronbach’s alpha was used to estimate the reliability of the measurement scales. As
presented in Table 2, the Cronbach’s alpha value of each construct exceeded the required level of
.70, supporting the internal consistency and high reliability of the proposed constructs (Nunnally &
Bernstein, 1994). In order to establish the reliability of each item adopted in the study, exploratory
factor analysis (EFA) using principal component analysis with Varimax rotation was performed. As
can be seen from the data in Table 2, only four components were derived from principal component
analysis, explaining a total of 72.913% in variance. As a result of exploratory factor analysis (EFA),
one item for information design (ID4) was excluded because its factor loading was lower than the
absolute value of .4 (Hair, Black, Babin, & Anderson, 2014). The factor loadings of the remaining
items (19 items) ranged from 0.608 to 0.853, and each item also showed a loading only on its related
factor, providing evidence for items reliability (Hair et al., 2014).

Table 2. Results of reliability and factor analysis

Items Factors Alpha
1 2 3 4 .857
VDI 0.728 0.004 0.091 0.084
VD2 0.774 0.007 0.046 -0.045
VD3 0.738 0.006 0.077 0.162
VD4 0.608 0.078 0.063 0.235
VD5 0.703 0.245 0.073 0.237
VD6 0.681 0.310 0.147 0.179

Table 2 continued on next page
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Table 2 continued

Items Factors Alpha
ID1 0.092 0.773 0.112 0.237 .836
D2 0.204 0.664 0.368 0.213
ID3 0.228 0.720 0.345 0.046
ND1 0.122 0.147 0.842 0.180 .893
ND2 0.173 0.113 0.853 0.191
ND3 0.010 0.122 0.801 0.268
ND4 0.097 0.241 0.696 0.308
OTRI1 0.094 0.025 0.303 0.784 .908
OTR2 0.058 0.171 0.190 0.814
OTR3 0.137 0.158 0.249 0.769
OTR4 0.275 0.102 0.115 0.652
OTRS5 0.214 0.093 0.207 0.710
OTR6 0.323 0.070 0.094 0.635

Note: VD = visual design, ID = information design, ND = navigation design, and OTR = online trust

To assess the convergent validity of the measurement scales, a confirmatory factor analysis
(CFA) was then performed. Before assessing the convergent validity using factor loading of the items,
the average variance extracted (AVE), and the composite reliability (CR), the goodness of fit was
evaluated. As suggested by Hair et al. (2014), the following indices were checked for the goodness
of fit: chi-square (x2’ statistics, goodness of fit index (GFI); adjusted goodness of fit index (AGFI);
normed fit index (NFI); increased fit index (IFI); comparative fit index (CFI); root mean square
residual (RMR), and root mean square error of approximation (RMSEA). The results indicated that
all model fit indices are satisfactory, as x2/% = 1.4, GFI = .983, AGFI = .939, NFI = .997, IFI =
916, CFI = .916, RMR = .031, and RMSEA = .058, indicating that the measurement scales can be
evaluated (Hair et al., 2014).

As arule of thumb, a standardised regression weight (factor loading) of each item should be equal
to, or above the level of .6 (Hair et al., 2014; Nunnally & Bernstein, 1994). The average variance
extracted (AVE) values, which refer to the explained average variance of an item’s loading, should
achieve the level of .50 or more. The composite reliability (CR) values, which are concerned with
the internal consistency reliability of the measures, should achieve at least the level of .70 (Hair et
al., 2014; Nunnally & Bernstein, 1994).

The results obtained from the exploratory factor analysis (CFA) are summarised in Table 3. The
standardised regression weights of all items were greater than the required level of .6, suggesting a high
convergent validity of the collected data (Hair et al., 2014). All the values of the composite reliability
(CR) also exceeded the required level of .70, confirming the internal consistency and reliability of
the measurement scales (Nunnally & Bernstein, 1994). The values of the average variance extracted
(AVE) also achieved the required level of .50 (Hair et al., 2014).
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Table 3. Results of validity tests

Construct Items Factor CR AVE
loadings

Visual design VD1 71 .858 .503
VD2 73
VD3 73
VD4 .61
VD5 74
VD6 73

Information design ID1 .65 .806 .584
1D2 .86
1ID3 76

Navigation design ND1 .85 .895 .682
ND2 .86
ND3 .80
ND4 .79

Online trust OTRI1 .81 909 625
OTR2 .85
OTR3 .86
OTR4 .76
OTRS .76
OTR6 .70

Note: VD = visual design, ID = information design, ND = navigation design, OTR = online trust, CR = composite reliability, and AVE = average variance
extracted

Finally, discriminant validity was evaluated by comparing the square roots of the average variance
extracted (AVE) with the shared correlation between a construct and the other constructs. It can be
seen from Table 4, the square roots of the AVE (in bold) were higher than the correlation between a
variable and any other variables in the model, suggesting differences between the study’s constructs,
and thus discriminant validity is established (Fornell & Larcker, 1981).

Table 4. A factor correlation matrix with the square root of the AVE

Construct VD ID ND OTR
VD 0.709
ID 0.543 0.764
ND 0.369 0.653 0.826
OTR 0.516 0.569 0.589 0.791

Note: VD = visual design, ID = information design, ND = navigation design, and OTR = online trust.

4.2 Hypotheses Testing

To test the proposed hypotheses, a structural equation modeling (SEM) technique was used via
Analysis of Moment Structures (AMOS?25). According to Hair et al. (2014), a relationship between
two factors is significant if p-value is < .05 and C.R (critical ratio) * 1.96. Following these rules, the
developed hypotheses in this study were evaluated.

