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ABSTRACT

Color has been widely used in advertisement. However, the effect of background color on
website advertising is still rarely been concern. Furthermore, for physical goods buying, research
shows that there are many negative reactions from customer because of color inaccuracy. And the
situation happens all the time. For the intangible service providing, however, few researches had
ever discussing about the effect of color inaccuracy on service advertisement. This research will try
to find out the effect of different color on service advertisement on website. The research applies

experimental method to examining the website of travel industry.
Keywords: color, color inaccuracy, communication effect, customer satisfaction
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