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ABSTRACT: This study aims to examine consumer trust, adoption level of innovation and 

acceptance of technology as variables that influence online shopping behavior in Banda Aceh. 

Perceptions of consumer trust are measured by the level of shopping security, the level of 

integrity of online shopping service providers, and the level of reliability of online shopping 

compared to traditional shopping. Adoption level of innovation measured by the distance of 

time consumers know of online shopping until the time of purchasing products online assuming 

factors other factors such as price and consumer income are ignored. Acceptance of 

Technology measured by perceived shopping usefulness and perceived ease of use using online 

shopping technology. The technology perceived by respondents is internet technology for 

official online sites Online shopping behavior is measured by attitudes, interests and buying 

behavior through online shopping. This study used SEM analysis with variance approach 

(partial least square path modeling-PLS PM) with smartPLS software. The research 

population is all consumers who have knowledge and experience of internet use in the Banda 

Aceh who do shopping online through official sites and or social media. Samples taken in this 

study were 150 people. The research used purposive sampling technique method with 

proportional sampling based on the rules of sampling. The results showed that, variable 

consumer trust in online shopping behavior had a significant influence on online shopping 

behavior. While the variables of consumer trust have a significant effect on the level of 

adoption of online shopping innovations as well as variables of consumer trust influence the 

acceptance of online shopping technology. While the variable adaption  level of innovation 

does not influence the behavior of online shopping and acceptance of technology does not 

influence the behavior of online shopping. 

KEYWORDS: Consumer Trust, Adoption Level Of Innovation, Acceptance Of Technology, 

Online Shopping Behavior. 

 

INTRODUCTION 

Research Background  

Technology changes and increases internet penetration in Indonesia, shifting patterns of public 

spending from offline to online, the sector continues to experience rapid growth in recent years 

in the country. This is inseparable from the development of information technology and the 

large population of Indonesia. Various trends that occur such as increased smartphone 

penetration, urbanization, and increased income that is ready to be spent (disposable income), 

online business or e-commerce are expected to provide better performance among the people 

of Indonesia. 
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Based on data from the Investment Coordinating Board (2017), there are five things that are 

predicted to become a byword for online shopping or e-commerce trends. More and more 

offline traders are turning to online, Mobile wallets are increasingly prevalent, shipping 

services on the same day are the main choice, Instagram sellers switched to online stores, online 

ticket sales increased. 

There are several factors that influence consumer behavior for online shopping, namely, first, 

changes in shopping behavior related to technology use factors. both behavioral changes are 

related to factors of acceptance of a new thing (innovation) and the three behavioral changes 

related to the trust factor between buyers and online service providers because there is no 

meeting between buyers and sellers. 

Based on the results of Snapcart's research presented by Felix Sugianto as Business 

Development Director of Snapchat Asia Pacific (2018) as many as 65 percent of online 

shopping or e-commerce players are women. Consumer e-commerce shopping is dominated 

by millennials aged 15-24 years as much as 50 percent. While other age groups are generation 

Z (15-24 years) as much as 31 percent, generation X (35-44 years) as much as 16 percent, and 

the remaining two percent are baby boomers (over 45 years) as much as 2 percent. While based 

on location, consumers shopping online are still dominated in Java. Based on geographic data, 

the highest online shopping actors in Indonesia reside in DKI Jakarta (22 percent), West Java 

(21 percent), East Java (14 percent), Central Java (9 percent), Banten (8 percent), and North 

Sumatra (6 percent). 

Chien et al, (2010: 292) Shopping with an online system basically provides several benefits for 

consumers, including consumers can save time, consumers can efficiently transport costs, 

consumers can make transactions 24 hours without being limited by time and place and can 

buy something that other people don't want to know. Consumers can get comfort without being 

disturbed by transportation conditions as happened in traditional purchases (Miyazaki and 

Fernandez, 2001: 28). Consumers can choose various products offered by product providers in 

a relatively short time without being limited by time and place and other technical barriers 

(Klein: 1998, Scansaroli: 1997). Consumers can also buy new, unique and special items that 

cannot be found or are not available at the store (Peterson et al, 1997: 329). Online shopping 

makes it easy for consumers because it is a retail industry where products that are traded are 

products for end consumption at relatively low prices, such as travel tickets, accessories, books, 

cosmetics and other consumer needs that mostly involve economic actors small and medium 

enterprises. 

There are three economic actors that are closely related to the online shopping system, namely 

the government, producers (online service providers) and consumers. For the government, e-

commerce or e-commerce system shopping activities have a very positive impact because it 

encourages the dynamics of trade, especially to middle to lower economic players or small 

medium enterprises, this is because 60% to 70% of online trading transactions are transactions 

with medium turnover carried out by small and medium economic actors. 

The phenomenon shows that users of online shopping in Indonesia with the potential that 

should occur raises the question of what factors caused this to happen, whereas according to a 

conseptual and empirical review it should not happen, because conceptually consumers can 

benefit through online shopping, both financially and non-financially, empirically, consumers, 

producers and the government as the three pillars of economic activity show a huge potential 

in increasing the number and ratio of users of online shopping, but in reality these advantages 
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and disadvantages do not occur in economic conditions Indonesia, the number of online 

shopping users is still very low compared to the potential that should occur. 

Research on consumer behavior is considered very important given the large potential for the 

development of online transactions in Indonesia, especially in the city of Banda Aceh. This 

assumption is based on the idea that by understanding the behavior and attitudes of the 

community towards online shopping patterns, and understanding the factors that surround them 

can provide a useful contribution to the preparation of economic strategy patterns that can 

benefit 3 (three) pillars of economic actors in Indonesia, namely the government, consumers 

and manufacturer / provider. 

 

LITERATURE REVIEW 

Theory of Planned Behavior 

Behavioral theory developed after the emergence of The Theory of Reasoned Action (TRA) 

proposed by Ajzen and Fishben (1975), this theory explains the search for the relationship 

between beliefs through intention to behave. This theory suggests that the main factors that 

influence a person's behavior are the level of one's willingness to desire (individual's intention) 

towards a thing, this tendency that forms a behavior. Intention itself is formed from motivation 

that affects a behavior, where behavior is measured by how much the person wants to do 

something or how strongly someone does something that is a reflection of one's desire, the 

relationship of these three factors shape a person's behavior towards something that is 

addressed, starting from feeling towards a thing, then creating an interest that can be seen from 

the desire to do something that is influenced by environmental factors (subjective norms) and 

then is an action on what is being addressed. 

According to Ajzen (1991) there are 3 (three) main dimensions that influence the formation of 

one's behavior, namely: first; attitude toward behavior (Attiude toward the behavior), Second; 

Subjective Norm, Third; Perceived Behavioral Control. These three dimensions together can 

be used as a measure to predict the tendency of a person's behavior. 

