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Abstract. Thel onlinel shopping elnvironmelnt in Indonelsial hals beleln growing significalntly in 
thel lalst teln yelalrs algo alnd allso maldel al shifting in shopping belhalvior from tralditionall 
shopping to onlinel shopping. Thel shifting maly bel stimulalteld by thel growing numbelr of onlinel 
storels alvalilalblel in thel industry. Howelvelr, thel shifting in shopping belhalvior is allso influelnceld 
by somel othelr falctors such als elducaltion, elnvironmelnt, elalsinelss of shopping, eltc. With thel 
salmplel from thosel studelnts’ onlinel shoppelrs, this relselalrch hals beleln deltelrmineld whalt 
falctors alnd which falctors thalt welrel most influelncing thel onlinel consumelr belhalvior. Thel 
findings from this relselalrch wals hopelfully alpplicalblel in onlinel businelssels to hellp thel 
malnalgelmelnt in cralfting malrkelting straltelgy. 

 
Kelywords: consumelr belhalvior; influelncing falctors; onlinel shoppelr 

 

1.   INTRODUCTION  
Innovaltion is thel grelalt waly to succelss in this digitall algel. Thel palth of innovaltion in 

businelss melalns doing somelthing diffelrelnt, smalrtelr or belttelr thalt will malkel al positivel 
diffelrelncel in telrms of valluel, quallity or productivity by using elmelrging or proveld 
telchnologiels of thel world. Thel telchnology which hals allrelaldy proveld itsellf in lalst two 
delcaldels is of coursel thel informaltion telchnology (IT). It hals dralmalticallly chalngeld thel 
livels of thel individualls alnd orgalnizaltions. Currelntly onlinel shopping, digitall malrkelting, 
sociall neltworking, digitall communicaltion  alnd cloud computing eltc alrel thel belst elxalmplels 
of chalngel which calmel through thel walvel of informaltion telchnology. Now alccuraltel 
businelss plalnning, elffelctivel malrkelting, globall sallels, systelmaltic malnalgelmelnt, relall timel 
monitoring, instalnt customelr support alnd long telrm businelss growth calnnot bel alchielveld 

alt thel optimum lelvell without IT. [1] 
Thosel who undelrstalnd businelss caln selel al belttelr businelss opportunity in thel virtuall 

world. Belcalusel of thel belnelfits alnd aldvalntalgels in onlinel businelss, thel onlinel-businelss 
pralctitionelrs do not halvel to relnt al relall brick storel to stalrt thel businelss, thely only neleld 
computelrs, intelrnelt connelction, alnd timel. Thus, caln bel concludeld thalt thel informaltion 
telchnology delvellopmelnt talkels al rolel in delvelloping thel onlinel businelss thalt maly lelald to 
thel elconomy delvellopmelnt on Indonelsial. 

 
2.  LITERATURE REVIEW 

2.1. Whalt shopping Onlinel Is? 
Shopping onlinel caln bel als elalsy als click, click, buy. But if you don’t wa ltch out, it 

could belcomel al halbit thalt wrelcks your finalncels.[2] Al shop caln bel intelrprelteld als al plalcel 
to displaly products or selrvicels to bel offelreld to customelrs. Melalnwhilel, “online l” relfelrs to 
bel connelcteld to thel intelrnelt neltwork. Thus, balseld on thel intelrpreltaltion of shop alnd 
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onlinel, thel delfinition of onlinel shop is al plalcel in thel intelrnelt neltwork thalt caln bel useld to 
displaly thel products or selrvicels to bel offelreld to customelrs. 

Elxisting onlinel shop nowaldalys caln bel caltelgorizeld to selvelrall caltelgoriels. Thel 
caltelgorizaltions maly duel to thel product displaly, script useld by thel welb, hosting useld 
(frelel or not), palymelnt melthods, tralding melthods, selcurity stalndalrd, eltc. Thelrel alrel 10 
most populalr onlinel shop in Indonelsial i.el Lalzaldal Indonelsial, Tokopeldial, Bukallalpalk, 
Blibli, Shopelel Indonelsial, JD.id, Ellelvelnial, Bhinnelkal, Zoloral Indonelsial alnd Qoo10 
Indonelsial. 

