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Abstract: This study aims to determine whether trust in websites in C2C e-commerce
businessinfluences purchase intention for young consumers in Indonesia. This explanatory study involved 100 young consumers as respondents as primary data sources supported by secondary data. Primary data was collected through survey questionnaires with
purposive sampling technique. Hypothesis testing is done by multiple regression analysis
with the help of SPSS 23. The results of this study indicate that there is a significant
influence between integrity on purchase intention for young consumers. Other research
results also show that ability and benevolence, each of which has a significant influence
that encourages the creation of purchase intention for young consumers in the C2C ecommerce business in Indonesia.
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Business development is very
rapid, resulting in changing
conditions of market competition. Every day business
people emerge who introduce their products with new
ways, both creatively and
innovatively using technology
facilities. If the business actors do not follow the development of technology and information, it can be ascertained that the business will
be far behind the competitors.
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Another crucial reason for forcing current business people to keep abreast of technological and
information developments is the changing behavior
of current consumers. With the existence of technology and information, consumers are now spoiled
with a variety of conveniences that also require them
to keep up with these developments. Access to information that is easy, complete, and fast, the distribution channels of products and services are getting shorter, the more and varied choices of products and services offered by sellers, even the quality and competitive prices are a consideration for
consumers or buyers to choose products and services that best. And the easiest step now for consumers to get it all is through the internet.
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In general, the number of internet users from
time to time has experienced a significant increase
in the world. Based on data from We Are Social in
2019, active internet users throughout the world
reached 4.39 billion people, which increased by 366
million people, up by 9% from 2018. We Are Social
also reported the results of Statista’s Digital Market Outlook studies that there was an increase in
the number of e-commerce users in 2019. E-commerce shoppers increased by 3.1% from 2018 or a
total of 2.818 billion shoppers in 2019 (We Are Social, 2019).
From the data, it can also be seen that Indonesia is one of the countries with a large number of
internet users. According to 2019, We Are Social
data quoted by Riyanto (2019), the number of
internet users in Indonesia continues to increase. In
2019 the number of internet users in Indonesia
reached 150 million people, which increased from
2018, which amounted to 143 million people or 56%
of the total population in Indonesia were internet
users. Of course, this figure shows that awareness
and need for internet in Indonesia is increasing.
Activities carried out by internet users in Indonesia are very diverse. Internet users access the
internet starting from watching videos online, gaming, watching e-sports tournaments, streaming television content, social media activities, and doing ecommerce activities. Based on data reported by We
Are Social (2019), internet users in Indonesia who
purchased e-commerce consumer goods amounted
to 107 million people or 5.9% year-on-year change.
The products and services consumed are fashion,
food and personal care products, travel and accommodation, furniture and appliances, toys, hobbies,
and many more.
Based on these data and the high number of
internet users in Indonesia, supported by the increasingly diverse needs of the community, it becomes a
business opportunity in Indonesia. Business people
are currently offering various kinds of products
through internet media. With this method, business
people also benefit from low marketing costs, especially for small and medium businesses or individuals.
In Indonesia, e-commerce with the customer
to customer (C2C) business model continues to
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grow. C2C online buying and selling sites have a
positive perspective on consumers. Consumers consider C2C buying and selling sites in Indonesia to
have a good reputation, low prices of products and
services, fast delivery of goods, easy payment processes, and diverse product choices. The three most
popular C2C online trading sites in Indonesia are
Tokopedia, Bukalapak, and Shopee (Eka, 2018). It
means that besides being an alternative consumer
in shopping, C2C e-commerce is also an opportunity for individual business people.
One factor in the success of transactions in ecommerce is the existence of an element of trust
between sellers and buyers. It is a major consideration for sellers and buyers where both of them do
