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ABSTRACT 
 
The growth of mobile telecommunication device is inevitable and so is mobile commerce. The 
purpose of this study is to test if there is any relationship between website design elements 
(Navigation Design, Information Design, and Visual Design) and Trust, Enjoyment, Satisfaction, also 
M-Loyalty. User’s perception of website design element was examined for two different countries. 
PLS-SEM was used to test the structural model in this research. SmartPLS3 is used to process the 
primer data from questionnaires. There are 177 participants from Indonesia and Taiwan who were 
asked about their experience regarding the Rakuten website through mobile device. This study finds 
that there are some important relationships between variables which have shown different results from 
previous studies. In addition, Navigation Design is the weakest variable among the others in the 
proposed model. Even the website Enjoyment can not influence the M-Loyalty, most of the proposed 
hypotheses are supported. For the future works, it will be more interesting to explore the difference 
between genders on their perception of website design, Trust, Enjoyment, Satisfaction, and M-Loyalty 
across culture. 
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INTRODUCTION 

 
The internet sector has grown exponentially, increasing its diffusive power and cross-industry impact. 
SingPost [1] reported that in 2014, Indonesia’s Internet user base has slated to 20 percent year-on-year 
growth until 2016, which will lead to 102.8 million Indonesians online by then. In 2014, Indonesia 
had 5.9 million online shoppers. By 2016, SingPost estimated that Indonesia will have 8.7 million 
local shoppers on the Internet. Revenue from Taiwan's e-commerce transactions reached NT$767.3 
billion in 2013 [2]. 
 
Asian countries account for nearly half of all mobile online shopping, worth more than US$230 
billion annually [3]. Fierce competition between mobile companies is driving mobile phone and 
subscription plan prices down, making them increasingly affordable to Indonesian and Taiwanese on 
modest wages. That is one of the reasons why Taiwanese and Indonesians start to use their mobile 
phone to do shopping. Another reason they favor mobile commerce is due to its convenience, they can 
use it while traveling, working or other activities on a daily basis. 
 
While e-commerce and the World Wide Web have made it easier to distribute information 
electronically for global audiences, the challenge still remains because consumer behavior is 
influenced by culture. Effective website design must appeal to users from diverse cultures [4]-[5]-[6]. 
The increasing trend of product localization from competitors, customers around the world expect 
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product localization. 
In the e-business world, there are mutual relationship between the vendors and the buyers. The mutual 
relationship will not happen if one of the parties can not be trusted. Consumer factors influencing 
formation of website trust include an individual’s disposition to trust or dispositional trust [7]-[8], 
Internet usage and past Internet experience [9]-[10], concerns for privacy and security and familiarity 
with the website [11]-[12].Effectivity of website design including Information Design, Navigation 
Design and Visual Design can potentially result in online Trust [12]-[14], Satisfaction [14]-[15], and 
Enjoyment [16]-[17]. 
 
Based on the preceding statement, this study propose the following model to analyze m-loyalty with 
SEM including external factors (website design, Trust, Enjoyment and Satisfaction) for Indonesia and 
Taiwan consumers. 

 
From the results of open-ended questions in the questionnaire, most of participants said that information 
and design displayed in the localized website of Rakuten are satisfying. Rakuten mobile website 
provides a lot of products, customer can also compare the price from one shop to another shop.  Rakuten 
provides “Hot Items” information, therefore customer can know the latest popular products in the 
website. Not only information in the mobile website that participants like but also the design of the 
website. A lot of participants said that the color, design and layout of Rakuten mobile website are 
beautiful and appealing.  
 
A lot of participants complained about the insignificant advertisements that ruin the effectivity of mobile 
website. This problem can affect the navigation to another page. The screen of mobile website is not as 
big as the website through their computer, they have to click the menu they want with their finger, and if 
they click the insignificant advertisement accidentally, they will be navigated to the wrong page. This 
problem can affect their response about Navigation Design of Rakuten mobile website.  
 
Information Design is correlated with Trust, this result followed by its correlation with Satisfaction. 
Visual Design is highly correlated with Trust, Enjoyment, and Satisfaction. The unexpected result comes 
from Navigation Design. Navigation Design is not correlated to trust, neither with satisfaction. Trust and 
Satisfaction are confirmed as strong predictors of M-Loyalty. However, this result is not applied for 
relationship between Enjoyment and M-Loyalty. 
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