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Usability and the emotional relationships in
collective buying sites: a case study
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Abstract. Several people buy products that they will never use or even know what for. Feelings associated with pleasure,
spontaneity and possession of something are reasons why people buy products without considering if they really need it or not
if it will be useful or not, etc.. The collective buying sites are going up and offer products and services with great discounts.
This study aims to relate the emotional design and usability concerning to collective buying sites and identify the reasons that

influence people when it comes to buy something online.
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1. Introduction

People often associate a product or service with
their own identity, the presentation of the ego to an-
other person. In a way, a product or service fulfills
the role of understanding the ego, and is an instru-
ment of pleasure, cult of fantasy and of novelty. Ac-
cording to Miranda [8],

"People express their ego on consumption
and see the possessions, therefore, as part or ex-
tension of their own ego. This capacity for sym-
bolization, in other words, to promote the union
of an object (significant) and the message at-
tributed to him (meaning), allows the adaptation
of man to reality by means of abstractions of the
elements that make up the world".

This leads us to the tendency to see possessions as
symbols of the ego, so there is a strong association
between the ego and possessions, which leads to the
belief that a person's possessions are part of what this
person are.

An object is to its users a form of expression, an
instrument of dialogue. This dialogue is first built
when the person chooses a product or service and this
is in accordance with the intent of what the person

wants to appear, subsequently exposes to others hop-
ing the object be understood and interpreted, i.e., de-
coded by the others in same way it was coded in the
choice of object.

People seek in consumption more than aesthetics,
substantially its concept and its identity. People con-
sume symbols, and more important currently are their
meanings. "As humans, we are meaning machines,
because people attribute meaning to everything. We
live to mean, to make sense "[8].

1.1. Method

The present study can be considered exploratory.
For Malhotra [7], exploratory research has as main
purpose to explore a particular problem or situation to
provide appropriate criteria and an understanding for
the researcher. These methods are guided by the dis-
covery of ideas and data and are characterized by
versatility and flexibility. According to Gil [4], the
exploratory study's main objective is to clarify, de-
velop and change concepts and ideas seeking more
precise formulation of problems that will be devel-
oped in subsequent researches.
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For the survey, a questionnaire was developed
based on the model of the Questionnaire for User
Interface Satisfaction (QUIS), and applied according
to the defined market segmentation [6].

2. Usability

Usability is the ability that a product or service
must offer its users, in a specific context of use, the
achievement of tasks and specific goals with effec-
tiveness, efficiency and satisfaction [9]. The effec-
tiveness is the "accuracy and completeness with
which users achieve specific goals". Efficiency re-
fers to the "resources expended in relation to accu-
racy and completeness with which users achieve
goals". Yet, the satisfaction refers to "lack of discom-
fort and presence of positive attitudes with the use of
a product”.

Santos and Maia [13], quotes that satisfaction is re-
lated to user expectations regarding an interface. De-
pending on how this interaction occurred, the result is
reflected in their attitude. A negative level of satisfac-
tion is probably the greatest single factor that influ-
ences the decision to continue or not to use a particu-
lar application, website, etc.

Too often, the usability is the only ergonomic cri-
teria recognized by the designers to be considered in
creating a human-computer interface. It is a measure
or an estimate of the likely performance of the users
[1].

Usability is the quality of the system that makes it
easy to learn, easy to use, easy to remember, error
tolerant and be pleasant to use. The usability prob-
lems in software can be observed that any feature can
delay, hinder or impair the accomplishment of a task,
embarrassing or annoying the user [2].

3. Emotional design

Emotions change perceptions, behavior and the pa-
rameters of thought. According to Norman [10], emo-
tions are inseparable from cognition, as part of a sys-
tem for formulation of value judgments, which con-
stantly affect our behavior, thinking, our decisions
and the way we interact with each other.

Reflecting on Norman's visions about emotions to
the design field, it may say that the emotional design
is divided into three levels: visceral, behavioral and
reflective. Visceral design regards only the appear-
ance of the product or service; behavioral design is

bound to pleasure and effectiveness at the time of
usage; and reflective design considers the memories,
personal satisfaction and self-image of the individual
related to the product or service. Emotions are based
through the memories that products or services
evokes or the experiences they offer, and we can say
which the attraction leads us to make decisions.

In emotional design it is approached that attractive
objects work better, where a product or service must
meet the three levels of the design described above,
being that the three levels interact and can offer a
range of user experiences.

