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Introduction

Businesses leveraging the internet can effectively communicate and disseminate
information to customers while also receiving valuable feedback regarding satisfaction [1].
With the rising popularity of electronic commerce (e-commerce), companies selling fashion-
related products increasingly utilize the Internet to connect with consumers and gain a
competitive edge [2]. One prominent form of e-commerce is the marketplace, which serves as

an intermediary between sellers and online buyers, managed by the platform itself. Well-
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known e-commerce platforms include Shopee, Zara, |D.id, eBay, Mango, Stradivarius, and ASOS
[3].

Websites and applications are revolutionary technologies that have significantly
transformed the business environment, providing a positive impact on e-commerce. These
platforms serve as venues for buying and selling products, and services, or obtaining
information via the Internet [4]. However, the absence of a standardized user interface in e-
commerce websites can affect users' decisions to adopt these sites for online shopping.
Findings indicate a strong association between user expectations of utility and ease of use with
a standardized user interface [4].

Layout strategy is a crucial decision that falls into long-term strategies within supply
chain centrality. Effective and efficient layout design impacts competitiveness, process
flexibility, costs, and the development of a company's image [5]. The objective of the website
or application layoutis to present items in a limited online space in a way that allows customers
and computers or gadgets to communicate efficiently, ultimately facilitating sales and
development [5].

This research employs the GeM model to analyze the layout structure of the ASOS
application. The researcher's interest in the ASOS application stems from its global recognition
and its focus on fashion products [3]. According to Ref. [6], ASOS has a higher rating than Zara
products, with many positive responses from users in the Play Store. ASOS, an e-commerce
platform founded in London on June 3, 2000, stands for As Seen on Screen. In 2003, it was
abbreviated to ASOS [7]. The platform was founded by Nick Robertson, a British entrepreneur,
along with Andrew Regan and Quentin Griffiths. Nick Robertson served as CEO in 2015 and has
worked since 2009 as Chief Financial Officer [8]. ASOS Brands, created by a London design
team, strives to bring customers the latest clothing, shoes, accessories, and gifts [9].

This research contributes to the understanding of multimodality, a concept within the
social semiotics approach. Multimodality is valuable for providing information inputs for
language learners to enhance their linguistic knowledge and comprehend more about
multimodal information. Through this analytical analysis of the multimodality framework in a
social semiotics approach, the research aims to explore various semiotic artifacts in the ASOS
application, a social networking site from the United Kingdom. This study investigates the
representation of visual meaning and the relationships between elements on different pages,
providing deeper insights into the conditions shaping the communication landscape and the
semiotic resources that influence customer decisions.

By focusing on a social semiotic approach, this study offers a nuanced view of the
semiotic resources and principles related to visual imagery and text, the two most popular

communication modes in contemporary society.
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Material and Methods

This study utilizes a qualitative descriptive research approach to analyze the layout
structure of the ASOS application using the GeM model framework. Data collection involved
capturing screenshots from various screens within the ASOS mobile application, including the
home screen, categories screen, Ramadhan edit screen, brand screen, my bag screen, and add
address screen. The analysis proceeded through a systematic process designed to identify and
interpret minimal elements that serve as foundational components across all analyzed pages.
This initial step, known as the base layer identification, categorizes every visible element on
each page into distinct base units such as icons, text blocks, buttons, and images. Subsequently,
the layout base for GeM presentation layers was established, focusing on the grouping and
segmentation of these base units within the application’s interface. This stage encompassed
three main components: layout segmentation to delineate different sections of the interface,
realization information to detail visual attributes like typography and color schemes, and
layout structure information to analyze hierarchical relationships among segmented elements.
The analysis culminated in connecting these base units and layout bases to form a
comprehensive layout structure, thereby elucidating how these elements collectively
contribute to the user experience and interface design of the ASOS application. This
methodological approach ensures a thorough examination of both micro-level interface
components and macro-level layout strategies, offering insights into the effectiveness and user

engagement aspects of ASOS's interface design.
Results

In this section, the researcher analyzed the base units and layout bases found within
the screens of the ASOS application, spanning from the home screen to the checkout screen.
These screens serve to inform customers about products and brands available on the platform,
aid in product selection, guide them through purchasing and payment processes, and facilitate

an enjoyable online shopping experience.