In H1, website visual design was expected to have a positive and significant relationship with
consumers’ trust in website. The statistical analysis supported this hypothesis (visual design ® online
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trust: f-value = .300, p-value < .001, C.R. =4.767), suggesting that a consumer’s trust in e-commerce
is highly affected by website visual design. The results also gave support to H2 in which website
information design (ID) has a positive effect on consumer trust (Information design (ID) ® online
trust (OTR): B-value = .235, p-value < .01, C.R. = 3.214). In H3, consumer trust in e-vendors was
assumed to be positively and significantly influenced by website navigation design. The statistical
analysis showed results to support the relationship between website navigation design and e-trust
(navigation design (ND) ® online trust (OTR): f-value =.370, p-value < .001, C.R. =6.716), meaning
that navigation design of websites is positively and significantly associated with shoppers’ trust in
the website. A summary of hypotheses testing is presented in Fig. 2.

Figure 2. SEM analysis for overall model (n = 532)
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In H4, HS5 and H6, this study expects that the effect of website design elements (of visual design,
information design, and navigation design) on e-trust would vary across gender. Following Keil et al.
(2000), the moderating impact of gender was assessed by using a two-group SEM analysis; one for
males (N =288) and one for females (N = 244). The overall goodness-of-fit was excellent for both male
(x2/df = 1.4, CFI = .94, RMSEA = .06) and female models (x2/f = 1.3, CFI = .97, RMSEA = .05).

The results of this study indicated that website visual design had a significant effect on online
trust for both the male group (f-value = .443, p-value < .001, C.R. = 5.488) and the female group
(B-value = .337, p-value < .01, C.R. =2.977), indicating that gender did not play a moderating role in
the effect of website visual design on e-trust. In other words, the association between website visual
design and shoppers’ trust in e-vendors is not different between male shoppers and female shoppers.
Thus, H4 is not supported.

However, the results showed that website information design had a positive significant effect on
online trust for the male group (B-value = .295, p-value < .001, C.R. = 3.809), but an insignificant
impact for the female group (B-value = .054, p-value > 0.05, C.R. = .392). This means that the
relationship between website design of information and e-trust differs between the two sexes. Thus,
HS is supported.

Furthermore, the association between website navigation design and online trust was insignificant
for the male group (B-value = .038, p-value > .05, C.R. = .535), but the same relationship was
significant for the female group (f-value = .752, p-value < .001, C.R. = 8.150), supporting H6. Fig.
3. provides a summary of the results of the structural models for male and females groups.
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Figure 3. (a) SEM analysis for males (n = 288), (b) SEM analysis for females (n = 244)
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Because of the competitive nature of e-commerce environments, design elements of a website are
considered to have the same importance as its content for the viewers’ interaction. The current study
was designed to provide a better understanding of the impact of three components of website design
(visual design, information design, and navigation design) on consumers’ trust in e-commerce.
Importantly, this study investigated the role of gender as a moderator in our model.

The proposed model was tested in a controlled setting with 532 online shoppers through the use
of Olympus.com. This study proposes three hypotheses explaining the direct relationships between
the three elements of website design and e-trust. Other three hypotheses explaining the moderating
role of gender were also assumed.

The results of this study are different from prior studies that dealt primarily with familiar websites
(Masele & Matama, 2020). This study first revealed that website design elements (of visual design,
information design, and navigation design) have direct and significant impacts on consumers’ trust
in an unfamiliar website. In this context, previous studies have found that elements of website quality
(e.g. speed of download, and security and privacy) have a direct relationship with consumers’ trust in
e-vendors (Alcantara-Pilar, Blanco-Encomienda, Armenaski, & Barrio-Garcia, 2018; Chen & Dibb,
2010; Peng et al., 2017; Shaouf, 2020). Nevertheless, the current study extends the knowledge in that
online trust can be directly and significantly affected by website visual, information, and navigation
design. Such results provide further support to the view that visual elements (e.g. images, animation
and color) have a significant impact on viewers’ responses in online environments, where consumers
do not have personal contact with the e-vendors (Cyr et al., 2010; Jiang et al., 2019; Shaouf et al.,
2016). Furthermore, this study’s results support previous research into this area which suggests that
perceived ease of use (PEOU) is a key determinant of online consumers’ responses (Assaker, 2020;
Elwalda et al., 2016).

The findings of the current study are also consistent with those of Zahedi and Song (2009), who
found that website design plays a significant role in forming consumers’ beliefs about e-commerce.
The results of this study also match those observed in earlier studies by Chou et al. (2015), Cyr
(2008), and Ganguly et al. (2010), who note that website design has an influence on shoppers’
cognitive reactions, such as beliefs. The important study of Hsieh et al. (2015) explained the impact
of website information design on shoppers’ cognitive reactions in general. However, the current study
replicates and suggests that when online shoppers perceive a website to be well-designed in terms
of its information, navigation and visual elements, their levels of trust in an online vendor increases.

Another major theoretical outcome of the current investigation is the moderating effect of gender in
an e-commerce context. In particular, this study assumes that the effect of website design elements on
online trust is different among males and females. To the best of our knowledge, no previous work has
been conducted to explain the moderating role of gender in the relationships between website design
elements and consumer trust. This research fills this gap in the literature by explaining how gender
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moderates the relationships between three elements of website design (visual design, information
design, and navigation design), and their consequences of consumer trust in e-vendors.

While Ganguly et al. (2010) found that the relationship between website design and online trust is
moderated by culture, the results of the present study extend our knowledge in this area, and establish
the role of gender in the effect of website design on online trust.

Drawn from the Selectivity Hypothesis (Meyers-Levy, 1989), this study assumes that the effect
of the visual design and information design of B2C websites would have more influence on men’s
responses than those of women. By contrast, it was hypothesised that website design elements
of navigation would exert a higher impact on women’s responses compared to men’s responses.
Surprisingly, the results show that elements of website visual design (e.g. images, animation and
color) positively and significantly affect consumer trust for both males and females. This finding was
unexpected and suggests that visual characteristics placed on websites have the same importance for
male and female shoppers.

Previous gender-related investigations, such as those carried out by Adaji et al., (2018), Goodrich
(2014), and Shaouf et al. (2016), have reported a moderating effect of gender in the impact of the
visual design of site stimuli (e.g. advertisements) on shoppers’ cognitive aspects (e.g. attitude). Since
the moderating effect of gender in this relationship has not been examined previously, the reason for
our result is not clear, but it may be explained by the fact that visual appeal in online environments
plays a significant role in enhancing males and females’ judgements (Rodgers & Harris, 2003). Due
to the lack of personal contact with the product in an online setting, the website visual appeal is the
only way a consumer makes judgements of the websites.

