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Abstract

This research aims to investigate the direct and formal effect of visual aesthetics on 
customers’ willingness to participate in an online marketing campaign, given that 
visual aesthetics is considered a salient design characteristic that customers tend to 
refer to when expressing their experience with the online retailer environment. This 
research study incorporates the Theory of Reasoned Action (TRA) and the Technology 
Acceptance Model (TAM) to propose and estimate this direct effect through struc-
tural aesthetics TAM model. In order to validate the proposed model, an online survey 
with interactive experience was constructed utilizing an open-source platform and 
was primarily sent to scholars specializing in HCI, informatics, user experience, and 
digital marketing research in the United Kingdom. The data were obtained from 360 
participants, and Partial Least Squares (PLS) path modeling using SmartPLS 4 was 
employed to evaluate the proposed model. The empirical evaluation demonstrated 
and confirmed the authenticity and novelty of significant direct and formal effects of 
customers’ perceived visual aesthetics on their willingness to participate in an online 
marketing campaign (β = 0.462, t = 10.847, p < 0.001), and their usage attitude (β = 
0.789, t = 39.622, p < 0.001). These findings highlight the importance of visual aesthet-
ics in online marketing campaign design, suggesting that concise, well-organized, and 
visually appealing user interfaces is more likely to engage customers than a complex, 
cluttered one.

Abdullah AlSokkar (Jordan), Jassim Ahmad Al-Gasawneh (Jordan),  
Mohammed Otair (Jordan), Mahmoud Alghizzawi (Jordan),  
Deemah Alarabiat (Saudi Arabia), Dalia Al Eisawi (Jordan)

Online marketing campaigns’ Online marketing campaigns’ 

aesthetics: Measuring  aesthetics: Measuring  

the direct effect on the direct effect on 

customers’ decision-makingcustomers’ decision-making

Received on: 19th of April, 2024
Accepted on: 7th of December, 2024
Published on: 19th of December, 2024

INTRODUCTION

In order to thrive in today’s highly competitive digital landscapes, online 
marketing campaigns must possess visually captivating and aesthetically 
pleasing designs (Schrepp et al., 2021; Crolic et al., 2019). The research 
has predominantly focused on the usability characteristics of products, 
such as efficiency, learnability, intuitive use, controllability, and error tol-
erance, over an extended duration (Szajna & Scamell, 1993; Al Sokkar & 
Law, 2013; Tractinsky, 2018). However, due to the proliferation of the in-
ternet, the scope of attention has expanded over the last decade to include 
User Experience (UX) variables such as visual aesthetics, stimulation, and 
novelty (Rogers et al., 2002; Nusairat et al., 2020; Alsokkar, et al., 2023). 
This raises a crucial inquiry: what are the key aspects that affect shoppers’ 
intents, actions, satisfaction, and subsequent behavior in a certain online 
marketing campaign for a retail environment?

Initially, one may perceive the visual appeal of web interfaces as an 
independent component of the design and development of an online 
marketing campaign. However, most prominent studies on visual aes-
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thetics have shown that the perceived visual aesthetics or beauty of a marketing campaign can direct-
ly influence the customer’s attitude toward its usage and indirectly influence their participation (e.g., 
Tractinsky, 2018; Porat & Tractinsky, 2012). The widely recognized statements “Attractive things work 
better” frequently summarize this discovery (Al Sokkar, 2014; Norman, 2003; Tractinsky et al., 2000). 
However, since the effect of visual aesthetics on customers’ willingness to participate in online market-
ing campaigns has been moderated by other factors (Alsokkar et al., 2023; O’Brien, 2010; Palvia, 2009; 
Van der Heijden, 2003), it is crucial to examine the effect on it directly, as customers can determine the 
worth of participating based on their user experience and perception of the specific traits of visual aes-
thetics as a non-instrumental quality of online marketing campaigns. Hence, more investigation and 
clarification of this direct effect is required. 