not know each other or even face to face to transact. When a buyer searches for a product or service that suits his needs, the buyer/consumer certainly must first assess the credibility of the online
buying and selling site.
In a study that is reported by the Kaspersky
Lab and International B2B, revealed that Indonesia
is the country with the highest online fraud victims.
(Tempo.Co, 2016). Vietnam is in second place and
India occupies third place. The results of the study
also state that online or online fraud leads to loss of
money to the disclosure of sensitive information and
financial data. It forces consumers to be very careful in conducting transactions online. So trust is one
of the important factors in e-commerce business.
Trust is the willingness of one party to be vulnerable to the actions of another party based on the
expectation that one party will take certain actions
that are important to the other party regardless of
the ability to control the party (Mayer et al., 1995).
In Lu et al. (2010), it was stated that many researchers stated that trust is a multidimensional thing.
However, in general, trust consists of three dimensions, that is integrity, ability, and benevolence (Gefen
and Straub, 2004). These three dimensions are often used in measuring consumer confidence in action.
According to Lu et al. (2010), integrity is an
expectation where one party can be trusted because
of the suitability of actions on norms or social principles that apply. According to Dowell, Morrison,
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and Heffernan (2015), integrity is compliance in giving what is promised and contracted in accordance
with ethical standards. From the two opinions above
can be concluded that integrity is a loyalty to the
principles and universal moral values and not to
the principles held at the level of individuals, organizations, society, Commitment, symbolizing implicit,
or explicit guarantee.
Ability is a skill or competence that allows perceived trustees to be competent in a particular field
(Lu et al., 2010). Ability can also be interpreted as a
set of skills, competencies, and characteristics that
make a person or group of people have the ability to
influence others in a particular field whereas benevolence is assessed when one party will care and
do good for the other (Lu et al., 2010).
The emergence of trust in websites will lead to
purchase intention. Purchase intention is the desire
of consumers to buy products or services because
they feel that they need a product or service (Madahi
and Sukati, 2012). Purchase intention is obtained
from a learning process and thought processes that
form a perception. Purchase intention that appears
in making a purchase creates a motivation that continues to be recorded in his mind and becomes a
very powerful activity which in the end when a consumer must fulfill his needs will actualize what is in
his mind. Thus, purchase intention will arise when
in the decision making the process.
The same is supported by the study of Lu et al.
(2010). Based on the results of these studies, trust
in websites have an important role in influencing
purchase intention. In the study, the ability variable
has a positive influence on purchase intention, while
the integrity and benevolence variables do not have
a positive effect on purchase intention. Whereas
according to Hajli et al. (2017), trust in social networking sites turned out to have a positive influence on purchase intention. Based on the two results of the study, it can be concluded that trust in
websites has a positive relationship to purchase intention.
The role of business actors or marketers, or in
this case is the manager of online buying and selling
sites, becomes very important when it can create
purchase intention for a product or service. Busi-
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ness actors who market their products and services
through the internet can apply certain ways to create trust in websites that lead to purchase intention
from buyers/consumers. Usually, it will be easier
for businesses that manage their selling sites to create trust in websites. But this will be different when
businesses decide to use online buying and selling
sites that are managed by third parties. The responsibility for creating trust in websites for buyers or
consumers will be charged more to the manager of
the site, not to the business actor.
Consumers who are promising market targets
for C2C e-commerce businesses today are consumers with young age. Young consumers are consumers who not only care about the current situation or
condition, but they also pay attention to the impact
in the future (Hume, 2010). According to Jaroslaw
(2008), young consumers consider themselves capable of calculating the risks of actions taken and
being able to adapt to changing times flexibly. Young
consumers are also identified as a special market
segment that forms powerful consumer spending
groups (Hendrawan and Nugroho, 2018). Even
young consumers are now a market group exposed
to the development of information technology since
