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Psychological Research: The Power of New Media Methods
Internet Power

(eLab - Owen Graduate School of Management at Vanderbilt University, March 2003)

“It is the interactive nature of the Internet that immerses consumers and offers the greatest potential to marketers because of the ability to offer user-controlled product interactive experiences (Schlosser and Kanfer, 2001).”
Design Power

(Stanford Persuasive Technology Lab, October 2002)

 “…looking good is often interpreted as being good-and being credible. Since at least the 1940s, social psychology research has shown that physically attractive sources (usually people) have been perceived to be credible sources (Benoy, 1982; Berscheid, 1981; Berscheid & Walster, 1974; Dion, Berscheid, & Walster, 1972; Eagly, Ashmore, Makhijani, & Longo, 1991). This basic human processing bias — "looking good is being good" — also seems to hold true for evaluating the credibility of Web sites, especially since Design Look is highly noticeable.”
(Stanford Persuasive Technology Lab, October 2002)

“The Stanford PTL study found that consumers tended to rely heavily on overall visual design when assessing Web sites, including layout, typography and color schemes. More than half (54.6%) of the comments by the consumers regarding finance sites referred to design look, which relates to the visual appeal of a site’s design.”
(Vanderbilt University Sloan Center for Internet Retailing, May 2003)
“How Do Consumers Evaluate Web Site Credibility?

· Consumers appear not to use rigorous criteria to evaluate Web site credibility (Stanford Web Credibility Project 2002):
· Instead, design, usability and content scope overwhelmingly dominate what consumers notice:
· Overall visual design (layout, typography, font size, color schemes, white space, images, etc.)
· Finance, search engines, travel
· Information structure (ease of navigation and information organization):
· Search engines, finance, travel
· Information focus (breadth versus depth):
· Health, news, sports

· Looking good appears to signal being good, and therefore, credible.”
Search Power
(Stanford Persuasive Technology Lab, 2003)

“The most dominant factor affecting Prominence may be user involvement. When a user goes to a Web site with a high level of motivation (e.g., seeking an answer to a critical

health problem), he or she will notice more things about the Web site. When user motivation and ability are both high [4] more Web site elements will cross the cognitive threshold of being unnoticed to being noticed.”
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