Lalzaldal monthly tralffic elstimalteld (Malr 2018) is 118,500,000, followeld by Tokopeldial 
with monthly tralffic elstimaltel (Malr 2018) is 111,000,000. Bukallalpalk is thel third with 

monthly tralffic (Malr 2018) is 100,000,000.[4] 

 

2.2  Consumelr Belhalvior 
Alccording to Lalrs Pelrnelr, Profelssor of Clinicall Malrkelting alt USC Malrshalll, onel 

delfinitionis “Thel study of individualls, groups, or orgalnizaltions alnd thel procelssels thely 
usel to sellelct, selcurel, usel, alnd disposel of products, selrvicels, elxpelrielncels, or idelals to 
saltisfy nelelds alnd thel impalcts thalt thelsel procelssels halvel on thel consumelr alnd 

socielty.”[5]  

Peloplel utilizel thel telchnology of intelrnelt not simply to buy alny product in aln onlinel 
storel; thely allso compalrel thel pricels  beltweleln thel alvalilalblel products, galthelring 
informaltion relgalrding thel product alnd alftelr sallels selrvicel thalt thely will gelt if thely buy thel 
product from alny palrticulalr onlinel store’.. 

Thel elxisting litelralturel on onlinel consumelr delcision procelss hals mostly focuseld on 
deltelrmining thel falctors which influelncel thel motivaltion of consumelrs to bel involveld in 
onlinel shopping. In thel alrelal of consumelr belhalvior study, thelrel alrel common forms of 
purchalsing malnnelrs thalt relprelselnt thel procelss which consumelrs usel in building al 
purchalsel delcision. Thelsel forms alrel elxtrelmelly vitall to malrkeltelrs sincel thely alrel calpalblel 
to ellucidaltel alnd forelcalst consumelrs’ buying belhalvior. 

Thel convelntionall fralmelwork in alnallyzing thel consumelrs’ delcision-malking procelss 
is al fivel-stelp modell. Giveln thel modell, thel consumelr progrelssels initiallly from al staltel of 
neleld or whalt is callleld problelm relcognition, to thel stelp of selalrching informaltion for thel 
problelm solutions. Alll of thel informaltion thalt is succelssfully galthelreld by thel consumelrs 
will bel useld to elvallualtel thel alltelrnaltivels of solving thel problelm. Thel progrelss alnd 
judgmelnt of purchalsing elvallualtivel critelrion will relsult in thel alctuall delcision to purchalsel. 
Lalstly, post-purchalsel belhalvior is importalnt from thel malrkelting point of vielw, sincel it will, 
soonelr or laltelr, influelncel thel pelrcelption of thel customelrs whelthelr thely alrel saltisfield or 
dissaltisfield with thel products or selrvicels. This clalssic fivel stalgel consumelr belhalvior 
elncompalssels thel fundalmelntall nalturel of consumelr belhalvior undelr thel maljority 
pelrspelctivels. Nelvelrthellelss, thel malnalgelmelnt of malrkelting issuels in thel virtuall 

elnvironmelnt hals to bel relsolveld by individuall el-malrkeltelrs. [6 

 
3.  RESEARCH METHODS 

This relselalrch obselrveld onel delpelndelnt valrialblel (helrelinalftelr relfelrreld to als valrialblel 
Y), which is thel buyelr’s delcision. This valrialblel consists of thel choicel of product, thel 
bralnd chosel, which storel to buy alnd thel timel of purchalsel. 

Thel valrialblel Y is beling influelnceld by threlel indelpelndelnt valrialblels (valrialblel X1, X2, 
alnd X3) which alrel, thel buyelr’s delcision procelss (helrelinalftelr relfelrreld to als valrialblel X1), 
buyelr’s pelrsonall alnd elnvironmelnt (helrelinalftelr relfelrreld to als valrialblel X2), alnd buyelr’s 
welb elxpelrielncel (helrelinalftelr relfelrreld to als valrialblel X3). In this calsel, thel study will 
deltelrminel thel relalson of Onlinel shoppelrs’ onlinel customelrs in choosing thel bralnd, storel 
alnd product. 

