FIEM

International Journal of Industrial
Engineering and Management

Revisiting the online shopper's
behaviour in Indonesia:
The role of trust and perceived benefit

W. Widyastuti #P*, s Hartini b, Y. Artanti 2P
@ Universitas Negeri Surabaya, Department of Management, Surabaya, Indonesia;
b Universitas Airlangga, Department of Management, Surabaya, Indonesia

References

[1] D. A. Wren and A. G. Bedeian, The Evolution of Management Thought., Sixth. John Wiley& Sons, Inc., 2009.

[2] K. Miyatake, T. Nemoto, S. Nakaharai, and K. Hayashi, “Reduction in Consumers’ Purchasing Cost by Online Shopping,”
Transp. Res. Procedia, vol. 12, no. June 2015, pp. 656-666, 2016, DOI: 10.1016/).trpro.2016.02.019.

[3] G. Punj, “Income effects on relative importance of two online purchase goals : Saving time versus saving money ?,” J. Bus. Res.,
vol. 65, no. 5, pp. 634-640, 2012, doi: 10.1016/jjbusres.2011.03.003.

[4] N. Vasic, M. Kilibarda, and T'. Kaurin, “The Influence of Online Shopping Determinants on Customer Satisfaction in the Serbian
Market,” J. Theor. Appl. Electron. Commer. Res., vol. 14, no. 2, pp. 0-0, 2019, doi: 10.4067/s0718-18762019000200107.

[5] M. M. Al-Debei, M. N. Akroush, and M. I. Ashouri, “Consumer attitudes towards online shopping: The effects of trust, perceived
benefits, and perceived web quality,” Internet Res., vol. 25, no. 5, pp. 707-733, 2015, doi: 10.1108/IntR-05-2014-0146.

[6] C. Anton, C. Camamero, and Carrero, "Analyzing firms' failures as determinants of consumer switching intentions: The effect of
moderating factors,” Eur. J. Mark., vol. 41, no. 1/2, pp. 185-158, 2007, doi: 10.1179/str.2007.54.4.006.

[7] 'W.D. Hoyer and N. M. Ridgway, “Variety Seeking As an Explanation for Exploratory Purchase Behavior: a Theoretical Model.,”
Adv. Consum. Res., vol. 11, no. 1, pp. 114-119, 1984, [Online]. Available: http://search.ebscohost.com/login.aspx?direct=true&
db=bth& AN=6434113&site=chost-live.

[8] T. L. Huang and S. L. Liao, “Creating e-shopping multisensory flow experience through augmented-reality interactive
technology,” Internet Res., vol. 27, no. 2, pp. 449-475, 2017, doi: 10.1108/IntR-11-2015-0321.

[9] H. C. M. Van Trijp, W. D. Hoyer, and J. J. Inman, “Why switch? Product category-level explanations for true variety-seeking
behavior,” J. Mark. Res., vol. 33, no. 3, pp. 281-292, 1996, doi: 10.2307/3152125.

[10] M. B. Rao, “FACTORS AFFECTING FEMALE CONSUMER’S ONLINE BUYING BEHAVIOR,” Acad. Mark. Stud. J.,
vol. 22, no. 2012, pp. 1-20, 2018.

[11] M. A. Rahman, M. A. Islam, B. H. Esha, N. Sultana, and S. Chakravorty, “Consumer buying behavior towards online shopping: An
empirical study on Dhaka city, Bangladesh,” Cogent Bus. Manag.,vol. 5,no. 1, pp. 1-22,2018, doi: 10.1080/23311975.2018.1514940.

[12] A. Beldad, M. De Jong, and M. Steehouder, “How shall 1 trust the faceless and the intangible? A literature review on the
antecedents of online trust,” Comput. Human Behav., vol. 26, no. 5, pp. 857-869, 2010, doi: 10.1016/.chb.2010.03.013.