The first dimension that determines a person's behavior is attitude towards behavior this 

dimension refers to the level of preference (favorable) and the level of dislike (unfavorable) of 

someone against a thing. The more a person likes something, the higher the tendency to behave 

positively towards it, and vice versa, the more a person dislikes something, the lower the 

tendency to accept or possess it. 

The second dimension is subjective norms.  Subjective norms referring to external factors that 

can influence a person's attitude towards a matter. Whereas the third dimension is Perceived 

behavioral control, referring to people's perception of the level of difficulty and ease in shaping 

behavior. In general, the theory of planned behavior states that the more positive a person's 

attitude towards something that is addressed and the smaller one's dependence on the pressure 

of the environment and the greater the ability to control what is addressed, the higher the 

tendency to take action based on systematic considerations. 

From the description of behavior as stated above, it can be concluded that consumer behavior 

is an act of a person that is carried out as a result of stimulants and stimuli that influence the 

action. Encouragement or motivation to carry out these actions begins with an evaluation of a 
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matter that gives rise to an attitude that has positive or negative dimensions. A positive attitude 

means someone has a feeling of liking it (favorable) while a negative attitude means an attitude 

of displeasure (unfavorable). Attitudes will direct the actions taken by the person concerned to 

something that is being addressed. The attitude itself appears basically because of the influence 

from outside the relevant self (external factors) such as the environment, and the results of 

experience, as well as internal influences that encourage the emergence of interest to make 

intentions, both dimensions encourage someone to act or behave. 

The concept of Diffusion of Innovation.  

Diffusion of Innovation  theory was developed by Everet M. Rogers since 1962 which was 

influenced by Ryan and Gross's findings in 1943 on hybrid plants (Richardson: 2009: 158). 

Rogers (1995: 11) defines diffusion as a process in which an innovation is communicated 

through a particular communication channel within a certain period of time to community 

members. Innovation itself is defined as an idea, practice activity, or object that is perceived 

by a person, community or unit that will accept it as a new thing or something that has never 

been known before. 

The purpose of an innovation is related to change and efficiency as well as an increase in the 

value of a product, activity, or object, these changes can be related to methods, processes or 

changes in objects. Kotler and Keller (2012) divide innovation into three forms, namely 1) 

economic innovation; that is innovation related to the reduction of the cost of a product, activity 

or object beforehand. cost reduction creates savings that allow consumers to get something at 

a lower cost. 2) Technological innovation; namely the introduction of something new related 

to changes or improvement of a process that allows a product, activity or object to be better, 

faster and more effective than before. 3) social innovation; namely the introduction of 

something new that is related to changes in mindset, habits and culture that occur that allow 

consumers to do activities that are different from before. 

Concept of Technology Acceptance Model 

One theory that is often used for acceptance of a technology is the technology acceptance model 

(TAM) developed by Fred Davis and Richard Bagozzi (Davis 1989, Bagozzi, Davis & 

Warshaw 1992). This theory form  Fishben theory development, namely the theory of reasoned 

action (TRA). This theory discusses a person's behavior in accepting or rejecting technology 

in the use of an activity. Acceptance of a technology is based on the perception of the dimension 

of ease of use (perceived Ease of Use) and the perception of the benefits (Perceived of 

Usefulness), the easier the technology is adapted by the user community, the technology will 

be easily accepted as well as the more beneficial the user technology will be more quickly 

accepted by the public. 

Similiar with the statement, Li and Huang (2009: 919) explained that the purpose of the TAM 

theory is to explain and estimate the possibility of acceptance of a technology based on two 

dimensions, namely the perception of ease of use (perceived ease of use) and perception of the 

benefits to be gained (perceived usefulness ) Perceived ease of use (PEoU) is how the user's 

perception of the level of difficulty in using the technology or how much effort is needed to 

understand the technology, while perceived usefulness (POU) is the user's estimate of how 

much the technology benefits in supporting and completing their activities (The degree to 

which a person believes that using a particular system will enhance his or her job performance). 

 

http://www.eajournals.org/


International Journal of Business and Management Review 

Vol.6, No.8, pp.24-42, September 2018 

___Published by European Centre for Research Training and Development UK (www.eajournals.org) 

28 

ISSN: 2052-6393(Print), ISSN: 2052-6407(Online) 

Concept of Consumer Trust 

Consumer trust is a factor that is very instrumental in the success of online shopping service 

providers (Torkzadeh and Dhillon: 2002), the main reason is the interaction between buyers 

and sellers on online shopping is only done through internet media, there is no physical meeting 

so every online service provider must able to convince consumers through the web site or media 

that they built. 

In connection with online shopping (online shopping / e-commerce) Chen and Dhillon (2003: 

303) suggested three things that must be built by the company in creating consumer trust 

namely, Competence, Integrity and Benevolence. First Competence, related to the company's 

ability to fulfill promises given to consumers. Second Integrity, meaning that companies act 

consistently, and be honest with consumers. Third, Benevolence, means the ability of the 

company to safeguard consumers' desires and respect those desires for the benefit of 

consumers. 

Relationship Between Variables of Consumer Trust, Level of Adoption of Innovation, 

Acceptance of Technology, and Shopping Behavior 

The relationship between variables discusses how the concepts used in this study relate to each 

other which will later become the basis for the preparation of the research framework and 

paradigm, as well as the preparation of hypotheses. Understanding of this grouping is very 

important to know that in determining marketing targets can be done easily. Gefen (2000), 

Jarvenpaa et al (2000), Koufaris (2002), Chen and Dhillon (2003), Agarwal (2007), Hsin Chan 

(2008), Kotler and Keller (2009), Anurag at al (2011) Tan and Thomson Teo (2013) found that 

the rate of adoption of innovation is positively influenced by the level of consumer trust even 

in different objects and analysis units. 

The level of technology acceptance is a variable taken from the technology acceptance theory 

(Davis: 1989) which is a theory that measures how far a person's perception of technology is 

used in their activities. There are two dimensions in the theory of technology acceptance, 

namely the perception of usefulness and perceived ease. Perception of usefulness measures the 

extent to which a person perceives the benefits of the technology used, while the perceived 

ease of measuring the extent to which a person perceives the level of difficulty using the 

technology to be used. The higher the benefits obtained and the easier it is to operate the 

technology used, the more likely the technology will be received.  

This perception influences a person's decision and behavior in accepting a technology. As 

explained in Behavioral Theory (the Behavioral Model) that the role of external factors 

influences a person's behavior in making decisions including the decision to make a purchase. 

According to this theory that stimuli that come from outside such as the opinion of the reference 

group, the attractiveness of advertisements and habits that occur in society influence the 

behavior of someone in making a decision, including the decision to choose a product or 

decision to give confidence to the company or product that will purchased, external stimuli are 

part of the motivation that drives someone to act. 

The speed of society accepting a technology (technology acceptance) depends on the 

stimulation that comes from the outside which encourages the public to evaluate the 

innovations that they encounter. The stimulus combined with intrinsic motivation will create 

an assessment result that will influence the behavior and decisions that will be made by the 

person concerned.  
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The results of Cassalo's research, et.al (2011) explain that consumers who believe in a good 

reputation from internet service providers, will trust the sites that offer goods with these brands. 

