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Abstract  
Some past research results have shown that low-order web layouts negatively 
influence webpage aesthetics in first impressions compared to high-order. 
However, it is unclear if low-order is a determinator for a user to assess a 
webpage negatively. Therefore, this concept-driven interaction design research 
generated a theory through a concept to determine if low-order can be 
aesthetically pleasing. Additionally, past research also found that assessing 
aesthetics can happen in under one-second. Thus, the concept aimed to prove that 
low-order in layouts can affect the perceived aesthetics positively after one-
second first-impression. The concept manifested into a non-interactive webpage 
prototype and eight participants from different fields critiqued the composition by 
being exposed to the concept first with a one-second limit and then with no time 
limit. During the external critique session of the manifested concept, most 
participants confirmed that the concept proves its theory. Additionally, the 
exposure of the concept to participants showed that low-order could indeed, to 
some users, be aesthetically pleasing and is not a determining factor for users to 
leave and discredit websites. 
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Sammanfattning 
Några tidigare forskningsresultat har visat att otydligt ordnade web layouter 
påverkar webbsidans estetik negativt vid första intryck jämfört med tydlig 
ordning. Det är dock oklart om otydlig ordning är en avgörande faktor för 
användare att negativt bedöma webbplatser. Denna konceptdrivna 
interaktionsdesignforskning genererade därför en teori genom ett koncept för att 
avgöra om otydlig ordning kan vara estetiskt tilltalande. Tidigare forskning fann 
att bedömning av estetik kan ske på under en sekund. Därför vill konceptet bevisa 
teorin att otydlig ordning i layouter kan efter en sekund exponering för konceptet 
fortfarande upplevas som estetisk tilltalande. Konceptet manifesterade en prototyp 
som är en icke-interaktiv webbsida. Åtta deltagare från olika områden kritiserade 
kompositionen genom att först exponeras för konceptet under en sekund och 
sedan fick de se konceptet utan tidsgräns. Under den externa kritiksessionen på 
konceptet bekräftade de flesta deltagare att konceptet bevisar teorin. Dessutom 
visade resultatet att otydlig ordning kan för vissa användare vara estetiskt 
tilltalande och att otydlig ordning inte är en avgörande faktor för användare att 
lämna och misstro webbplatser. 
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1. Introduction 
The website goal is set by businesses and not designers. However, designers ought 

to design good first impressions so that their customer can fulfill their goals. 

(Parekh, 2022) A good first impression is important to increase the return of 

investment (ROI), encourage visitors to stay, and help visitors assess company 

legitimacy (Parekh, 2022). Additionally, in less than a minute, considerable users 

will judge a company's credibility through website aesthetics (Laja, 2022; 

EZMarketing, 2018). Thus, first impressions depend greatly on the website's 

design and aesthetics (Laja, 2022; EZMarketing, 2018), and it determines whether 

the website is worth exploring and if the company is credible (Everett, 2018). 

Therefore, there is a need to understand the factors of first impressions by looking 

at the characteristics of a website's aesthetics. 

Previous Human Computer Interactions (HCI) studies have shown interest in 

exploring aesthetics and first impressions in e-commerce (Pengnate, Sarathy, & 

Lee, 2019; Everett, 2018). Some researchers designed and tested websites focused 

on two characteristics, i.e., complexity (amount of content or visual density) and 

order (arrangement of web objects). The results showed that high-order had the 

most significant positive effect on the perceived aesthetics. (Liu et al., 2021; Guo 

et al., 2020; Pengnate et al., 2019) However, designing low-ordered layouts for 

the studies might have been far from realistic (Liu et al., 2021), which may have 

affected the results. Additionally, introduced past research gives no specific 

design guidance on the webpage layout, nor how the layout order is allegedly 

"high" or "low." There is a need to investigate how the layout order affects 

aesthetics and if low-order layout could cause damage to a company's credibility 

and decrease visitors' interest in interacting with websites (Parekh, 2022).  

1.1 Aim of Research and Research Question 
Web design is a complex topic that includes many factors yet if it is effective, it 

could convert users to buyers (O'connor, 2004). Additionally, aesthetics is an 

"elusive and confusing construct", and it is uncertain what is being judged 

(Lindgaard, Fernandes, Dudek, & Brown, 2006, s. 116). As first impressions are 
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important to improve aspects of a web businesses and is argued to affect ROI 

(Parekh, 2022), it is important to explore whether low-order is a determining 

factor to whether a user perceives a webpage negatively.  

Given the demand for achieving visually pleasing first impressions (Parekh, 2022; 

Liu et al., 2021; Pengnate et al., 2019), there is a need to explore how the 

webpage layout order influences the perceived aesthetics (Pengnate et al., 2019). 

Web design aesthetics has, however, undergone many periods (Chen, Crandall & 

Su, 2017), which indicates that there are many styles of web design. Therefore, 

through the concept-driven interaction design research, this study will explore one 

theoretical web design concept revolving around the layout order. Additionally, 

studies of first impressions have found that first impressions happen in less than 

one-second (Liu et al., 2021; Guo et al., 2020; Pengnate et al., 2019). On the other 

hand, the perception of beauty and aesthetic require individual processing, where 

aesthetics appeal can increase overtime (Brielmann & Pelli, 2018). Thus, aesthetic 

appeal needs to be investigated in regard to time and one design characteristic: the 

layout order. Thus, the research question is:  

"How does low-order in layouts affect the perceived aesthetics 

after one-second first-impression?"  

Additionally, an added limitation to the concept is to focus on the popular flat 

design (Chen, Crandall & Su 2017) in the context of desktop e-commerce similar 

to Amazon.com. Further, the concept is not an interactive website instead, Adobe 

XD was used to manifest the concept. 

1.2 Definitions 
● Layout order is the "logical arrangement, clarity, and coherence of 

webpage content" (Liu et al. 2021, p. 1).  

● High-order layout is, in this study, a layout with well-ordered, clear, and 

coherent, and symmetrically aligned placement of webpage content.  

● Low-order layout is a layout with a disordered, unclear, and 

asymmetrical aligned placement of webpage content. 
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● Aesthetics are features that yield an impression of beauty (Guo et al., 

2020, p. 871). In this study, aesthetic refers to having an impression of 

beauty where’s beauty evokes a feeling of pleasure. 

● Usability is the ability to evaluate if interfaces are usable before the actual 

use (Guo et al., 2020, p. 871). 

● Complexity is either the "degree of visual diversity" (Liu et al., 2021, p. 

1) or "the degree of density and the number of visual designs" (Pengnate 

et al., 2019, p. 1518). The text mentions the referred definition. 

● First impression in this study is the first impression in this study is the 

impact of initial cue-driven perception (Swider, Harris, & Gong 2022, p. 

347) without the focus on the subsequent effects and span of first 

impressions. 

1.3 Disposition 
In Chapter 2, Literature Review, introduces the empirical bodies that affected this 

study. The literature includes empirical findings regarding aesthetics, credibility, 

web design periods, order, usability, and first impressions. Then, in Chapter 3, 

Method, the concept-driven interaction design research is laid out, including 

ethical considerations. In the next Chapter, Results and Analysis, the findings 

generated from the method are introduced, including the whole concept-driven 

interaction design research process. In this Chapter, the study contribution to 

previous research is introduced. Finally, the last Chapter, Conclusion, is the brief 

conclusion, followed by references and attachments. 

2. Literature Review 

2.1 Aesthetic Web design 
Judging a webpage because of its design has remained unchanged since the late 

1990s (Everett, 2018) and the long history of webpages has created very different 

web design periods (Chen et al., 2017). Thus, Chen et al. (2017) investigated nine 

pages archived over 13 years through eight design experts. The design experts 

suggested dividing the design periods into four (Chen et al., 2017, pp. 5981, 

5984): 
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● The informational period where webpages were "functional and 

informational (text-heavy), and lacked a balanced design" 

● The Chaos/Gradient period, where images were "just decorative and did 

not offer any function" 

● The formative period where basic, well-organized layouts with big 

banners emerged 

● The flat period where "flat design" made use of white space, embraced 

minimalism, and had clear information positioning of objects 

However, the experts did not agree on the name of the periods (Chen et al., 2017). 

Additionally, the design experts who divided the design periods found that media 

websites were more adaptive in design while the government and educational 

contexts "lagged behind" (Chen et al., 2017, p. 5984). Thus, it is possible that 

design periods of the assessed websites did not happen at the same time (Chen et 

al., 2017). 

In a 2004 study by O'connor (2004), there were two extreme ideologies with 

different views on what is considered "good" web design. One ideology puts 

emphasis on aesthetics and design whilst the other puts emphasis on functionality 

and usability. (O'connor, 2004) The aesthetical ideology focuses on presenting 

information rather than encourage customers to buy. According to the aesthetical 

web design ideology, one example of good design is the Swiss-style which focuses 

on a modern feel through large empty space, muted colors, and airy typography. 

(O'connor, 2004) Some design experts believe that a page's design period is 

affected by companies who want to convey a certain image (Chen et al., 2017) 

which could explain why the Swiss-style is described as being a mean by 

companies to convey a serious image. Arguably the Swiss-style falls into the 

formative period where layouts were more basic and well-organized.  

The functionality and usability ideology on the other hand has very specific 

guidelines that are not necessarily design guidelines. For example, according to 

this ideology a file size of webpages should be below 40 kilobytes. When it comes 

to design, this ideology uses broad design suggestions such as design should be 

clear, uncluttered, simple, and consistent. Compared to the aesthetic ideology, the 
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functionality and usability ideology believes in simplicity that removes usability 

barriers. (O'connor, 2004) These broad definitions could be argued to fall in the 

flat-design period where layouts were clear and made use of white space. 