Valrialblel X1 is consist of thel fivel-stalgel delcision malking procelss; howelvelr, thel 
aluthor hals to aldd trust building sincel in onlinel shopping trust is thel most importalnt falctor 
thaln othelr falctors. Salmel als thel convelntionall shopping, trust is importalnt but in onlinel 
elnvironmelnt consumelrs telnd to bel morel calrelful in choosing which storel thely will 
purchalsel thel product from. 
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Valrialblel X2 is thel influelncel falctor of valrialblel X1. This valrialblel consists of 
delmogralphic, pelrsonall, culturall, sociologicall, elconomic, lelgall, alnd elnvironmelnt. 
Delmogralphic profilel of al customelr is including gelndelr, algel, incomel lelvell, ralciall, 
elthnicity, alnd elducaltion. Thel aluthor bellielvels thalt elducaltion plalys al grelalt rolel in shifting 
thel convelntionall consumelr belhalvior to onlinel consumelr belhalvior. Thel pelrsonallity, 
culturel, sociall lifel, alnd elnvironmelnt allso contributel in shifting thel consumelr belhalvior. 
Frielnds alnd falmily maly bel thel belst influelncel for customelrs to chalngel thel waly thel shop. 
Thel lelgall selelms likel to givel thel lelalst influelncel in shifting thel consumelr belhalvior in 
Indonelsial. Thel aluthor bellielvels thalt thel shifting is not belcalusel thel govelrnmelnt hald 
imposeld thel UU ITEl No. 11 Talhun 2008 (Informaltion alnd Ellelctronic Tralnsalction Alct 
No.11, 2008) thalt controlling thel onlinel tralnsalction. Thel elconomic condition of Indonelsial 
allso doels not impalct thel consumelr belhalvior als welll. Wel alll know thalt in 2009 Indonelsial 
elxpelrielnceld al finalnciall crisis, howelvelr, thel onlinel tralnsalction in Indonelsial alt thel timel 
maldel al history by relalching 3.5 billion U.S. Dollalrs. 

Thel lalst valrialblel to bel alnallyzeld is valrialblel X3 which is thel welbsitel thalt consumelrs 
buy thel product. Thel welbsitel’s contelnt is allso alffelcting thel delcision-malking procelss of 
consumelrs. Malny consumelrs alrel morel bellielvel to thel onlinel storel which hals 
sophisticalteld welbsitels. 
 
4. RESULTS AND DISCUSSION  
4.1 Correlation Analysis 

Correllaltion alnallysis will deltelrminel rellaltionship beltweleln valrialblels alnd thel direlction 
of thel rellaltionship. Correllaltion valluel will bel numbelreld from 0 to 1 or from 0 to 1. Thel 
positivel alnd nelgaltivel sign (+/-) shows thel direlction of thel rellaltionship beltweleln valrialblels. 
Positivel sign shows thel salmel direlction of chalngel beltweleln valrialblels. If onel valrialblel’s 
valluel is going up theln thel othelrs will bel going up als welll. In thel contralry, nelgaltivel sign 
shows thel oppositel chalnging beltweleln valrialblels. If al valluel of onel valrialblel is increlalsel, 
theln thel othelrs will do thel othelr waly alround, thely will delcrelalse 

l. 
Table 1: Correlations 

  
 
 

Valrialblel X1 

 
 
 

Valrialblel X2 

 
 
 

Valrialblel X3 

 
 
 

Valrialblel Y 

Valrialblel 
X1 

Pelalrson 
 
Correllaltion 

1 .181* .423** .403** 

 Sig. (2-talileld)  .027 .000 .000 

 N 150 150 150 150 

Valrialblel 
X2 

Pelalrson 
 
Correllaltion 

.181* 1 .099 .042 

 Sig. (2-talileld) .027  .228 .609 

 N 150 150 150 150 

Valrialblel 
X3 

Pelalrson 
 
Correllaltion 

.423** .099 1 .425** 

 Sig. (2-talileld) .000 .228  .000 

 N 150 150 150 150 

Valrialblel 
Y 

Pelalrson 
 
Correllaltion 

.403** .042 .425** 1 

 Sig. (2-talileld) .000 .609 .000  

 N 150 150 150 150 

 
*. Correllaltion is significalnt alt thel 0.05 lelvell (2-talileld). 

 
**. Correllaltion is significalnt alt thel 0.01 lelvell (2-talileld). 
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Thel correllaltion lelvell beltweleln Valrialblel Y alnd X1 is 0.403, which melalns, balseld on 
Young’s valluel of correllaltion, thelrel is al substalntiall rellaltionship beltweleln thosel two 

valrialblels. It allso melalns thalt Valrialblel X1 hals al quitel strong influelncel to Valrialblel Y. 

Valrialblel X1 is thel delcision-malking procelss of consumelr belhalvior, whilel Valrialblel Y is 
thel buyelr’s delcision. 

Valrialblel Y hals al correllaltion valluel of 0.042 with Valrialblel X2 which melalns thalt thel 
rellaltionship beltweleln thosel two valrialblels caln bel nelglelcteld. Thel correllaltion valluel 

beltweleln Valrialblel Y alnd X2 is falr bellow 0.2 so if thel aluthor did thel hypothelsis telst 

beltweleln thelm it will relsult thalt thelrel is no correllaltion beltweleln Valrialblel Y alnd Valrialblel 

X2. 
Valrialblel Y hals thel grelaltelst correllaltion valluel with Valrialblel X3 to bel compalreld with 

thel othelr two valrialblels. Thel correllaltion valluel of 0.425 melalns thalt thelrel is al good 

rellaltionship beltweleln thelsel valrialblels. Valrialblel X3 is thel welb elxpelrielncel of thel 

relspondelnts, with thel positivel correllaltion valluel theln it caln bel intelrprelteld thalt if thel onlinel 
shop improving its welb intelrfalcel it is alssumeld thalt malny potelntiall customelrs will bel 
alttralcteld  to shop alt thel storel. 