Research by Jarvenpaa, et al (2000) says that Consumer Trusts in online shopping are shaped 

by how consumers perceive the reputation of online sites as well as the clarity of information 

that shapes consumer perceptions. Li and Zhang (2002) in their research findings reinforce the 

results of previous studies, that consumers will have high trust in online shopping, if from 

previous experience has good experience, and consumers assume that online shopping has a 

good reputation. The findings of Jones and Leonard (2014) state that perceptions of website 

quality significantly influence consumer confidence. Meanwhile Kotler and Keller (2009) say 

that there are many factors that influence consumer behavior to arrive at purchasing decisions. 

Factors that influence this behavior can be external factors such as the stimulation of the 

product or service that is seen, the consumer environment such as the factor of residence 

(geography), technology, culture and politics that surrounds it as well as internal factors of the 

consumer itself. unity which processes to form a pattern of consumer evaluation both in terms 

of cognitive, affective and final actions. 

The link between consumer trust and online shopping behavior is based on the assumptions of 

Jarvenpaa et al (2000) and Pavlou (2003), which explain that consumer trust influences the 

desire to buy through the formation of attitudes toward online. Furthermore, according to 

Pavlou and Fygenson (2006), and Cheung et al (2005), states that trust creates perceptions 

about something, both for the company (vendor) and the product to be purchased which will 

ultimately shape consumer attitudes, while behavior is shaped by characteristics each 

individual is based on their respective perceptions of what is being addressed. 

Meanwhile in the Theory of Planned Behavior (Ajzen: 1991) effectively explains the 

relationship between attitudes and behavior by combining attitude, behavioral intention, 

subjective norms (subjective norm) and perceived behavioral control. The three components 

are related to the components in diffusion theory Innovation (Roger: 1995), namely a 

component called compatibility, this component says that someone receives something new 

(innovation) depends on whether the innovation is in accordance with the norms and rules that 

apply in the community where the person resides. The length of time an acceptance of an 

innovation is influenced by the person's judgment on the suitability between the values 

contained in the innovation and the values adopted by the surrounding community. Gefen and 

Straub (2000) Pavlou and Feygenson (2006) 

Previous research by Margaret Tan and Thompson Teo (2013). Descriptively explore the 

factors that determine and reason why individuals adopt the internet, including online shopping 

/ e-commerce, the results of this study indicate that fast access, reputation, cost, promotion, 

safety factors are the main determinants of an individual's adoption of technology. internet, 

including adopting online 
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Conceptual Framework and Hypothesis 

We  describes  the conceptual framework as folow:  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. conceptual framework  

Based on the background that contains the formulation of the problem, and supported by the 

theory and research paradigm, the hypotheses proposed are as follows: 

H1: Consumer trust influences online shopping behavior 

H2: Consumer trust influences the level of adoption of online shopping innovations 

H3: The adoption level of innovation affects the behavior of online shopping 

H4: Consumer trust affects the acceptance of online shopping technology 

H5: Acceptance of technology influences online shopping behavior 

H6: The rate of adoption of innovation mediates between consumer trust  and     online shopping 

behavior 

H7: Acceptance of technology mediates between consumer trust and online shopping behavior. 

 

RESEARCH METHODS  

According to Kothari (2004: 7) research methods are understood as all methods or techniques 

used to conduct research. The same thing was stated by Suriasumantri (2010: 328) which states 
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that the research method is the methods used in research. The method used in this study is 

descriptive explanatory method which explains causal relationships and correlations between 

variables through testing hypotheses to obtain fact data. This description research aims to make 

a description or describe the phenomena that exist systematically, factually and accurately 

regarding the facts and nature of the population or region (Kothari, 2004). This research is 

expected to analyze the influence of the company's social responsibility performance on the 

company's financial performance. 

The research location is the place where the research was conducted. In this study the research 

location in Banda Aceh. While the object of research is the target of a study that can be in the 

form of material or non-material objects, problems, ideas and concepts (Soetriono & Hanafie, 

2007: 13). The same thing, Arikunto (2013: 10) states that the object of research is what is 

studied. Based on this understanding, the objects in this study are Consumer Trust, Adoption  

level  of Innovation, Acceptance of Technology and Online Shopping Behavior. Population 

refers to a group of people, events, or things that interest the researcher to be studied (Sekaran 

& Bougie, 2013: 240). The population in this study is based on data from internet users in the 

city of Banda Aceh who do shopping online through official sites and or social media. The 

sample is part of a population that reflects the selected part of the population, or in other words 

several elements of the population that make up the sample (Sekaran & Bougie, 2013: 241). In 

this study the number of samples was 150 people using purposive sampling technique with 

certain criteria. 

Data used by secondary data and primary data. Secondary data is information relating to the 

general condition of the development of online shopping in the city of banda aceh which is 

obtained from the results of the publication of related parties such as marketers, trade 

institutions and other survey institutions that can complete the research. Primary data, data 

obtained by survey, as core data of the study by distributing questionnaires both directly to 

respondents who are affordable and distributing questioners to respondents who live in the city 

of banda aceh, by distributing questionnaires. Questioners contain a list of questions / 

statements that are composed of dimensions and indicator variables with reference to the theory 

used. 

This study uses SEM analysis with variance approach (partial least square path modeling-PLS 

PM) with smartPLS software. This approach was chosen because the basis of the model theory 

is tentative, the measurement of latent variables is still new, does not assume the data must 

follow a certain distribution, a flexible sample size, and in accordance with the research 

objectives, namely to predict the influence between variables (Yamin and Kurniawan 2009). 

 

RESEARCH RESULT 

Evaluation Analysis of Measurement Models (Outer Model) 

The measurement model evaluation is done first in the outer model stage by evaluating 

convergent validity which includes measuring the value of validity (loading factor and AVE 

value) and reliability measurement (composite reability). Evaluation of the measurement 

model or outer model is done to assess the validity and reliability of the model, the outer model 

with reflexive indicators is evaluated through convergent validity and discriminant validity. 

Convergent validity test of reflexive indicators with SmartPLS 3.2.0 program can be seen from 

the value of loading factor (correlation between component scores with construct score) 
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indicators that measure the construct. The rule of thumb value of the loading factor is> 0.7 and 

the value of Average Variance Extracted (AVE) is> 0.5. The results of the outer model can be 

seen in Figure 4.1 and Figure 2. 

 

 

 

 

 

 

 

 

 

 

Figure 2. Early Outer Model 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. . Outer Model After Removal 

 

Figure 2 explains the results of the outer model there are four indicators that have a loading 

factor value of less than 0.70. The indicator includes, X1.6; X2.4; X3.9; X3.13 so that the 

indicator is removed. This is done because if the correlation value is less than 0.70 then the 
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indicator is considered unreliable (Ghazali, 2014). The results of the removal of the six 

indicators can be seen in Figure 3. 

