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Influence of the color of cashmere sweater on online attention and
visual-haptic perception
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(1. School of Business Beijing Institute of Fashion Technology Beijing 100029 China;
2. School of Fashion Beijing Institute of Fashion Technology Beijing 100029 China)

Abstract: In order to help E-commerce enterprises find the most suitable color of cashmere sweater
to display the eye tracking system was used to test the attention degree of different colors of cashmere
sweater. The hot spots and interest regions were analyzed to seek the color of cashmere sweater that can
attract the most attention. Meanwhile questionnaire survey was conducted to analyze the difference of
visual-haptic perception with different colors of cashmere sweater and to search for the colors of cashmere
sweater with good visual-haptic perception. The results showed that the light colors of cashmere sweaters
are more likely to attract people”s attention as well as feel softer and more elastic; deep colors of
cashmere sweaters attract people’s attention difficultly but they make people feel warmer and thicker;
different colors of cashmere sweaters differ in attention and visual-haptic perception. The combination of
the two mentioned researches will help E-commerce enterprises to choose the colors of cashmere sweater
with high attention and good visual-haptic perception in online display.
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