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Abstract

Purpose: The distribution of goods and the flow of information, determined by consumer behavior toward online shopping, is
drastically popular worldwide. This study examines some factors such as brand trust, online sales promotion, consumer personality,
delivery service, quality assurance, information search, and online consumer satisfaction influence online shopping behavior. Research
design, data, and methodology: A constructed questionnaire in an online survey was conducted with 241 random cluster respondents
in the greater Jakarta Area. Structure equation model was utilized to analyze and verify all the data. Results: Research finding indicates
online sales promotion, delivery service, quality assurance, and online consumer satisfaction positively influence information search.
Meanwhile, brand trust, quality assurance, and information search positively influence online shopping behavior. However, the result
illustrates that consumer personality negatively influences both information search and online shopping behavior. Conclusions: To
influence online shopping behavior, the most important factors that need to be considered by marketplaces are quality assurance. It
positively motivates Indonesia's citizens to collect information and make unplanned purchases. The study finding can be a reference for
brands to maintain and build outstanding product quality, an informational website, and an excellent marketing strategy so that
customers can meet their expectations. Besides, it also broadens both companies’ and individuals’ knowledge about the digital
revolution on consumer behavior.
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1. Introduction

In recent years, the advancement of technology is
proliferating. This digital transformation forces companies
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to switch their business model from traditional to the
current market trend, the electronic method. There has
been an acceleration in the flow of goods distribution and
the flow of information with advanced technology. To
illustrate, it has become the choice of people across the
globe for online purchasing, particularly in Indonesia,
causing the rise of marketplaces. Because of this ‘new’
trend, several marketplaces, such as Tokopedia and
Bukalapak, have reached a valuation of $1 billion, which is
possible due to the increasing number of electronic
transactions or online shopping carried out by Indonesians.
The number of online shoppers in Indonesia stood up at
roughly 20 million from 2017 to 2020 and demonstrated a
significant jump of 65 million in 2020 (Nurhayati-Wolff,
2020).

Moreover, consumer shopping habit has had a
significant change since then. Online business development
has an impact on lifestyles and consumer behaviors in
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making purchasing decisions. They are no longer reliant on
physical cash for the transaction. Instead, they prefer
digital money, particularly in the Coronavirus outbreak.
Bhatti et al. (2020) said that the overall sale of e-commerce
illustrated a drastic jump because of coronavirus. People
prefer to stay at home, keep a safe distance, work from
home, and shop from home. Walmart's online sales, for
example, have risen significantly to 74 percent. Based on
the previous research, online purchasing brings some
benefits for both brands and consumers.

Another research also finds that online shopping has
some advantages for both parties. According to Vinerean et
al. (2013), one of the merits is that brands could grasp a
capacity audience to survey, select, and purchase products
and services from the global market. Chung (2017) said the
great benefit of online purchasing is a wide choice of
alternatives. The internet can improve consumer efficiency
by facilitating consumers' access, making the transmission
of information faster, effortless, and accessible. To
illustrate, seller in the marketplace usually updates
regularly and put detail description about their products. It
is timesaving to read it online instead of going to an offline
store. Thus, people become accustomed to purchasing
digitally. The convenience of surfing the internet facilitates
free search and selection of products and triggers
commercial transactions.

Simanjuntak and Musyifah (2016) said several factors
influence online shopping behavior, one of which is a
recommendation. It could happen since consumers
constantly interact with peer groups and provide mutual
recommendations. Advice and recommendation can
influence customer's purchase intention, online shopping,
and online shopping satisfaction. It is undeniable that
millennials and generation Z prefer to utilize internet
technology more than the conventional one (Kavya &
Nagabhushanam, 2018), and they often interact virtually on
the brand's social media or shopping website. According to
Banarjee (2016), electronic word of mouth is effective in
many research studies. However, although digital business
seems promising, especially when looking at a healthy
profit that several renowned companies earn, some others
fail to grow up. Thus, e-channel distribution needs to
acknowledge consumer sensitivity. Various studies have
attempted to find what aspects that cause online shopping
behavior. This research focuses on examining determinant
elements that influence purchase and repurchase decisions.

Based on the first previous research, perceived
enjoyment, social norms, and preference influence
customer loyalty (Hsu & Lu, 2005). The second previous
study found that adolescent boys and girls have a
difference in online shopping. Adolescent boys tend to
appreciate choice, availability of information, sociality
lacking, and cost savings. Besides, they also represent a
high utilitarian value related to online purchasing. It was

discovered that adolescent boys and girls had similar
hedonistic value motivations (Sramova & Pavelka, 2018).
The third former study found an identical path among the
groups (Chinese and Canadian). On the one hand, it was
shown that site or application appearance that is practical
and amiable is highly significant (a dominance) for
Canadian consumers. On the other hand, effective site or
application is the dominant factor with the Chinese
(Mazaheri et al., 2011).