Norman [10] says that although the cognitive anal-
ysis of usability and function is important, the affec-
tive analysis is also because good design is increas-
ingly based on the needs of users, i.e., understanding
the use, ease of implementation of tasks, and to offer
pleasure and satisfaction in the interaction. The cog-
nitive aspects of design by usability, aesthetics or
practicality are associated with the emotional aspects.
Emotion and cognition are integrated when making a
choice, considering that man does not choose objects
just by form or function, but also the meaning that the
object provides.

4. Collective buying sites and emotional design

The collective buying sites are going up and offer
products and services with great discounts. Accord-
ing to IBOPE [5], were sites of its kind had, in Au-
gust 2010, 3.6 million visits. In February and March
2011 the number of Internet users who use these sites
increased from 13 million to 17.1 million [15]. The
30% increase from one month to another is impres-
sive, especially when comparing the number of Inter-
net users in the country, users of collective buying
sites have represent 40% of the total.

The collective buying sites have emerged as a new
method of shopping. According to Pereira [12], held
to Ibope Media research and identified consumer
profiles Brazilian e-commerce. The survey of 2,500
Internet users in Brazil pointed out that the buyer
electronic focuses primarily on Class A and B, are
highly educated and spends an average of R$ 118.00
per month. Although women have fame of "spend-
thrift,"” the majority buying in these channels are men,
accounting for 54%. Considering this potential mar-
ket, the first collective buying site totally Brazilian
was Fish Urban in 2010.

These sites work as follows: an offer, whether it be
products or services is placed on the site for a limited
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time. Anyone who is registered on the site can make
a purchase and print a coupon, which have an expira-
tion date and requirements for use. This coupon enti-
tles you to discounts, but it must be presented at some
establishment to make the exchange the coupon for
the product or service.

4.1. Explanation to the success

The success of collective buying sites has an ex-
planation, according to Serra [14], is based on prac-
tices of web design and emotional design associated
with neuroscience, the science of physiological proc-
esses in the brain to understand the reasons of human
behavior and identify areas of the brain respond to
certain stimuli.

One of the conclusions most relevant given by sci-
entists is that we have three brains (Figure 1):

* Ancient Brain: is the most primitive and is
concerned about safety and is determining all
the time what is dangerous. He is also respon-
sible for the basic and involuntary functions,
such as digestion and breathing.

¢ Intermediate Brain: it is responsible for emo-
tions and is the source of many impulse buys.

* New Brain: it is the most recent structure and
does the processing of language, reading,
thinking and planning. Use sentence case in
the title and headings.

New Brain 7

Old Brain

' Intermediate Brain

Fig. 1 - The three brains. Source: Weinschenk [16].

According to studies, the old and intermediate
brains are related to the unconscious and the impulse
and are worried about survival and procreation, the
basic needs of all animals. Therefore, anything that
attracts these two instincts, such as food, sex and
danger, for example, humans will pay more attention.
But the new brain uses logic and reason to explain
human behavior. This brain has to think that is in

control and to attract it is necessary subtlety. So hav-
ing a well identifiable layout with large buttons, at-
tractive images, seductive texts and, especially, good
discounts, awakens in man the desire to click and buy
[14].

The elements for classification within the proposed
of Weinschenk [16], corresponding to nine factors:

* Social Validation: awakens the primitive
needs. The need for inclusion in the group, do
what others are doing, listen to the views of
others and repeat successful experiences of
others are elements that can be achieved by
using the user opinion, and witnesses, etc.

» Reciprocity and concession: emotional appeal.
Ask for things in exchange for gifts is one
way to make the person engage, hit on the in-
termediate brain. Promotions such as dis-
counts, free shipping, as well as knowledge,
reputation, and awards, make this element be
reached.

» Shortage and Urgency: primitive instincts.
The sense of urgency of time limitation to buy
refers to the notion of danger, and that if
something is scarce and difficult to access, it
is assumed that is valuable and the human be-
ing tends to want it even more.

* Choices: emotional appeal. Human beings
have difficulty making a choice when there
are many options available, just offering a few
distinct choices (restaurants, beauty, tourism,
etc.) avoids confusing the client. It also at-
tracts people with different interests.

