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Abstract

In the context of the rapid development of e-commerce, the integration of visual art and commercial
marketing has increasingly become a key factor in enhancing user experience and conversion effi-
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ciency. This article will start from the professional perspective of art design to explore the Morandi
color system—a low-saturation, gray-toned color aesthetic derived from the Italian painter Giorgio
Morandi, and its commercial value transformation mechanism in e-commerce detail page design.
Through cross-analysis of art theory and consumer psychology, combined with methods such as
eye-tracking experiments, it verifies that the Morandi color system, through its unique “high-grade
gray” visual language, can effectively enhance consumers’ emotional identification and trust. This
article emphasizes the synergy between color aesthetics and consumer behavior, aiming to provide
strategic suggestions for e-commerce visual marketing.
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