In addition to loading factor size, the parameter Average Variance Extracted (AVE), composite 

reliability and cronbach's alpha are also used to measure the validity and reliability of the 

variables used in the study. Assessment of convergent validity based on AVE values, has a cut 

off value at 0.50. AVE values above 0.50 state that the convergent validity of the indicator is 

good. While the cut-off value is for composite realiability and alpha cronbach's. is 0.60. Table 

1, shows that the measurement model in this research has very good validity and reliability: 

Table 1. Score of  AVE, Composite Reliability, dan Cronbach’s Alpha 

 Variabel 
Cronbach's 

Alpha 
rho_A Composite Reliability  AVE 

Customer Trust 0.929 0.939 0.938 0.558 

Acceptance of 

Technology 
0.871 0.906 0.906 0.660 

Customer Behavior 0.936 0.938 0.944 0.586 

Adoption Level of 

Inovation 
0.891 0.912 0.919 0.696 

Source:  data processed (2018)  

 

Based on  table 1 above the results of the data processing on SmartPLS obtained AVE which 

shows that Consumer Confidence, Technology Acceptance, Level of Adoption of innovation 

and consumer behavior respectively meet the requirements because> 0.5. That is, the AVE 

output shows that the AVE value for all constructs of Consumer trust, Acceptance of 

Technology, Adoption  Level  of innovation and consumer behavior has fulfilled the 

requirements and can represent the indicators in the block because it has a value of> 0.5. The 

recommended AVE value must be greater than 0.5 meaning that 50 percent or more variants 

of the indicator can be explained. 

Analysis of Structural Model Evaluation (Inner Model) 

The structural model evaluation (inner model) in principle is to examine the effect of one latent 

variable with other exogenous and endogenous latent variables, whether there is a positive or 

negative influence. Testing is done by looking at the SmartPLS output from the bootstrapping 

value between constructs. The influence of the overall independent variable on the dependent 

variable can be seen from the value of R Square (R2), which is equal to 0.275, which means 

that all independent variables (Consumer Trust, Acceptance of Technology, Adoption Level of 

Inovation) are simultaneously able to explain the dependent variable that is the decision of 

consumer purchases of 27 5%, while the remaining 72.5% is explained by other variables not 

formulated in this model. 

While the influence of the independent variables of consumer confidence on the dependent 

variable innovation adoption rate can be seen from the value of R Square (R2), which is equal 

to 0.146 which means that all independent variables (Consumer Trust) are able to explain the 

dependent variable that is the level of innovation adoption of 14.6%, while the remaining 

85.4% is explained by other variables not formulated in this model. While the value of R Square 
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(R2) for the relationship between the variables of consumer trust  and  acceptanceof technology 

is equal to 0.058 or 5.8%. The R Square (R2) value can be seen in figure 4 below: 

 

 

 

 

 

 

 

 

Figure 4.  Score of R Square 

 

Hypothesis Testing 

Hypothesis testing is done to answer the research equation. To answer the hypothesis proposed 

in the study, bootstrapping techniques are carried out. Bootstrapping technique is a technique 

for calculating sample data randomly to obtain T-statistics and original samples by testing the 

Path Coefficients. Based on the T-statistics obtained, it can be seen that the level of significance 

of the influence of the independent variables on the dependent variable. If the T-statistic value> 

1.96 (T-table significance is 5%) then the effect is significant and vice versa. Furthermore, 

based on the original value of the sample obtained, it can be known whether or not there is 

influence between the independent variables and the dependent variable. If the original value 

of the sample produced is positive then there is an effect that results from the independent 

variable to the dependent variable and vice versa. The test results of the Coefficients Path using 

bootstrapping techniques can be seen in Table 4.6 while Figure data analysis using 

bootstrapping can be seen in Figure 5 below: 

Tabel 2, Path coefficients (Original Sample, Standard Deviasi dan T-statistics) 

Path Coefficients 
Sample  

(O) 
 (STDEV) 

T 

Statistik 
Hypothesis 

Customer Trust ->  Acceptanace of 

Technology 
0.242 0.080 3.013 Accepted 

Customer Trust -> Customer 

Behavior 
0.455 0.072 6.299 

Accepted 

Customer Trust -> Adoption Level 

of Inovation  
0.382 0.065 5.850 

Accepted 

Acceptance of Technology -> 

Customer Behavior 
0.141 0.126 1.121 Rejected 

Adoption Level of Inovation -> 

Adoption Level of Inovation 
0.031 0.104 0.294 Rejected 
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Interpretation of research results:  

H1: Effect of consumer trust on online shopping behavior 

The results of data analysis as presented in Table 2 show that consumer confidence has a 

significant influence on online shopping behavior with t-count of 6,299> 1.96 with a value of 

ρ value or significance level of 0.05, then H1 is accepted. Consumer confidence influences 

online shopping behavior. 

H2: Consumer trust e influences the adoption level  of  innovations 

In Table 2 shows the consumer confidence in the influence of the level of adoption of online 

shopping innovations as indicated by t-count of 5.850> 1.96, then H1 is accepted. That is, 

consumer confidence influences the level of adoption of belana online innovation. 

H3: The adoption level  of  innovations affects the behavior of online shopping 

In Table 2 shows the adoption of innovation does not affect the online shopping behavior as 

indicated by t-count of 0.294 <1.96, then H1 is rejected. That is, Adoption of innovation does 

not affect the behavior of online shopping. 

H4: Consumer trust affects the acceptance of online shopping technology 

In Table 2shows the consumer confidence in the influence of online shopping technology as 

indicated by t-count of 3.3013> 1.96, then H1 is accepted. This means that consumer 

confidence influences technology acceptance in online shopping. 

H5: Acceptance of technology influences online shopping behavior 

In Table 2 shows the acceptance of technology does not influence the online shopping behavior 

as indicated by t-count of 1.121 <1.96, then H1 is rejected. This means that technology 

acceptance does not significantly influence the behavior of online shopping. 

 

CONCLUSION  

1. The influence of consumer trust on online shopping behavior has a significant influence 

on online shopping behavior, the higher the level of consumer trust  , the faster they 

accept online shopping innovations. and consumers will be more positive, the higher 

the interest and shopping behavior online. and vice versa, the lower the level of 

consumer confidence, the more negative the consumer's attitude towards online 

learning. 

2. Consumer trust has a significant influence on the level of adoption of online shopping 

innovations The higher the level of consumer confidence is the more quickly accepting 

online shopping innovations. consumers will increasingly tend to belong to the category 

of innovators or early adopters. and vice versa, the lower the level of confidence 

consumers increasingly slow to accept online shopping innovations. Consumers are 

more likely to be included in late adopter or laggard categories. 