1. LITERATURE REVIEW  

AND HYPOTHESES

In the digital age, online marketing campaigns 
have become a crucial tool for businesses to reach 
and engage their target audiences. As the online 
landscape becomes increasingly saturated with 
content, the visual aesthetics of these campaigns 
have emerged as a critical factor in capturing cus-
tomer attention and influencing behavior. Visual 
aesthetics refers to the overall visual appeal and 
design elements of online marketing campaigns, 
including color schemes, typography, imagery, 
and layout. Recent studies have highlighted the 
importance of visual aesthetics in creating a posi-
tive first impression and engaging users in digital 
environments (Sauer & Sonderegger, 2022). This 
heightened emphasis on visual aesthetics under-
scores the necessity for brands to prioritize these 
elements in their marketing strategies. By adopt-
ing a cohesive and visually appealing design, 
businesses can not only enhance the user experi-
ence but also foster brand loyalty and encourage 
conversions. 

The concept of aesthetics is associated with a sig-
nificant halo effect, as demonstrated by Al Sokkar 
and Law (2013), this concept refers to the tendency 
for first impressions or features of something to 
impact overall assessments, even when contra-
dictory data are later offered (Al Sokkar & Law, 
2013). Empirical research studies on this concept 
have demonstrated that initial impressions based 
on visual aspects may influence users’ evaluation 
of the product’s utility (e.g., (Rosenzweig, 2014; 
Vazquez et al., 2021; Alsokkar, et al., 202)). In the 
same vein, other research studies have concluded 
that a well-designed user interface facilitates the 
correct and lucid delivery of information (Muller 

& de Klerk, 2020; Tan & Huam, 2021; AlFarraj et 
al., 2021; Ghaith et al., 2024). Al Sokkar and Law 
(2013) contend that visual aesthetics significantly 
influences user preference through a pronounced 
halo effect. However, there is limited information 
regarding the mechanisms of this halo effect in e-
commerce, particularly concerning a customer’s 
decision-making process when engaging with a 
web vendor, whether in a formal or informal, di-
rect or indirect manner (Al Sokkar & Law, 2013). 
However, extensive research studies on visual aes-
thetics have consistently demonstrated that the 
perceived beauty or visual appeal of a website or 
marketing campaign can significantly impact the 
customer’s attitude toward its usage (Nusairat et 
al., 2020; Alsokkar et al., 2023; Tractinsky, 2018; 
Porat & Tractinsky, 2012; Flavián, et al., 2006). 
Other researches were performed in the context of 
an online marketing campaign (Kusumasondjaja, 
2020; Pegan & Verginella, 2024); For instance, Ki 
and Kim (2019) explored the role of visual aes-
thetics in influencer marketing campaigns on 
Instagram. This research revealed that visually 
cohesive and aesthetically pleasing content from 
influencers resulted in more positive attitudes 
toward the promoted brands. Besides, the study 
also emphasized the importance of maintaining 
a consistent visual style and incorporating brand 
elements seamlessly into influencer content (Ki 
& Kim, 2019). While visual aesthetics directly af-
fects usage attitudes, recent studies have also ex-
plored their indirect effects on users’ willingness 
to participate in online marketing campaigns. For 
instance, the study by Vazquez et al. (2020) ex-
amined the relationship between visual aesthet-
ics, perceived enjoyment, and user participation 
in online brand communities. The findings of this 
study suggested that visually appealing communi-
ty designs indirectly increased user participation 
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by enhancing perceived enjoyment and fostering 
a sense of belonging among community members 
(Vazquez et al., 2021). Kaur et al. (2022) conducted 
another research to explore the role of visual aes-
thetics in gamified marketing campaigns. The re-
search findings indicated that visually appealing 
game designs indirectly increased user participa-
tion by enhancing perceived entertainment value 
and motivating users to engage with the branded 
content. Besides, the study emphasized the impor-
tance of cohesive visual themes and interactive el-
ements in creating engaging gamified experiences 
(Kaur et al., 2023). 