Another study, by Everett (2018), found that 1) design is the primary factor when 

users evaluate the credibility of small businesses, 2) high aesthetics are not 

important, but low aesthetics is not satisfactory 3) mid-level-aesthetic requires 

more internal negotiation before assessing webpage credibility, and finally 4) low-

aesthetics does not necessarily discourage engagement. Everett (2018) found that 

users on mid-level aesthetics websites tended to engage more with the website to 

negotiate whether the credibility was high or low. Everett (2018) also found that 

small businesses offering low-risk products and services would be the most 

affected by design that is deemed unaesthetic. Additionally, users perceived 

webpages with low aesthetics as overwhelmingly amateur in contrast to high 

aesthetic webpages that were perceived as "professional, trustworthy, believable, 

and having expertise" (Everett, 2018, p. 51).  

On the other hand, according to the functionality and usability ideology, aesthetics 

is not important. Instead, websites should focus on usability as it was shown that 

non-usable webpages increase the chance of a user abandoning webpages. 

(O'connor, 2004) On the same page, Kivijärvi and Pärnänen (2021) investigated 

HCI usability and found that usability has a mediating effect on satisfying user 

experience which could confirm the functionality and usability ideology. Kivijärvi 

and Pärnänen (2021) also found that operability was the most significant factor for 

improving the perceived usability. Another study by Guo, Wang, Shao, Wang, 

and Liu (2020) used an event-related potential (ERP) to investigate the first 

impressions of the perceived usability and aesthetics on mobile interfaces. They 

found that the first impressions are related to the perceived usability and 

aesthetics. The authors also found that participants found positive stimuli when 

the participants perceived the usability and the aesthetics as "high."  (Guo et al. 

2020) 

Another study by Liu et al. (2021, p. 9) used ERP to observe participants' brain 

activity as they saw four webpages for the first time. Liu et al. (2021) found that a 
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high-ordered webpage could "attract users' attention and require users to invest 

fewer cognitive resources." Another study by Pengnate, Sarathy, and Lee (2019) 

investigated how the webpage order, visual complexity, and exposure time affects 

the first impressions. Pengnate et al. (2019) found that visual appeal is 

significantly affected by high-order, a factor that the authors suggest can create a 

positive visual effect. Accordingly, Pengnate et al. (2019) recommend that web 

designers design high-order webpages because such webpages receive a high 

visual appeal rating.  

Brielmann & Pelli (2018) on the other hand discusses aesthetics in terms of 

biology, describing aesthetical experiences as a common everyday occurrence. In 

the empirical field "aesthetics" has not yet been settled in a single definition 

(Brielmann & Pelli 2018) which could explain the difficulty in defining what’s 

"good" and "bad" design. According to Brielmann & Pelli (2018) much research 

have been done to identify features that are universally aesthetic, one that was 

found is symmetry. However, the promised universal features do not necessary 

predict individual preferences. For example, "beauty marks" have been reported 

as attractive, yet it creates asymmetry. (Brielmann & Pelli 2018) 

2.2 First Impression and Layout Order 
Guo et al. (2020) found that from 180 to 325 ms, a "negative endogenous 

component" called N2 occurs. Past research showed that N2 was related to 

automatic stimulus identification and visual aesthetic processing (Guo et al. 

2020). The results show that the high perceived usability and aesthetics induce 

high N2. Thus, the authors confirm that N2 is related to visual aesthetics. The 

authors found that participants could automatically evaluate their perceived 

usability and aesthetics. Additionally, the high perceived usability induces N2 

more if the interface has high aesthetic features and high aesthetics evoke more 

user attention, and the arousal level is higher. Consequently, the authors consider 

that low aesthetics interfaces may induce more negative stimuli than high 

aesthetics. The authors point out, through past research, that low aesthetics could 

require more cognitive load, which could have been the cause of a poor 

impression. (Guo et al. 2020)  
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Pengnate et al. (2019) on the other hand, tested four hypothetical webpages that 

imitated online e-commerce vendors. Study results showed no effect of two 

different exposure times, one-second vs. no-time-constraint (Pengnate et al., 

2019). Their finding confirmed that visual processing begins directly on exposure 

and forms in less than 1 second (Pengnate et al. 2019). Additionally, Liu et al.'s 

(2021) result, also confirmed that order affects the first impression of webpages in 

100 - 440 ms.  

Brielmann and Pelli (2018) found through previous research that when stimulus 

exposure increases from 50 ms to 500 ms the aesthetic appeal improves when the 

object is abstract. They also found through previous studies that the assessment of 

pleasure and beauty are over the range of 1 to 30 seconds. Brielmann and Pelli 

(2018) also wrote that, in some cases, beauty arises after many minutes of 

exposure. One possible explanation to this is slow processing and that in longer 

exposure times a new perception can be built (Brielmann & Pelli 2018). 

Another study by Lindgaard et al. (2006) investigated if users can determine 

whether they like or dislike what they see in 50ms and 500ms first-impressions. 

They set up an environment where the participants could see webpages in either 

50ms or 500ms. The authors found that 50ms is enough to reliably tell whether a 

user liked or disliked a webpage. They also noted that participants could decide 

whether a page was "good" or "bad" through the first impressions. The authors 

found however that the variability of result among participants were considerably 

greater in the 50-ms than in the 500-ms condition. (Lindgaard et al. 2006) 

A study by Shang, Jin, Pei, Wang, Wang, and Qui (2020) introduced literature 

discussing that people generally believe that high-order is more beneficial in 

shopping environments to improve buying experience. The authors found through 

ERP that low-order layout do indeed arouse negative perceptions of the e-

commerce shopping websites because the results showed that participants in the 

later stages of first-impression might have gained negative emotion. However, the 

negative emotion forced the participants to use more cognitive resources to 

regulate the emotions which in turn could have caused temporary reduction of 

self-control which resulted in impulsive purchases. The study results showed that 
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low-order layout could "promote consumers’ instant purchase during the decision-

making process" in e-commerce shopping websites. (Shang et al., 2020, p. 34) 

The study of Shang et al. (2020) supports that low-order is not necessary a 

negative design factor as it proved to have an advantage over high-order in 

mediating consumers purchase intent. 

2.3 Definition of First Impression 
Guo et al. (2020, p. 871) describes the first impression as "quick evaluation made 

by the consumer during the first few minutes of an encounter with a product or 

object." However, the authors found that the first impressions forms "rapidly and 

unconsciously" between 180 to 325 ms (Guo et al. 2020, p. 878). Pengnate et al. 

(2019) describes the first impressions of being rapid and forms in less than 1 

second. Liu et al. (2021) describes the first impression, through past researchers, 

as an immediate response that is not easy to measure. Liu et al. (2021) results 

confirmed that the first impression of webpages occurs in 100 - 440 ms. 

As the findings have shown a slight difference from one another there is a 

difficulty in defining ‘first impressions.’ There are subjective factors that could 

affect experiences (Brielmann & Pelli, 2018) which is why it is possible that the 

first impression is a subjective experience. Additionally, there is no general 

definition of first impression (Swider, Harris, & Gong 2022). However, past 

research has confirmed that the evaluation of aesthetics does occur in less than 

one-second and more specifically the first impressions is often discussed to occur 

in approximately 50 ms (Guo et al. 2020; Liu et al. 2021; Pengnate et al. 2019; 

Brielmann & Pelli, 2018; Lindgaard et al., 2006) Additionally, the first 

impressions are described as an automatic process (Guo et al. 2020) which adds a 

difficulty in measuring the process in real time. Arguably, 50 ms is a very short 

time span to showcase a webpage design. Additionally, defining first impression 

as a process in relation to time might show difficulties as the individuals have 

individual preferences (Brielmann & Pelli, 2018). Therefore, this study will not 

define first impression as a process that occurs in a certain amount of time. 

Instead, the definition of first impression in this study is the impact of initial cue-
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driven perception (Swider et al. 2022) without the focus on the subsequent effects 

and span of first impressions. 

Previous research has found that the first impressions happen in one-second or 

less (Liu et al., 2021; Guo et al., 2020; Pengnate et al., 2019). Examples of 

methods used were usage of ERP or exposure limitation of one-second or less 

(Pengnate et al., 2019; Lindgaard et al. 2006) when users see webpages for the 

first time. However, there were accounts of enhanced the perceived aesthetics 

after many minutes of exposure (Brielmann & Pelli, 2018) indicating that a one-

second exposure is not enough to evaluate aesthetics. To explore whether a one-

second first impressions is an inadequate measure of a webpage’s aesthetics, this 

research papers aim to explore one aesthetical web characteristic that has been 

found to be aesthetically displeasing: low-order.  

3. Method 
This study adopted the concept-driven interaction design research method with a 

qualitative approach, which aims at "manifesting theoretical concepts in concrete 

designs" (Stolterman & Wiberg, 2010). The method's primary goal was to develop 

theories through design. The method has seven activities: concept generation, 

concept exploration, internal concept critique, design of artifacts, external design 

critique, concept revisited, and concept contextualization. (Stolterman & Wiberg, 

2010, p. 110) 

3.1 Literature Search 
First the literature was searched through the HKR Summons database with the 

filters "within five years" and "peer-reviewed." Then, the keyword combination 

was used:  

"web" AND "aesthetics"  

In the journal "international journal of human-computer seven research papers 

were found. Thereafter, 34 research papers from the same journal within five 

years through the Taylor & Francis database with the same keywords were found. 
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After that, the empirical studies were selected if they contained web aesthetic 

results which revolved around webpages. Therefore, the final selection from this 

one journal includes six empirical research papers regarding aesthetics and 

webpages. Additionally, the ACM database was used, and selected keywords 

were searched to scope down the research area:  

"Web design" AND "e-commerce" AND "aesthetic"  

In total, 16 research papers were found within five years. Two studies within the 

informatics and design field were picked because they focused on webpages 

which helped this study to converge in focus. Additional papers were searched 

within the HKR Summons database to add body to definitions and literature from 

other fields through these keywords: 

"webpage" AND "visual" AND "order" 

"website" AND "design" AND "amazon.com" 

"first impressions" AND "definition" 

3.2 Concept-driven Interaction Design Research 
The concept-driven interaction design research method is explorative in nature 

which aims at "manifesting visionary theoretical ideas in concrete designs" 

(Stolterman & Wiberg, 2010 p. 97). The explorative character of the method 

befits the search for an answer to the research question "How does low-order in 

layouts affect the perceived aesthetics after one-second first-impression?". 