Moreover, those various previous studies have discussed
consumers' attitudes to online purchases by examining
several factors that may affect them and only explore
mostly the adolescent group. Meanwhile, this study
provides wider attention by examining some new variables
that may have gone unnoticed. Besides, it not only focuses
on teenagers but also older individuals. In addition, due to
the cultural, shopping websites, and income differentiation
between the previous research countries and Indonesia, the
study will lead to different results. By empirical approach,
this study examined the way brand trust, online sales
promotion, consumer personality, delivery service, quality
assurance, information search, and online consumer
satisfaction influence online shopping behavior in the
Greater Jakarta area, Indonesia. A framework was
developed to support the purpose of this research, and the
questionnaire was distributed to 241 internet shoppers. All
the answers were verified by applying Structural Equation
Modeling-Partial Least Square (SEM-PLS).

The previous study found that quality assurance is the
only variable with a strong positive relationship with
information search and online shopping behavior. Besides,
Indonesians perceived that brand trust is also essential for
increasing online shopping behavior. Online sales
promotion has a positive effect on information search as
well. It is revealed that Indonesians enjoy browsing
information about marketplaces’ marketing campaigns,
products, after-sales service, order confirmation, and
search for satisfaction. However, consumer personality has
a negative impact on information search and online
shopping behavior. These findings can be a reference for
brands to build great technological innovation to have a
better online shopping experience and provide information
about online consumer behavior, online market, and brand
research.

2. Literature Review

2.1. Online Shopping Behavior and Goods
Distribution

Online shopping becomes the leading distribution
channel when physical access is limited for people to visit
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stores. In addition to interactions, transactions or values
flow through online shopping applications, and reciprocal
information flows between sellers and buyers. Thus, there
has been a drastic change; online shopping has become a
proliferate trend, making companies adapt to re-assess their
digital offerings to build the best experience possible.
Individual, family, and community experiences for online
shopping have further strengthened the flow of online
distribution. According to Ling et al. (2010), online
shopping is defined as purchasing activity that customers
do through the internet. It allows customers to search and
compare several products or service alternatives from
different online shops worldwide. According to customers,
online shopping has several advantages. They are
convenient, with selection, price, and services that only
available online. Customers also think that special attention
is given by marketers when online shopping, making it one
of the benefits. Also, it is easy, provides countless access,
and has more privacy. They do not have to be followed by
the salesperson all the time. Holzwarth et al. (2015) said
that avatar affects shopping experiences just as the human
commercial agent does. It shoots up retailer satisfaction,
increases attitudes toward products sold by the retailer, and
enhances consumers' intention to buy. Javadi et al. (2012)
said online shopping does not require people to travel and
wait in lines. Not only it opens all the time, but it also is
accessible anytime and anywhere. Consumers were able to
get the more detailed information regarding products and
services. Online shopping also has some online means to
help customers compare and make purchase decisions on
various products and services. However, despite the
advantages, the online store also has many demerits
compared to brick-and-mortar stores.

Furthermore, since it was done virtually, customers are
likely to develop low trust and perceive elevated risk
highly. Intention affects consumer attitudes. According to
Ahuja et al. (2003), customers use the internet to provide
product details, 42 percent for travel information, and 24
percent for buying. They added online consumer behavior
as several activities, including collecting information from
advertising, browsing, selecting, and purchasing specific
goods and services. Hence, the retailers must comprehend
consumers' purchasing behavior to be successful. Karimi et
al. (2014) said it is essential for companies to comprehend
how online customers construct purchase decision-making,
including needing recognition, information search,
evaluation of alternatives, purchase, and post-purchase
stages.

2.2. Information Search and Behavior

Before purchasing, information search is a significant
stage in the consumers' buying process, particularly in

highly involving products and services (Mourali et al.,
2005). Buyers independently seek information about
products of interest by browsing product knowledge and
looking for similar products. Cho et al. (2012) said social
network site shoppers share some information about
purchasing, such as selling products, prices, quality, and
discounts. It looks for an alternative product so that
potential customers can make the right decision. They can
engage in internal and external information searches.
Accordingly, customers will get relevant information and
buy the goods on the internet. Huang (2016) explained that
people who are buying with hedonic motives enjoy
searching for product information. He added that
consumers could buy in large quantities of the product
varieties or purchase them early. In addition, according to
Chao and Gupta (1995), it was expected that individuals
who have a higher level of education do more information
search since they are more likely to engage in a meaningful
search for information. Therefore, they are contributing to
a higher level of search.

