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Introduction

The proliferation of social media platform greatly transforms 
the way people interact with physical products. Among all kinds of 
social media content, one type of information is worthy of further 
research: image. Consumers are inclined to view photograph to 
get the first impression of products for a short period, which is an 
effective avenue of tangibilizing intangible experience [1]. Users 
share them in social media to self-projecting and self-branding 
[1,13-15]. The implication of UGI not only facilitate other users to 
comprehend product-related experience, but also help marketer 
to unlock users’ intangible, subjective and ultimately personal 
user experience [2,16]. Accordingly, UGI can be critical or even 
precious in terms of user real experience.

Nevertheless, as some UGI are taken under a specific 
circumstance and with a certain emotion, it is not simple for other 
viewers to appreciate these pictures [3] and poor user experience 
can occur [4]. In addition, the quality of UGC images posted is 
varied, for there is no quality criterion required for UGI display, 
such as the angle change, insufficient light, and low resolution. 
This phenomenon may provide viewers with a mediocre or even 
horrible experience.

In particular, we pay attention to the resolution of the image. 
Image resolution is a vital parameter to represent the quality of  

 
an image [5]. All the image processing relies on the image pixel. 
As information is carried within the pixel, thus a higher resolution 
image will possibly give us greater vision impetus for it has more 
abundant information compared with the lower one. However, 
whether a greater pixel quality can increase all the user experience 
dimension is still not thoroughly researched. Therefore, we aim 
to investigate the relationship between the user-generated image 
pixel quality and user experience. Moreover, we highlight the user 
experience issue in this paper. User experience can be classified 
into emotional, aesthetic and behavioral dimensions. The emotion 
dimension is concerned with how we feel and react with the 
external stimulus [6,17]. It reflects the deeper psychological 
state of the holder [7,18,19]. Besides, aesthetic experience is 
multifaceted, diverse, complex, and associated with manifold 
subjective perceptions [8,20]. Different from emotion which is 
user-centered, the aesthetic feeling is product-centered [9,21]. 
Moreover, behavioral experience can be measured by continued 
search, purchase willingness and recommendation (Table 1). 

Methods

Our study is designed to investigate whether the image pixel 
level’s quality has an influence on user experience. We have 
hypothesized the elevated image pixel quality, which is resolution 
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factor in our research, can increase the user experience from both 
the emotion, aesthetic, search, purchase and recommendation 
experience. 

Environment

Our study is carried within the environment of classroom. The 
experiment materials are displayed on monitors, allowing several 
subjects to do the experiments simultaneously. Temperature 
is controlled at 25 degree Celsius. During the experiment 
time, subjected are not allowed to talk to each other to avoid 
unnecessary interference. 

Participants

One hundred and thirteen students from the various 
universities are enrolled in our study, in exchange for credit in 
their course. All participants are native Chinese speakers. They 
major in business (29.2%), management (31.0%) and accountant 
(39.8%). Three subjects’ answers are not included because they 
do not fill in the form completely. Of the remaining 110 students 
(Mage = 21.6, 42% male), 72.7% are the undergraduate students, 
and the others are the postgraduates.

The university students are chosen for the following reasons: 
On one hand, the students are early adopters to search the 

Internet for fun or information [22]. Lee and Shin’s research [23] 
acknowledge that university students are the major participator 
in product-related community online. On the other hand, 
university students have more free time and energy to be engaged 
in the community. Therefore, we select university students as our 
subjects.

Procedure

Our study is a one (resolution: original image vs enhanced 
image) factor between-subject design. We manipulate the 
resolution by increasing the pixel to a remarkable degree. The 
authors invite one marketing professor, who is very experienced 
in this major, and three senior social media users, spending almost 
two hours on social media each day for several years, to guarantee 
the quality of image converting process. Participants are asked to 
imagine they are surfing the social network application and watch 
the user-generated photographs. After viewing the stimulus 
image, the subjects are required to fill in the questionnaire, which 
is composed of the product description words, SAE, NPS and other 
scales (Table 1). The image is shown randomized, and it is not 
labeled as the original or enhanced one. The presentation time is 
ten seconds. We set the goods category as the beverage, for the 
subjects are accustomed to this everyday commodity (Table 2 & 
3). 

Table 1: The user experience dimension. 

Dimension Measurement Content Measurement

Emotion Pleasure SAM [10]

Emotion Arousal SAM

Emotion Dominance SAM

Aesthetic Aesthetic Product evaluation matrix [11]

Behavior Continued search Single scale

Behavior Purchase willingness Single scale

Behavior Recommendation NPS [12]

Table 2: The descriptive of variables.

Variables Mean Std. Dev. (1) (2) (3) (4) (5) (6) (7)

(1) Aesthetic 4.791 2.574 1.000

(2) Pleasure 3.973 0.903 0.321*** 1.000

(3) Arousal 3.073 1.209 0.176* 0.573*** 1.000

(4) Dominance 3.373 1.099 0.125 0.666*** 0.635*** 1.000

(5) Search 3.109 1.251 0.249*** 0.482*** 0.437*** 0.364*** 1.000

(6) Purchase 3.473 1.179 0.139 0.633*** 0.503*** 0.514*** 0.413*** 1.000

(7) Recommendation 6.664 2.28 0.194** 0.691*** 0.545*** 0.651*** 0.521*** 0.725 1.000
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Table 3: The VIF result.