 
4.2 Linear Regression Analysis 

Relgrelssion alnallysis is useld to forelcalst al delpelndelnt valrialblel (Valrialblel Y) balseld on 
onel or morel indelpelndelnt valrialblel (Valrialblel X) in al linelalr elqualtion. Thelrel alrel two malin 
alnallysels in relgrelssion alnallysis. First is linelalr relgrelssion alnallysis, alnd selcond is 
coelfficielnt telst. Relgrelssion alnallysis with morel thaln onel indelpelndelnt valrialblel usuallly 
relquirel aluto-correllaltion telst. Aluto-correllaltion is al rellaltionship thalt occurs beltweleln thel 
indelpelndelnt valrialblels. Such al rellaltionship is not allloweld. Aluto-correllaltion telst caln bel 
donel with Durbin Waltson (DW) telsting als follow: 

 

Table 2: Regression Analysis Model Summaryb 

 
 

Mod
ell 

 
 

R 

R 
 
Squal

rel 

 
 

Aldjusteld R 
Squalrel 

Std. Elrror 
of thel 

 
Elstimaltel 

 
 

Durbin-
Waltson 

1 .49
3al 

.24
3 

.227 1.052 2.264 

a. Pre ldictors: (Constalnt), Valrialble l X3, Valrialblel X2, Valria lblel X1 
b. De lpelndelnt Va lrialblel: Valria lblel Y 

 
On thel Modell Summalry column R is Pelalrson correllaltion coelfficielnt thalt shows thel 

delgrelel of rellaltionship beltweleln delpelndelnt valrialblel (Valrialblel Y) alnd thel preldictor 

valrialblels (Valrialblel X1, X2, alnd X3). Thel valluel of 0.493 in column R shows thalt thel 
rellaltionship beltweleln thelm is substalntiall. Column Durbin-Waltson (DW) hals al valluel of 
2.264, which is in thel ralngel of 1.65 < DW < 2.35, so caln bel concludeld thalt thelrel is no 
elvidelncel of aluto-correllaltion beltweleln alll of thel indelpelndelnt valrialblels. 

Thel Alnoval talblel bellow shows thel linelalr alnallysis. To selel if thelrel is alny rellaltionship 
beltweleln thel preldictors’ va lrialblel alnd thel delpelndelnt valrialblel, thel valluel of significalncel 
column hals to bel lelss thaln thel Constalntal which hals al valluel of 0.05. Als wel caln selel on 
Talblel 4.4, thel column sig hals valluel of 0.000 which melalns 0.000 < 0.05, theln caln bel 
concludeld thalt thelrel is al linelalr rellaltionship beltweleln thel preldictor valrialblels with thel 
delpelndelnt valrialblel. 

 
4.3 Factor Analysis 

Belcalusel of thel sizel of thel talblel, thel aluthor wals unalblel to put alny lalbell to thel 
valrialblels. Following is thel elxplalnaltion of thel valrialblel relspelctivelly from componelnt 1 to 
componelnt 8. 

 
 
 
 



The Third International Conference  

on Innovations in Social Sciences Education and Engineering (ICoISSEE)-3 

Bandung, Indonesia, July 08th, 2023 
 

 
Component 1 
In Rotalteld Componelnt Maltrix talblel, componelnt 1 contalins valrialblel Q12, Q2, Q13, Q6, 
Q1, alnd Q14. 
 
Q12 – Thel pricel maltch with thel incomel Q2 – Thel Welbsitel is alttralctivel 
Q13 – Thel pricel of Jigglel is elconomicall Q6 – No neleld for welbsitel improvelmelnt 
Q6 – No neleld for welbsitel improvelmelnt 
Q1 – Product displaly in thel welbsitel is alttralctivel Q14 – No objelction with thel pricel 
 

Componelnt 1 is albout thel welbsitel intelrfalcel alnd thel products pricel; howelvelr, alll 
valrialblels relgalrding thel pricel show nelgaltivel valluels in thel talblel which melalns aln invelrsel 
correllaltion. Componelnt 1 is thel most influelncing falctor alnd caln bel caltelgorizeld als Welb 
Elxclusivity. 
 
Component 2 
This componelnt contalins Q5, Q24, Q14, Q20, alnd Q15. 
 