As predicted, however, the results showed that website information design has a positive and
significant effect on online trust for males, but an insignificant impact for females. This result suggests
that website information design is more important for male shoppers than female shoppers in terms
of guiding online behaviors.

As anticipated, e-trust was found to be positively and significantly affected by website navigation
design for females, whereas e-trust was insignificantly associated with website navigation design for
males. This indicates that a Business to Consumer (B2C) website with effective navigation elements
has a higher ability to influence and attract female shoppers than male. These results support the
assumption of the Selectivity Hypothesis (Meyers-Levy, 1989), which considers men as selective
processors and women as comprehensive processors engaging in a detailed elaboration of message
content. Moreover, these results lend support to previous studies concerning gender differences in
this context (Goodrich, 2014; Shaouf et al., 2016; Tsichla et al., 2014).

The study of Santo and Trigo (2020) shows that electronic Word of Mouth (e-WOM) quality
and subjective norms may influence online trust differently across gender. Also, Shao et al. (2019)
established results showing that the role of mobility and reputation in building trust differ across
gender. More recently, Koens et al. (2020) have presented that the influence of online stimuli on
information seeking behavior can be different across gender.

The results of the current study, therefore, extend this knowledge and highlight the role of gender
in the effect of three elements of website design (visual, information, and navigation) on the level of
e-trust formed in consumers’ mind while interacting with the website. Finally, the results obtained
from the current investigation further support the assumption that individual factors may moderate
the effect of external stimuli on users’ reactions (Ha & Lennon, 2010).

6 THEORETICAL IMPLICATIONS

The empirical findings of this study make a number of theoretical contributions that extend upon the
existing literature in several ways.

First, this study reviews and links work on three components of website design (visual design,
information design, and navigation design) and e-trust, leading to the proposed model.
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Second, this work enhances our knowledge regarding the effect of three elements of website
design on consumer trust in e-commerce. Specifically, this study delineates more detailed relationships
between website design and shoppers’ trust in e-vendors.

Third, this study focuses on an important but largely ignored issue in previous research: the
moderating role of gender in the context of e-shopping (Cyr & Head, 2013; Lin et al., 2019; Meyers-
Levy & Loken, 2015; Mouakket, 2018). Specifically, the results of this study indicate that enhancing
online experiences through effective website design elements can generate high levels of e-trust for
both male and female shoppers.

Finally, the results of this study extend the work of Meyers-Levy (1989) by highlighting the
significance of the Selectivity Hypothesis for the explanation of sex differences in the context of
e-commerce.

7 MANAGERIAL IMPLICATIONS

Besides the theoretical implications, the findings of this study also offer several implications that are
highly beneficial for website designers and e-marketers in terms of designing and managing effective
communication strategies, which can positively enhance consumers’ responses.

For example, the current study empirically demonstrated that design elements of websites (visual
design, information design, and navigation design) play a significant role in increasing the levels of
consumers’ trust in e-vendors. These findings suggest that websites should be well-designed in order
to alleviate feelings of anxiety and provide a sense of confidence while shopping online.

Another managerial implication, suggested by the findinc gs of this study, is that e-marketers
should pay closer attention to the individual characteristics of the shoppers (e.g. gender). In fact, our
results provide guidelines for designing and managing websites among male and female users. For
instance, website designers and e-marketers may be able to boost online trust for males by providing
interesting information and visual designs, possibly through the use of vivid colors, pleasant images
and animations; whereas females may be targeted most effectively by well-designed features of
navigation through the website.

8 LIMITATIONS AND DIRECTIONS FOR FUTURE RESEARCH

The study extends the knowledge of the effects of website design on consumer trust in e-commerce.
It also provides much insight into the manner through which three elements of website design (visual
design, information design and navigation design) affect e-trust across gender. However, the study
has a few limitations that need to be addressed in future research.

First, the sample of this study was well-educated with approximately 74% of participants in the
age bracket of 18—27 years. Thus, future research can expand this study by testing the proposed model
with a variety in age and educational backgrounds.

Second, the study focuses on the role of website design in forming e-trust, as it is considered
to be the most important factor in adopting e-commerce (Chou et al., 2015; Hajli, Sims, Zadeh, &
Richard, 2017). However, other responses, such as emotions are considered to play an important role
as well. Thus, the addition of such factors to our model is important for future research.

Third, the proposed model was tested based on a British sample. However, culture is considered
to be an important factor affecting consumer behavior in online environments. Therefore, it would be
interesting to test the proposed model in different cultures with different shopping lifestyles.

Finally, this study focuses on the key role played by gender in the relationships between website
design elements and e-trust. However, other demographic features, such as age and education level,
may play an important role in the process, and future investigations could explore such issues.

16



International Journal of Technology and Human Interaction
Volume 18 « Issue 1

ACKNOWLEDGMENT

The publisher has waived the Open Access Processing fee for this article.

17



International Journal of Technology and Human Interaction
Volume 18 - Issue 1

REFERENCES

Aboobuckerl. (2019). Factors influencing consumers’ trust on E-commerce adoption. Available at SSRN: https://
ssrn.com/abstract=3344618 https://doi.org/10.2139/ssrn.334461810.2139/ssrn.3344618

Adaji, L., Oyibo, K., & Vassileva, J. (2018). The effect of gender and age on the factors that influence shopping
habits in E-commerce. Proceedings of the 26"™ conference on user modeling, adaption and personalization,
251-255.