childhood, which makes them need everything instant or fast so that this condition will certainly be
felt heavy for business people in creating a trust for
young consumers towards their brands. Even in the
process of buying and selling transactions that do
not require direct or no face-to-face interaction will
require harder efforts and a long process in creating trust-in websites for young consumers to encourage purchase intention on C2C e-commerce
businesses.
So, based on the reasons above, the researcher
compiled several research objectives that would be
obtained from proof of the hypothesis that had been
developed. The first objective is that researchers
want to find out whether integrity contained in trust
in websites has a significant influence on purchase
intention on C2C e-commerce business in Indonesia. Furthermore, the second goal is that researchers want to find out whether the abilities in trust in
websites have a significant influence on purchase
intention on C2C e-commerce businesses in Indo-
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nesia. And the third goal is that researchers want to
know whether benevolence in trust in websites has
a significant influence on purchase intention on C2C
e-commerce business in Indonesia.
METHOD
This study uses an explanatory research approach to analyze the relationship and influence
between one variable and another variable or how
a variable influences other variables then attempts
to explain the phenomenon that occurs. The location of this research was conducted in Malang City.
The reason for choosing research locations is to
consider the development of Malang City, which
continues to run with the condition of a large number of young consumers.
The number of samples in this study was 100
respondents obtained through purposive sampling
technique with the criteria that respondents knew
well and had purchased products or services online
through the Tokopedia buying and selling site. Also,
researchers limit respondents between the ages of
18 and 30 as young consumers (Yadav and Pathak,
2016). Until 2018 Tokopedia is the most popular
buying and selling site (Kusumo, 2019) and most
visited in Indonesia (We Are Social, 2019).
Data was collected through questionnaire instruments with ten items using a five-point Likert
scale supported by literature studies. Then the questionnaire was tested by validity and reliability. The
data obtained were analyzed using SPSS version
23 to test the research hypothesis using multiple
regression tests.
RESULTS
Respondents Characteristic
The data collected is obtained through the distribution of online questionnaires for two months,
starting from March 2019. The results of data collection were analyzed using a frequency distribution to explain some of the conditions of the characteristics of young consumer respondents who were
part of this study. There is no difference, which is
seen from the number between male and female
gender. From data collection obtained by male re-
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spondents as many as 46 people or 46% while female respondents as many as 54 people or by 54%.
The characteristics of respondents obtained based
on recent education show that the majority of young
consumer respondents have the last high school
education (senior high school) with a total of 48
people or 48%, while respondents of young consumers with a diploma number 11 or eleven 11%
and with a bachelor’s degree a total of 41 people or
by 41%. The characteristics of young consumer
respondents were divided into two groups, that are
groups of 18 years to 23 years with a total of 52
people or by 52% and groups of 24 years to 30 years
a total of 48 people or by 48%. Based on Table 1 it
can also be seen that the majority of young consumer respondents are students with 50 people or
50%, the rest are private employees with 26 people
or 26%, entrepreneurs with 19 people or 19%, and
civil servants of 5 people or 5%. The last is the
characteristics of respondents based on disposal
income or the remaining money they have after routine expenditure. Respondents of young consumers
with disposal income amount to between Rp.
1,000,000,- to Rp. 3,000,000,-. There are 64 people
or 64% and respondents of young consumers with
disposable income of between Rp. 3,000,001,- to
Rp. 5,000,000, - there are 36 people or 36%.
Validity Test
Validity test is used to measure the extent to
which the accuracy and accuracy of the measuring
instrument in the form of a statement instrument in
performing its measuring function (Arikunto, 2010).
Testing the validity of the instrument in this study
uses the Pearson Product Moment correlation. All
statements on the questionnaire used are said to be
valid or able to achieve the measurement objectives
of the appropriate observation construct. The results of the analysis of the data obtained indicate a
significance value of less than or below the significance value () of 0.05. Also, the R-count value is
greater or above the R-table value. The following
are the results of testing using the SPSS 23 program:

