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Abstract : 

        Online purchase counts among modern fast-spreading phenomena; it also dominates a lot of 
interest and search. This and it comprises miscellaneous activities of research for 
information, evaluation, choice and Comparison between different goods and services 
and even purchase. The design factors of e-commerce sites have won a significant 
captivating share of interest because of the outstanding role it plays in attracting 
consumers not only for their visit but for the repeated visits and acts of purchase which 

reason, the design factors of e-commerce sites has become an appropriate tool in the 
hands of different institutions to enable the e-consumer to realize a variety of 
advantages. To state but a few such as the possibility of rapid access to a very wide 
variety of goods and services from all over the world, the purchase of products at 
lower and substantial price differences in a given time in addition to access to high 
quality services. 
       On the other hand, it became the conceptual design of the web site as a basic 
power of persuasion that affects the behavior of consumers to buy from stores that are 
similar electronic display ports in traditional marketing. Those consumers, become 
compelled to think, feel and act in a dramatic way that makes them not only eager to 
buy from the site but repeat their visits, and stay there longer, suggesting the 
importance of cyber-marketers need to design websites that are able to attract a larger 
number of customers, and help them make their purchasing decisions. 
        The use of SPSS statistical software to analyze data and test hypotheses so as to 
know the relationship between the influences of the characteristics of the consumer 
group online (represented in gender, age, educational level and income) and a set of 
characteristics of e-business Web Design Foundation Jazzy (represented in the site 
sponsor advertisements for specific programs or themes, colors and fonts used in the 
pages of the site, the use of texts in web pages, images, video and audio effects, flashes 
ads and animated advertising on the home page, ease of use of the site) on the one 
hand (as independent variables) and the buying behavior of the other hand (as the 
dependent variable), to try to identify the most influential variables in the buying 
behavior of the consumer. 
       The analysis results showed that there is a relationship effect statistically 
significant at the level of significance (p  between the dimensions of the design 
of commercial location-mail Foundation Jazzy combined between the purchasing 
behavior of the consumer and that the most influential is (ads and gleams advertising 
animation on the home page), while no significant differences statistically significant 
at the level of significance  for the effect of the characteristics of 
demographic factors on the purchasing behavior of consumers across the website of 
the Foundation Jazzy. 
 
Key words: Consumer Online, e-shopping, e-store, e-commerce. 
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This data flow diagram describes the flow of information requests and responses for a 
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Coefficients non 
standardisés 
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standardisés
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,045 -,262 -2,738 ,007 
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