Aladwani, A. M., & Palvia, P. C. (2002). Developing and validating an instrument for measuring user-perceived
web quality. Information & Management, 39(6), 467-476. doi:10.1016/S0378-7206(01)00113-6

Alcantara-Pilar, J. M., Blanco-Encomienda, F. J., Armenaski, T., & Barrio-Garcia, S. D. (2018). The antecedent
role of online satisfaction, percieved risk online, and percieved website usability on the affect towadrs travel
destinations. Journal of Destination Marketing & Management, 9, 20-35. doi:10.1016/j.jdmm.2017.09.005

Amaro, S., & Duarte, P. (2015). An integrative model of consumers’ intentions to purchase travel online. Tourism
Management, 46, 64-79. doi:10.1016/j.tourman.2014.06.006

Amin, M., Rezaei, S., & Tavana, F. S. (2015). Gender differences and consumer’s repurchase intention: The
impact of trust propensity, usefulness and ease of use for implication of innovative online retail. International
Journal of Innovation and Learning, 17(2), 217-233. doi:10.1504/1JIL.2015.067409

Ang, L., & Lee, B. C. (2000). Influencing perceptions of trustworthiness in Internet commerce: a rational choice
framework. Proceedings of the Fifth CollECTer Conference on Electronic Commerce, 1-12.

Assaker, G. (2020). Age and gender differences in online travel reviews and user-generated content (UGC)
adoption: Extending the technology acceptance model (TAM) with credibility theory. Journal of Hospitality
Marketing & Management, 29(4), 428-449. doi:10.1080/19368623.2019.1653807

Casey, T. W., & Poropat, A. (2014). Beauty is more than screen deep: Improving the web survey respondent
experience through socially-present and aesthetically-pleasing user interfaces. Computers in Human Behavior,
30(1), 153-163. doi:10.1016/j.chb.2013.08.001

Castilla, D., Palacios, A. G., Miralles, 1., Lopez, J. B., Parra, E., Berges, S. R., & Botella, C. (2016). Effect of web
navigation style in elderly users. Computers in Human Behavior, 55, 909-920. doi:10.1016/j.chb.2015.10.034

éater, B, & Cater, T. (2009). Emotional and rational motivations for customer loyalty in business-to-business
professional services. Service Industries Journal, 29(8), 1151-1169. doi:10.1080/02642060902764780

Chen, J., & Dibb, S. (2010). Consumer trust in the online retail context: Exploring the antecedents and
consequences. Psychology and Marketing, 27(4), 323-346. doi:10.1002/mar.20334

Chen, S. C., & Dhillon, G. S. (2002). Interpreting dimensions of consumer trust in e-commerce. Information
Management and Technology, 4(2/3), 303-318. doi:10.1023/A:1022962631249

Chou, S., Chen, C. W., & Lin, J. Y. (2015). Female online shoppers: Examing the mediating roles of e-satisfaction
and e-trust on e-loyalty development. Internet Research, 25(4), 43-56. doi:10.1108/IntR-01-2014-0006

Cooper, D., & Schindler, P. (2014). Business research methods (12th ed.). McGraw-Hill.

Cox, J., & Dale, B. G. (2002). Key quality factors in website design and use: An examination. International
Journal of Quality & Reliability Management, 19(7), 862—888. doi:10.1108/02656710210434784

Cyr, D. (2008). Modeling web site design across cultures: Relationships to trust, satisfaction, and e-loyalty.
Journal of Management Information Systems, 24(4), 47-72. doi:10.2753/MI1S0742-1222240402

Cyr, D. (2013). Website design, trust and culture: An eight country investigation. Electronic Commerce Research
and Applications, 13(6), 373-385. doi:10.1016/j.elerap.2013.03.007

Cyr, D. (2014a). Return visits: A review of how web site design can engender visitor loyalty. Journal of Information
Technology, 29(1), 1-26. doi:10.1057/jit.2013.25

Cyr, D. (2014b). Emotion and website design. In M. Soegaard & R. F. Dam (Eds.), The encyclopedia of human-
computer interaction (2nd ed.). The Interaction Design Foundation.

18


https://ssrn.com/abstract=3344618
https://ssrn.com/abstract=3344618
http://dx.doi.org/10.1016/S0378-7206(01)00113-6
http://dx.doi.org/10.1016/j.jdmm.2017.09.005
http://dx.doi.org/10.1016/j.tourman.2014.06.006
http://dx.doi.org/10.1504/IJIL.2015.067409
http://dx.doi.org/10.1080/19368623.2019.1653807
http://dx.doi.org/10.1016/j.chb.2013.08.001
http://dx.doi.org/10.1016/j.chb.2015.10.034
http://dx.doi.org/10.1080/02642060902764780
http://dx.doi.org/10.1002/mar.20334
http://dx.doi.org/10.1023/A:1022962631249
http://dx.doi.org/10.1108/IntR-01-2014-0006
http://dx.doi.org/10.1108/02656710210434784
http://dx.doi.org/10.2753/MIS0742-1222240402
http://dx.doi.org/10.1016/j.elerap.2013.03.007
http://dx.doi.org/10.1057/jit.2013.25

International Journal of Technology and Human Interaction
Volume 18 « Issue 1

Cyr, D., & Bonanni, C. (2005). Gender and website design in e-business. International Journal of Electronic
Business, 3(6), 565-582. doi:10.1504/1JEB.2005.008536

Cyr, D., & Head, M. (2013). Website design in an international context: The role of gender in masculine versus
feminine oriented countries. Computers in Human Behavior, 29(4), 1358-1367. doi:10.1016/j.chb.2013.01.050

Cyr, D., Head, M., & Larios, H. (2010). Color appeal in website design within and across cultures: A multi-method
evaluation. International Journal of Human-Computer Studies, 68(1/2), 1-21. doi:10.1016/].ijhcs.2009.08.005

Dahal, S. (2011). Eyes don’t Lie: Understanding Users First Impressions on Website Design Using Eye
Tracking (Master’s thesis). Missouri University of Science and Technology. https://scholarsmine.mst.edu/
masters_theses/5128/

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information technology.
Management Information Systems Quarterly, 23(2), 145-158. doi:10.2307/249008

Elwalda, A., Lii, K., & Ali, M. (2016). Perceived derived attributes of online customer reviews. Computers in
Human Behavior, 56, 306-319. doi:10.1016/j.chb.2015.11.051

Fang, Y., Qureshi, ., Sun, H., McCole, P., Ramsey, E., & Lim, K. (2014). Trust, satisfaction, and online repurchase
intention: The moderating role of perceived effectiveness of e-commerce institutional mechanisms. Management
Information Systems Quarterly, 38(2), 407-427. doi:10.25300/MISQ/2014/38.2.04

Faraoni, M., Rialti, R., Zollo, L., & Pellicelli, A. C. (2018). Exploring e-loyalty anteecedents in B2C e-commerce:
empirical results from Italian grocery retailers. British Food Journal. doi:101108/BFJ-04-2018-0216

Fimberg, K., & Sousa, S. (2020). The impact of website design on users’ trust perceptions. Conference on Applied
Human Factor and Ergonomics, 267-274.