A. Base Units

The home screen prominently features ten images, each serving as a gateway to various
product categories and promotional offers. Positioned at the top is a menu icon providing
access to account settings and customer support. Additionally, icons for men's and women's
brands allow users to navigate directly to their respective sections. A heart-shaped icon
enables users to save favorite items for future purchases, while a search icon facilitates brand

and product searches.

Optimizing Layout Structure in the ASOS Application Using the GeM Framework ... (Wardhani)

237



JPES Vol. 3, No. 03, December 2024, pp. 235-242

v

MEN v

Q

Fig. 1. Menu icon, men icon, love icon, and search icon

Within the menu screen, ASOS highlights ongoing brand promotions, including discounts of up

to 80%. Trending items such as sneakers, accessories, and seasonal offerings like Ramadan

editions are also prominently featured.

The Ramadan
Edir

Fig. 2. Sale promotion and Ramadan edit

To further incentivize purchases, conditional vouchers are provided, with a "Go Shopping"

hyperlink at the bottom of the menu screen guiding users to additional shopping options.

B. Layout Base

Fig. 3. Hyperlink to next screen

Following the identification of base units, the study delved into analyzing the layout base

of the home screen, revealing 13 distinct groups:
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Fig. 4. Layout Base Home Screen
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The layout bases ranged from textual and iconographic elements to promotional banners and

navigational aids, each strategically placed to enhance user experience and engagement.

Fig. 5. Layout based on home screen

C. Layout Structure

The overall layout structure of the home screen is depicted in Figure 6, showcasing how
base units and layout bases are organized spatially to optimize user interaction and visual

appeal. Across the home screen, the study identified a total of 40 base units distributed among

the 13 layout bases.

(‘

The Ramadon

8]

Fig. 6. Layout structure and area model in home screen
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The findings underscore the meticulous design approach employed by ASOS to cater to diverse
user needs and preferences. By integrating various base units into cohesive layout bases, ASOS
effectively communicates its brand offerings while ensuring navigational ease and aesthetic

coherence.

Discussion

The analysis of base units and layout bases within the ASOS application reveals a
meticulous alignment of design elements aimed at significantly enhancing user engagement
and seamlessly facilitating intuitive navigation throughout the platform. ASOS strategically
integrates visual and textual cues on its home screen, underscoring the company’s steadfast
commitment to delivering a superior shopping experience. By adeptly grouping base units into
cohesive layout bases, ASOS effectively optimizes the presentation of promotional offers and
navigational tools. This strategic arrangement not only guides users through their shopping

journey with clarity and efficiency but also enhances their overall satisfaction.

Furthermore, the in-depth layout structure analysis illustrates ASOS's strong emphasis
on visual hierarchy and meticulous spatial organization. This deliberate approach not only
improves the usability of the platform but also reinforces ASOS’s distinctive brand identity.
The findings underscore the effectiveness of ASOS’s design strategy in capturing user interest
and enhancing product visibility, which are crucial elements for sustaining competitiveness in

the dynamic e-commerce landscape.

In conclusion, this study offers valuable insights into the practical application of the
GeM model framework for analyzing and optimizing e-commerce interfaces like ASOS. By
comprehensively understanding how base units and layout bases interact within ASOS’s
interface, designers and researchers can derive actionable insights to refine interface design
strategies. Ultimately, this approach aims to enrich the user experience, foster customer

loyalty, and drive business success in the competitive online retail environment.
Conclusion

In this study, researchers conducted an in-depth analysis of seven screens within the
ASOS online shopping application, identifying a total of two hundred and seven base units.
These base units encompassed various elements such as photographs, icons, text blocks, and
boxes, each serving as integral components of the ASOS interface. Notably, many of these
elements functioned as hyperlinks, underscoring the application's complexity and its
multifaceted nature as an online shopping platform. The analysis of base units revealed ASOS's
robust use of hyperlinks throughout its interface, reflecting its comprehensive approach to

facilitating user navigation and interaction. However, the abundance of hyperlinks also
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presents challenges, potentially leading to user confusion due to the extensive choices
available. Additionally, the study explored fifty-one layout bases across the seven screens,
highlighting the clear organization of elements within each screen. The layout bases effectively
structured the presentation of content, enhancing user engagement and facilitating intuitive
navigation within the application. It is evident from the analysis that ASOS's interface design
caters primarily to young adults and teenagers, characterized by its dynamic layout and
visually appealing presentation. The determination of layout bases was closely aligned with
the strategic arrangement of base units, ensuring coherence and usability across the

application.
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