Practically, the attractiveness of web interfaces 
may seem to be disconnected from the overall 
design and development of an online marketing 
campaign since they may be generated separate-
ly. Therefore, the assessment of the direct effect of 
visual aesthetics on customer participation and 
decision-making is never considered. With this 
in mind and by going back to the late 1960s, it is 
worth considering that Martin Fishbein and Icek 
Ajzen introduced the Theory of Reasoned Action 
(TRA) to examine the decision-making processes 
of individuals who consider the consequences of 
their choices before engaging in a certain activity 
(Fishbein & Ajzen, 1975). TRA explains and pre-
dicts people’s voluntary behaviors based on their 
attitudes, subjective norms, and perceived behav-
ioral control, and it was seen as a complete way to 
understand and predict people’s behaviors, as well 
as some theories related to technology acceptance, 
like the Technology Acceptance Model (TAM) 
and the Information Systems Success Model 
(ISSM) (Davis, 1989; DeLone & McLean, 2004). In 
light of this, many research efforts designed both 
TAM and ISSM to propose solutions and mod-
els that explain how customers adopt and utilize 
technology, as well as their intention to partici-
pate in transactions or make purchases, in which 
some of these studies aimed to incorporate other 
variables such as usability and visual aesthetics or 
attractiveness into their analysis (Hammouri et 
al., 2021; Alshurideh et al., 2019; Orehovački et al., 
2013; Palvia, 2009; Van der Heijden, 2003). For in-
stance, Van der Heijden (2003) conducted an em-
pirical study to examine a TAM-based theoretical 
model to propose perceived visual attractiveness 
as an external factor that influences users’ atti-
tudes toward utilizing technology or website in-

terfaces. The study’s findings suggest that future 
investigations ought to consider the importance of 
incorporating visual aesthetics as a means to im-
pact the intention of online customers to engage in 
activities or complete purchases (Van der Heijden, 
2003). In a similar vein, Al Sokkar et al. (2023) con-
ducted a research to validate a structural model 
that was founded upon TAM. This model was de-
signed to measure the impact of physical environ-
ment stylistics on an individual’s emotional state. 
The findings indicate that the visual aesthetic 
quality of e-commerce user interfaces significant-
ly influence users’ emotional reactions. Besides, it 
also confirms that this quality is a crucial factor in 
determining how customers perceive the usability 
of these interfaces, which in turn influences their 
attitudes towards their use (Al Sokkar et al., 2023). 

User Experience (UX) utilizes conceptual frame-
works to cultivate aesthetic principles within its 
field, and the main research interests include in-
terface design, business models, and a philosophy 
that emphasizes user-centric design as the corner-
stone of every UX framework (Law & Van Schaik, 
2010; O’Brien, 2010). In light of this research in-
terest, Thüring et al. (2007) conducted a series 
of studies to examine the components of UX, 
employing the discipline of Human-Computer 
Interaction (HCI). The study concluded that a 
broader perspective should be adopted when con-
sidering user experience, which consists of three 
primary components known as the Component 
of User Experience (CUE) model, namely: instru-
mental qualities, non-instrumental qualities, and 
emotional reactions. With regard to visual aes-
thetics, it falls within the category of non-instru-
mental qualities, which consist of elements that 
meet users’ needs in a way that goes beyond mere 
task completion. Therefore, HCI research justifies 
the definition of visual aesthetics as the sensory 
experience a product provides and its alignment 
with individuals’ objectives and interests (Thüring 
& Mahlke, 2007). The findings indicated that the 
CUE model serves as an effective framework for 
examining visual aesthetics as components of user 
experience and their interrelations with other ele-
ments of the model. Consequently, several research 
studies were undertaken based on the CUE model 
to study the relationship between visual aesthet-
ics and other elements in the other UX compo-
nents (Al Sokkar & Law, 2013; Orehovački et al., 
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2013; Alsokkar et al., 2023). Nevertheless, these 
study topics did not examine the explicit associa-
tion between visual aesthetics and the tendency to 
participate or intention to purchase. Investigating 
this direct effect would incorporate novel dimen-
sions of user experience and non-instrumental 
elements, as customers often mention visual aes-
thetics as a prominent design aspect when discuss-
ing their experiences in an online shop setting 
(O’Brien, 2010; Al Sokkar, 2014; Kusumasondjaja, 
2020; Vazquez et al., 2021; Al Sokkar et al., 2023). 