Flores, W., Chen, J. C., & Ross, W. H. (2014). The effect of variations in banner ad, type of product, website
context, and language of advertising on Internet users’ attitudes. Computers in Human Behavior, 31(1), 37-47.
doi:10.1016/j.chb.2013.10.006

Fornell, C., & Larcker, D. F. (1981). Evaluating structral equation models with unobserved variables and
measurement error. JMR, Journal of Marketing Research, 18(1), 39-50. doi:10.1177/002224378101800104

Ganguly, B., Dash, S. B., Cyr, D., & Head, M. (2010). The effects of website design on purchase intention
in online shopping: The mediating role of trust and the moderating role of culture. International Journal of
Electronic Business, 8(4/5), 302-330. doi:10.1504/1JEB.2010.035289

Garrett, J. J. (2010). Elements of user experience, the: user-centered design for the web and beyond. Pearson
Education.

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated model.
Management Information Systems Quarterly, 27(1), 51-90. doi:10.2307/30036519

Gonzalez, E. M., Meyer, J. H., & Toldos, M. (2021). What women want? How contextnal product displays
influence women’s online shopping behavior. Journal of Business Research, 123, 625-641. doi:10.1016/].
jbusres.2020.10.002

Goodrich, K. (2014). The gender gap: Brain-processing differences between the sexes shape attitudes about
online advertising. Journal of Advertising Research, 54(1), 32—43. doi:10.2501/JAR-54-1-032-043

Ha, Y., & Lennon, S. J. (2010). Online visual merchandising (VMD) cues and consumer pleasure and arousal:
Purrchasing versus browsing situation. Psychology and Marketing, 27(2), 141-165. doi:10.1002/mar.20324

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Multirative dada analysis: a global perspective.
(7th ed.). New York: Pearson.

Hajli, N., Sims, J., Zadeh, A. H., & Richard, M. O. (2017). A social commerce investigation of the role of trust
in a social networking site on purchase intentions. Journal of Business Research, 71, 133-141. doi:10.1016/].
jbusres.2016.10.004

Hasan, B. (2016). Perceived irritation in online shopping: The impact of website design characteristics. Computers
in Human Behavior, 54, 224-230. doi:10.1016/j.chb.2015.07.056

19


http://dx.doi.org/10.1504/IJEB.2005.008536
http://dx.doi.org/10.1016/j.chb.2013.01.050
http://dx.doi.org/10.1016/j.ijhcs.2009.08.005
https://scholarsmine.mst.edu/masters_theses/5128/
https://scholarsmine.mst.edu/masters_theses/5128/
http://dx.doi.org/10.2307/249008
http://dx.doi.org/10.1016/j.chb.2015.11.051
http://dx.doi.org/10.25300/MISQ/2014/38.2.04
http://dx.doi.org/10.1016/j.chb.2013.10.006
http://dx.doi.org/10.1177/002224378101800104
http://dx.doi.org/10.1504/IJEB.2010.035289
http://dx.doi.org/10.2307/30036519
http://dx.doi.org/10.1016/j.jbusres.2020.10.002
http://dx.doi.org/10.1016/j.jbusres.2020.10.002
http://dx.doi.org/10.2501/JAR-54-1-032-043
http://dx.doi.org/10.1002/mar.20324
http://dx.doi.org/10.1016/j.jbusres.2016.10.004
http://dx.doi.org/10.1016/j.jbusres.2016.10.004
http://dx.doi.org/10.1016/j.chb.2015.07.056

International Journal of Technology and Human Interaction
Volume 18 - Issue 1

Hernandez-Mendez, J., & Munoz-Leiva, F. (2015). What type of online advertising is most effective for e-tourism
2.0?: An eye tracking study based on the characteristics of tourists. Computers in Human Behavior, 50(1),
618-625. doi:10.1016/j.chb.2015.03.017

Holbrook, M. B. (1986). Aims, concepts, and methods for the presentation of individual differences to design
features. The Journal of Consumer Research, 13, 337-347. doi:10.1086/209073

Hong, 1. B. (2015). Understanding the consumer’s online merchant selection process: The roles of product
involvement, perceived risk, and trus expectation. International Journal of Information Management, 35(3),
322-336. doi:10.1016/j.jjinfomgt.2015.01.003

Hotchkiss, G. (2006). Enquiro eye tracking report I11: Google, MSN and Yahoo compared. Retrieved from. http://
www.enquiroresearch.com/eyetracking-report.aspx

Hsieh, T. L., Lo, H. H., Hu, H. H., & Chang, C. C. (2015). The effect of information design on cognitive
processing of website navigation. Human Factors and Ergonomics in Manufacturing & Service Industries,
25(5), 548-558. d0i:10.1002/hfm.20568

Hussein, T., Chauhan, P. K., Dalmer, N., Rudzicz, F., & Boger, J. (2020). Exploring interface design to support
caregivers’ needs and feelings of trust in online content. Journal of Rehabilitation and Assistive Technologies
Engineering, 7, 1-14. doi:10.1177/2055668320968482 PMID:33343921