[18] A. S. Al-Adwan and H. Kokash, “The driving forces of facebook social commerce,” J. Theor. Appl. Electron. Commer. Res.,
vol. 14, no. 2, pp. 15-32, 2019, doi: 10.4067/S0718-18762019000200103.

[14] A. S. Al-Adwan, “Revealing the influential factors driving social commerce adoption,” Interdiscip. J. Information, Knowledge,
Manag., vol. 14, pp. 295-324, 2019, doi: 10.28945/4438.

[15] M. N. Akroush and M. M. Al-Debeli, “An integrated model of factors affecting consumer attitudes towards online shopping,” Bus.
Process Manag. J., vol. 21, no. 6, pp. 1353-1376, 2015, doi: 10.1108/BPMJ-02-2015-0022.

[16] D. Gefen, “E-commerce: The role of familiarity and trust,” Omega, vol. 28, no. 6, pp. 725-737, 2000, do:
10.1016/50305-0483(00)00021-9.

[17] E. Turban, D. King, J. K. Lee, T.-P. Liang, and D. C. Turban, Electronic Commerce A Managerial and Social Networks
Perspective, Eighth. Springer, 2015.

[18] I. Ajzen and M. Fishbein, Understanding attitudes and predicting social behaviour. 1980.

[19] M. M. Al-Debei, E. Al-Lozi, and A. Papazateiropoulou, “Why people keep coming back to Facebook: Explaining and predicting
continuance participation from an extended theory of planned behaviour perspective,” Decis. Support Syst., vol. 55, no. 1,

pp. 43-54, 2013, doi: 10.1016/).dss.2012.12.032.



[20] S. Agdaie, A. Piraman, and S. Fathi, “An analysis of factors affecting the consumer’s attitude of trust and their impact on internet
purchasing behavior,” Int. J. Bus. Soc. Sci., vol. 2, no. 23, pp. 147-158, 2011.

[21]]. Silva, J. C. Pinho, A. Soares, and E. SA, “Antecedents of online purchase intention and behaviour: Uncovering unobserved
heterogeneity,” J. Bus. Econ. Manag., vol. 20, no. 1, pp. 131-148, 2019, doi: 10.3846/jbem.2019.7060.

[22] S. Yang, Y. Chen, and J. Wel, “Understanding consumers’ web-mobile shopping extension behavior: A trust transfer perspective,”
J. Comput. Inf. Syst., vol. 55, no. 2, pp. 78-87, 2015, doi: 10.1080/08874417.2015.11645759.

[28] L. Y. Zhang, Y. J. Shi, and Q. Lu, “Consumer’s decision-making behavior in online shopping: An integrated analysis,” Appl.
Mech. Mater., vol. 519-520, pp. 420-427, 2014, doi: 10.4028/www.scientific.net/AMM.519-520.420.

[24] Y. A. O. Huili, L. I. U. Shanzhi, and Y. Yinghui, “A Study of User Adoption Factors of Mobile Banking Services Based on the
Trust and Distrust Perspective,” Int. Bus. Manag., vol. 6, no. 2, pp. 9-14, 2013, doi: 10.3968/5.ibm.1923842820130602.1040.

[25] D. J. Kim, D. L. Ferrin, and H. R. Rao, “A trust-based consumer decision-making model in electronic commerce: The role of
trust, perceived risk, and their antecedents,” Decis. Support Syst., vol. 44, no. 2, pp. 544-564, 2008, doi: 10.1016/}.dss.2007.07.001.

[26] M. Tingchi Liu, J. L. Brock, G. Cheng Shi, R. Chu, and T. H. Tseng, “Perceived benefits, perceived risk, and trust: Influences on
consumers’groupbuyingbehaviour,” Asia Pacific]. Mark. Logist.,vol. 25,n0.2,pp. 225-248,2013,doi: 10.1108/13555851311314031.