3. The level of adoption of innovation affects the consumer behavior of online shopping; 

The results showed that most of the respondents belonged to the early majority category 
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with the characteristics of being positive towards online shopping, and having high 

interest and buying frequency through online shopping. and vice versa, consumers who 

are slow at the adoption rate of innovation will be negative towards online shopping, 

and have low buying interest and frequency through online shopping. 

4. Consumer trust  influences the acceptance of online shopping technology. this means 

that changes in shopping behavior can be done through improving the rate of adoption 

of innovation through improvements in trust dimensions such as Benevolence, Integrity 

and competence. 

5. Technology acceptance does not affect online shopping behavior. 

6. This means that before making an online transaction, consumers must first understand 

how to operate internet technology as a medium in online shopping activities. 

Consumers who perceive that online shopping lacks benefits and perceive that it is 

difficult to shop online will be negative towards online shopping, and have low buying 

interest and frequency through online shopping. 

 

REFERENCES  

Afzal, Hasan, et.al. 2010. ‘Consumers trust in the Brand; Can it Be Built through Brand 

reputation, Brand Competence and Brand Predictability”Internasional Business 

Research. Vol.3 No.1., p. 43-51  

Agarwal, Ritu and Jayes Prasad,. 2007. The Role of Innovation Charactersitics and Perceived 

Voluntariness in the Acceptance of Infromation Technologies. Journal of Decision 

Sciences. Vol. 28. No.3. p. 557 – 580  

Ajzen, Iczek.,1991.“The Theory of Planned Behavior” Organizational Behavior and Human 

Decision Processes. vol.50  

Badan Koordinasi Penanaman Modal (BKPM), 2018. Lima Prediksi Tren e-Commerce di 

Indonesia pada 2018. http://www.liputan6.com/tekno/read/3230715/5-prediksi-tren-e-

commerce-di-indonesia-pada 2018. diakses 20 maret 2018 

Banerjee, S, Kang, et al (2005). Gender division in the use of the Internet applications. 

International Journal of E-Business Research, 1(2), 24-39.  

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable  distinction in social 

psychological research: Conceptual, strategic, and statistical considerations. Journal of 

Personality and Social Psychology, 51, 1173-1182.  

Bass, Frank,M. 2004., Comments on “A new product growth for model consumer  durables” 

The Bass Model.,Management Science. Vol.50 No.12.,p.18331840 

Battacharjee, A.(2002) Individual trust in online firms: Scale Development and  initial test, 

Journal Management Information Systems, Vol.19, 211-241 

Bellman, S., Lohse, G. L., and Johnson, E. J.,1999, Predictors of Online Buying Behavior,  

Communications of the ACM, vol 42., No.12,  pp. 32-38. 

Bennet, Charles Iverson, 2004, An empirical analysis of innovation adopter categories among 

internet users: a generalized reassesment of the distribution of innovation adopter, A 

dissertation submitted to Webster University, Saint Louis, pp. 1-323  

Casalo, Luis, et.al . 2011., ‘The Generation of trust in the online service and product 

distribution”  journal of Electronic Commerce research  vol. 12. No. 3  

http://www.eajournals.org/
http://www.liputan6.com/tekno/read/3230715/5-prediksi-tren-e-commerce-di-indonesia-pada%202018
http://www.liputan6.com/tekno/read/3230715/5-prediksi-tren-e-commerce-di-indonesia-pada%202018


International Journal of Business and Management Review 

Vol.6, No.8, pp.24-42, September 2018 

___Published by European Centre for Research Training and Development UK (www.eajournals.org) 

37 

ISSN: 2052-6393(Print), ISSN: 2052-6407(Online) 

Chauduri, Arjun and Holbrook, Morris. 2001. “the Chain of Effects from, Brand trsut and 

brand Affect to Brand Performance: the Role of Brand Loyalty. Journal of Marketing. 

Vol 65. No.2. p. 81-93  

Chen Chih-Chung and Su-Chao Chang 2005 “ Discussion on the Behavior Intention Model 

of Consumer Online shopping/ e-commerce”, Journal ofBusiness and Managementvol. 

11,No.1., p.41-57  

Chen,Sandy C., and Gurpreet S.Dhillon,2003, Interpreting Dimensions of consumer Trust in 

E-comerce, Information Technology and Management, vol.4.pp.303-318  

Chien-Hsiung Lin., 2010., Personality, Value, Lifestyle, and Postmodernism. Consumer 

Behavior: A comparison Among Three Generations:International Journal of 

Organizational Innovation.    

Chien-Lung Hsu, et.al. 2010., ‘ Efffect of commitment and trust toward microblog on 

consumer bahavioral intention: a relationship marketing persepective”. International 

Journal of Electronic Business Management. Vol. 18 No. 4. pp. 292-303 w3rt 

Ching-Hsien Soong, et.al “A Study on the Relationship between Brand trust and the 

Customer Loyalty based on the Consumer Aspect”. Department of Business and 

Management, me-Ho Institute, Taiwan  

Constantinides, Efthymios.,2004., Influencyng the Online Consumer’s Behavior: The Web 

Experience., Internet Research., Vol 14 Number 2. P 111-126  

Crowson, Dennis., 2005,  The Adoption of Online Student Service in Texa Colleges and 

Universities ; an Analysis Based in Roger’s Diffus Model”. University of Nebraska, 

Lincoln.   

Davis,F.D.,Jr. (1985), A Technology Acceptance Model for empirically testing new end-user 

information systems, Theory and Result. A dissertation,Wayne State Universiy    

…………….(1989)  Perceived Usefulness, Perceived ease of Use and User  acceptance of 

Information Technology., MIS Quarterly, vol.13 no.4  

Donna, Coelho et al., 2010., Re examining the factors that affect consumer acceptance of 

innovation , Proceedings of ASBBS, vol.17No.1 p.362-375  

Dubois,B (2000) Understanding the consumer – A European perspective, Prentice  Hall 

Eastin, M. S. (2002). Diffusion of e-commerce: Analysis of the adoption of four  e-commerce 

activities.Telematics and Informatics, 19(1),251-267 

Eggert, Andreas and Wolfgang Ulaga., 2002., Customer Perceived Value: A substitute for 

Satisfaction in Business Market., Journal of Business &Industrial Marketing  , Vol 17. 

No. 2 107-118  

Engel, J.F., Blackwell R.D., and Miniard,.P.W. 1986. Consumer Behavior, 5th ed.  

Feng, Chris. 2018. jurus Jitu Shopee Jadi Peringkat Pertama di Indonesia. 

http://www.liputan6.com/bisnis/read/3265367/jurus-jitu-shopee-jadi-peringkat-

pertama-di-indonesia. diakses 20 maret 2018 

Fikri, Muhammad. 2017.  Perbanyak Online Shop, Bukalapak dan Kominfo Buat UMKM Go 

Online. http://www.liputan6.com/lifestyle/read/3087463/perbanyak-online-shop-

bukalapak-dan-kominfo-buat-umkm-go-online. diakses 20 maret 2018 

Fishbein, M. And Ajzen,I. (1975), Belief, attitude, intention and behavior: an introduction to 

theory and research, Reading, MA:Addison-Wesley  

Garbarino, E., & Strahilevitz, M. (2004). Gender differences in the perceived risk of buying 

online and the effects of receiving a site recommendation.Journal of Business Research  

Garbarino, Ellen and Johnson, Mark. 1999. The different roles of satisfaction, trust  

adoption., and commitment in customer relationship. Journal of Marketing Vol. 63 No. 