Previous research designed layout-order as either being high- or low-order (Guo 

et al., 2020; Liu et al., 2021; Pengnate et al., 2019). However, none of the 

mentioned papers described in detail how the layout order is allegedly "high" or 

"low." Therefore, there is a need to explore what "high" and "low" order could be 

to figure out if "low" order can be seen as aesthetic. The concept-driven 

interaction design research method is thus adequate for this study as it allows 

exploration of concepts. 
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3.2.1 Concept Generation 
In the first phase there is a "search for the unexpected" by either combining earlier 

qualities or creating unexpected qualities in the overall design (Stolterman & 

Wiberg, 2010, p. 110). In this phase the literature body was revisited and 

reviewed again to create potential concepts by analyzing the existing literature 

body in terms of layout.  

3.2.2 Concept Exploration 
Then, the found concepts were explored and unseen parts of the concepts through 

low fidelity prototyping led to new ideas that challenge the current theoretical 

understanding (Stolterman & Wiberg, 2010). In this phase, "order" was explored 

through rearrangement of objects on a basic layout. Adobe XD was used to move 

objects around on the canvas. The positioning of web objects was explored in 

different places to figure out how a high- and low-order layout could look. There 

existed a difficulty in sketching a high-ordered layout. Because of this, this study 

decided to examine and use an existing e-commerce webpage as layout reference. 

The chosen webpage is the front page of Amazon.com. The Chapter 4.1 Concept 

Results and Analysis discusses this choice. After copying the layout by following 

the shapes of grouped objects the basis for high-order was set. Thereafter, low-

order could be explored by moving the objects around in different combinations.  

3.2.3 Internal Concept Critique 
Next, the concept was critiqued internally by examining the selected concept 

(Stolterman & Wiberg, 2010). According to Stolterman and Wiberg (2010), to 

accomplish this phase, the chosen core concepts must be a) unique, b) relate to 

existing theory, and c) be able to manifest into a concrete design. Therefore, in 

this phase, the concept was analyzed and discussed in Chapter 4.1 Concept 

Results and Analysis to see whether the concept meets the three core criteria. 

3.2.4 Design of Artifacts 
In the next phase, the artifact was further developed by incorporating the concept 

into a "whole." Stolterman and Wiberg (2010) argued that this phase of the 

method is part of theorizing related to theoretical development through the 
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manifestation of design. Thus, the concept was revised further in Adobe XD by 

adding real images from Pixabay.com to make the webpage reflect realistic e-

commerce. Flat design made use of white space and embraced minimalism (Chen 

et al., 2017) which is why the 2D flat Undraw images were chosen to reflect a 

minimalistic design. A dummy logo was designed that followed the color scheme 

created from the Undraw images to create a finished feel. Finally, every web 

object was arranged semi-chaotic and positioned in a way that they do not follow 

any so-called invisible, symmetrical lines to create an asymmetrical feel. By doing 

so, an unordered layout could be achieved according to the definition of order in 

this study. Because past studies focused on the first impressions whereas the 

results showed that the evaluation of aesthetics happens in under one-second (Liu 

et al., 2021; Guo et al., 2020; Pengnate et al., 2019), the website concept should 

expose itself for only one-second. To do this, a simple Javascript script was 

created where the participants could, through clicking a button, see the webpage 

concept only for one-second. Another invisible button was added to the script to 

show the webpage for an unlimited time. To use the test environment the finished 

Adobe XD canvas of the webpage with concept was downloaded as an image. The 

image was then added to a temporary local website with the Javascript script.  

3.2.5 External Design Critique 
The next phase gathered external design critiques of the manifested design to 

expose it "to a public and critiqued as a composition." This process allowed the 

validation of the assumed concept and theory. (Stolterman & Wiberg, 2010) Eight 

people were interviewed because of a lack of time for this study. Each interview 

took between 10 - 15 minutes individually. The participants were also of varying 

ages, occupations, and shopping habits. Shopping habits is of interest in this study 

because the concept revolves around e-commerce. Additionally, a user’s shopping 

habits online might give cues on whether they are comfortable in online shopping. 

The variety of participants could benefit the study because each individual has 

different experiences with e-commerce. However, on the other hand, this might 

show a very varying, highly non-generalizable result. Before exposing the 

concept, the participants were asked general questions about their age, occupation, 

if they shop online and how often they believe they shop online: 
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Alias Age Occupation Shopping habits Last e-commerce 
purchase 

P1 26 Student once a week last week 

P2 26 Medic twice a month last week 

P3 32 Software 
developer 

once a month two months ago 

P4 24 Athlete once a week yesterday 

P5 64 Computer 
Scientist 

once a week last week 

P6 31 Chef once or twice a 
week 

last week 

P7 54 IT Company 
Owner 

daily today 

P8 22 Student once or twice a 
month 

two weeks ago 

 
The interviews were in a face-to-face setting and after the general questions were 

asked, the temporary local website was then opened. The concept theory was 

introduced which was "low-order in layouts can affect the perceived aesthetics 

positively after one-second first-impression." The local website was opened in a 

Google Chrome browser in width of 1440 pixels to ensure that all the participants 

would see the exact same webpage size. Thereafter, the participants were asked to 

click on the button, which would allow them to see the webpage for exactly one-

second. Then low-order was defined to the participants as an asymmetrical 

alignment of objects that does not follow any coherent symmetrical lines. 

Thereafter, more questions regarding the concept were asked (Appendix 12). 

Afterwards, the participants were reminded to the theory and were asked if the 

concept would confirm its embodied theory. Finally, the author of this study 

clicked on the invisible button which allowed the participants to explore the 

webpage for an unlimited time. After the exploration, the participants were asked 

whether they changed their minds when it came to their perceived aesthetics 

during a longer exposure. 
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3.2.6 Concept Revisited and Concept Contextualization 
After analyzing the results, the concept was revisited and revised because the 

external design critique allowed new reflections (Stolterman & Wiberg 2010). 

After that, the prototype was revised to make the concept support the theory.  

Finally, in the last phase, the manifested design concept was positions against the 

field's current concepts and theories. Additionally, it is important to tell how the 

concept contributes to previous work in this phase. (Stolterman & Wiberg 2010) 

Thus, the contribution of this work is mentioned in Chapter 4.4.3 Contribution to 

Previous Research and 4.4.4 Contribution to Society.  

3.3 Ethical Considerations 
The Swedish Research Council (2017) advises considering ethical considerations. 

Some ethical considerations include research transparency and user data 

protection. Therefore, before the external critique took place, the participants were 

asked for their participation consent. Additionally, the participants were informed 

that their data would exclusively use their data anonymously and in this one study 

only. 

4. Results and Analysis 
This study adopted the concept-driven interaction design research method with 

seven activities (Stolterman & Wiberg, 2010). This section presents the results 

from the seven activities from the concept-driven interaction design research 

approach. 

4.1 Concept Results and Analysis 
Previous studies tested layouts by designing them with either high- or low-order 

(Liu et al., 2021; Pengnate et al., 2019). However, these designs do not suggest 

that the layouts can be high- and low-order at the same time. Therefore, the first 

exploration included exploration on how a high- and low-ordered layout could 

look. The design of the webpage should be high-ordered to create a positive first 

impression, recommended Liu et al. (2021). However, Liu et al. (2021) designed 

only four webpages where two were low-ordered and two were high-ordered 
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designs. Pleasurable experiences are subjective (Norman, 2013) which is why it is 

possible that a webpage with low-order with visually pleasing components could 

still induce a positive first impression. Furthermore, the first impressions 

measured within the first second after the initial exposure show that the user can 

perceive aesthetics automatically (Liu et al., 2021; Guo et al. 2020; Pengnate et al. 

2019). However, we believe that the time is too short to assess critical information 

even though it has been proven that the first impressions get stimulated fast. 

Therefore, our theory is that a user within a one-second timeframe with no ability 

to interact with the webpage may still find the webpage aesthetically pleasing. 

Thus, the theory "low-order in layouts can affect the perceived aesthetics 

positively after one-second first-impression" can manifested into the design. In 

contrast, if users got time to interact with it, they may no longer rate the website 

aesthetically pleasing. 

The next phase was concept exploration where the designer explores and finds 

unseen parts of the concepts through low fidelity sketching or prototyping, leading 

to new ideas that challenge the current theoretical understanding. Additionally, the 

activity does not aim to test established ideas of past research. (Stolterman & 

Wiberg, 2010) In this phase, a layout with content and order that emphasizes a 

company's credibility, was thought of but it was too difficult to manifest because 

there were uncertainties how to translate a company's credibility into a design. 

However, some companies may have a company design framework. Nonetheless, 

it was difficult to tell how the Amazon.com website reflects its design framework. 

There were no clear indication of Amazon.com design patterns except for their 

logotype. Thus, a concept with emphasis on a company's credibility could not be 

explored further through low fidelity sketching. A concept that focuses on low 

conflicts was also explored but difficult to manifest into a design because this 

study did not include enough literature body to achieve a low-conflict design. 