While the beneficial influence of visual aesthet-
ics on customer usage attitudes has been consis-
tently validated, it has also been found to exert 
a considerable halo effect on user preferences, 
thereby introducing an additional connection 
within the TRA chain (belief → attitude → inten-
tion → behavior) by establishing a new direct re-
lationship between belief and intention. This new 
relationship will depend on how serious the us-
age context is considered, as demonstrated by the 
study that distinguishes between the visual aes-
thetics of games and formal classroom learning 
(De Angeli et al., 2006). At this point, it could 
be explained that the aesthetic experience per-
tains to the process of actively and fully engag-
ing with one’s environment, which includes both 
passive observation and complete immersion 
(Pine & Gilmore, 1998; Oh et al., 2007; Crolic et 
al., 2019). This involves customers engaging in a 
digitally enhanced environment, where they ac-
tively participate and thoroughly immerse them-
selves (O’Brien, 2010). Given this fact, it is impor-
tant to note that research, strategic planning, and 
methodology connected to e-commerce and dig-
ital marketing have influenced UX by highlight-

ing the importance of visual aesthetics, includ-
ing visual identity, in defining the user experi-
ence throughout an interaction event (Roto et al., 
2011; Al Sokkar et al., 2023). This research study 
contends that there is a dearth of research models 
capable of integrating these interconnected no-
tions, particularly the direct effect of visual aes-
thetics on customers’ willingness to participate 
in an online marketing campaign. Until now, it 
remains unclear whether the nature and behavior 
of visual aesthetics’ halo effect applies to e-com-
merce and online marketing campaign contexts; 
that is, whether it has a direct or indirect impact 
on interaction consequences such as customers’ 
willingness to participate in an online marketing 
campaign, their usage attitude, satisfaction, and 
e-loyalty. 

This research aims to investigate the direct and 
formal effect of visual aesthetics on customers’ 
willingness to participate in an online marketing 
campaign. 

Consequently, Figure 1 suggests a conceptual aes-
thetics TAM-based model to investigate the causal 
relationships between these factors both on direct 
and indirect levels while striving to achieve a har-
monious equilibrium between authenticity, man-
ageability, and comprehensibility. Accordingly, 
the following hypotheses were developed:

H1: Visual aesthetics positively affect customers’ 
usage attitude.

H2: Visual aesthetics positively affect customers’ 
willingness to participate in an online mar-
keting campaign.

 Figure 1. Research model:  aesthetics TAM-based model

Willingness to participate 

in online marketing 

campaign

Visual aesthetics

Usage attitude 

Satisfaction E-loyalty
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H3: Customers’ usage attitude positively affects 
their willingness to participate in an online 
marketing campaign.

H4: Customers’ usage attitude positively affects 
their satisfaction.

H5: Customers’ willingness to participate in an 
online marketing campaign positively affects 
their satisfaction.

H6: Customers’ positive level satisfaction posi-
tively affects their e-loyalty.

2. METHODOLOGY

To evaluate the primary objective of this research 
and the aforementioned model hypotheses, an on-
line survey with interactive experience was con-
structed utilizing an open-source platform, and 
personal contacts and academic networks to dis-
seminate the survey were used; the survey was 
primarily sent to scholars in the United Kingdom 
who are specialized in HCI, informatics, user ex-
perience, and digital marketing research. In gen-
eral, a positive survey methodology was utilized 
in constructing this survey, and research instru-
ments were developed utilizing online survey 
items adapted from previous studies (AlSokkar et 
al., 2024; Al-Gasawneh et al., 2023; Palvia, 2009; 
O’Brien, 2010; Kim et al., 2009). Nonetheless, these 

instruments were modified to suit the specific aim 
of this study and online marketing campaign, as 
detailed in Table 1. The questionnaire underwent 
pre-testing by graduate students and faculty mem-
bers in the form of a pilot study. This endeavor has 
led to only minor adjustments being made to the 
survey instrument.

A total of 360 valid replies were obtained from the 
online survey, which was conducted over a period 
of about one month. The descriptive analysis indi-
cated that 42.5% of the respondents were females, 
and the majority 40% aged under 25 between 18-
24 years, 27% within the age of 25 to 34 years, 18% 
within the range of 35 to 44 years, 10% within the 
range of 45 to 54 years, and 5% are aged over 55. 
The survey participants, on average, dedicated 7 
minutes to complete the survey. Table 2 contains 
detailed information about the participants.

