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Abstract The purpose of this study is to explain what factors influence consumers like to shop online. The concept underlying this study is the phenomenon of online shopping as a behaviors transformation that occurred in Indonesia. Not
only in Indonesia, online shopping has spread to many countries along with the development of e-commerce business. It
can be concluded that some factors influencing most consumers to like shopping online are: the visual appeal of
e-commerce web design, interactive website features, the ease of the website's user interface, the corporate identity design,
and the brand positioning of e-commerce companies.
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1. Introduction

access is unquestionable. People can easily use their various
technology tools to access websites of online shopping.

The rapid digital age makes the development of Information and Communication Technology (ICT) has
spread into every corner of life including business and
commerce [1]. The ability of websites to send various data
such as text, graphics, images, sounds, animation, or even
video make many businesses that utilize commercial website technology to promote their business or called
e-commerce [2].

In general, the average transaction of every online user
in Indonesia has reached US $ 68.3 per year or US $ 5.69
per month. Based on these data, the Indonesian e-commerce
industry is predicted to grow exponentially in line with the
growth of Indonesian internet users [7]. Based on these
conditions, the formulation of the problem can be drawn as
follows: Why do people like to shopping online?

The development of e-commerce in the world has almost reached US $ 840 billion in 2014, sales have exceeded
US $ 695 billion in 2013, and is expected to increase to US
$ 1506 billion by 2018. The increase in sales continues to
indicate that e-commerce has a huge market potential. The
journey and success of e-commerce retailers such as Alibaba, Tenecent, Amazon, Groupon, etc. have been set as an
example for corporate who are able to shift their business
model from brick-and-mortar store to brick-and-click store
[3].

2. Methods

Online shopping behaviours have spread to many
countries. Online buyers in the United States are expected
to spend $ 371 billion by 2016, up 41% from 2013 [4]. It is
also common in Taiwan. In 2014, 61.7% of Taiwanese people bought goods online, even many parents have experience using online shopping sites [5]. Online shopping in
Indonesia is evolving fast. Almost all Indonesian people
even from middle class to upper class know how to conduct
shopping online. This is supported by advances in technology and information media. Currently, the ease of internet

Creswell [8] described the research with a qualitative
approach, which in this case is based on case studies, the
research on single entity or phenomenon (case) of a particular time and activity (can be a program, event, process,
institution or social group), through the collection of detailed
information by using various data collection procedures
during the case. This study focuses on visual studies related
to e-commerce website design using a case study approach to
e-commerce companies that ranked the top 3 in Indonesia
based on alexa.com, namely: Tokopedia (ranked 8th),
Bukalapak (ranked 12th), and Lazada (ranked 14th).The
rating is assessed based on visitor traffic statistics on a
website where the data is stored and analysed and updated
every day by Alexa, then judged by rank for each site.
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3. E-Commerce and Online Shopping
Behaviours
E-commerce is a modern business that meets organization's needs and customers can purchase products in a
certain condition such as when prices get lower, the quality
of goods increases, as well as the speed of delivery service
increases. There are four types of e-commerce: business to
business, business to consumer, consumer to business and
consumer to consumer [9]. The benefit of using e-commerce
is that customers can see the price, colour, and any size they
want to buy conveniently and without wasting a lot of time
[10].
Online shopping has become behaviour in Indonesia. It
is a transaction processes both the sale and purchase of goods
or services through the internet where the sellers and buyers
do not meet physically in the transaction. Goods and services
are offered through the display with images on the website or
virtual store. The availability of information and attractive
website design can encourage someone to purchase goods
online. Now, online shopping is not unfamiliar to everyday
life, both for active internet users and non-active users.

4. Results and Discussions

Figure 1. Tokopedia Home Page

Remarks: 1. the company logo printed on the header
section serves as a corporate identity; 2. Product or store
search features and product categories; 3. the product category comes with subcategories.

4.1.2. The interactive website features more visitors
Completeness of interactive e-commerce web features
can provide attractiveness and attention to visitors as well as
generate curiosity about the information in it. Most
e-commerce sites place an interactive web banner slider on
the home page as a promotional space.