Therefore, low-conflict design was also not further investigated. A concept with 

an interactable layout, seems to be a completely non-unique concept. Arguably 

every webpage would fall into this concept. Thus, a webpage that is simply 

interactable was not further investigated because there would have existed 

difficulties in arguing how the concept would be unique. A concept with a 
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common layout that includes both high- and low-order areas was lastly 

investigated by exploring what high- and low-order could mean and created 

different combinations.  However, there were difficulties to create a baseline for 

high-order. Therefore, one Amazon.com front page layout was use as the high-

order baseline. Three examples were sketched to define high-,mid-, and low-

order:  

● High-order: One high-ordered layout design closely resembles 

Amazon.com (Appendix 2).  

● Mid-order: The second is the same layout, slightly adjusted to diminish 

order (Appendix 3). 

● Low-order: The third is an extreme low-ordered layout design (Appendix 

4).  

More examples were sketched, combining high- with low-order and vice versa. 

However, there were multiple ways to do this. During sketching, it was found that 

order could reflect the grouping of objects (Appendix 5), but it could also reflect 

the alignment of objects (Appendix 6). Thus, there needs to be an 

acknowledgment that both grouping, and alignment of objects could define if a 

layout has high- or low-order. Additionally, objects could be rearranged within 

their group to increase or decrease the layout order (Appendix 7, Appendix 8). 

Another way, which was not sketched, was to put objects in the wrong groups and 

order, but this would theoretically be confusing. The next explored concept added 

more images to explore how to make low-order aesthetically pleasing. Flat images 

from Undraw Library were added and objects in group were ordered whilst the 

order was decreased through arranging the groups less symmetrical (Appendix 9). 

In the next phase called internal concept critique chosen core concepts must be: a) 

unique, b) relate to existing theory, and c) be able to manifest into a concrete 

design (Stolterman and Wiberg 2010). The empirical body did not lay any 

foundation for how a webpage with high- and low-order, or a combination, could 

be. Therefore, this phase started with the investigation of combination of the 

layout orders. However, there were uncertainties how users would classify if a 

webpage were high- and low-order simultaneously. Possibly users could see either 
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the high-ordered part or the low-ordered part. Additionally, as this concept could 

be sketched in many ways and different combinations, there were uncertainties 

whether it would manifest a stable theory. Thus, although investigated, this 

concept will not try to manifest a clear distinction between high and low-order. 

Instead, the focus will stay on a low-ordered layout. There was a difficulty in 

trying to keep low-order design realistic, which Liu et al. (2021) mentioned was a 

product of low-order design. It was also recognized that the layout order could be 

further lowered by, for example, randomization of objects or overlapping objects. 

However, as no literature body can confirm that this would be unrealistic, this 

study cannot claim that low-order would not improve the first impressions of 

aesthetics. 

A low-order layout that is aesthetically pleasing might challenge previous 

empirical findings regarding high-order as being more aesthetic. However, as it 

has been found that low-order is perceived negatively, the concept included the 

one-second first-impression. We believe that a one-second first-impression is not 

enough to assess aesthetics, which may cause participants to give wrong 

judgements. Therefore, the goal with the final concept is to embody the theory: 

low-order in layouts can affect the perceived aesthetics positively after one-

second first-impression. A confirmation of the theory could be an adequate 

answer to the research question because it suggests that a low-order layout can 

affect aesthetics positively after one-second first-second impression. Additionally, 

the chosen core concept is unique because previous studies tested either high- or 

low-ordered webpages (Liu et al., 2021; Pengnate et al., 2019), whereas the low-

ordered webpages were found to be unrealistic (Liu et al., 2021). According to 

Norman (2013), bad design is very noticeable. However, Norman (2013) do not 

describe whether asymmetry or unordered layout design would be considered 

"bad design". In terms of the seven principles mentioned by Norman (2013) it can 

be argued that whether a design is "good" or "bad" is not necessarily intertwined 

with aesthetical attributes such as the layout order. Thus, it is possible that the 

low-order may not necessarily cause negative perception of aesthetics.  
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The design concept uses Amazon.com as a layout reference for high-order. 

However, as Amazon is a well-known company, there might be a biased 

preference from users. Hence, numerous web objects of Amazon.com were not 

included in the design, such as navigational items and a long continuous scroll. 

Grouped objects were also readjusted and major layout parts were removed. 

Dummy texts were also rewritten to not reference Amazon. (Appendix 10) 

Amazon.com has a simplistic and ordered design despite its many images and 

content. Amazon is also a very well-known successful online retailer making it 

more likely to be an accepted high-order layout. However, as Amazon.com is a 

website that people often return to, it is possible that Amazon.com does not 

require good first impressions. Therefore, the results may not apply to small 

businesses. Additionally, as there are many different kinds of e-commerce web 

design, Amazon.com's design cannot be argued to be the most common and 

general one. Instead, the decision to use Amazon.com as the base is because 

Amazon.com is one of the largest retailers online (Timothy & Paul, 2019).  

Studies of first impressions have found that the first impressions happen in only 

one-second (Liu et al.'s (2021; Guo et al., 2020; Pengnate et al., 2019). Thus, 

according to the empirical body, it is possible to assess aesthetics in only one-

second. Thus, this concept's theory includes that the user can only evaluate the 

concept by seeing it in only one-second. However, theoretically, one-second is too 

short to assess any critical information accurately. Thus, the theory, developed 

through a manifestation, is that users will find webpages aesthetically pleasing 

even if the layout order is low. If the theory is correct, it will challenge previous 

empirical bodies that showed that high-order is aesthetically pleasing compared to 

low-order (Liu et al.,2021; Pengnate et al., 2019). Additionally, this concept could 

investigate if a one-second impression is enough to evaluate a webpage overall. 

As the previous empirical body has shown that users perceived high-order as 

good-looking compared to low-order, other factors had to be incorporated to 

increase the perceived aesthetics. Hence, as "quality or refinement of visual 

elements" (Chen et al., 2017, p. 5981) were seen by design experts as an 

aesthetical property that improved over time, high-quality images were used.  



 24 (63) 
 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se  

The next phase was to design the artifact by incorporating the concepts into a 

"whole." The arrangement created a rather chaotic layout order. This study 

focused on the layout order; however, to make the page diverse and similar to 

Amazon.com, many images of varying products were added to the page to create a 

sense of complexity, as defined by Liu et al. (2021).  

4.2 External Design Critique 
The concept got exposed and critiqued to validate the conceptual and theoretical 

assumptions (Stolterman &Wiberg, 2010). During the first part of the external 

critique session, the participants got introduced to the concept. Then they got to 

see the concept for only one-second. After that, the questions were asked in an 

ordered manner; however, some participants were more ready to elaborate on 

some topics compared to others. The interview was split into eight themes: 

aesthetics, layout order, complexity, design period, credibility, usability, e-

commerce design, and general concept. The goal with the qualitative interview 

was to confirm the concept theory but to also find similarities or dissimilarities in 

findings in comparison to the findings from the literature body. 

4.2.1 One-second Exposure Results 

Aesthetical evaluation 
After the initial visual exposure, i.e., the first-second impression, the participants 

were asked to answer the question: How would you rate the aesthetics from one to 

ten? The elaboration of the rating was very varied. Only two participants noted 

that they found the aesthetics somewhat pleasing. P3, who rated seven out of ten 

on the aesthetics, elaborated,  

"I did get the impression that the page's aesthetic is decent."  

Additionally, P4 elaborated,  

"I at least find the website not necessarily ‘un-pleasing’. I just 

believe that I did not see much of it."  
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However, P4 only rated the aesthetics after the one-second exposure a mere three 

out of ten. Like P4, P1 struggled to recall what they saw:  

"I saw [many] different things. Or well, I saw nothing in 

reality."  

As a result, P1 rated the aesthetics of the webpage four out of ten. On the other 

hand, P5, P6, and P8 commented that they glimpsed a webpage with too much 

information. However, P5 rated the webpage aesthetics a five out of ten and P6 a 

six out of ten after the one-second exposure, indicating that too much information 

is not too unpleasant for them. P8, however, rated the aesthetics a three out of 

ten. P2 and P7 commented on the aesthetics after the first-second exposure. P2 

rated the webpage aesthetics a four out of ten and elaborated,  

"It was not that good. I felt like it did not have a clear layout, it 

was just random. There was no bigger order."  

On the other hand, P7, who rated the webpage a two out of ten, elaborated in 

detail:  

"It was very unstructured, there have been too many borders 

around the pictures, and it was not in a harmonical way 

designed, like color shades or something like that. [The colors] 

were very weird."  

All participants did not feel like they could accurately criticize this webpage in 

only one-second. 

Layout order evaluation 
The next question focused on the layout order: Does the arrangement of objects 

have high-, mid-, or low-order? None of the participants described the webpage as 

having a high-order. On the other hand, only two participants described the 

webpage as having low-order. P4 comments that the overwhelming factor is their 

reason for low-order:   
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"From the amount of things, I have seen that were 

overwhelming, I would say maybe it has low-order." 

On the other hand, P5, who also described the webpage as having low-order 

elaborated:  

"For me low [order], I have no idea what it was about."  

The majority of participants would describe the webpage as having mid-level 

order. P8 could not elaborate why. Only P7 commented on the colors on the 

question:  

"Mid [order], maybe. [Because] the background is not so 

colorful, but the pictures are, as much I could recognize in the 

short time, very different [from each other]."  

On the other hand, P1, P2, P3, and P6 seem to comment that there were some 

layout issues. P6 briefly elaborated,   

"Medium order, since stuff’s everywhere."  

P1 described seeing scattered web objects:  

"I saw many different things and could not really see 

arrangement. I only saw very short, and had the feeling that 

things were on top of each other and scattered somehow on the 

screen."  