[27] Y. H. Tan and W. Thoen, “Toward a generic model of trust for electronic commerce,” Int. J. Electron. Commer., vol. 5, no. 2,
pp. 61-74, 2000, doi: 10.1080/10864415.2000.11044201.

[28] J. P. Peter and J. C. Olson, Consumer Behavior & Marketing Strategy. McGraw-Hill Irwin, 2010.

[29] M. Fishbein and I. Ajzen, Belief, Attitude, Intention, and Behavior: An Introduction to Theory and Research. MA:
Addison-Wesley, 1975.

[30] S. Wu, “The relationship between consumer characteristics and attitude toward online shopping The relationship
between consumer characteristics and attitude toward online shopping,” Mark. Intell. Plan., vol. 21, no. 1, pp. 37-44, 2003, doi:
10.1108/02634500310458135.

[31] I. Ajzen, “The theory of planned behavior,” Organ. Behav. Hum. Decis. Process., vol. 50, no. 2, pp. 179-221, 1991.

[32] E. Al-Lozi, “Explaining users’ intentions to continue participating in web 20 communities: the case of facebook in the hashemite
kingdom of jordan,” Brunel University, 2011.

[33] T. Goodwin, “Measuring the effectiveness of online marketing,” Int. J. Mark. Res., vol. 41, no. 4, p. 403, 1999, doi:
10.1177/147078539904100404.

[34] X. Cheng, S. Fu, Y. Han, and A. Zarifis, “Investigating the individual trust and school performance in semi-virtual collaboration
groups,” Inf. Technol. People, vol. 30, no. 3, pp. 691-707, 2017, doi: 10.1108/ITP-01-2016-0024.

[35] D. Gefen, “Reflections on the Dimensions of Trust and Trustworthiness among Online Consumers,” Data Base Adv. Inf. Syst.,
vol. 33, no. 3, pp. 38-53, 2002, doi: 10.1145/569905.569910.

[36] M. Brengman and F. P. Karimov, “The effect of web communities on consumers ’ initial trust in B2C e-commerce websites,”
Manag. Res. Rev., vol. 35, no. 9, pp. 791-817, 2012, doi: 10.1108/01409171211256569.

[37] Y. B. Limbu, M. Woll, and D. Lunsford, “Perceived ethics of online retailers and consumer behavioral intentions: The mediating
roles of trust and attitude,” J. Res. Interact. Mark., vol. 6, no. 2, pp. 133-154, 2012, doi: 10.1108/17505931211265435.

[38] M. A. Shareef, Y. K. Dwivedi, V. Kumar, G. Davies, N. Rana, and A. Baabdullah, “Purchase intention in an electronic
commerce environment: A trade-off between controlling measures and operational performance,” Inf. Technol. People, vol. 32,
no. 6, pp. 1345-1375, 2019, doi: 10.1108/I'TP-05-2018-0241.

[39] D.J. Kim, D. L. Ferrin, and H. R. Rao, “T'rust And Satisfaction, Two Stepping Stones For Successful E-Commerce Relationships:
A Longitudinal Exploration,” Inf. Syst. Res., vol. 20, no. 2, pp. 237-257, 2009.

[40]J. P. Peter and L. X. Tarpey, “A comparative analysis of three consumer decision strategies.,” J. Consum. Res., vol. 2, no. 1,
pp. 29-37, 1975, doi: 10.1086/208613.

[41] S. Forsythe, C. Liu, D. Shannon, and L. I. U. C. Gardner, “Development of a scale to measure the perceived benefits and risks of
online shopping,” J. Interact. Mark., vol. 20, no. 2, pp. 55-75, 2006, doi: 10.1002/dir.

[42] N. Souiden, S. Chtourou, and B. Korai, “Consumer Attitudes toward Online Advertising: The Moderating Role of Personality,”
J. Promot. Manag., vol. 23, no. 2, pp. 207-227, 2017, doi: 10.1080/10496491.2016.1267676.

