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ABSTRACT: Color plays a vital role in shaping consumer behavior, especially in digital food ordering interfaces. 

This study investigates the psychological effects of color choices on user engagement, decision-making, and ordering 

preferences in food delivery applications. Through a controlled experiment, multiple food ordering interface 

prototypes with different color schemes were tested on participants. Heatmap analysis, survey responses, and order 

completion rates were used to assess user behavior. 

 

The results indicate that warm colors (red, yellow) significantly increase order conversion rates and create a sense of 

urgency, while cool colors (blue, green) encourage longer browsing times and promote healthier food choices. These 

findings align with existing research on color psychology in marketing but also highlight new insights into digital 

UI/UX design for food ordering platforms. The study concludes that color selection in food ordering interfaces 

directly influences user behavior, offering valuable design guidelines for food delivery apps. Future research should 

explore cultural differences, demographic variations, and real-world A/B testing to further validate these insights. 
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I. INTRODUCTION 

 

Understanding the Role of Colors in Food Ordering: Colors play a crucial role in human psychology, influencing 

emotions, perceptions, and decision- 

 

making processes. In the context of food ordering interfaces, colors are strategically used to 

 

enhance user engagement, guide attention, and stimulate appetite. Historically, businesses have leveraged color 

psychology in 

 

branding and marketing, with fast-food chains often using red and 

 

yellow to evoke excitement and hunger. 

 

Key terms relevant to this study include: 

 

• Color Psychology – The study of how colors affect human emotions and behaviors. 

 

• User Interface (UI) Design – The process of designing interactive digital interfaces for users. 

• Food Ordering Interfaces – Digital platforms (mobile apps, websites) used for ordering food online 

 

Existing Research on Color Psychology: Previous studies have established that colors influence consumer behavior. 

Research suggests that warm colors like red and orange stimulate appetite, while cooler colors like blue and green are 

associated with health and freshness. Studies on UI/UX design highlight that color contrast, brightness, and saturation 

impact user engagement and conversion rates. However, limited research exists on how specific colors in food ordering 

interfaces directly affect user choices and purchase behavior. 
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Identifying the Research Gap:While numerous studies discuss color psychology in marketing and branding, there is a 

lack of focused research on how colors influence decision-making in food ordering applications. Most existing studies 

analyze general UI design principles rather than the specific impact of colors on food choices in digital environments. 

 

Research Objectives: This study aims to investigate how different colors in food ordering interfaces influence user 

 

behavior, including order frequency, food category preferences, and overall user experience. By analyzing user 

interactions and responses to different color schemes, the research seeks to provide insights for optimizing UI design in 

food ordering platforms. 

 

Scope and Limitations: This research is limited to digital food ordering interfaces, specifically mobile applications 

and websites. It does not cover in-store digital menu boards or physical restaurant branding. The study will focus on 

user behavior within a controlled experimental setup and will not account for external factors such as cultural 

differences or personal color preferences. 

 

II. RESEARCH METHODOLOGY 

 

Experimental Materials and Setup : 

 

• Food Ordering Interface Prototypes – Custom-designed UI mockups with different color schemes (e.g., red-

dominant, blue-dominant, neutral, etc.). 

• Survey Questionnaires – Designed to gather user feedback on their ordering experience. 

 

• User Participants – A sample group of individuals selected for the experiment, ensuring diversity in age and food 

preferences. 

 

• Screen Recording & Eye-Tracking Software – To monitor user interactions and decision-making patterns. 

 

Experimental Procedure: 

 

1. 2. 3. 4. Prototype Development: Created multiple versions of a food ordering interface, each with a different color 

scheme. Participant Selection & Testing Environment: Recruited participants and assigned them an interface to 

simulate a real ordering scenario. 

Experiment Execution: Participants browsed the menu, and interaction data was recorded. 

 

Data Collection: Surveys and eye-tracking data were analyzed to determine engagement levels with different colors. 

 

Data Analysis Tools and Techniques: 

 

• Google Forms / Typeform – For collecting survey responses. 

 

• Heatmap Analytics (e.g., Hotjar, Crazy Egg) – To visualize user engagement and interaction. 

 

• SPSS / Excel / Python – For statistical analysis and data visualization. 

 

• Eye-Tracking Software – To measure gaze fixation and attention span on different UI elements. 

 

Ensuring Experiment Reliability: 

 

• Controlled Variables: Maintained identical UI structures except for color differences. 

 

• Sample Size: Ensured a sufficiently large and diverse participant pool. 

 

• Blind Testing: Participants were unaware of the research focus. 
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• Repetition: Conducted trials multiple times to verify consistency in results 

 

III. FINDINGS AND INTERPRETATION 

 

Key Results and Observations: 

 

• Warm colors (Red, Yellow): Increased order completion rates.• Cool colors (Blue, Green): Encouraged browsing 
and influenced healthier choices. 

• Survey Findings: Red/yellow evoked excitement, blue promoted calmness, green reinforced trust. 

 

Data Representation Through Visuals: 

 

 
 

 
 

V. CONCLUSION 

 

Research Objectives Revisited: This research aimed to explore the impact of color psychology in food ordering 

interfaces to optimize UI/UX design for increased engagement and sales. 

 

Summary of Key Findings: 
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• Red and yellow enhanced urgency and purchase decisions. 

 

• Blue and green promoted exploration and healthier choices. 

 

Practical Implications: 

 

• Fast food brands should use warm colors for impulse purchases. 

 

• Health-oriented platforms should incorporate green for trust. 

 

• Luxury dining apps can use blue for refined experiences. 

 

Suggestions for Future Research 

 

• Explore cultural and demographic differences in color perception. 

 

• Conduct real-world A/B testing on active food ordering platforms. 
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