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Abstract
Effect of Website Design Factors on Shopping on Internet
(Field Study in Damascus City)

This study aims to identify website design factors , that impact on online
shopping, from view of Syrian consumers. For achievement of research
objectives, was designed a questionnaire , was distributed to the
withdrawn sample which include (120) units, the questionnaire that have
been analyzed were(103) ones, and Using SPSS program to analyze data
and test hypothesis ,the study reached a number of findings, of which the
most significant were the following:

1-The consumes of men and high level education are more likely to
online shopping;

2-Using factor analysis, the study found that, the variables that impact on
attractive website design are seven factors, classified according as their
importance as following: context , commerce, website reputation,
pleasure, advertisement, content, and color and sound effects

3-There is a impact apiece : context , commerce, website reputation,
pleasure, advertisement, content on online shopping, while color and
sound effects haven’t any impact.

The study has reached a number of recommendations in view of the
study results.
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