VOLUME 17

NUMBER 3

SEPTEMBER 2019

Trust in Website and ITS Effect on Purchase Intention for Young Consumers On C2C
Table 1 Validity Test Result
Item

Sig.

Rcount

Rtable

X1.1
X1.2
X1.3
X2.1
X2.2
X3.1
X3.2
X3.3
Y1 0,000
Y2 0,000

0,000
0,000
0,000
0,000
0,000
0,000
0,000
0,000
0,810
0,835

0,817
0,843
0,838
0,899
0,913
0,863
0,833
0,778
0,1857
0,1857

0,1857
0,1857
0,1857
0,1857
0,1857
0,1857
0,1857
0,1857

Source: Primary Data Processed, 2019

Reliability Test
Reliability shows the extent to which a measurement result is relatively consistent so that it can
be relied upon. The reliability test used is Cronbach
Alpha, where if the value of Cronbach Alpha has a
reliability coefficient of 0.60 or more, the research
instrument is said to be reliable. Based on the results of data analysis, it was found that this research
instrument met the reliability requirements.Following
are the results of research instrument reliability testing:
Table 2 Reliability Test Result
Variable

Cronbach Alpha

X1
X2
X3
Y

0,838
0,896
0,836
0,848

Source: Primary Data Processed, 2019

Normality Test
According to Ghozali (2007), the normality test
aims to test whether, in the regression model, the
residual confounding variable has a normal distribution. The method used in this study to test the assumption of normality is the normal P-P graph plot.
Based on the results of data analysis, it appears that
the distribution of data on the normal P-P plot graph
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is located around the diagonal line. It indicates that
the regression model has met the assumptions of
normality.
Heteroscedasticity Test
Heteroscedasticity test aims to test whether, in
the regression model, there is an inequality of residual variance from one observation to another
observation. In this study, the heteroscedasticity test
that is used is to look at the patterns that emerge,
namely points that spread randomly and do not form
a certain clear pattern and are spread both above
and below the number 0 on the Y-axis in the regression model.
Multicollinearity Test
To test this, in this research using the Variance
Inflation Factor (VIF). Based on the results of data
analysis, the VIF value is lower than ten so that
multicollinearity does not occur. This test was conducted to see whether the regression model found
a correlation between independent variables.