Hwang, M., & Lee, K. C. (2018). Using an eye-tracking approach to explore gender differences in visual attention
and shopping attitudes in an online shopping envierment. International Journal of Human-Computer Interaction,
34(1), 15-24. doi:10.1080/10447318.2017.1314611

Hwang, Y. (2010). The moderating effects of gender on e-commerc systems adoption factors: An empirical
investigation. Computers in Human Behavior, 26(6), 1753—-1760. doi:10.1016/j.chb.2010.07.002

Jain, N. K., Gajjar, H., & Shah, B. (2020). (in press). Electronic logistics service quality and repurchase intention
in e-tailing: Catalytic role of shopping satisfaction, payment options, gender and returning experience. Journal
of Retailing and Consumer Services. Advance online publication. doi:10.1016/j.jretconser.2020.102360

Jiang, C., Rashid, R. M., & Wang, J. (2019). Investigating the role of social presence dimensions and information
support on consumers’ trust and shopping intentions. Journal of Retailing and Consumer Services, 51,236-270.
doi:10.1016/j.jretconser.2019.06.007

Keil, M., Tan, B. C. Y., Wei, K. K., Saarinen, T., Tuunainen, V., & Wassenaar, A. (2000). A cross-cultural study
on escalation of commitment behavior in software projects. Management Information Systems Quarterly, 24(2),
299-325. doi:10.2307/3250940

Kim, J., & Lennon, S. (2013). Effects of reputation and website quality on online consumers’ emotion,
perceived risk and purchase intention. Journal of Research in Interactive Marketing, 7(1), 33-56.
doi:10.1108/17505931311316734

Kim, J. H., Kim, M., Yoo, J., & Park, M. (2020). Consumer decision-making in a retail store: The role of mental
imagery and gender difference. International Journal of Retail & Distribution Management, 49(3), 421-445.
Advance online publication. doi:10.1108/IJRDM-10-2019-0353

Koens, S., Marx, G., Gras, C., Scherer, M., Liidecke, D., & von dem Knesebeck, O. (2020). Physicians’ information
seeking behavior in patients preseting with heart falure symptoms- does gender of physician and patient matter?
Patient Education and Counseling, 103(12), 2437-2442. doi:10.1016/j.pec.2020.05.022 PMID:32611486

Komiak, K., & Benbasat, I. (2006). The effects of personalization and familiarity on trust and adoption of
recommendation agents. Management Information Systems Quarterly, 30(4), 941-960. doi:10.2307/25148760

Krasnova, H., Veltri, N. F., Eling, N., & Buxmann, P. (2017). Why man and women continue to use social net
working sites: The role of gender differences. The Journal of Strategic Information Systems, 26(4), 261-284.
doi:10.1016/j.jsis.2017.01.004

Lee, S., & Kim, D. Y. (2018). Branding personality of airbnb: Application of user involement and gender
differences. Journal of Travel & Tourism Marketing, 35(1), 32—45. doi:10.1080/10548408.2017.1284030

Leong, S. C., & Hawamdeh, S. (1999). Gender and learning attitudes in using web-based science lessons’.
Information Research, 5(1). http://informationr.net/it/5-1/paper66.html

20


http://dx.doi.org/10.1016/j.chb.2015.03.017
http://dx.doi.org/10.1086/209073
http://dx.doi.org/10.1016/j.ijinfomgt.2015.01.003
http://www.enquiroresearch.com/eyetracking-report.aspx
http://www.enquiroresearch.com/eyetracking-report.aspx
http://dx.doi.org/10.1002/hfm.20568
http://dx.doi.org/10.1177/2055668320968482
http://www.ncbi.nlm.nih.gov/pubmed/33343921
http://dx.doi.org/10.1080/10447318.2017.1314611
http://dx.doi.org/10.1016/j.chb.2010.07.002
http://dx.doi.org/10.1016/j.jretconser.2020.102360
http://dx.doi.org/10.1016/j.jretconser.2019.06.007
http://dx.doi.org/10.2307/3250940
http://dx.doi.org/10.1108/17505931311316734
http://dx.doi.org/10.1108/IJRDM-10-2019-0353
http://dx.doi.org/10.1016/j.pec.2020.05.022
http://www.ncbi.nlm.nih.gov/pubmed/32611486
http://dx.doi.org/10.2307/25148760
http://dx.doi.org/10.1016/j.jsis.2017.01.004
http://dx.doi.org/10.1080/10548408.2017.1284030
http://informationr.net/ir/5-1/paper66.html

International Journal of Technology and Human Interaction
Volume 18 « Issue 1

Li, L., Peng, M., Jiang, N., & Law, R. (2017). An emperical study on the influence of economy hotel website
quality on online booking intentions. International Journal of Hospitality Management, 63, 1-10. doi:10.1016/j.
ijhm.2017.01.001

Lin, C.J., & Hsieh, T. L. (2016). Exploring the design criteria of website interfaces for gender. International
Journal of Industrial Ergonomics, 53, 306-311. doi:10.1016/j.ergon.2016.02.002

Lin, X., Featherman, M., Brooks, S. L., & Hajli, N. (2019). Exploring gender differences in online consumer
purchase decision making: An online product presentation perspective. Information Systems Frontiers, 21(5),
1187-1201. doi:10.1007/s10796-018-9831-1

Loureiro, S. M. C. (2014). The role of website quality on PAD, attitude and intentions to visit and recommend
island destination. International Journal of Tourism Research, 17(6), 545-554. doi:10.1002/jtr.2022

L, B., Fan, W., & Zhou, M. (2016). Social presence, trust, and social commerce purchase intention: An empirical
research. Computers in Human Behavior, 56, 225-273. doi:10.1016/j.chb.2015.11.057

Marcus, A., & Gould, E. W. (2000). Cultural dimensions and global web user interface design. Interaction, 7(4),
33-46. doi:10.1145/345190.345238

Masele, J. J., & Matama, R. (2020). Individual consumers’ trust in B2C automobile e-commerce in Tanzania:
Assessment of the influence of web design and consumer personality. The Electronic Journal on Information
Systems in Developing Countries, 86(1). Advance online publication. doi:10.1002/isd2.12115