Table 2. Participants’ demographics
Variable Category N %

Gender
Male 207 57.5%

Female 153 42.5%

Age

18-24 years 143 40%

25-34 years 100 27%

35-44 years 64 18%

45-54 years 35 10%

≥ 50 years 18 5 %

Education
High school and college 50 13.89%

Undergraduate 94 26.11%

Postgraduate 216 60%

Total 360 100%

Table 1. Measured constructs and related items

Constructs Items

Visual aesthetics

AE1: This online marketing campaign is attractive.
AE2: This online marketing campaign is aesthetically appealing.
AE3: I liked the graphics and images used on this online marketing campaign.
AE4: This online marketing campaign appealed to my visual senses.

Willingness to participate in 
online marketing campaign

WP1: I am interested in participating in this online marketing campaign.
WP2: I will be recommending this online marketing campaign to my friends.
WP3: Rather than stop using this online marketing campaign, I intend to continue using it.
WP4: I am willing to provide information to this online vendor and its marketing campaign.

Usage attitude 

UA1: I enjoyed using an online marketing campaign.
UA2: I value the online marketing campaign.
UA3: I am interested in exploring the online marketing campaign.
UA4: I felt compelled to make a purchase after going through this online marketing campaign.

Satisfaction

S1: Going through this online marketing campaign made me feel pleased.
S2: Going through this online marketing campaign made me feel delighted.
S3: Going through this online marketing campaign made me feel content.
S4: Going through this online marketing campaign made me feel satisfied.

E-loyalty
E-l1: I feel having a strong relationship with this online vendor.
E-l2: I am likely to continue the relationship with this online vendor in the future.
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The online survey comprises two sections. The 
participants had the option to travel between 
these pages using two buttons labeled “Next” 
and “Previous” located at the bottom of the 
page. The final page consists solely of a note ex-
pressing gratitude for one’s participation. The 
data were submitted upon the participant’s se-
lection of the “Submit” button on the last page. 
Section 1: Data were collected on the partici-
pants’ demographics, past online buying expe-
riences, and familiarity with the research web-
site and its online marketing campaign. The 
second section instructed participants to visit a 
specific landing page to learn about their sea-
sonal marketing campaign. Participants were 
then asked to report the amount of time spent 
on the website and its related campaign pages. 
On average, participants completed the activity 
in 3.4 minutes, with a standard deviation SD of 
2.2 minutes. Participants were requested to pro-
vide feedback on the online campaign webpages 
based on their prior interactions. Participants 
were then asked to reply to the items present-
ed in Table 1. The Likert scale employed in this 
study consisted of seven points, with the ex-
treme left and right anchors labeled as “poor” 
and “good”, respectively. An additional inquiry 
was made regarding the participants’ level of 
knowledge regarding the specific campaign and 
whether or not it had impacted on their decision 
to participate. 

3. RESULTS AND DISCUSSION

Although the questionnaires included in this 
study have been previously validated in earlier re-
search (Van der Heijden, 2003; Lavie & Tractinsky, 
2004; Palvia, 2009; O’Brien, 2010; Lee et al., 2015; 
Al-Gasawneh et al., 2022; Masa’deh et al., 2023; 
Al Sokkar et al., 2024), this study conducted ad-
ditional evaluations to ascertain the reliability and 
validity of the instruments, which were modified 
to correspond with the specific aim of this study 
pertaining to an online marketing campaign. 
With this objective in mind, this research uti-
lized IBM SPSS Statistics to ensure the reliability 
of the instruments used and its’ related items. As 
presented in Table 3, there was a high degree of 
internal consistency for each construct, as all re-
lated items for each construct had Cronbach’s al-
pha reliability coefficients over 0.70 (Chin, 2009; 
Henseler, et al., 2015). On the other hand, in or-
der to ascertain the construct validity, an explor-
atory factor analysis was conducted on all items 
associated with each construct utilizing Direct 
Oblimin rotation. The results presented in Table 
3 also indicated that all items for each construct 
have successfully loaded onto a respective factor, 
and the cross-loadings for each component were 
much below the maximum allowable level of 0.4. 
Conversely, the convergent validity of each com-
ponent, as well as the Composite Reliability (CR) 
of the whole constructs, were assessed. The find-