Table 3 Multicolinierity Test Result
Independent Variable

VIF

X1
X2
X3

1,505
1,459
1,706

Source: Primary Data Processed, 2019

Multiple Regression
The results of multiple regression analysis for
the variables integrity, ability, and benevolence on
purchase intention are shown in the Table 4.
Based on the results of the regression calculation in the table above, we found a regression line
equation is Y = 0.244X1 + 0.236X2 + 0.336X3 + e.
In accordance with the regression line equation that
has been obtained, the regression model in this study
can be presented as follows:
a. The regression coefficient of integrity (X1) is
0.244. Itshows that under integrity (X1) has a
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Table 4 Multiple Regression
Variable

Unstandardized Coefficients Beta

Standardized Coefficients Beta

tcount

Sig. t

X1
X2
X3

0.252
0.267
0.363

0.244
0.236
0.336

3.022
2.975
3.911

0.003
0.004
0.000

R
R2
Adj R
Fcount

:
:
:
:

0.674
0.455
0.442
16.643Sig. F : 0.000

Source: Primary Data Processed, 2019

positive influence on purchase intention (Y). If
the condition of integrity (X1) increases, then
purchase intention (Y) can also increase.
b. The regression coefficient of ability (X2 ) is
0.236. It shows that ability (X2) has a positive
influence on purchase intention (Y). If the condition of ability (X2) increases, then purchase
intention (Y) will also increase.
c. Benevolence regression coefficient (X 3 ) is
0.336.It shows that benevolence (X3) has a positive influence on purchase intention (Y). If the
condition of benevolence (X3) increases, purchase intention (Y) will increase.
This study also uses the goodness of fit test.
Test the accuracy of the model (Goodness of Fit
Test) is done to test the accuracy of the sample
regression function in estimating the actual value.
Statistically, the model accuracy-test can be done
by measuring the statistical value F (Ghozali, 2011).
Based on table 5, it can be seen that the F-count is
16,643 (Sig. F = 0,000). So Fcount>Ftable (16,643>
3.07) and Sig F <5% (0,000 <0.05). Thus indicating
that enough evidence to state that the regression
equation in this study has the right model.
Hypotheses Testing
Based on table 5, it is known that the integrity
variable (X1) has a tcount of 3.022. This value is
greater than ttable (1978) and Sig t (0.003) is smaller
than 0.05. The results of this test prove that H is
accepted so that it can be concluded that the integrity variable (X1) has a significant effect on purchase intention (Y).
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Next can be seen through table 5 that the ability variable (X2) has a tcount of 2.975. This value is
greater than ttable (1978) and Sig t (0.004) is smaller
than 0.05. This test proves that H is accepted so
that it can be concluded that the variable ability (X2)
has a significant effect on purchase intention (Y).
The third hypothesis testing can be seen from
Table 5 where the benevolence variable (X3) has a
tcount of 3.911. This value is greater than ttable (1978)
and Sig t (0.000) is smaller than 0.05. This test proves
that H
is accepted so that it can be concluded
that the benevolence (X3) variable has a significant
effect on purchase intention (Y). Then it can be
concluded that from all the hypotheses compiled,
the three hypotheses associated with the trust in
the website are accepted.
DISCUSSION
Based on the results of statistical analysis, it is
known that the integrity variable has a significant
influence on purchase intention. The results of this
study are different from the findings of Lu et al.
(2010), where the integrity dimensions of trust in
websites have no significant influence on purchase
intention. The possibility of this is due to the focus
of this study aimed at buyers from young consumers. In this study shows that the expectations of
buyers that online buying and selling sites on C2C
e-commerce business with competencies or capabilities they have in providing services will act in
accordance with the norms or principles that are
trusted by the public or buyers influence the willingness to transact at the buying and selling site. Young
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consumers stated that C2C buying and selling sites
that are now reaching Indonesia could be trusted in
providing the principle of fairness in serving all needs
or transactions that will occur. It means that whoever the buyer is, the site will not discriminate between the weight or form of service.
Moreover, the C2C buying and selling site is
only a facility that provides transaction space and
does not produce products. Also, young consumers
stated that the current C2C buying and selling site
in Indonesia is quite reliable in maintaining and being fair in managing their data. Even though there
are many cases of theft of personal consumer data
in Indonesia, the popularity and image that has been
built from existing C2C buying and selling sites seem
to make the C2C buying and selling site able to
maintain the credibility of its brand. Young consumers also stated that although they tend to try several
different C2C buying and selling sites later, they will
tend to continue to deal with known C2C buying
and selling sites. This evidence is in accordance with
that expressed by Hajli et al. (2017) that users who
are familiar with a platform will have a greater tendency to make purchases on that platform. It makes
young consumers trust enough to give their data to
be managed by the C2C buying and selling the site
and can transact at the buying and selling site. The
results also showed that young consumers stated
that C2C buying and selling sites act fairly in providing policies or rules related to services provided.
The rules imposed are considered appropriate and
fair with the conditions prevailing at the time, for
example, shipping costs, replacement of goods, and
so on. They also argued that the rules or policies
were also applied by C2C buying and selling sites
for sellers where access to information was open
or visible to buyers so that they believed that the
buying and selling situation had good integrity.
As explained above, abilities are skills or competencies that make someone or something considered competent in certain fields by other parties (Lu
et al., 2010). The results of this study prove that
ability as a dimension of trust in the website has a
significant influence on purchase intention on C2C
buying and selling sites. These results support the
findings of Lu et al. (2017) where abilities have a