2.  

http://www.eajournals.org/
http://www.liputan6.com/bisnis/read/3265367/jurus-jitu-shopee-jadi-peringkat-pertama-di-indonesia.%20diakses%2020%20maret%202018
http://www.liputan6.com/bisnis/read/3265367/jurus-jitu-shopee-jadi-peringkat-pertama-di-indonesia.%20diakses%2020%20maret%202018
http://www.liputan6.com/lifestyle/read/3087463/perbanyak-online-shop-bukalapak-dan-kominfo-buat-umkm-go-online.%20diakses%2020%20maret%202018
http://www.liputan6.com/lifestyle/read/3087463/perbanyak-online-shop-bukalapak-dan-kominfo-buat-umkm-go-online.%20diakses%2020%20maret%202018


International Journal of Business and Management Review 

Vol.6, No.8, pp.24-42, September 2018 

___Published by European Centre for Research Training and Development UK (www.eajournals.org) 

38 

ISSN: 2052-6393(Print), ISSN: 2052-6407(Online) 

Gefen, David.,2000, E-commerce: the role of familiarity and trust, The  International Journal 

of Management Science, pp.725-737 

Gefen, D., and ,D Straub., 1997.,Gender Differences in the Perception and Use of  e-mail: an 

extension to the Technology acceptance Model. MIS Quarterly., vol 27.No.1  

 ............................., 2000.,The Relative importance of Perceived Ease of Use in IS adoption: 

A study of e-commerce . Journal of the Association forInformation., vol.1, no.4  

Ghozali,H.Imam., dan Fuad,2012. Structural Equation Modeling, Teori,Konsep, dan 

Aplikasi, Badan Penerbit Unversitas Diponegoro, edisi III  

Gounarism Spiros. 2005. ‘Trust and commitmen influences on customer retention: insight 

from business-to-business services’. Journal of Business research. No. 58. P. 126-140.  

Gupta, Alok et al., 2004, An empirical study of consumer switching from traditional to 

electronic channels: A purchase decision process  perspective, International Journal of 

Electronic Commerce, vol. 8  N0.3, pp.131-161  

Hair, Joe.,F et al. 2011. PLS-SEM: Indeed a Silver Bullet. Journal of Theory and 

Practice.,Vol.19 No.2 pp139-151  

Hair, Joe.,F et al. 2012. An assessment of the use of partial least squares structural equation 

modeling in marketing research. Academy of Marketing Science, vol 40 pp414-433  

Hair, Joseph,F,Jr et al.,2010 Multivariate Data Analysis: A Global Perspective, Pearson 

Prentice hall, 7th ed.   

Hansen, Torben. 2005. “ Consumer Adoption of Online Grocery Buying; a Discriminant 

Analysis”. International Journal of Retail and Distribution Mangement. Vol. 33 No2. 

P.101-122  

Hasyim dan Rina Anindita, 2009. Prinsip – Prinsip Dasar Metode Riset Bidang Pemasaran, 

Edisi Pertama,   

Hasyim,Hasyim., 2013, Peranan Kepercayaan Konsumen sebagai Variabel Mediasi dalam 

Meningkatkan Komitmen Konsumen berbelanja secara online di Jakarta,  Journal 

Aplikasi Manajemen, Brawijaya, vol.11.No.4 hl.688-696  

Hofstede, G.H., 1980, Culture’s Consequences: International Differences in Work-related 

Values, Sage Publications, Beverly Hills,CA.  

Hsin-Hsin Cang and Hsin Wei Wang, 2008 ‘The Impact  of Online Store Environment Cues 

On Purchase ntention- Trust Perceived risk as a Mediator” Online Information Review  

Vol.32 No.6 pp 818-841  

Hsin-Hsin Cang and Hsin Wei Wang, 2009 ‘The Moderating Effect of Consumer Trust on 

Online shopping/ e-commerce”  

Hsin-Hsin chang. 2008. “ The Impact of Online Store Environment on Purchase Intention : 

trust and Perceived Risk as a Mediator”. Journal of Online Information review. Vol.32. 

No. 06. P. 8187-841  

Husin, Nanang. 2011”Internet User Bahvior Analysis in Online shopping/ ecommerce On 

Indonesia’University of Indonesia 

Jarvenpaa, Sirkka.L. et al, 2000. “Consumer Trust in an Internet Store’ Information 

Technology and Management. vol.1  

Jeffry A.Scott and Rebecca Hodge, 2007., Factor Influencing Impulse Buying During an 

Online Purchase, Journal of Electron Commerce., P.367-379  Ji-Seok Yoo, et.al.2008 ‘ 

Trust in Online Shoooping: the Korean student experince” Proceeding of the 41st 

Hawaii International Conference on System Science  

Jones, Kiku and Leonard.Lori NK, 2014. Factors Influence Buyer’s Trust in Consumer to 

Consumer E Commerce’ Journal of Computer Information Systems, vol. 54 No. 4. P. 

71-79  

http://www.eajournals.org/


International Journal of Business and Management Review 

Vol.6, No.8, pp.24-42, September 2018 

___Published by European Centre for Research Training and Development UK (www.eajournals.org) 

39 

ISSN: 2052-6393(Print), ISSN: 2052-6407(Online) 

Jones, Tim, et.al. 2010. ‘Service Customer Commitment and response’ Journal of Service 

Marketing, vol. 24 No. 1. P. 16-28  

Kabayadi, Ebru and Alan, Alev Kocak. 2012 “ Brand Trust and Brand Affect : Their 

Strategic Importance on Brand Loyalty’ Journal of Global Strategic Management. 

No.11  

Keng Lin Soh et al., 2010. Adoption of Biometric Technology in online application, 

International Journal of Business and Management Science vol.3 pp 121-146   

Kiku Jones and Lori N. K. Leonard, 2014. “Factors Influencing Buyer’s Trust in Consumer-

To-Consumer E Commerce” The Journal of Computer Information System: Summer 

2014; 54,4; Proquest Computing, p.71  

Kim Jo Young, 2008. “ Dimensions of Purchase-Decision Involvement : Affective and 

Cognitive Involvement in Product”. Brand Management. Vol.16.No.08. p. 504-519  

........................, 2008 “ Antecedents of true Brand Loyalty” Journal ofAdverstising. Vol. 37 

No.2. p. 99-118  

Kim, Dan J. et al.,2008., A trust –based Consumer Decision Making model in electronic 

commerce :The role of trust, perceived risk, and their antecedents., Decision Support 

System.,p.544-564  

 

Klein,LR., (1998), Evaluating the potential interactive media through a new lens, Journal of 

Business research, vol 41.pp.195-203  

Kolyesnikova, Natalia.,et al.,2009,  Gender as a moderator of reciprocal consumer behavior., 

Journal of Consumer Marketing,p.200-213  

Kotler, Philip. End  Keller,  Kevin Lane. 2012.  Marketing management. Pearson Education, 

Inc., publishing as Prentice Hall, One Lake Street, Upper Saddle River, New Jersey 

07458. 14th ed. 