Variable VIF 1/VIF

(1) Aesthetic 3.1 0.322

(2) Pleasure 2.74 0.365

(3) Arousal 2.44 0.41

(4) Dominance 2.33 0.429

(5) Search 1.93 0.518

(6) Purchase 1.51 0.663

(7) Recommendation 1.16 0.861

Result

To test the multicollinearity issue, we conduct the VIF 
analysis. The outcomes are all below 10. Therefore it is not a major 
problem. All the correlation data can be seen in table 2. Table 4 
reveals the preliminary results of our study. By using independent 
sample t-test, we can find the participants who view the enhanced 

image have higher scores than those who see the original ones 
on emotional pleasure (t=3.93, p<0.001), emotion dominance 
(t=2.77,p=.007)，purchase willingness (t=3.20,p，0.002) and 
recommendation (t=2.90, p=0.005). Besides, in terms of the 
aesthetic adjective matrix, two different groups show almost the 
same pattern (Figure 1). 

Table 4: Means and standard deviations for all variables and conditions.

Original Group Enhanced Group

M SD M SD

Aesthetic 4.71 3 4.87 2.08

Emotion(Pleasure) 3.65*** 0.91 4.29*** 0.79

Emotion(Arousal) 2.87* 1.16 3.27* 1.24

Emotion(Dominance) 3.09*** 1.14 3.65*** 0.99

Continued search 3.02 1.3 3.2 1.21

Purchase willingness 3.13*** 1.2 3.82*** 1.06

Recommendation 6.05*** 2.64 7.27*** 1.66

(Result is significant below the 0.01 level***, 0.05**,0.1*)

Figure 1: The radar graph of the aesthetic words.

To further investigate the contribution of different variables to 
behavior dimension, we also carry out ordinal regression analysis. 
Moreover, we select the ordinal regression model to measure the 

relationship between the behavior dimension and other variables, 
which can be demonstrated by the equation coefficients. The 
reason is that the dependent variables are categorical and ordinal 
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variables. From the results, we can obtain the information that 
purchase and recommendation has a significant connection 

with pleasure in all groups. Besides, dominance has a positive 
relationship with recommendation behavior (Table 5).

Table 5: The results of regression.

Variable Search Purchase Recommendation

Aesthetic 0.108(0.072) -0.060(0.076) 0.070(0.078)

Emotion(Pleasure) 0.826(0.302)*** 1.401(0.323)*** 1.168(0.306)***

Emotion(Arousal) 0.456(0.196)** 0.317(0.222) 0.256(0.195)

Emotion(Dominance) -0.115(0.243) 0.193(0.257) 0.694(0.250)***

-2LogLilehood 303.945 265.591 377.287

R Square (pseudo) 0.111 0.188 0.178

(Result is significant below the 0.01 level***, 0.05**,0.1*).

Discussion

From the findings of the results section, we can conclude that 
the user experience increases as a result of the elevated image 
pixel quality generally. The higher the resolution is, the greater 
the user emotion pleasure, dominance, purchase willingness and 
recommendation experience will be. However, in terms of the 
aesthetic word number, emotion arousal, and continued search, 
there are no (or marginal) significant differences between two 
groups. The aesthetic word numbers tend to have low correlation 
with image quality, indicating that subjects’ perception towards 
this product is similar. Also from figure 1, we identify the similar 
adjective trend, both featuring the warm, aromatic, popular, which 
is the common description word for the beverage. 

One point added to our conclusion is that through the 
regression model, we can know the pleasure factor contribute 
significantly to search, purchase and recommendation behavior. 
Moreover, the recommendation willingness increases with the 
rise of dominance, showing that affective plays a critical role in 

the formation of recommendation behavior, which can be a vital 
heuristic finding for product-related marketing. 

Conclusion

Despite the fact the user-generated content has increased 
at an unprecedented speed, the image quality-related research 
under the social media context is still scarce. The image quality’s 
effect on the user experience is not thoroughly studied. To bridge 
this knowledge gap, this paper put forward the image quality 
(resolution) and user experience sub-dimensions (aesthetic, 
emotion, continued search, purchase and recommendation 
behavior). Besides, we conduct scenario-based study to 
investigate the influence of user-generated image quality on the 
user experience. The findings can provide a new insight for the 
academics and practitioners to understand the user-generated 
image quality’s influence on consumers perceived product and 
brand (Appendix).

A.1.Product evaluation matrix
Modern Compact Sense Of Science and Technology Artificial

Personal Old Coarse Static

Smooth Conventional Popular Cumbersome

Hand-made New Natural Dynamic
B. Self-assessment manikin (Bradley & Lang,1994)
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The first row is pleasure, the second is arousal and the third is dominance.
• first row: sorrowful, happy.
• Second row: calm, exciting.
• Third row: influenced, influential

C.Net promoter Score
The possibility that I recommend this product to my friend or other people will be:       

0    1    2    3    4    5    6    7    8    9    10
D. Experiment material
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