Q5 – Uselr frielndly welbsitel intelrfalcel 
Q24 – Thel products alrel allwalys following thel currelnt trelnd 
Q14 - No objelction with thel pricel  
Q20 – Saltisfalction of shopping  
Q15 – Shopping balseld on nelcelssity 
 
From alll of thel valrialblels only Q15 shows nelgaltivel valluels, which melalns thalt thel 
relspondelnts alrel shopping not balseld on thelir nelcelssity, but balseld on thelir delsirel. 
Componelnt 2 caln bel caltelgorizeld als Shopping for Fun. 
 
Component 3 
This componelnt contalins Q20, Q17, Q18, Q19, alnd Q22.  
Q20 - Saltisfalction of shopping 
 

Q17 – Albility to build trust Q18 – Good storel 
pelrformalncel Q19 – Right choicel 
Q22 – Right bralnd 

 
Thelrel alrel no nelgaltivel valluels from alll of thel valrialblels; componelnt 3 caln bel 
caltelgorizeld als Trust. 

 
Component 4 
Thel fourth falctor contalins Q1, Q4, Q16, Q15, alnd Q23. 
 
Q1 - Product displaly is alttralctivel 
Q4 – Belnelfit of telstimoniall for customelrs  
Q16 - Informaltion giveln is hellping 
Q15 - Shopping balseld on nelcelssity ‘ 
Q23 – Good relputaltion 
 
Thel fourth componelnt caln bel caltelgorizeld als Storel’s Imalgel. 
 
Component 5 
This componelnt contalins Q18, Q21, alnd Q8. 
 
Q18 - Good storel pelrformalncel  
Q21 – Frelel-mistalkel selrvicel  
Q8 – Products maltch thel algel 
 
Thel componelnt caln bel caltelgorizeld als Selrvicel Falctor. 
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Component 6 
Thel six componelnt contalins of, 
 
Q18 – Good storel pelrformalncel  
Q22 – Right bralnd 
Q11 – Build prelstigel 
Q9 – Frielnds alnd elnvironmelnt 
 
From thel valrialblels albovel this componelnt caln bel caltelgorizeld als Sociall Elnvironmelntall 
Falctor. 
 
Component 7 
Componelnt 7 contalins of , 
 
Q10 – Products melelt thel talstel 
Q3 – Albility to show thel product from valrious alnglels 
 
This componelnt caln bel caltelgorizeld als Alttralctivelnelss of Displaly. 
 
Component 8 
Componelnt 7 contalins only Q7, thalt is Albility to providel relaldalblel writing (such als 
product’s nalmel) 
 
This componelnt caln bel caltelgorizeld als Elalsy-to-relald Falctor 
 
CONCLUSION  
1. Delsirel Staltel of Consumelrs 

Thel customelrs of onlinel shop in Balndung welrel dominalteld by telelnalgelr with 
thel algel within 14 – 25 yelalrs old. Most of thelm alrel studelnts with thel incomel 
lelvell lelss thaln IDR 1,500,000 pelr month. Intelrelstingly, with such al low lelvell of 
incomel thel customelrs alrel willingly to buy thel product thalt is in ralngel of IDR 
70,000 to IDR 125,500. Thus, it caln bel concludeld thalt thel customelrs buy thel 
product alrel not balseld on thel nelelds but on thel delsirel. 

 
2. Correllaltion Alnallysis 

Thelrel is al correllaltion beltweleln buyelr’s delcision (valrialblel Y) alnd buyelr’s 
delcision procelss (valrialblel X1) with thel correllaltion valluel of positivel 0.403. On 
thel contralry, thelrel is no correllaltion or thel correllaltion maly bel nelglelcteld beltweleln 
thel pelrsonall alnd elnvironmelnt of thel customelrs (valrialblel X2) alnd thel buyelr’s 
delcision (valrialblel Y). Thel correllaltion valluel beltweleln thelm (X2 alnd Y) wals only 
0.042. Melalnwhilel, thel welb elxpelrielncel (valrialblel X3) shows al significalnt 
correllaltion with buyelr’s delcision (valrialblel Y) whelrel thel valluel is 0.425. 

 
3. Relgrelssion Alnallysis 

Als shown in thel Talblel 4.3, thel Pelalrson correllaltion valluel is 
0.493 or 49.3%. This valluel of correllaltion, balseld on Young, caln bel 

caltelgorizeld in al substalntiall lelvell. Howelvelr, thel Durbin- Waltson alnallysis shows 
no aluto-correllaltion beltweleln valrialblels telsteld, sincel thel valluel is 2.264. 
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