Koufaris, Marios and William Hampton Sosa., 2004., The Development of Initial Trust in an 

online company by new customers.,vol.41 p 377-397  

Kumar,Nanda., et al (2005), Consumer search behavior in online shopping/ecommerce 

  environment, e Service Journal 

Liang, T.P.,and JS Huang, 1998.  An empirical study on consumer acceptance of products in 

electronic markets: a transaction cost model, Decision support systems No 24  

Lohse, G.L. and Spiller.,G., (1998) electronic shopping: Quantifying the effect ofcustomer 

interfaces on traffic and sales; Communication of ACM, vol 41.,no.7 pp 81-86  

Lovelock,Christopher, et al(2005), Services Marketing in Asia, Pearson Prentice Hall, 2nd 

ed 

Lee, Mathew and Turban Efrain, 2001., “A trust model for consumer internet shopping’ 

International Journal of Electronic Commerce. Vol. 6 no.1. p.75-91  

Li, Na and Zhang Ping. 2002. Consumer Online shopping/ e-commerce Attitude and 

Behavior’  8th American Conference on Information Systems  

Luhman, N.,  1979  Trust and Power, John Wiley and Sons, Chiechester, England 

Madhav, Venu 2017. Alasan Orang Indonesia Suka Belanja Online. 

http://www.liputan6.com/bisnis/read/3071052/2-alasan-orang-indonesia-suka belanja-

online. diakses 20 maret 2018. 

Melly. 2017. Marak Belanja Online, Pusat Perbelanjaan Ini Tetap Ramai Pembeli. 

http://www.liputan6.com/bisnis/read/3156814/marak-belanja-online-pusat 

perbelanjaan-ini-tetap-ramai-pembeli. diakses 20 maret 2018 

Mahajan, Vijay et al., 1990,  Determination of Adopter Categories by Using  Diffusion 

Models. Journal of  Marketing Research. Vo.37. p80-87.  

http://www.eajournals.org/
http://www.liputan6.com/bisnis/read/3071052/2-alasan-orang-indonesia-suka
http://www.liputan6.com/bisnis/read/3156814/marak-belanja-online-pusat%20perbelanjaan-ini-tetap-ramai-pembeli
http://www.liputan6.com/bisnis/read/3156814/marak-belanja-online-pusat%20perbelanjaan-ini-tetap-ramai-pembeli


International Journal of Business and Management Review 

Vol.6, No.8, pp.24-42, September 2018 

___Published by European Centre for Research Training and Development UK (www.eajournals.org) 

40 

ISSN: 2052-6393(Print), ISSN: 2052-6407(Online) 

......................................, 2001,Diffusion of New Products: Empirical Generalizations and 

Managerila Uses  Journal of  Marketing Science. Vol.14. p37-50.  

Manzano, J.A, (2002),Partial Least Squares Path Modeling in Marketing and Management 

Research  Aplication and Annotated  

Mayer,R.C., et al, 1995, an integrative model of organizational trust, Academy of 

Management Review vol.20  

Mattila, Minna.,et al., 2003, Internet Banking Adoption among Mature Customer: early 

majority or laggards? Journal of Service Marketing,  vol.17.,No.5, pp514-528  

Miyazaki,A.D. and Fernadez,A.(2001) , Consumer perceptions of privacy and security risks 

for online shoppinf. The journal of consumer affairs, vol 35.pp.27-44  

Mohammad, Anber Shlash, 2012. “The effect on Brand Trust and Perceived Value in 

Building Brand Loyalty” International Research Journal Of Economics. Vol.85. p.111-

127  

Mun Yi, et.al. “Understanding Information technology Acceptance by Individual; toward an 

Integrative View”. Journal of Information and Management. Vol.43. p.350-363.  

Nielsen,AC.,Consumer in Asia Pasific- Our Confidence, Spending Intentions and Major 

Concerns, p.1-9  

............. (2014) ,Know online shopping/ e-commerce trends now, Catch Business 

potential in advance  

Pant Anurag,et al (2011), Desires of an adopters’ Haeart: Which produce characteristics 

influence brand loyalty among different types of adopters, Competition forum, vol.9 

no.2 pp 442-453   

Pavlou,Paul.A., and Fygenson, M. 2006., Understanding and Predicting Electronic 

Commerce Adoption: and Extention of The Theory of Plan Behaviour, MIS Quartely, 

vol. 30, no.1, pp.115-143   

Pavlou,Paul.A.,2003., Consumer Acceptance of Electronic Commerce: Integrating Trust and 

Risk with The Technology Acceptance Model., International Puria f eictranic 

Commerce., vol. 7, no.3   

Peterson  et al ( 1997),  Exploring the implication of the internet for consumer marketing, 

Journal of the academy of marketing science.vol.25 pp.329-346  

Pinson, Caroline, 2012”What makes Apple Consumers Brand Loyal, The Effects Brand 

Personality, Reputation and Brand Identity”.University of south Carolina. 

Powell,  Derek Kebiasaan Belanja Online yang Harus Ditinggalkan. 2017. 

https://lifestyle.kompas.com/read/2017/09/18/162600820/kebiasaan-belanja-online-

yang-harus-ditinggalkan. diakses 20 maret 2018 

Prihatna, Henky Orang Surabaya Lebih Gila Belanja Online Ketimbang Jakarta. 2017. 

http://www.liputan6.com/tekno/read/3058907/orang-surabaya-lebih-gila-belanja-

online-ketimbang-jakarta. diakses 20 maret 2018  

Rajan P.Varadarajan and Satish Jayachandran. (1999) “Marketing Strategy: An  assessment 

of the state of the field and outlook”, Academy of Marketing Science, (Spring), 120-143   

Richardson, Jayson.,2009, Diffusion of Technology adoption in Cambodia: The test of  

theory, International Journal of education and Development using information and 

communication technology, vol.5 No.3 pp.157-171  

Rogers.,Everett,M., 1995, ‘Diffusion of Innovation, New York., The Free  Press.,4th, editio

  

Roig, Juan Carlos Vandos, et.al., 2006, ‘Customer Perceived Value in Banking Services”. 

