Red or Blue: How Recommended Products Influence

Consumers' Willingness-to-Pay

ABSTRACT

This research discusses how two approaches of online recommendation,
complement-based recommendation and substitute-based recommendation, influence
consumers’ perception of benefit, monetary sacrifice and effort while adding red or
blue background, and then influence consumers’ willingness-to-pay. This research
would explore the influence of background colors on customers’ online purchasing
decisions. Specifically, will consumers’ willingness-to-purchase be different between
the two displays of complement-based recommendation (bundle vs. separate product)
when the background color varies (red versus blue)? On the other hand, when we Vvisit
a substitute- based store, would we buy the different substitutes or similar substitutes
when the background color varies?

In study one, the display of complement-based recommendation has been
categorized into complement-based bundle and separate products. This results
indicated that (1) complement-based bundle would have been perceived as more
benefit when adding blue color rather than adding red color, separate product would

have been perceived as more benefit when adding red color rather than adding blue



color and (2) complement-based bundle would have been perceived as less sacrifice
when adding red color rather than adding blue color, separate product would have
been perceived as less sacrifice when adding blue color rather than adding red color as
well as (3) complement-based bundle would have been perceived as less effort when
adding red color rather than blue color, separate products would have been perceived
as less effort when adding blue color rather than adding red color.

In study two, substitute-based recommendation was further divided into different
substitutes and similar substitutes. The results indicated that (1) different substitutes
would have been perceived as more benefit when adding blue color rather than adding
red color, similar substitutes would have been perceived as more benefit when adding
red color rather than blue color and (2) different substitutes would have been
perceived as more sacrifice when adding blue color rather than adding red color,
similar substitutes would have been perceived as more sacrifice when adding red
color rather than blue color as well as (3) different substitutes would have been
perceived as more effort when adding blue color rather than adding red color, and
similar substitutes would have been perceived as more effort when adding red color
rather than blue color. Besides, we would have tested that perceived benefit and
perceived effort would have positively affected consumers’ willingness-to-pay; on the

other hand, perceived sacrifice would have negatively affected consumers’



willingness-to-pay.

In study one, complement-based-bundle recommendation would be perceived
more benefit when using blue color rather than using red color. On the contrary,
complement-based separate-products recommendation would be perceives as more
benefit when using red color rather than blue color. If e-tailers would like to use
complements to promote their products’ high quality, maybe they could consider
using blue color and putting the dominant product and a complement together or
using red color and separating the dominant product from complements.

In study two, different substitutes would be perceived as more benefit when
using blue color rather than using red color. Furthermore, different substitutes would
also be perceived more effort when using blue color rather than red color. Therefore,
different substitutes are suitable for blue color if marketing manager would like to
promote their products’ qualities. In addition, exposure to a blue color cue, consumers
would consider a different substitute perceived as more effort than a similar substitute.
Therefore, e-tailers could use blue color to enhance consumers’ attentions to compare
the differences between an original product and a substitute, and then different
substitutes has higher opportunities to be selected.

Additionally, perceived benefit and perceived effort would have positively

influenced consumers’ willingness-to-pay; while perceived sacrifice would have



negatively influenced consumers’ willingness-to-pay. If company would like to
increase consumers’ willingness-to-purchase, they might adopt complement-base
bundle and different substitutes by using blue color as well as adopt individual
products and similar substitutes by using red color. Our research should help
marketing manager choose appropriate colors for particular approaches of online

recommendation.
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