Mayer, R., Davis, J., & Schoorman, F. (1995). An integrative model of organizational trust. Academy of
Management Review, 20(3), 709-734. doi:10.2307/258792

McKinney, V., Yoon, K., & Zahedi, F. M. (2002). The measurement of Web-customer satisfaction: An expectation
and disconfirmation approach. Information Systems Research, 13(3), 296-315. doi:10.1287/isre.13.3.296.76

Melnyk, V., Van Osselaer, S. M. J., & Bijmolt, T. H. A. (2009). Are women more loyal customers than men?
Gender differences in loyalty to firms and individual service providers. Journal of Marketing, 73(4), 82-96.
doi:10.1509/jmkg.73.4.082

Meyers-Levy, J. (1989). Gender differences in information processing: A selective interpretation. In P. Cafferata
& A. Tybout (Eds.), Cognitive and affective responses to advertising (pp. 219-260). Lexington Books.

Meyers-Levy, I., & Loken, B. (2015). Revisiting gender differences: What we know and what lies ahead. Journal
of Consumer Psychology, 25(1), 129-149. doi:10.1016/j.jcps.2014.06.003

Moss, G., Gunn, R., & Heller, J. (2006). Some men like it black, some women like it pink: Consumer implications
of differences in male and female website design. Journal of Consumer Behaviour, 5(4), 328-341. doi:10.1002/
cb.184

Mouakket, S. (2018). The role of personality traits in motivating users’ continuance intention towards Facebook:
Gender differences. The Journal of High Technology Management Research, 29(1), 124-140. doi:10.1016/j.
hitech.2016.10.003

Mukherjee, S. (2020). What Drives Gender Differences in Trust and Trustworthiness? Business and Management,
48(6). Available at https://journals.sagepub.com/doi/abs/10.1177/1091142120960801

Noguti, V., Singh, S., & Waller, D. S. (2019). Gender differences in motivations to use social networking sites.
In Gender economics: Breakthroughs in research and practice. 1GI Global.

Nunnally, J. C., & Bernstein, I. H. (1994). Psychometric theory. McGraw-Hill.

Ozdemir, E., & Kilic, S. (2011). Young consumers’ perspectives of website visualization: A gender perspective.
Business and Economics Research Journal, 2(2), 41-60.

Park, Y. J. (2015). Do men and women differ in privacy? Gendered privacy and (in) equality in the Internet.
Computers in Human Behavior, 50, 252-258. doi:10.1016/j.chb.2015.04.011

Pelet, J. E., & Papadopoulou, P. (2011). The effect of e-commerce websites’ colors on customer trust. International
Journal of E-Business Research, 7(3), 1-18. doi:10.4018/jebr.2011070101

21


http://dx.doi.org/10.1016/j.ijhm.2017.01.001
http://dx.doi.org/10.1016/j.ijhm.2017.01.001
http://dx.doi.org/10.1016/j.ergon.2016.02.002
http://dx.doi.org/10.1007/s10796-018-9831-1
http://dx.doi.org/10.1002/jtr.2022
http://dx.doi.org/10.1016/j.chb.2015.11.057
http://dx.doi.org/10.1145/345190.345238
http://dx.doi.org/10.1002/isd2.12115
http://dx.doi.org/10.2307/258792
http://dx.doi.org/10.1287/isre.13.3.296.76
http://dx.doi.org/10.1509/jmkg.73.4.082
http://dx.doi.org/10.1016/j.jcps.2014.06.003
http://dx.doi.org/10.1002/cb.184
http://dx.doi.org/10.1002/cb.184
http://dx.doi.org/10.1016/j.hitech.2016.10.003
http://dx.doi.org/10.1016/j.hitech.2016.10.003
https://journals.sagepub.com/doi/abs/10.1177/1091142120960801
http://dx.doi.org/10.1016/j.chb.2015.04.011
http://dx.doi.org/10.4018/jebr.2011070101

International Journal of Technology and Human Interaction
Volume 18 - Issue 1

Pengnate, S., & Sarathy, R. (2017). An experimental investigation of the influence of website emotional design
features on trust in unfamiliar online vendors. Computers in Human Behavior, 67, 49-60. doi:10.1016/j.
chb.2016.10.018

Ponte, E. B., Truyjillo, E. C., & Rodriguez, T. E. (2015). Influence of trust and perceived value on the intention
to purchase travel online: Integrating the effects of assurance on trust antecdents. Tourism Management, 47,
286-302. doi:10.1016/j.tourman.2014.10.009

Richard, M., Chebat, J. C., Yang, Z., & Putrevu, S. (2010). A proposed model of online consumer behavior:
Assessing the role of gender. Journal of Business Research, 63(9/10), 926-934. doi:10.1016/j.jbusres.2009.02.027

Rodgers, S., & Harris, M. A. (2003). Gender and e-commerce: An explortory study. Journal of Advertising
Research, 43(3), 322-329. doi:10.1017/50021849903030307

Rufin, R., & Molina, C. M. (2015). Moderating effects of familiarity and experience in the relationships of trust
with its antecedents and consequences. e-Service Journal, 9(3), 19-42. doi:10.2979/eservicej.9.3.19

Santo, P. M., & Trigo, A. (2020). Influence of website design on e-trust and positive word of mouth intentions
in E-commerce fashion websites. European, Mediterranean, and Middle Eastern Conference on Information
Systems, 316-330.

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research methods for business students (7th ed.). Pearson
Education.