P2 elaborated on rating the order as ‘mid’:  

"There were random pictures that weren't that clear. Not a clear 

layout, that’s why I would say mid."  

Finally, on rating the order as ‘mid’, P3 elaborated:  

"I think they [the web objects] were not aligned, like not very 

symmetrical, they were a little bit random on the page."  
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Then P1, P2, P3, and P6 were asked to elaborate on why they did not say low-

order instead of mid-order, as their elaboration was mostly critical. P1 answered:  

"It could also be lower [in order]." 

On the other hand, P2 answered,  

"I felt low-order could’ve been way more chaotic. I think it [the 

webpage] had some sort of concept".  

Similarly, to P2, P3 answered,  

"It was not like completely random, there was [some] kind of 

aesthetic somehow but not aligned precisely, symmetrical, or 

so."  

And P6 elaborated that they saw some order,  

"There is some order in it, but you cannot completely 

understand the whole of it in one-second."  
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Complexity evaluation 
The following question was: Do you think the webpage feels complex? Only P1, 

P3, and P6 answered this question with a no instead of a yes. P6 elaborates very 

briefly,  

"Not really [complex], it has a lot of information, but it’s not 

complex." 

P1 could not elaborate on their answer:  

"It is really hard to tell because it was short." 

 P3 elaborates seeing a diversity of images,  

"I would expect to see different kinds of pictures of different 

clothes on the landing page, so it was not overwhelming, in this 

short time that I could see."  

P2, P4, P5, P7, and P8 felt that the page felt complex. P7 briefly elaborates,  

"There are too many pictures on the page." 

 P5 would not define the webpage as complex and elaborated,  

"I wouldn’t say complex, but it has too much information in one 

flow, in one-second, I don’t recognize what it is about, so I 

don’t know it. Complexity would be nested, and more dynamics 

to it. Here I got too much information in one flow." 

 P2 found too many items but elaborated,  

"It wasn’t just like a lot of text or something, it had some 

concept, but there wasn’t just one simple thing and just the 

menu and the ‘shop here’ so it’s just middle [complex], but it 

could be more [complex]." 

P4 also noted the number of objects and elaborated,  
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"I have not even glimpsed what I believe to be a fifth of a 

website within a second, so I think maybe it was overloaded 

with things." 

 Similarly, P8 briefly elaborates,  

"There is too much information." 

Design period evaluation 
P1, P2, P3, P6, and P7 could, with ease, tell that the webpage design would, in 

their eyes, fall into the "flat" design period. However, the elaboration of the 

reason was either nonexistent or very vaguely explained. For example, P6 

elaborated,  

"Flat period, [because] it looks like the writing was black on a 

white sheet and the pictures have been colorful but there was 

like, I can remember only one picture which looks like a foot in 

whitespace actually." 

 Potentially there were uncertainties regarding the design period because of a lack 

of knowledge in the field. P4, on the other hand, could not tell which design 

period the webpage was. 

Interestingly, P5 and P8 would rather define the webpage as part of a more 

chaotic period. P5 elaborated,  

"It was some sort of ordered chaos; I got the impression that the 

white spaces in between for me eluded information missing and 

not as a separation. I did not get the context. For me it was 

chaotic." 

 Similarly, P8 briefly elaborated,  

"For me it seems more colorful, but it was chaotic." 
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Credibility evaluation 
The following question was: How would you rate their credibility? P1, P4, and P7 

could not rate the Credibility. P1 briefly elaborated,  

"It was too chaotic for me."  

P4 wish to see the webpage longer:  

"At the moment I would not be able to rate their trustworthiness, 

because I have seen it for literally one-second, it’s not enough."  

P7, on the other hand, would want more research before evaluating:  

"I would not do that [rate credibility]. If it was a startup or a 

simple stuff, like self-made creams or whatever, I would not 

order. Normally I check for their impressum (legally mandated 

statement of business ownership), look at the company dates, 

look if it has Trustpilot, or something like that. I would not rate 

myself if a company is a company or not."  

On the other hand, P5, P6, and P8 would rate the Credibility on a one to ten scale 

in the lower spectrum. P8 elaborates,  

"It does not look so professional; it looks more like a first try." 

 P6 also comments on the professionalism:  

"It gives you information, but you really have to look for it. It 

also looks like it was newly built so they could rather rework it 

to make it look more professional." 

 P5, on the other hand, felt like the message was not clear enough:  

"The main reason is one page is not enough to transport the 

information which obviously contains in there. Apart from 

shopping, honestly, I just couldn’t read it. Maybe it was about a 

cloth shop, no idea, it could’ve been bike as well. No message." 
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Only P2 and P3 would trust the fictitious company after seeing the webpage for 

only one-second. P2 elaborates,  

"I’d say more yes, I would trust them. Many good websites are 

terrible, I have seen way worse." 

 P3 gave a longer elaboration stating that there are improvements but that they 

would still trust the company if the company were known to them:  

"From the first site impression that you get on the page it was 

probably too much empty space that probably could be filled 

with things that might give you more confidence about the site. 

But it was also not like too poor, so I think that’s an average 

impression. I think the Credibility would be increased more 

from the company name, rather than [from] the first impression 

you get from the webpage, I would trust more the well-known 

websites, rather than a page that I see for the first time. 

[Credibility] might somehow be related [to first impression] but 

it is not the key factor." 

Usability evaluation 
The next question asks the participants whether they believe the webpage is 

usable after seeing it for only one-second. Only P3 could not answer the question. 

P2, P5, P6, and P7 were open-minded to the idea of the webpage being usable, 

although they spoke in uncertainty. P2 elaborated,  

"I probably think it’s not that bad; it’s usable. I think I’ll be 

able to use it."  

P5 is open to the idea of the webpage being usable,  

"I can’t make a statement of that [if the webpage is usable], 

because just seeing it, you’re not using it. It could be quite 

good, and maybe it’s some sort of strict information arranged 
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and then it’s quite usable. I have to say neutral, I don’t know, 

from seeing it, I can’t talk about how it feels if I use it."  

P6 believes that usability is related to context:  

"[It] depends on what you want to use it [for]. For a shopping 

page, not really. For giving information for the shopping page, 

or guiding you to something, yes probably because it is filled 

with information. But for shopping I would need more pictures."  

P7 wants more time before assessing usability but is open to the idea of the 

webpage being usable,  

"How can I say it from the short [time]? I have not seen any 

button, not anything like that so, maybe everyone can use it, 

every child." 

P1, P4, and P8 were uncertain but leaned towards defining the webpage as not 

usable. P1 briefly elaborated,  

"It’s hard to say, but rather not. For me, 3-4 [out of ten in 

usability], it was too chaotic."  

P8 had a similar elaboration  

"It’s hard to say because I don’t know what it’s about."  

Finally, P4 elaboration considers the time limit,  

"After having seen the website for a full second, I believe that 

the usability of the website is hard to be judged by me, but if I 

had to judge it, I would say that I cannot."  

E-commerce design 
The next question was: Would you buy from an e-commerce with such a design? 

P1, P2, P7, and P8 answered no on this question. P7 elaborates their ‘no’:  
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"If I’m now looking on it [longer view], this should be more 

than like a newspaper I would not read."  

On the other hand, P8 elaborates in reference to other e-commerce:  

"I don’t think so, because I’m used to the website I already 

know, for example, ASOS for clothes."  

P1 elaborates briefly,  

"No, I don’t think so, I saw it too short." 

P2 elaborates that the webpage looks ‘cheap’:  

"I think I would not buy it because it looks cheap, Chinese stuff, 

I don’t know, it’s just not well designed. I did not see it long 

enough to give a good opinion." 

On the other hand, P3, P4, P5, and P6 leaned towards a yes of different degrees. 

P3 elaborates,  

"I would think twice on that. Not only because of the design, but 

because of the reputation that the site has, that is more 

important to me rather than the design that you see on the first 

landing page."  

P4 elaborates that they would shop, but it depends on what the e-commerce offers:  

"Probably, I would, I haven’t seen much of the design, and if 

they offer something that I really like, I imagine if they offer 

really cool nice shirt that has fancy flower type themes on them, 

I will buy from them even if there would be randomly poop 

symbols floating around the website because I want the product, 

not the website."  

Similarly, P5 elaborates:  
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"Depends on what it really offers, so if it’s a unique 

composition, then why not, but I would need further clicks and 

further confirmations and building up trust, from just seeing 

that glimpse, I can only say rather no, but that’s not the final 

decisions."  

Like P4 and P5, P6 elaborates,  

"It depends on what the site wants to sell or give information on 

how I can buy on the page. This could be a guiding site to the 

main shop, might be. depend on what would be the backup." 

General concept evaluation 
According to the design concept, external criticism asks for criticism of the whole 

concept (Stolterman & Wiberg 2010); the next question was, "Did the concept 

confirm my theory? Which states low-order in layouts can affect the perceived 

aesthetics positively after one-second first-impression" P2 was the only 

participant who answered ‘no’ to the question:  

"This webpage was not that aesthetically pleasing, so I did not 

find it aesthetically pleasing; it would not confirm your theory, I 

think."  

On the other hand, P8 was uncertain and did not answer the question directly:  

"Yes, it is aesthetic, but you need more time."  

On the other hand, six out of eight participants would answer yes to the question 

with varying elaboration. P1 elaborated:  

"I would say rather ‘yes,’ but not to a hundred percent. When 

you look at it so short and finds too few flaws, only a few items 

get remembered."  