[43] F. D. Davis, “Perceived Usefulness , Perceived Ease of Use , and User Acceptance of,” MIS Q., vol. 13, no. 3, pp. 319-340, 1989,
[Online]. Available: www jstor.org/stable/249008.

[44] B. Hernandez, J. Jiménez, and M. J. Martin, “Age, gender and income: Do they really moderate online shopping behaviour?,”
Online Inf. Rev., vol. 35, no. 1, pp. 113-133, 2011, doi: 10.1108/14684521111113614.

[45] J. F. Hair Jr, W. C. Black, B. J. Babin, and R. E. Anderson, Multivariate Data Analysis, 7th ed. Pearson, 2014.

[46] Z.. F. Chen and A. Occa, “How different CSR dimensions impact organization-employee relationships The moderating role of
CSR-culture fit,” Corp. Commun. An Int. J., vol. 24, no. 1, pp. 63-78, 2019, doi: 10.1108/CCIJ-07-2018-0078.

[47] U. Akturan and N. Tezcan, “Mobile banking adoption of the youth market: Perceptions and intentions,” Mark. Intell. Plan.,
vol. 30, no. 4, pp. 444-459, 2012, doi: 10.1108/02634501211231928.

[48] M. C. Lee, “Factors influencing the adoption of internet banking: An integration of TAM and TPB with perceived risk and
perceived benefit,” Electron. Commer. Res. Appl., vol. 8, no. 3, pp. 180-141, 2009, doi: 10.1016/}.elerap.2008.11.006.

[49] S. K. Ariffin, T. Mohan, and Y. Goh, “In fl uence of consumers ’ perceived risk on consumers ’ online purchase intention,” J. Res.
Interact. Mark., vol. 12, no. 3, pp. 309-327, 2018, doi: 10.1108/JRIM-11-2017-0100.

[50] S. ur Rahman, M. A. Khan, and N. Igbal, “Motivations and barriers to purchasing online: understanding consumer responses,”
South Asian J. Bus. Stud., vol. 7, no. 1, pp. 111-128, 2018, doi: 10.1108/SAJBS-11-2016-0088.

[51] S. Kim and M. S. Eastin, “Hedonic tendencies and the online consumer: An investigation of the online shopping process,” J.
Internet Commer., vol. 10, no. 1, pp. 68-90, 2011, doi: 10.1080/15332861.2011.558458.

[52] H. Van Der Heijden, T. Verhagen, and M. Creemers, “Understanding online purchase intentions: Contributions from technology
and trust perspectives,” Eur. J. Inf. Syst., vol. 12, no. 1, pp. 41-48, 2003, doi: 10.1057/palgrave.ejis.30004445.

[568] S. L. Jarvenpaa, N. Tractinsky, and L. Saarinen, “Consumer Trust in an Internet Store: A Cross-Cultural Validation,” J. Comput.
Commun., vol. 5, no. 2, pp. 0-0, 2006, doi: 10.1111/5.1083-6101.1999.th00337 .x.

[54] C. Yu and C.-K. Li, “Analysis of Consumer E-Lifestyles and Their Effects on Consumer Resistance to Using Mobile Banking :
Empirical Surveys in Thailand and Taiwan,” Int. J. Bus. Inf., vol. 10, no. 2, pp. 198-232, 2015.



[55] A. Frik and L. Mittone, “Factors Influencing the Perception of Website Privacy Trustworthiness and Users’ Purchasing Intentions:
The Behavioral Economics Perspective,” J. Theor. Appl. Electron. Commer. Res., vol. 14, no. 3, pp. 89-125, 2019, doi:
10.4067/s0718-18762019000300107.

[56] N. Arora and A. Aggarwal, “The role of perceived benetits in formation of online shopping attitude among women shoppers in
India,” South Asian J. Bus. Stud., vol. 7, no. 1, pp. 91-110, 2018, doi: 10.1108/SAJBS-04-2017-0048.