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significant influence in encouraging purchase intention. In this study, young consumers stated that it
was important for C2C buying and selling sites to
have the skills and expertise to bring together consumer needs with the products offered. The various products offered by the site are for buyers starting from convenience goods, shopping goods, specialty goods, even to unsought goods with various
prices, which will attract the attention of young consumers. It is a factor of consideration for young
consumers with a variety of unique needs to want
to transact on the site. The C2C buying and selling
site seems to be able to bridge existing buyers with
sellers. Also, young consumers stated that C2C buying and selling sites are believed to have expertise
and skills in providing quality services for them. There
is an attractive web display, menus, and features
that are easily found and operated on display, different payment methods until the selection of topics
according to the buyer’s problems is provided by
the C2C buying and selling site. The C2C buying
and selling site also provides complete information
for the products sought, starting from pictures/photos, product prices, size, composition, features, designs, and so on. It makes young consumers have
the desire to transact through C2C buying and selling sites in the future.
Based on the results of the study, it was also
found that benevolence has a significant influence
on the creation of purchase intention on C2C e-commerce businesses. These findings are different from
the findings of Lu et al. (2017), where benevolence
as a dimension of trust in websites has no significant effect on purchase intention. This research is
aimed at young consumers as the target market for
C2C buying and selling sites and not the general
public or virtual community. In this study, young
consumers stated that C2C buying and selling sites
were considered open for all their needs. As explained earlier, C2C buying and selling sites can provide various product and service offers for young
consumers. One of them is products such as mutual funds, taxes, zakat, even capital loans, and credit
installments. Also, young consumers argue that C2C
buying and selling sites are considered capable of
keeping promises given to consumers. In the trans-
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action process, consumers can track the position of
products purchased through the system or whether
the product is in the process of being shipped. The
rules of the game that apply to the seller and the
buyer, as well as the sanctions, have given, are considered capable of protecting the rights and obligations of each party, and this is proof of how the
C2C buying and selling site keeps the promises
given. Young consumers argue that C2C buying and
selling sites can maintain interest for both producers and consumers during transactions. Various
marketing strategies in the form of attractive offers
through cashback promos, special discounts, free
delivery charges, super sale programs, and others
that are applied to C2C buying and selling sites become attractive promotional tools that are not fully
carried out by other buying and selling sites. It was
also the reason for young consumers to try to make
purchases at other C2C buying and selling sites.
CONCLUSIONS AND RECOMMENDATIONS
Conclusions
This research aims to find out whether trust in
a website is a consideration for buyers or consumers in raising their desire to transact on C2C buying
and selling sites. The results of the study show that
building integrity in the C2C business process through
buying and selling sites was able to create purchase
intention. The same thing applies when business
people can run a C2C business. Ability can encourage the creation of purchase intention for buyers.
This study also shows that benevolence is a major
contributor to C2C business actors in raising and
increasing the desire to buy products or services
through online buying and selling sites.
Recommendations
This research is expected to be used as a reference and reference for further researchers in reviewing the concept of consumer behavior, especially trust in websites and purchase intention. This
study is still focused on buyers, not involving business people, namely sellers in the C2C e-commerce
business model. So that researchers expect for further research to involve the seller as a sample in the
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study. Also, the next researcher can expand the
scope of the research area to other locations that
have young consumers who can provide new insights about their behavior and replace or add other
C2C online buying and selling sites. The next researcher can also add other variables as mediating
or moderating variables to develop the results of
scientific studies.
The results of this study are also expected to
be useful for practitioners, including online buying
and selling site managers. The managers of online
buying and selling sites will be able to understand
and study the behavior of consumers, both sellers,
and buyers, to develop marketing strategies and
appropriate managerial decisions.
REFERENCES
Ahmadi, Hermawan. 2013. E-Business & E-Commerce.
Denpasar:Andi.
Alma, Buchari. 2007. Manajemen Pemasaran dan
Pemasaran Jasa. Bandung: Alfabeta.
Arikunto, S. 2010. Prosedur penelitian: Suatu Pendekatan Praktik. (Edisi Revisi). Jakarta: RinekaCipta.
Chan, K. W. andStella, Y. L. 2010. Understanding Consumer-To-Consumer Interactions in Virtual Communities: The Salience Of Reciprocity. Journal of
Business Research,Vol 63, no 9-10, pp. 1033–1040.
Dowell, D., Morrison, M., and Heffernan, T. 2015. The
changing importance of affective trust and cognitive trust across the relationship lifecycle: A study
of business-to-business relationships. Industrial
Marketing Management, Vol. 44, pp. 119–130.
Eka, Randy. 2018.Lanskap E-commerce di Indonesia
dariPerspektifKonsumen, 4 Juli 2018, Dailysocial.id.
[On line].From:https://dailysocial.id/post/eecommerce-di-indonesia-2018 [2 Februari 2019].
Ferrell, O. C. and Hartline, M.D. 2011. Marketing Strategy Fifth Edition. South-Western. Cengage Learning
Gefen, D., and Straub, D. W. 2004. Consumer trust in
B2C e-commerce and the importance of social presence: experiments in E-products and E-services.
The International Journal of Management Science,
vol 32, no. 6, pp. 407–424.
Ghozali, Imam. 2011. AplikasiAnalisis Multivariate
Dengan Program IBMSPSS 19 (edisikelima).
Semarang: UniversitasDiponogoro.
Hajli, N., Sims, J., Zadeh, A. H., and Richard, M. O., 2017.
A Social Commerce Investigation ofthe Role of Trust