Scott, L. M. (1994). Images in advertising: The need for a theory of visual rhetoric. The Journal of Consumer
Research, 21(2),252-273. doi:10.1086/209396

Shao, Z., Zhang, L., Li, X., & Guo, Y. (2019). Antecedents of trust and continuance intention in mobile payment
platforms: The moderatting effect of gender. Electronic Commerce Research and Applications, 33, 100823.
doi:10.1016/j.elerap.2018.100823

Shaouf, A., Lii, K., & Li, X. (2016). The effect of web advertising visual design on online purchase intention:
An examination across gender. Computers in Human Behavior, 60, 622—-634. doi:10.1016/j.chb.2016.02.090

Shaouf, A. A. (2020). The role of website visual design in predicting consumers’ purchase intention: An emperical
study in a B2C online environment. International Journal of Online Marketing, 10(4), 1-17. doi:10.4018/
1JOM.2020100101

Shaouf, A. A., & Altaqqi, O. (2018). The impact of gender differences on adoption of information technology
and related responses: a review. International Journal of Management and Applied Research, 5(1),22-41. https://
www.ceeol.com/search/article-detail 7id=706941

Shin, J. I., Chung, K. H., Oh, J. S., & Lee, C. W. (2013). The effect of site quality on repurchase intention in
Internet shopping through mediating variables: The case of university students in South Korea. International
Journal of Information Management, 33(3), 453-463. doi:10.1016/j.ijinfomgt.2013.02.003

Sirkeemaa, S.J. (2019). Electronic business and trust- anything is possible. International Journal of E-Education,
E-Business, E-Management and E-Learning, 10(4), 343-349. 10.17706/ijeeee.2020.10.4.343-349

Sohaib, O., Kang, K., & Nurunnabi, M. (2019). Gender-based itrust in e-commerce: The moderating role of
cognitive innovativeness. Sustainability, 11(1), 175. doi:10.3390/su11010175

Statista. (2020a). Global digital population as of October 2020. Retrieved from https://www.statista.com/
statistics/617136/digital-population-worldwide/

Statista. (2020b). Internet usage rate worldwide in 2019, by gender and region. Retrieved from https://www.
statista.com/statistics/491387/gender-distribution-of-internet-users-region/

Statista. (2020c). Digital Cameras (United Kingdom). Retrieved from https://www.statista.com/
outlook/15010400/156/digital-cameras/united-kingdom

Tan, G. W., & Ooi, K. B. (2018). Gender and age: Do they really moderate mobile tourism shopping behavior?
Telematics and Informatics, 35(6), 1617-1642. doi:10.1016/j.tele.2018.04.009

22


http://dx.doi.org/10.1016/j.chb.2016.10.018
http://dx.doi.org/10.1016/j.chb.2016.10.018
http://dx.doi.org/10.1016/j.tourman.2014.10.009
http://dx.doi.org/10.1016/j.jbusres.2009.02.027
http://dx.doi.org/10.1017/S0021849903030307
http://dx.doi.org/10.2979/eservicej.9.3.19
http://dx.doi.org/10.1086/209396
http://dx.doi.org/10.1016/j.elerap.2018.100823
http://dx.doi.org/10.1016/j.chb.2016.02.090
http://dx.doi.org/10.4018/IJOM.2020100101
http://dx.doi.org/10.4018/IJOM.2020100101
https://www.ceeol.com/search/article-detail?id=706941
https://www.ceeol.com/search/article-detail?id=706941
http://dx.doi.org/10.1016/j.ijinfomgt.2013.02.003
http://dx.doi.org/10.3390/su11010175
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://www.statista.com/statistics/617136/digital-population-worldwide/
https://www.statista.com/statistics/491387/gender-distribution-of-internet-users-region/
https://www.statista.com/statistics/491387/gender-distribution-of-internet-users-region/
https://www.statista.com/outlook/15010400/156/digital-cameras/united-kingdom
https://www.statista.com/outlook/15010400/156/digital-cameras/united-kingdom
http://dx.doi.org/10.1016/j.tele.2018.04.009

International Journal of Technology and Human Interaction
Volume 18 « Issue 1

Tsichla, E., Hatzithomas, L., & Boutsouki, C. (2014). Gender differences in the interpretation of web atmospherics:
A selectivity hypothesis approach. Journal of Marketing Communications, 22(6), 563-586. doi:10.1080/1352
7266.2014.903507

Tuch, A. N., Bargas-Avila, J. A., & Opwis, K. (2010). Symmetry and aesthetics in website design: It’s a man’s
business. Computers in Human Behavior, 26(6), 1831-1837. do0i:10.1016/j.chb.2010.07.016

Vila, N., & Kuster, 1. (2011). Consumer feelings and behaviors towards well designed websites. Information &
Management, 48(4), 166—177. doi:10.1016/j.im.2011.04.003

Vila, N., & Kuster, I. (2012). The role of usability on stimulating SME’s on line buying intention: An experiment
based on a ficticius web site design. Quality & Quantity, 46(1), 117-136. doi:10.1007/s11135-010-9332-x

Wang, Y. D., & Emurian, H. H. (2005). An overview of online trust: Concepts, elements, and implications.
Computers in Human Behavior, 21(1), 105-125. doi:10.1016/j.chb.2003.11.008

Wolin, L. D., & Korgaonkar, P. (2003). Web advertising: Gender differences in beliefs, attitudes and behavior. Internet
Research: Electronic Networking Applications and Policy, 13(5), 375-385. doi:10.1108/10662240310501658

Zahedi, F. M., & Song, J. (2009). Do websites change customers’ beliefs?: A study of belief prior-posterior
beliefs in e-ommerce. Information & Management, 46(2), 125-137. doi:10.1016/j.im.2009.01.001

23


http://dx.doi.org/10.1080/13527266.2014.903507
http://dx.doi.org/10.1080/13527266.2014.903507
http://dx.doi.org/10.1016/j.chb.2010.07.016
http://dx.doi.org/10.1016/j.im.2011.04.003
http://dx.doi.org/10.1007/s11135-010-9332-x
http://dx.doi.org/10.1016/j.chb.2003.11.008
http://dx.doi.org/10.1108/10662240310501658
http://dx.doi.org/10.1016/j.im.2009.01.001

International Journal of Technology and Human Interaction
Volume 18 - Issue 1

APPENDIX A - SAMPLE OF SHOT SCREENS

Figure 4. Sample screenshot 1
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Figure 5. Sample screenshot 2
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