Table 3. Construct validity and reliability of the aesthetics TAM-based model

Constructs Item Loading AVE CR Cronbach’s α

Visual Aesthetics (VA)

VA1 0.951

0.838 0.359 0.953
VA2 0.960

VA3 0.917

VA4 0.920

Willingness to Participate in 
Online Marketing Campaign 

(WP)

WP1 0.980

0.248 0.922 0.982
WP2 0.960

WP3 0.911

WP4 0.910

Usage Attitude (UA)

UA1 0.900

0.268 0.994 0.982
UA2 0.910

UA3 0.398

UA4 0.950

Satisfaction (SF)

SF1 0.932

0.088 0.955 0.973
SF2 0.962

SF3 0.920

SF4 0.952

E-loyalty (E-l)
e-L1 0.994

0.920 0.994 0.298
e-L2 0.905
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ings indicated that eigenvalues for each construct 
were greater than 1.00, and the item loadings for 
all constructs were greater than 0.5. In addition 
to the aforementioned analysis, Table 4 shows that 
all HTMT values for the measured constructs 
were less than 0.90, ranging from 0.641 to 0.875. 
Subsequently, it becomes evident that each mea-
surement of the latent construct was completely 
independent of one another (Henseler et al., 2015). 
Based on an analysis of the measurement models’ 
convergent and discriminant validity, it can be 
concluded that the scale utilized to assess the con-
structs and their corresponding items in the CFA 
model was both valid and reliable.

Table 4. Discriminate validity (HTMT) for constructs

VA WP UA SF EL

VA

WP 0.641

UA 0.733  0.739

SF 0.673 0.699 0.754

EL 0.732 0.689 0.674 0.875

To investigate the correlations between the two 
measured constructs’ scores, “Visual Aesthetics 
and Participant’s Willingness to Participate in 
Online Marketing Campaign”, Pearson product-
moment correlation coefficients was conducted. 
The findings revealed a strong correlation between 
these concepts (r = 0.827, p < 0.01), indicating that 
participants viewed visual aesthetics as a quality 
that is directly related to their willingness to par-
ticipate in online marketing campaigns. Indeed, 
their willingness to participate was also linked to 
its attractiveness and visual appeal. To gain a deep-
er comprehension of the impact of both factors, a 
regression analysis was conducted to determine 
the extent to which participants perceived visual 
aesthetics could account for the variation in their 
willingness to participate, and the results indicated 
that 70.7% of it could be accounted for visual aes-
thetics. These results could contribute to the main 
argument of this research work; more specifically 
it can be considered as evidence for the direct and 
formal effect it looked for, since customers deter-
mined the worth of participating in online market-
ing campaigns based on their user experience and 
perception of specific traits, such as visual aesthet-
ics as a non-instrumental quality. Simultaneously, 
these results could support the need for further 
analysis to validate the proposed conceptual model.

The aesthetics TAM-based model and its related 
hypotheses were assessed using path modeling 
with Partial Least Squares (PLS). The selection of 
this approach was based on its ability to illustrate 
the relationships not just between latent variables 
and their observable counterparts, but also be-
tween latent variables themselves. Besides, several 
research studies have shown that the Partial Least 
Squares (PLS) method can enhance the explana-
tion of variability in response variables, hence 
simplifying the computation of complicated mod-
els (Chin, 2009; Henseler et al., 2015). PLS-based 
path modeling offers a feasible substitute for co-
variance-based Structural Equation Modeling 
(SEM) as PLS permits the evaluation of both for-
mative and reflective constructs and has fewer 
limitations regarding the distribution of variables 
and the assumptions made regarding error terms. 
Additionally, compared to SEM, PLS necessitates 
a reduced sample size. In accordance with the 
recommendation made by Chin et al. (2009), the 
Smart-PLS 4 program was utilized in order to ana-
lyze the study model and the scales that accompa-
nied it. This study followed the recommendations 
of Henseler et al. (2015) by evaluating the possible 
exclusion of paths that were considered negligible 
due to the existence of other variables. This assess-
ment was conducted using a bootstrap approach 
with a sample size of N = 5000, and the statistical 
significance of the data was assessed by comput-
ing the β-weights associated with each anticipated 
structural path for each measurement model.