» Survival: primitive instincts. The old brain is
looking for changes in the environment or
something that is important for the survival or
maintenance of the species. Images related to
sex, food or danger calls more attention to
people.

e Commitment: emotional appeal. When the
human being says something verbally or in
writing, tends to compromise with what was
said and tends to keep his word. Therefore,
testimony, research and reviews are important
because users are more committed to what
they leave registered.

* Recognition: emotional appeal. The user tends
to trust, and consequently buy, in people who
identify themselves or finds attractive. Using
images of people who have to do with the au-
dience and "speak the language” of the user
are elements that help to achieve recognition.

* Loss: emotional appeal. The human being is
programmed to pay attention to situations that
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can make him lose something or to put him in
danger. Fear of losing motivates more than the
opportunity to win and he remembers more of
things that had some emotional relationship,
both positive and negative.

» Images and stories: emotional appeal. Stories
and images hold more people's attention, be-
sides that images are easier to remember than
words. In addition, people pay more attention
to texts when they tell a story, rather than
simply list the advantages and disadvantages
of a product or service.

5. Collective buying sites: case study

The aim of this study was to relate the emotional
design and usability concerning to collective buying
sites and identify the reasons that influence people
when it comes to buy something online.

Initially a satisfaction questionnaire was developed
based on the Questionnaire for User Interface Satis-
faction (QUIS). In order to its implementation it was
opted for market segmentation to define the target
audience [6], where it was identified that people are
aged between 18 and 49, pertaining to social classes
Al, A2 and B1 - classification according to ABEP [3]
- focusing on the class A2. Therefore are people with
average income level of R$ 6,000 (family income).
They are residing in Brazil and potential users of col-
lective buying sites. This consumer has the price as
an important factor, but far from being the decisive
factor when buying, this client actually focuses on the
cost-benefit provided by the product or service.

Forty-seven responses were obtained and from this
an usability assessment was made of the three most
commonly used collective buying sites. It also were
identified some characteristics related to usability and
emotional design, which influence people to buy for
this type of Website and why people prefer one web-
site and not another.

6. Results

Of the interviewed, 62% are female and 77%
possess 18 to 24 years, being that 77% said they often
buy at shopping sites collectively. As regards the
user's perception about the usability of the sites, 9%
find it difficult to find/navigate into sites, 13% have
difficulty in locating new discounts and 11% did not
think the sites are friendly. The collective buying site

which the most users utilize is the Peixe Urbano with
90% of users, followed by Groupon with 69% and
Clickon with 36%.

The main reasons stated by the 23% who do
not utilize collective buying sites are the lack of habit,
lack of confidence in buying online, unaware of the
advantages this type of service offers and deals that
are not pleasing.

Using the Likert scale, 74% said that the
discount/ final price influences a lot to purchase (Fig-
ure 2). 43% said that the number of people that al-
ready bought the offer didn’t influence (Figure 3).
34% said that to know the company providing the
service/ product influences a lot to buy the offer
(Figure 4) and 34% also said that the description of
the product/service offered by the site influences a lot
before buying (Figure 5).

Discount/Final price

T4%

., 9% go
2% o 5%

1 2 3 4 5
Dontinfluences  Influences a lot
Fig. 2 — Influence of discounts on online purchases.

Mumber of people that already
bought the offer

. 43%

23%

12
A 15%

- 11%
‘1illn.
1 2 3 5

Don'tinfluences  Influences a lot

Fig. 3 — Influence of buyers on online purchases.
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The company that offer
the product/service

34%
15 30%

12 21%

oo, 4%

1 2 q 4 £

Don't influences  Influences a lot

Fig. 4 — Influence of the company’s name on online
purchases.

Description of the product/service
18 349 34%

19%

Don't influences  Influences a lot

Fig. 5 — Influence of the description of product or
service on online purchases.

7. Discussion

Usability and emotional design contributes to that
the user in addition to accomplish tasks with effec-
tiveness, efficiency and satisfaction, can also be per-
suaded to the time of purchase through the experi-
ences that offer products or services.

However when this not occurs, it indicates that the
usability and the three levels of emotional design
have not been well developed or are not interacting
with each other, as it 9% of users find difficult to
navigate through collective buying sites, 13% can’t
find new promotions and 11% didn’t think the sites
are friendly. What needs to be reviewed so that user
can have more pleasurable experience in the purchase
act, is the improvement of strategic approach with the

promotion and simplification of purchasing processes.

By increasing simplicity, the usability increases too

[11].
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