VOLUME 17

NUMBER 3

SEPTEMBER 2019

Trust in Website and ITS Effect on Purchase Intention for Young Consumers On C2C
ina Social Networking Site on Purchase Intentions. Journal of Business Research,vol 71, pp. 133–
141.
Hashim, K. F., and Tan, F. B., 2015. The Mediating Role
Of Trust And Commitment On Members’ Continuous Knowledge Sharing Intention: A Commitment-Trust Theory Perspective.International
Journal of Information Management, vol. 35, pp.
145–151.
Hendrawan, D. and Nugroho, D. A., 2018.Influence of
Personality on Impulsive Buying Behaviouramong
Indonesian Young Consumers. International Journal of Trade and Global Markets, vol. 11, no 1-2, pp.
31-39.
Hume, M., 2010. Compassion without Action: Examining the Young Consumers Consumption and Attitude to Sustainable Consumption. Journal of World
Business, vol. 45, no. 4, pp. 385-394.
Iskandar. 2017. 26 PersenKonsumen Indonesia Jadi
Korban Penipuan Online, 13 Maret 2017, Liputan
6.[On line].From:https://www.liputan6.com/tekno/
read/2883901/26-persen-konsumen-indonesia-jadikor ban -pen ipua n -on li n e?ut m_expi d=.
9Z4i5ypGQeGiS7w9arwTvQ.0&utm_referrer=https
%3A%2F%2Fwww.google.com%2F[3 Januari
2019].
Jaafar, S. N., Laalp, P. E., and Mohaini, M., N. 2013. Consumers Perceptions, Attitudes and Purchase Intention towards Private Label Food Products in Malaysia. Asian Journal of Business and Management Sciences,vol 2, no. 8, pp. 73- 90.
Jaroslaw, K., 2008. Condition for Entrepreneurship of
Polish Student. International Journal of Economic
Policy in Emerging Economies, vol. 1, no. 2–3,
pp.280–287.
Kotler, Philip and Keller, K.L. 2012. Marketing Management 14th Edition. United States of America:
Pearson.
Kusumo, Roy. 2019. Inilah Hasil Survei Online Shop
Terbaik 2018 danPotensi Skema O2O di Indonesia, 3 Januari 2019, Kompasiana. [On line].
From:https://www.kompasiana.com/ryokusumo/
5c2dd810677ffb20ac064d36/inilah-hasil-surveionline-shop-terbaik-2018-dan-potensi-skema-o2odi-indonesia?page=all [2 Februari 2019].
Lu, Y., Zhao, L., and Wang, B. 2010. From Virtual Community Members to C2C E-Commerce Buyers: Trust
In Virtual Communities And Its Effect On Consumers Purchase Intention.Electronic Commerce Research and Applications, vol9, pp. 346–360.
Madahi, A.and Sukati, I. 2012. The Effect of External Fac-

DIKTI ACCREDITED SK NO. 30/E/KPT/2018

tors on Purchase Intention amongst Young Generation in Malaysia. International Business Research, vol 5, no. 8, pp. 1-7.
Mayer, R. C., Davis, J. H., and Schoorman, F. D., 1995. An
Integrative Model of Organizational Trust. Academy of Management Review, vol 20, no 3, pp. 709–
734.
Peter, J. P. and Olson, J. C. 2010. Consumer Behavior &
Marketing Strategy. New York:McGraw Hill.
Prasetyo, B. and Lina, M., J. 2008. Metode penelitian
kuantitatif: Teoridan Aplikasi. Jakarta: PT Raja
Grafindo Persada.
Riyanto, A. D. 2019. Hootsuite (We are Social): Indonesian Digital Report 2019, media release, 9 Februari
2019.[On line].From:https://andi.link/hootsuite-weare-social-indonesian-digital-report-2019/[13
Februari 2019].
Schiffman, L. G., Kanuk, L. L., and Hansen, H. 2012. Consumer Behavior A European Outlook Second Edition. United Kingdom: Pearson.
Solomon, Michael R. 2018. Consumer Behaviour: Buying, Having, and Being, Twelfth edition. England:
Pearson Edication, Inc.
Sugiyono. 2013. Metode Penelitian Kuantitatif,
Kualitatif Dan R&D. Bandung:Alfabeta
Sumarwan, et al. 2011. Riset Pemasaran dan Konsumen:
Panduan Riset dan Kajian Kepuasan, Perilaku,
Pembelian, Gaya Hidup, Loyalitas dan Persepsi
Risiko. Bogor: IPB Press
Suryani, T. 2013. Perilaku Konsumen Di Era Internet:
Implikasinya Pada Strategi Pemasaran. Yogyakarta: Graha Ilmu.
Tempo.Co. 2016. Penipuan Online di Indonesia
Tertinggi. 30 Mei 2016, Tempo.Co. [On line].
Fr om: htt ps: //t ekn o.t empo.co/r ead/775347/
p en i p ua n -on l i n e -d i - i n d on es i a - t e r t i n g gi /
full&view=ok[3 Januari 2019].
We Are Social, 2019. Digital 2019: Global Internet Use
Accelerates,viewed.[On line].From:https://
wearesocial.com/blog/2019/01/digital-2019-globalinternet-use-accelerates [2 Februari 2019].
We Are Social, 2019. Digital 2019: Indonesia, We Are
Social & Hootsuite. London.
Wu, J. J., Chen, Y. H., and Chung, Y. S. 2009. Trust Factors Influencing Virtual Community Members: A
Study Of Transaction Communities.Journal of Business Research, vol. 63, pp. 1025–1032.
Yadav, R. and Pathak, G. S. 2016. Intention to Purchase
Organic Food among Young Consumers: Evidences
froma Developing Nation. Appetite, vol 96, pp 122128.

ISSN: 1693-5241

399

