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Abstract

This paper is to identifies how design atmosphere of
internet shopping mall such as graphics, colors, menu
and link have an effect on arousal and pleasure and
they, in turn, have influence on loyalty by shopping
motives such like purchase, compare with price of
products, search for information, and hedonic of
shopping. A survey study was conducted to collect the
data with consumers who have experience purchase or
search on internet shopping malls. Analysis of
regression with SPSS 17.0 was performed to test the
research hypothesis. The results of the study are as
follows: It was found that colors has influences on
arousal but menu and link have an effect on both
arousal and pleasure in the group who have shopping
motive of purchase, and graphics, menu and link have
influence on both arousal and pleasure in the group
who have shopping motive of compare with price of
products, and graphics have an effect on both arousal
and pleasure but menu and link has only influences on
arousal in the group who have shopping motive of
search for information. While on the other, all
components of design atmosphere of internet shopping
mall have not influence on consumer’'s emotion such as
arousal and pleasure in the group who have hedonic of
shopping, but loyalty affect on arousal and pleasure in
all group of shopping motives.

Keyword
Design atmosphere, Emotion, Loyalty
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