P4 elaborated, with heightened uncertainty:  
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"Well, I don’t know if it has proven your theory, because I 

cannot judge the aesthetical pleasingness of the website. But the 

website is not necessarily unpleasing. I just believe that I did not 

see much of it. I guess if the lack of unpleasantness postulates 

that it was pleasing, I would say it has proven your theory. If I 

could look at the website now, for a long time, I could say more 

about it. But personally, I did not think the website looked all 

too bad, so it’s a maybe."  

P5 believes the theory is correct because time is a bigger factor to them:  

"Yes. For getting some confirmation what it really is about and 

building up trust you need to experience it and then you find it 

out. One-second is never enough for me. One-second is enough 

for maybe some sort of shop to get you away from the page 

maybe. It [the webpage] would not scare me off, but I would 

need time to investigate. Maybe after 10 seconds, I’d think ‘ok, 

forget it".  

Similarly, to P5, P6 elaborates,  

"It is aesthetic, yes, [but] if I had the time to look longer at it, 

then I would definitely do it. Aesthetically? It’s okay. It’s hard 

to say, pleasing is -it is difficult actually. I’m not really looking 

at a page to please me, but rather to get information. But yes [it 

confirms the theory] because it brings me to the point where I 

want to find out what information is on it [the webpage] is."  

P7 elaborates in uncertainty,  

"Yes, I’m quite sure that [the theory] is correct. When I saw it, it 

seemed to me like a shop, very colorful, but with not so many 

different topics."  

Finally, P3 elaborated their ‘yes’ to the question:  
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"Yes, in this case I did see the website for less than one-second, 

and I did get the impression that the aesthetic of the page is 

decent." 

4.2.2 Unlimited Exposure Results 
After elaborating whether the concept would confirm the proposed theory, each 

participant was allowed to spend as much time as they wanted with the manifested 

design. After that, they were told about the theory again which was "How would 

you rate the aesthetics from one to ten?" to see if they had changed their minds. 

All participants gave the webpage a different rating. However, surprisingly, not all 

ratings showed that they found the longer exposure of the webpage to be worse 

than before. However, for some participants, the longer exposure helped them be 

more decisive about how they felt about the webpage aesthetics. 

P1 went from rating the webpage four out of ten to a three out of ten:  

"It’s very bad for me. You can barely see the info and the things 

you can buy. [The text] it’s too small. It has not at all any 

structure. I cannot even read what it says or what categories it 

has. The things that you can [allegedly] click on are too big in 

relation to the text. I would like better categorization with 

icons." 

On the other hand, P2 went from a four out of ten to a six out of ten. P2 seemed to 

enjoy the webpage when given a chance to explore:  

"I can see that it is intentionally low-order, and everything is a 

little bit higher or lower [positioned]. Not that bad. I think six 

[out of ten]. I don’t like this color scheme; the blue is ugly; It 

needs a bit of improvement and then it will be a good website. 

It’s obviously purposely made to be bad. The niveaus [levels] 

for [how] bad [a website can be] goes very low. It has a big 

search bar and just requires small adjustments. I really dislike 

this one [ebay.com], it looks horrible, and would give it 
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[ebay.com] a three [out of ten], I would actually prefer the 

concept." 

P5 rated the webpage a five out of ten at first, but after long exposure, a four out 

of ten:  

"It’s still too confusing, I don’t know what’s really about to be 

honest, is it [about] furniture or croissants? I would not click 

into it. Four [out of ten]. It’s not about the looks, I can’t get the 

message of it, what do they want to send me? And If I can’t get 

the message then I say ‘ok there are other shops that can give 

me a message’. "  

P6 also deduct one point from their rating:  

"Five [out of ten]. [Because] it’s not really giving me what it 

wants to sell. It looks like a searching page to me. Like Google 

it puts out, I don’t know, different words of the keyword. It looks 

like a lifestyle page, because you see people drinking coffee, 

chilling out also in their garden, you see some furniture 

standing around and also food. [The website is] not really 

selling something but giving information about production or 

eating lifestyle. They try to give you a lifestyle concept." 

P7 added one point to their previous rating and elaborated:  

"It’s a mess. And it’s mixed from food, and I still miss 

impressum. [A three out of ten] because someone tried to keep 

at least the topic together, like food and clothing, and 

advertisement. But I really dislike the look and feel of the text. 

Actually, the difference sizes of the pictures and the 

unstructured ones are not really inviting me to stay."  

P8 rated the webpage at first a three out of ten but then, after longer exposure, 

elaborated,   
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"I would say five [out of ten], I think the pictures, it’s 

sophisticated, but yeah, I would not know where to start, where 

should I click first, it’s too much. I don’t think I would use the 

website. I would like to have more clarity; I say four to five [out 

of ten]." 

P3 went from a seven out of ten rating to eight out of ten ratings which is the 

highest rating on the aesthetics given:  

"Now that I look a longer time on it, I can see that, 

aesthetically, it is not as accurately arranged as I saw on the 

first second, but it is not far from the first impression. I can see 

on the details that the pictures are aligned not vertically 

matching with each other. But on the first second I could not 

have been spotting that. I could only remember details from the 

middle bottom area; I thought it was about selling trousers. I 

would say eight [out of ten], I think it looks, even though the 

pictures are not aligned, it is still clear what the page is about. 

Considering that this side here would be matching with the rest 

of the website, it shows pretty good information [and] what kind 

of different content you would find on this website [for example] 

shirt, trousers, shoes, [and] winter clothes. The empty space I 

spotted in the beginning on the first second are not very 

disturbing, so I think it is looking decent, it has nice features for 

scrolling and for sliding [between] different images." 

In extreme contrast to P3, P4 found a heightened dislike of the webpage after 

longer exposure. P4 elaborates:  

"One [out of ten] or minus 70 000 [out of ten] if possible. My 

thoughts are that you [the theory] are very right that you find a 

website very pleasing when you look at it for only one-second, 

because I look at this [now] and I feel like taking this and 

burning it. I would buy here very angrily, and most likely write 



 39 (63) 
 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se  

the support ‘whoever made this website deserve to be fired and 

sued’. This is insanely hideous, I hate it. I feel like someone 

purposely made it quite unaesthetic because there are random 

lines everywhere. This must be on purpose because these 

pictures literally are as unsymmetrical as it could get. They 

neither are in height or in width [similar], or however you call 

it, symmetrical. None of the pictures align with any line [or] at 

any kind of line I randomly [can] find. The theme of the website 

is disgusting, I don’t know what I would even buy here. I would 

rate the credibility of this website a literal zero out of ten." 

4.2.3 Interview Summary 
The average answer was 4,25 (out of ten) on aesthetics rating on one-second first-

impression which indicates that the webpage was perceived in the lower spectrum 

of the perceived aesthetic as pleasant. All participants did not feel like they could 

accurately criticize this webpage in only one-second. Six out of eight participants 

rated the layout order as "mid-order". Five out of eight did not find the webpage 

to be complex. Five out of eight would you say that the design falls into the flat 

period. Two out of eight were certain that the webpage is credible and would buy 

from such an e-commerce. Four out of eight believes the webpage is usable. Four 

out of eight would buy from an e-commerce with such a design. Seven out of 

eight participants believe the concept would embody the theory "low-order in 

layouts can affect the perceived aesthetics positively after one-second first-

impression". All participants changed their rating on aesthetics during longer 

exposure. Four out of eight participants gave the webpage a higher rating on 

aesthetics during longer exposure. The average answer increased to 4,375 (out of 

ten) on aesthetics rating which shows a positive increase on the perceived 

aesthetics during longer exposure. The summary of the answers can be found in 

appendix 12. 

4.3 Concept Revisited and Redesigned 
The manifested design was revisited and revised in this phase as the external 

design critique allowed new reflections (Stolterman & Wiberg 2010). 
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All participants have found difficulty in seeing web objects in only one-second. 

On the one hand, P1, P3, P5, and P7 commented that the background was empty 

or lacking. The comments could indicate a personal preference for filling white 

space with information. Perhaps these participants would have preferred a more 

colorful or vivid background. Therefore, a slight gradient background color was 

added to the background as part of the revision.  

On the other hand, however, P1 commented that they saw a lot but then added that 

they saw nothing, indicating that they had mental conflict and a memory issue. 

Although P5 and P6 seemed to not mind the amount of information in their 

elaboration, both P5 and P6, and P8 commented that they had seen too much 

information, indicating too many web objects were visible. Revisiting the 

manifested design showed that there might have been too many objects which 

could have caused a heightened dislike. Because of this, the revision included 

decreasing the number of objects to create a less complex feeling. 

The concept theory is that low-order in layouts can affect the perceived aesthetics 

positively after one-second first-impression. However, some participants had clear 

uncertainties regarding if the webpage had high-, mid-, or low-order. The majority 

of the participants would rather rate the order as mid-order when uncertain. 

However, some participants did elaborate that they would expect more chaos for 

the webpage to be low-order. Thus, there is a need to revise the position of the 

web objects. Thus, the revision including enhance the sense of chaos by arranging 

the web objects more randomly.  

P2 and P7 disliked the colors. Although P7 did not elaborate on which colors, P2 

determined that the primary color, which is a shade of purple and blue, was 

unpleasant. Thus, the next small adjustment was to make the primary color a clear 

shade of blue. On another subject, P3 and P7 mentioned that they would 

investigate further if a webpage were trustworthy for shopping. P7, for example, 

would look for signs of the current ratings from third parties. Because of the 

preference to increase the potential of increasing the website aesthetics, the 

revised design will include one illustrative five-star rating.  
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One of the main takes from the critique sessions was that majority of the 

participants could not see a clear concept with the webpage. For example, P4 and 

P5 did not understand the concept and had, as a consequence, a hard time judging 

the aesthetics. Furthermore, as Amazon.com inspired the manifested design, many 

pictures on critiqued design were of various categories. The various images might 

have confused some participants, especially P5, P6, and P7. However, most 

participants did understand that it had something to do with shopping, and some 

of them believed it was a page to shop for clothes. If a cognitive conflict exists 

because of the unclarity of content while criticizing the concept, converging the 

concept theme could decrease this conflict. Because of this, the current images 

were replaced with images that would fit a clothing e-commerce context. 