International journal of Bank Marketing. Vol. 25. No.5. p.266283 

http://www.eajournals.org/
http://www.liputan6.com/tekno/read/3058907/orang-surabaya-lebih-gila-belanja-online-ketimbang-jakarta.%20diakses%2020%20maret%202018
http://www.liputan6.com/tekno/read/3058907/orang-surabaya-lebih-gila-belanja-online-ketimbang-jakarta.%20diakses%2020%20maret%202018


International Journal of Business and Management Review 

Vol.6, No.8, pp.24-42, September 2018 

___Published by European Centre for Research Training and Development UK (www.eajournals.org) 

41 

ISSN: 2052-6393(Print), ISSN: 2052-6407(Online) 

Rose, Janelle & Gerard Fogarty., 2006., “Determinants of Perceived Usefulness and 

Perceived Ease of Use in the Technology acceptance Model; Academy of world 

Business Marketing & Management  Development., vol.2 No.10.,pp 122-129   

Roeslani. Rosan. 2017. .Ritel Berguguran, Tanda Daya Beli Lesu.   

https://finance.detik.com/berita-ekonomi-bisnis/d-3785103/ritel-berguguran-tanda-

daya-beli-lesu. diakses 20 maret 2018 

Scansaroli,JA., and  Eng, V.(1997) Interactive retailing: consumer on line, Chain store age  

Schiffman, L.G., and Kanuk,  LL (1997) Consumer behavior,6th ed.prentice Hall 

Sekaran, Uma. 2003. Research Methods For Business, A Skill Building  Approach, John 

Wiley &Sons,Inc. 

Saed, Kawaja.A.,et al.,2003., Toward an Integrative Framework for Online  Consumer 

Behavior Research:A Meta –Analysis Approach., Journal of  End User Computing., vol 

15 No.4. 

Seong Bae Lim et al.,2010 Web 2.0 service adoption and entrepreneurial  orientation 

Sprinegr Verlag vol.4.,  pp197-207 

Shanker,Venkatesh.,et al.,2011, “Innovations in Shopper Marketing: Current  Insights and 

Future Research Issues”.,Journal of Retailing 87S , p 29 – 42 

S.Shim and MF Drake, 1990, “Consumer intention to utilize electronic shopping”  Journal of 

Direct Marketing, Summer,No.4  

S.Shim,MA.Eastlick,SL., Lots and P.Warrington, 2001, “an onlin prepurchase intention 

model: the role of intention to search., Journal of Direct Marketing, Summer,No.4  

Srinivasan, Anderson and Ponnavolu, 2002, “Customer loyalty in e-commerce : an 

exploration of its antecedents and consequences” Journal of Retailing no. 78. P.41-50  

Suhariyanto. 2017  BPS: Daya Beli Tak Turun, tapi Masyarakat Beralih Belanja Online 

http://www.liputan6.com/bisnis/read/3042913/bps-daya-beli-tak-turun-tapi-

masyarakat-beralih-belanja-online diakses 20 maret 2018 

Tan, Margaret and Teo Thompson. 1998. “ Factors Influencing the Adoption of the Internet”. 

International Journal of Electronics commerce. Vo.2. No.3p.5-18  

Tan, Margaret and Sudharsan. 2012. “ Effects of Interruptions on Consumer Online Decision 

Processes”. Journal of Consumer Psychology. Vol.2. No.3. p. 265-280  

Teo, S.H., Wang and Leong.CH (2004) “Understanding online shopping/ ecommerce 

behavioral using a transaction cost economics approach, International Internet 

Marketing and advertising,pp 62-84  

Teo, Thompson and Jing Liu. 2005 , “Consumer trust in e-commerce in the IS, Singapore and 

China”. Omega The International Journal of Management Scinece. Vo;.35. p. 22-38.  

Teo, T. (2001) demographic and motivation variables associated with internet usage 

activities; Internet Research  vol.11 no.2 pp.125-137  

Torkzadeh,G. And G.Dhillon, 2002, Measuring factors that influence the success  of internet 

Commerce, Information systems Research. Vol 13, No.2  pp.187-204  

Varadarajan, Rajan P. and Satish Jayachandran. (1999) “Marketing strategy: An  assessment 

of the state of the field and outlook”, Academy of Marketing Science, (Spring), 120-143   

Van Vuuren, and Lombard, Robert.2012., ”Customer Satisfaction, trust and  commitment as 

predictors of cutomer loyalty within an optometric practice environment” Southern 

African Business review. Vol. 16 No. 3  

Venkatesh, V. and Fred,D.Davis, (2000), A Theoretical extention of the Technology 

acceptance model: four longitudinal field studies, Institut for operation research and 

the management science.vol.46. No.2, pp.186-204  

http://www.eajournals.org/
https://finance.detik.com/berita-ekonomi-bisnis/d-3785103/ritel-berguguran-tanda-daya-beli-lesu.%20diakses%2020%20maret%202018
https://finance.detik.com/berita-ekonomi-bisnis/d-3785103/ritel-berguguran-tanda-daya-beli-lesu.%20diakses%2020%20maret%202018


International Journal of Business and Management Review 

Vol.6, No.8, pp.24-42, September 2018 

___Published by European Centre for Research Training and Development UK (www.eajournals.org) 

42 

ISSN: 2052-6393(Print), ISSN: 2052-6407(Online) 

Venkatesh, V. and Morris, M.G. (2000), “Why don’t men ever stop to ask for directions? 

Gender, social influence, and their role in technology acceptance and usage behaviour”, 

MIS Quarterly, Vol. 24 No. 1, pp. 11540. 

Venkatesh, Visnawath and Agarwal Ritu. 2006. “ Turning Visitors into  Customers: a 

Perspective in Purchase Behavior on Electronic Channels.”. Journal of Management 

Science. Vol.52 no.3. p.367-382  

Veritrans and Daily Social. E-Commerce Data in Indonesia. 2012 

Walter, Achim and Ritter, Thomas, 2003. ‘ the Influence of adaptations, trust and  

commitment on value creating functions of customer relationships” The journal of 

Business and Industrial Marketing, vol. 18 No. 5  

Walter, Achim, et.al, 2002. “DeliveringRelationship Value ; Key Determinat for Customers’ 

Commitment”. Institute for the Study of Business Markets, The Pennsylvannia State 

University.  

Yong Hui Li & Jing Wen Hung.,2009, “Applying Theory of Perceived risk and Technology 

Acceptance  Model in The Online  Shopping 

Channel”.,WorldAcademy of Science, engineering and Technology.,Vol53. pp 919-925   

Zhong Jun Tang et al., 2010,”Using the Classic Grounded Theory approach to Understand 

Consumer Purchase Decision in Relation to the first Customized Products” Journal of 

Product & Brand  Management, Vol 19. No.3  

Zhou,L., Dai,L., and Zhang D. (2007)” online shopping/ e-commerce  behavioracceptance 

model-A critical survey of consumer factors in online shopping/ e-commerce; Journal of 

Electronic Commerce Research, vol 8 no.1  pp 41-62  

  

http://www.eajournals.org/