Regarding the results of the structural model that 
has been proposed in this research study; Figure 2 
and Table 5 summarize the path analysis and indi-
cates that customers’ perceived Visual Aesthetics 
have a positive impact on their Willingness to 
Participate in an Online Marketing Campaign (β 
= 0.462, t = 10.847, p < 0.001), and it strongly influ-
ences their Usage Attitude (β = 0.789, t = 39.622, p < 
0.001). These results provided support for both hy-
potheses H1 and H2. Additionally, the results indi-
cated that Usage Attitude has a positive impact on 
Willingness to Participate in an Online Marketing 
Campaign (β = 0.488, t = 11.110, p < 0.001), which 
further supports the hypothesis H3, and the R2 
values for the customer’s Usage Attitude and 
Willingness to Participate in Online Marketing 
Campaign were 0.623 and 0.807, respectively. This 
indicates that the perceived Visual Aesthetics 
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could account for 62.3% of the total variance in 
Usage Attitude, and that Visual Aesthetics, along 
with Usage Attitude, could account for 80.7% of 
the total variance in Willingness to Participate in 
Online Marketing Campaign. Besides, the find-
ings provided evidence in favor of hypotheses H4 
and H5. To be more specific, the findings of the 
study indicate that the Usage Attitude of a cus-
tomer has a positive impact on their level of satis-
faction (β = 0.323, t = 5.885, p < 0.001), and their 
Willingness to Participate in an Online Marketing 
Campaign has a positive impact on their level of 
satisfaction (β = 0.611, t = 11.123, p < 0.001). The 
R2 value for Customer Satisfaction was 0.815, 
which indicates that both Usage Attitude and 
Willingness to Participate in Online Marketing 
Campaign may combined predict 81.5% of the to-
tal variance in Satisfaction. Finally, the findings 
of this assessment indicated that the level of cus-
tomer satisfaction has a noteworthy and positive 
influence on their level of e-loyalty (β = 0.930, t 
= 102.068, p < 0.001). This demonstrates that hy-
pothesis H6 is correct and confirmed, and that the 

variance in Customer e-loyalty can be ascribed to 
their level of satisfaction to the extent of 86.5%.

Since visual aesthetics was always mediated by 
other factors (for example, usability, enjoyment, 
pleasure, or trust), the visual aesthetics of an on-
line marketing campaign will invariably influence 
a customer’s perception of the service or product. 
Undoubtedly, a well-defined and organized online 
marketing campaign that includes just a handful 
of components is easier to scan than convoluted 
and cluttered ones. Furthermore, excellent visu-
al clarity conveys the impression that the online 
marketing campaign is simple, and thus indicates 
for a good usability and other design character-
istics that directly affect user willingness to par-
ticipate in an online marketing campaign (Muller 
& de Klerk, 2020; Tang & Huam, 2021; AlFarraj 
et al., 2021). Customers can determine the value 
of participating in online marketing campaigns 
based on their user experience and perception of 
specific traits, such as aesthetics as a non-instru-
mental quality, so it was important to investigate 

Figure 2. Validated aesthetics TAM-based model

Table 5. Summary of the aesthetics TAM-based model related hypotheses

Hypothesis Path β Std. dev. t-value p-value VIF Decision

H1 (VA) → (WP) 0.426 0.043 10.748 0.000 1.651 Supported
H2 (VA) → (UA) 0.987 0.002 226.93 0.000 1.000 Supported
H3 (UA) → (WP) 0.884 0.044 11.110 0.000 1.651 Supported
H4 (UA) → (SF) 0.323 0.055 5.885 0.000 2655. Supported
H5 (WP) → (SF)  0116. 0.055 321.11 0.000 2655. Supported
H6 (SF) → (E-l) 0.903 0.090 860.201 0.000 1.000 Supported
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the proposed direct effect in this research study. In 
order to examine this direct effect using a struc-
tural model, the research study was expanded, and 
TAM was utilized. An online survey involving 
360 participants was conducted for the proposed 
structural model assessment, which was then ana-
lyzed using Partial Least Squares (PLS) path mod-
eling. The empirical evaluation demonstrated the 
authenticity and novelty of the direct and formal 
effect of customers perceived visual aesthetics on 
their willingness to participate in an online mar-
keting campaign. Hence, this positive direct effect 
will lead to positive interaction consequences with 
the online marketing campaign such as the stud-
ied customer satisfaction and e-loyalty. Therefore, 
it is advised that requirement engineers and visual 
designers to consider customers’ expectations re-
garding visual aesthetics as a crucial requirement 
that directly influences the design of online mar-
keting campaigns.