Additionally, to make the concept clearer, font size of the text was enlarged to 

make them more readable. See appendix 11 to see the revision. 

4.3.1 Concept Design Discussion 
Norman (2013) created seven fundamental principles for design to eliminate 

problems and make products more enjoyable. As Norman (2013) is not a 

scientific paper it was not included in the literature body. However, the basic 

fundamentals mentioned by Norman (2013) could be weighed in to discuss the 

concept results.  

Norman (2013) believes that when a design seems problematic it is because it is 

missing one or more of the seven fundamentals. The seven design principles are:  

● Discoverability: An attribute that determine possible actions and the 

current state of device 

● Feedback: Continuous information of the current state of product or 

service 

● Conceptual model: Something that represents a simplified explanation of 

how something works 

● Affordance: Something that tells the user what actions are possible 

● Signifier: Something that tells a user where actions take place 

● Mapping: A relationship between controls and respective action 
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● Constraints: Adding constraints eases the interpretation and guides actions 

(Norman 2013, pp. 12, 25, 72 - 73).  

The final concept in itself is not interactable which would diminish many of the 

seven principles by Norman (2013). The participants might have had a hard time 

to discover, receive feedback, understand affordances, and see signifiers and 

mappings which caused them to have a difficult time judging qualities in terms of 

"good" and "bad." The difficulty might be able to support parts of our theory that 

a one-second time exposure is not enough for a user to evaluate aesthetics which 

could cause them to judge incompletely. The difficulty to judge could be a factor 

in making participants perceive low-order as aesthetically pleasing. However, the 

time frame of one-second could be too little to assess any quality of a webpage, 

which some participants mentioned. The final concept included a big title named 

"Shopping" which could’ve been a cue of a simplified explanation of webpage 

i.e., conceptual model. Additionally, the concept includes typical e-commerce 

attributes such as search, product showcase, and a cart which add affordances that 

could befit the participants understanding of e-commerce. On the other hand, the 

signifiers, i.e., the cues to where actions can take place, might have been too small 

to notice in the small-time frame of one-second. Therefore, a future revision of the 

concept and external critique could include a longer exposure time which would 

allow discoverability. The revision could also include feedback functionality and 

constraints to add a user-flow experience. 

In reflection to the seven design principles, it is clear that the generated concept 

does not include the principles feedback, affordance, signifier, and mapping 

because the webpage is not interactable. Yet two participants found the webpage 

aesthetically pleasing during longer exposure to the webpage. One reasonable 

explanation to this is that these two individuals could imagine interacting with the 

webpage as they could "see" the affordances and the signifiers similar to 

functionalities on a real website. Additionally, Kivijärvi and Pärnänen (2021) 

found that Operability was the most significant factor for the perceived usability 

(Kivijärvi & Pärnänen, 2021). P1 and P4 did say that the page is not usable but 

could not elaborate. P3 and P8 could not assess the usability of the concept, which 
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might be an indirect confirmation of the finding of Kivijärvi and Pärnänen (2021). 

However, the concept was not operable and according to Kivijärvi and Pärnänen 

(2021) results, some participants should have rated the usability as low or non-

existent.  

User interface aesthetics had low but positive significance on usability, according 

to the results found by Kivijärvi & Pärnänen (2021). Contrary, Guo et al. (2020) 

discovered that the perceived usability is high in combination with a highly 

aesthetical interface (Guo et al. 2020). However, only Guo et al. (2020) designed 

with order-characteristics in mind; thus, there may not be enough evidence that 

order and usability influence each other. Nevertheless, since webpage first 

impressions are affected by usability (Guo et al. 2020) and the layout order 

(Pengnate et al. 2019; Liu et al.'s 2021), a webpage with an interactable layout 

may also increase the perceived aesthetics. On the other hand, some participants 

seem to have a higher sense of their capabilities and therefore disregard 

operability as a mediator to usability. It is possible that the seven basic principles 

could be applied to the webpage through increased interactivity. However, future 

research is needed to further explore low-order with functional qualities of a 

realistic website where interactivity includes feedback, affordance, signifier, and 

mapping cues. 

4.4 Concept Contextualization  
The manifested design concept positions itself against the field's current concepts 

and theories in this final phase. The concept also mentions the contribution to 

previous work. (Stolterman & Wiberg 2010) 

4.4.1 Design Impressions 
P1, P2, P3, P6, and P7 could categorize the concept into the "flat" design period. 

However, P5 and P8 would rather define the webpage as falling into a chaotic 

period. Chen et al. (2017, p. 5984) would describe the 'Chaos period,' as having 

images that were "just decorative and did not offer any function." Because the 

concept did not offer any function the results show that some participants would 

describe the concept as 'chaotic.' This description shows that the generated 
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concept might have, for some participants, fallen into an older web design period, 

which in turn might give them different impressions. 

Chen et al. (2017, p. 5985) acknowledges that visual complexity is a "strong 

predictor for a website's initial visual appeal" and defines Complexity as "ratios of 

text and non-text areas". Liu et al. (2021, pp. 1 - 2) define complexity as the 

"degree of visual diversity," while Pengnate et al. (2019, p. 1518) define 

complexity as "the degree of density and the number of visual design elements 

presented on the webpage." To add diversity, the concept did have many items to 

create a sense of complexity as defined by Liu et al. (2021). Similar to the studies, 

the study participants showed signs of having varying definitions. Some 

participants would agree that the page is complex because of the amount of 

content. However, other participants would rather define the concept as 'chaotic' 

rather than complex. When asked for elaboration, P5 said that complexity would 

require more nesting of information and dynamics, hinting that complexity is not 

necessarily a cluster of text or visual diversity.  

Liu et al.'s (2021) results showed that low complexity, i.e., low visual diversity, 

induces positive emotions on webpages. This study partly had the same findings, 

as high complexity induced negative emotions. A few participants found, for 

example, that it had too much text. However, some participants did not find the 

same issue and would ask for more visual diversity through images. On the other 

hand, Pengnate et al. (2019) results showed that complexity, i.e., the amount of 

content, did not significantly affect the perceived aesthetic appeal. It is possible 

that this study did confirm this finding because no participant hinted that the 

appeal was affected by complexity. Furthermore, some participants did find the 

webpage appealing after longer exposure, showing that these participants were not 

affected by the masses of visual diversity. 

According to Everett's (2018) findings, design is the primary factor when users 

evaluate the credibility of small businesses. However, only three participants' 

answers regarded aesthetics when assessing credibility. Additionally, P7 answered 

that they would have to look for more information before assessing a webpage’s 

credibility, such as looking for third-party reviews and ratings. On the other hand, 
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Everett (2018) did mention that midlevel-aesthetics require more internal 

negotiation before assessing credibility, which could explain P7's answer. 

Additionally, similar to Everett's (2018) finding that low aesthetics are not 

discouraging, two participants did indeed not feel discouraged by the unordered 

aesthetics. The results could also indicate that the issue lies in usability and not in 

aesthetics (O'connor, 2004). Although there are split views on credibility, some 

participants' answers did confirm Everett's results. On the other hand, this study's 

concept did include an exposure time frame of only one-second. Therefore, it is 

possible that it affected the results of the concept evaluation. 

4.4.2 Concept and Theory 
Liu et al. (2021) and Pengnate et al. (2019) reason visual appeal is significantly 

heightened by the layout order. In this concept, the goal was to create a low-order 

webpage which, according to Liu et al. (2021) and Pengnate et al. (2019) results, 

should show a decreased visual appeal to the participants. Most participants did 

find a disliking to the visual appeal, confirming the Liu et al. (2021) and Pengnate 

et al. (2019) results. However, there were two participants that, under longer 

exposure, did not find the webpage unattractive. This result indicates that there 

might have been internal reasons, such as P2 knowing that the worst pages and P3 

believing that the concept only needs a few adjustments to look better. 

Liu et al. (2021, pp. 1 - 2) define order as the "logical arrangement, clarity, and 

coherence of webpage content." Similarly, Pengnate et al. (2019, p. 1518) define 

order as the "degree of organization of the information on the webpage." During 

the interviews, order was explained as an asymmetrical alignment of objects that 

does not follow any coherent symmetrical lines. However, it was found that most 

participants felt uncertain about rating the level of order. Most participants rated 

the concept as having mid-order but with elaboration hinting at low-order. 

However, most of these participants believe that the order could have been way 

more low-order. However, low-ordered layouts might be far from realistic (Liu et 

al., 2021), which the participants might not have considered. On the other hand, 

none of the participants showed impressions of finding the concept unrealistic. 

Additionally, this might also be an indicator that, even a highly chaotic layout 
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order, users might still not have found the webpage to be unrealistic. Like P2 said, 

they have seen way worse, hinting that low-order might not be causing an 

unrealistic feeling. 

Most participants expressed that the concept would confirm its theory with slight 

adjustments. However, only one participant, P2, could clearly express that the 

concept would not prove the proposed theory. P2 elaborated that they did not find 

the concept aesthetically pleasing. However, during the longer exposure to the 

webpage, P2 changed their mind and would rate the webpage as being more 

aesthetic than most e-commerce. Their change of mind shows that a one-second 

exposure might not have been enough for P2 as their perception of web aesthetics 

changed. It is difficult to say what this means for the concept and the theory. 