4.1. E-Commerce Web Strength in Attracting Consumers
The era of digitalization makes almost all transactions
can be done online. From year to year, the number of online
stores in Indonesia is growing significantly. This is in line
with the increasing number of consumers who make online
shopping transactions. As stated by Tanjung and Dhewanto
[12], the average transaction of every online user in Indonesia has reached US $ 68.3 per year or US $ 5.69 per month.
Based on these data, the Indonesian e-commerce industry is
predicted to grow exponentially in line with the growth of
Indonesian internet users. Some e-commerce companies
which have been ranked as the top 3 in Indonesia on
alexa.com site are Tokopedia (ranked 8th), Bukalapak
(ranked 12th), and Lazada (ranked 14th).Online shopping
has been a phenomenon and habits until now. Some
strength of e-commerce websites that are able to change the
transformation of online shopping behaviors are:

Figure 2. Web banner sliding on the home page of Tokopedia sites

Figure 3. Interactive slider on the hompage of Tokopedia

4.1.1. The visual appeal of e-commerce web design

4.1.3. Ease of user interface design (UI) on the website

E-commerce web design plays an important role because it is able to provide visual appeal for visitors. The
visual appeal is an attraction that concerns the look of design, layout, and color composition. The stunning display of
web designs becomes a major force to influence visitors to
explore e-commerce sites even further. The beauty of an
e-commerce web visualization can provide a positive image,
thus increasing the confidence of visitors to buy products
offered. Here is the look of e-commerce web design from
Tokopedia as an e-commerce company in Indonesia which
is ranked highest Alexa (www.alexa.com, 2017).

Ease of use of the user interface can provide its own
convenience to the e-commerce site visitors. Website users
need a convenient user interface [13], which achieves high
levels of ergonomics. Ergonomics includes the concept of
efficiency in interaction with website interface design. If the
website interface is designed based on the principle of usability, then the user can navigate the website comfortably
[14].
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Figure 7.

Corporate Identity Design Bukalapak and Lazada (left to right)

Figure 4. Tokopedia website interface design makes it easy to search
product categories.

The design of the Tokopedia website user interface promotes women's fashion. E-commerce users are mostly
women. Some researchers suggest that women are less
competent in using the Internet than men [15]. Women have
much higher anxiety about using the Internet than men [16].
Further research yielded findings that men stated a more
satisfying online shopping experience than women [17].
4.1.4. Corporate identity design
The corporate identity colors of the three e-commerce
sites: Tokopedia, Bukalapak, and Lazada differ from each
other. Tokopedia uses Green color as corporate identity.
The Green color is relatively more neutral, the effect on the
emotions is almost passive. The Green color represents
contemplation, growth, and freshness [18]. Meanwhile
Bukalapak is more highlighting the color red. The color red
is the color of the most attention. Meanwhile, Lazada highlights the color of the Old Blue as the color of corporate
identity. Blue color has the characteristics of calm and passive. Color is a characteristic brand amplifier. No less important is the color effect on the convenience (user experience) website visitors. Illustration of Tokopedia's corporate
identity tends to emphasize the vector illustration, and to
make the logo logo as the visual key. The illustration of
Bukalapak and Lazada corporate identity tends to emphasize photography and there is no special visual key.

Figure 5. Tokopedia Logo and Character Design

4.1. 5. Brand positioning of e-commerce companies
According to Tom Duncan [19] the definition of brand
position is the status of a brand compared to its competitors
in the minds of customers, prospects and other shareholders.
The three e-commerce sites that ranked highest in Alexa
have a brand positioning strategy that is not much different
from each other. Tokopedia positions itself as an
e-commerce provider of a complete range of products and
services. It can be seen from Tokopedia advertisements that
feature illustrations of various products or services, such as
air tickets, sports equipment, gadgets, and electronics with
all the ease of getting it in Tokopedia.

Figure 8. Tokopedia promotional ad

Not much different from Tokopedia, Bukalapak also
positioned itself as an e-commerce provider of various needs
of goods and services ranging from gadgets, airline tickets,
trains, and electricity and pulse payments.

Figure 9. Bukalapak promotional advertisement

In contrast to Tokopedia and Bukalapak, Lazada sites
tend to feature gadgets or el-ectronic products.

Figure 6. Character Logo as a Visual Key on Tokopedia Corporate Identity Design
Figure 10. Lazada Promotional Ads
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5. Conclusion
It can be deduced that some of the factors that make the
most of people love online shopping are: (1) the visual appeal of ecommerce web design. The beauty of the visualization of an e-commerce web is able to provide a positive
image, thus increasing the visitor's confidence to buy the
products on offer. (2) Completeness of interactive
e-commerce web features can provide attractiveness and
attention for visitors and generate curiosity about the information in it. (3) The ease of the user interface on the website
can provide its own convenience to the visitors of
e-commerce sites. (4) Visualization of corporate identity
design of an e-commerce company able to provide perception and formation of corporate image in the minds of buyers.
(5) Brand positioning plays a role to show the status of an
e-commerce company compared to competitors in the minds
of customers, prospects and other shareholders.
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