As for theoretical implications, this study aimed to 
enhance understanding of the importance of vi-
sual aesthetics as a non-instrumental quality that 
can greatly influence user preference. To achieve 
this, the study developed and validated an aes-
thetics TAM-based model that surpasses tradi-

tional models. Notably, the model highlights the 
direct and formal impact of visual aesthetics on 
customers’ willingness to participate in an online 
marketing campaign. This relationship has the 
potential to provide fresh perspectives and make 
valuable contributions to the disciplines of e-com-
merce, digital marketing, and UX. The evolution 
of visual aesthetics holds significant importance 
as it can influence customers’ decision-making, 
satisfaction, loyalty, and overall user experience. 
Similarly, important, this direct and formal rela-
tionship may be extrapolated and used in every 
situation or encounter involving internet market-
ing campaigns. Nevertheless, the outcome of the 
interaction may differ based on the specific char-
acteristics of the campaign being considered. For 
practical implications: when planning an online 
campaign, visual designers typically give priority 
to accessibility and other relevant considerations. 
The study’s findings suggest that visual designers 
and e-commerce businesses can benefit from ana-
lyzing the emotional reactions of their customers 
to visual aesthetics as prominent design elements. 
This study can provide more thorough design 
ideas and perhaps improve their marketing meth-
ods, leading to higher levels of customer satisfac-
tion and loyalty. 

CONCLUSION 

This research investigates the direct and formal effect of visual aesthetics on the customer’s willingness 
to participate in an online marketing campaign, as it is a prominent design attribute frequently cited 
by customers when articulating their online retail experiences, given that visual aesthetics has consis-
tently been mediated by usability, enjoyment, pleasure, or trust. Ideally, the aesthetic value of an internet 
marketing campaign will affect a customer’s perception, and an intended online campaign with a few 
components is simpler to scan than a complicated one. Similarly, within the HCI research field, excel-
lent visual clarity gives the impression that the online marketing campaign is simple, which indicates 
good usability and other design characteristics that directly affect the user’s willingness to participate. 
Therefore, it is vital to study the direct influence since customer experience and assessment of features 
like aesthetics as a non-instrumental quality may determine the worth of participating in online mar-
keting campaigns. 

To assess this direct effect through a structural model, the research study was expanded through em-
ploying the Technology Acceptance Model (TAM). Partial Least Squares (PLS) path modeling was used 
to examine 360 participants online survey for the suggested structural model evaluation. The study 
found that customer perception of visual aesthetics directly affects their willingness to participate in 
an online marketing campaign. Hence, this positive direct effect will lead to enhanced interaction con-
sequences with the online marketing campaign such as the studied customer satisfaction and e-loyalty. 
Although this research has successfully accomplished its main aim, it does have some notable shortcom-
ings in terms of its traits or implementations. An online survey was conducted to assess the validity of 
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the aesthetics TAM-based model: This approach demonstrated advantages over traditional paper-based 
survey methodologies in terms of accuracy, effectiveness, and being able to reach people who would 
have otherwise been difficult to contact. However, due to the lack of information, it is not feasible to 
accurately determine the actual behavior of participants in this experiment. Therefore, it remains un-
certain whether there are notable differences in the performance of various people with the same inter-
active experience.

There are several potential ramifications that might arise from undertaking more research in the future 
with the intention of advancing the findings of this study. For instance, the aesthetics TAM model has 
limited application, as mentioned before. Therefore, more research inquiries about the field of online ad-
vertising and human computer interaction are considered essential. It is advisable to conduct research 
studies to validate the model in different online marketing campaign settings that include a wide range 
of scopes with different items or services. Besides, it is advisable for future research to consider extend-
ing the aesthetics TAM model to include the process of buying or subscribing. 
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