Brielmann & Pelli (2018) found through previous research, that beauty can arise 

for some individuals after many minutes of exposure where one explanation was 

due to slow processing that in turns builds new perception overtime. The finding 

of Brielmann & Pelli (2018) might be able to explain P2's change of mind. Part of 

the concept is the one-second exposure, however. If time limit was removed from 

the test of concept, then theoretically, the concept would confirm a sub theory that 

the concept is aesthetically pleasing in unlimited exposure times. However, only 

P2 and P3 found the webpage more aesthetic during longer exposure, indicating 

that more participants are needed to confirm that low-order is aesthetically 

pleasing even in longer exposures. 

Four out of eight could imagine buying from the website after seeing it for only 

one-second. The four participants were P3, P4, P5, and P6. According to Shang et 

al. (2020) the buying intent is higher on low-order e-commerce shopping 

webpages because of the negative emotion causing reduction of self-control which 

in turn cause impulsive purchases. P3 was uncertain if they would buy but would 

want to see the webpage reputation to be able to assess their own purchase intent. 

P4 was open to buying no matter how the page looks like if the e-commerce sold 

items they like. P5 and P6 feels similarly to P4 as they would want to see what the 

page offers before deciding. The evaluation of the concept and the answer from 

these four participants consistently varies through the interviews, indicating 
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ungeneralizable findings and no clear patterns. Additionally, only P3 found the 

page to be aesthetically pleasing which does not directly indicate that this 

participant found negative emotions. Therefore, this study cannot confirm nor 

deny the findings of previous study of Shang et al. (2020) regarding purchase 

intent.  

Much past research confirmed that visual processing occurs in less than one-

second, in some as little as 50ms. (Liu et al. 2021; Guo et al. 2020; Pengnate et al. 

2019; Lindgaard et al. 2006) This concept included a one-second time limit, and 

all participants had difficulty processing what they had seen. A few participants 

said they had only seen parts of the page and would like more time to see the 

details. Some participants were surprised about seeing less than they thought after 

the one-second exposure. Additionally, all participants also said they did not feel 

that they could accurately criticize this webpage in only one-second. On another 

note, some participants believe that they would need more time to evaluate the 

webpage's aesthetics. This finding shows that a timeframe of one-second is not an 

accurate measure of aesthetics. However, Pengnate et al. (2019) found no effect of 

two different exposure times, one-second vs. no-time-constraint. However, this 

concept has shown that there might exists an effect with different exposure times 

because some users had a change of mind after the longer exposure time. 

Additionally, Lindgaard et al. (2006) found that the variability of result for first-

impressions were considerably greater in the 50-ms than in the 500-ms condition, 

which adds the possibility that longer exposure time could create different results. 

4.4.3 Contribution to Previous Research 
This research contributes to the field of informatics and (web) design by showing 

that some users found low-order layouts aesthetically pleasing in one-second first-

impression. A few participants also found the generated webpage aesthetic under 

longer exposure. Additionally, the study found through the participants that a one-

second first-impression might not be enough to assess aesthetics. This finding 

challenges the beliefs and methods which were used to judge the aesthetics of 

webpages. It also proves that a time frame as low as one-second or as little as 

50ms is not enough to accurately judge a webpage's design contrary to former 



 48 (63) 
 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se  

beliefs (Liu et al., 2021; Guo et al., 2020; Pengnate et al., 2019: Lindgaard et al., 

2006). Another contribution this study makes is that low-order layouts are not a 

determination for whether or not a user leaves a webpage, similarly to Everett's 

(2018, p.49) findings who found that low-aesthetics do not necessarily discourage 

engagement. Additionally, during the concept exploration, it was found that a 

layout can be unordered by either putting grouped objects in asymmetry to one 

another or putting objects within groups in asymmetry to one another. 

In summary the contribution to research is: 

● Low-order in layout can be seen as aesthetic in one-second first-

impression 

● Low-order in layout can be seen as aesthetic in longer exposure than one-

second 

● Low-order in layout is not a determination factor for users to leave the 

webpage 

● Users want more than one-second to assess aesthetics of a webpage 

● Low-order can be achieved by putting grouped objects in asymmetry to 

other grouped objects (see appendix 6) 

● Low-order can be achieved by putting objects in groups in asymmetry to 

other objects within the same group (see appendix 7) 

4.4.4 Contribution to Society 
The result of this research contributes to society by showing e-commerce owners 

that an unordered layout, that is generally and in science considered unaesthetic, is 

not a determining factor for users to leave and discredit websites. The participants 

of this study have uttered that there could be more factors to credibility such as 

third-party reviews or products' relevancy. Additionally, none of the participants 

of this study showed that one-second is enough for them to evaluate credibility 

and aesthetics, indicating that websites should consider the whole experience 

rather than considering how to improve one-second first-impressions. 

The findings could also be interesting to designers who might be actively engaged 

in finding qualities of aesthetics. This study has shown that low-order can be 
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aesthetically pleasing even during longer exposure to some individuals. According 

to Norman (2013), bad design is very noticeable, but this study confirm that low-

order layout is not necessarily "bad." The findings indicates that there might be 

other factors to what makes a webpage inherently "bad." The finding creates a 

contrast to research that has proven that low-order is not considered aesthetically 

pleasing (Liu et al., 2021; Guo et al., 2020; Pengnate et al., 2019). However, only 

two out of eight participants found the unordered layout aesthetically pleasing, 

which is why we suggest designing low-layout only if it fits the target group. 

Additionally, the findings highlight and indicate that individuals have subjective 

factors regarding aesthetics.  

We propose designers to be more creative in their work as aesthetics are closely 

related to website creativity (Zeng et al 2012). Breaking design conventions could 

challenge existing scientific fields but mediate interest of webpage use. 

Considering the needs of target groups is a necessity to a successful website (Zeng 

et al., 2012); thus, we believe that the findings of this study highlight the 

importance of understanding target groups as some individuals liked the low-

ordered design. 

5. Conclusion 
With the concept-driven interaction design research, this study investigated the 

research question, "How does low-order in layouts affect the perceived aesthetics 

after one-second first-impression?" The study results show that some individuals 

found low-order can affect the one-second first-impression aesthetics positively 

which indicates that the user evaluation might be in its very core subjective. 

During longer exposure times some individuals change their mind and found the 

webpage less aesthetically pleasing. On the other hand, two out of eight 

participants found the webpage more aesthetically pleasing under longer time 

exposure which highlight another case of subjective evaluation. Additionally, it 

was found that low-order layouts are not determinators of a user leaving the 

webpage. Some participants argues that they would want to explore the website to 

assess its web credibility, aesthetics, experience, and usability, regardless of the 

layout order. However, the factors that would cause a person to leave a webpage 
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was not investigated and as the participant's answers varied, more participants are 

needed to strengthen indicators to why users leave an-ecommerce webpage. This 

study explored webpage layouts in terms of order and manifested one webpage 

concept with low-order. The concept embodied the theory: low-order in layouts 

can affect the perceived aesthetics positively after one-second first-impression. 

Seven out of eight participants could confirm that the generated concept embodied 

the theory.  

The participants of this study all agreed that a one-second first-impression is not 

an adequate amount of time to assess the perceived aesthetics. Longer exposure is 

necessary for them to evaluate webpages. The manifested concept only 

investigated one-second first-impression; thus, future research should look if low-

order designs are seen as appropriate in a fully functional e-commerce context 

with no exposure limitation.   
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Appendix 

Appendix 1 
Screenshot taken 2022.04.17
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Appendix 2 
High-order
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Appendix 3 
Mid-order, slight adjustment of the alignment of content
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Appendix 4 
Low-order
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Appendix 5 
Grouped objects

 

Appendix 6 
Arranged groups
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Appendix 7 
Grouped objects, low-order inner objects

 

Appendix 8 
Grouped objects, high-order inner objects
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Appendix 9 
A concept where the webpage is aesthetically pleasing but low-order

 
  



 60 (63) 
 

Kristianstad University | SE-291 88 Kristianstad | +46 44 250 30 00 | www.hkr.se  

Appendix 10 
The final concept where the webpage is aesthetically pleasing but low-order
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Appendix 11 
The revised concept where the webpage is aesthetically pleasing but low-order

 

 

Appendix 12 
Questions and Answers from interview 

First aesthetical evaluation, one-second time limit 
Question: How would you rate the aesthetics from one to ten? 
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Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer 4/10 4/10 7/10 3/10 5/10 6/10 2/10 3/10 

Layout order evaluation 
Question: Does the arrangement of objects have high-, mid-, or low-order? 

Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer mid mid mid low low mid mid mid 

Complexity evaluation 
Question: Do you think the webpage feels complex? 

Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer No Yes No Yes Yes No Yes Yes 

Design period evaluation 
Question: Would you say that the design falls into the "flat period"? 

Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer Yes Yes Yes No No Yes Yes No 

Credibility evaluation 
Question: How would you rate their credibility? 

Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer N/A Yes Yes N/A 3/10 5/10 N/A 4/10 

Usability evaluation 
Question: How usable do you think the webpage that was shown is? 
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Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer Not 

usable 

Usable N/A Not 

usable 

Usable Usable Usable Not 

usable 

E-commerce design 
Question: Would you buy from an e-commerce with such a design? 

Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer No No Yes Yes Yes Yes No No 

General concept evaluation 
Question: Did the concept confirm the theory low-order in layouts can affect the 

perceived aesthetics positively after one-second first-impression? 

Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer Yes No Yes Yes Yes Yes Yes Yes 

Second aesthetical evaluation, no time limit 
Question: How would you rate the aesthetics from one to ten? 

Alias P1 P2 P3 P4 P5 P6 P7 P8 

Answer 3/10 6/10 8/10 1/10 4/10 5/10 3/10 5/10 

Previous 

Answer 

4/10 4/10 7/10 3/10 5/10 6/10 2/10 3/10 
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