In addition, the collection of information can be carried
out not only on the company's website but also from repeat
customers. Customers usually share their experiences and
even advise their peer group. “Customers who have
experience with a brand will be willing to share
information about the goodness of a brand” (Budi et al.,
2021: 116). Thus, it is useful for potential customers when
they need specific information about the brand. In addition,
Thaichon (2017) also explained that customers could seek
information about product details by asking customer
service staff through virtual support assistance.

2.3. Consumer Personality and Behavior

Personality is an internal factor about how an individual
thinks and feels, interpersonal strategies that illustrate
people's behaviors, and unique and relatively steady
patterns of behaviors, thoughts, and emotions demonstrated
by them (Hogan et al., 1996). Attitude change, social
influence, and purchasing behavior were connected to
personality (Kassarjan, 1971). Meanwhile, according to
Moon (2002), personality is a set of characteristics that
makes every person different. It can be perceived by
utilizing cluster and factor analytic techniques. Dominant
(extraversion) and submissive individuals respond to
messages and other stimuli in numerous contexts
differently. Moon (2002) found that dominant people
follow message suggestions when the message style is
dominant more than submissive individuals. Personality
traits can influence a person's buying attitude. According to
Yoo and Gretzel (2011), consumer behavior research has
found that people's personality is a significant predictor of
brand preference and product choice. Kim and Jeong (2015)
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said that people’s beliefs, attitudes, and behavior connected
to internet usage might vary due to their personality traits.

Moreover, it is essential to give necessary information
and detailed product description to the consumers to help
them make a well-informed decision (Lee & Shin, 2014;
Luc et al., 2020). Detail product description plays a critical
role since it brings the goods more visible. According to
Thaichon (2017), information and product details that were
given by online customer service can reduce shopping risk.
It creates a shopping environment for abundant customers
as well.

2.4. Brand Trust and Behavior

Ling et al. (2010) said trust is consumers' willingness to
accept weakness in a transaction based on their positive
expectations about future online store behavior. Trust plays
a vital part in creating the desired result in an online
transaction. They conclude that the higher the customers'
trust, the greater online purchase intention they will show.
Garrouch and Timoulali (2020) explained that uncertainty
could be overcome by trustworthiness, leading to
optimistic expectations of desired benefits. They consider
trust as a factor that influences electronic transactions. Lee
(2017) said trustworthy and detailed information is crucial
since customers commonly use the online market to collect
the necessary information.

Moreover, there are three aspects of trust: security,
privacy, and reliability, according to Ling et al. (2010).
Firstly, security is described as consumers' trustworthiness
to pass their confidential information on the internet to do
business transactions. It has a crucial role in affecting
customer behavior and purchase intentions since they
release their data credit card numbers across the internet.
Secondly, Chen and Barnes (2007) explained that privacy
is customers' trust regarding other parties while doing a
market transaction or consumption behavior. Lee and
Turban (2001) said, since information sharing likely leads
to posing a risk, a high degree of security and privacy in
the online purchasing experience positively affects
customer trust. Thirdly, company reliability influenced
online customers’ trust and purchase intention (Koufaris &
Hampton-Sosa, 2004). Therefore, brand trust can be
considered a significant part of the relationship between
consumers and businesses since they tend to take
advantage of trusted brands.

2.5. Online Sales Promotion and Behavior

Bhagat (2020) defined sales promotion as an activity
aiming to stimulate customer demand and enhance sellers'
marketing performance. It includes means for consumer
promotion, such as giving away free vouchers, cashback,

and warranties. Moreover, trade promotions, like
merchandise and ads, and sales-force promotions, such as
bonuses, are counted. According to Ye and Zhang (2013),
online sales promotion has similar  objectives,
characteristics, and activities with conventional sales
promotion, although implemented within a distinct
environment. It can be defined as an activity that uses all
types of inducements to stimulate the target audience and
accelerate their purchase of goods or services (Pathak et al.,
2010). An online marketer is likely to adopt several
promotion methods to gain buyers' interest and make sales.

Furthermore, Shamout (2016) said that it is easier to
attract occasional customers when the same brand offers
seasonal discounts instead of getting the new one to
purchase the discounted goods. Crespo-Almendros and Del
Barrio-Garcia (2016) explained that providing different
promotional incentives can increase customers' ability to
acquire the product and repeat purchases. The primary type
of incentive is discounts. They added that sales promotion
could be effective depends on the product benefit offerings.
To illustrate, it helps the customer maximize the utility,
efficiency, or value-for-money of their purchase and bring
fun, entertainment, or self-esteem. Raghubir (1998) said,
when the promotional discount is high, it makes the saving
higher, leading to a higher probability of purchasing goods
or services. Karbasivar and Yarahmadi (2011) described
that discount encourages higher expressions of willingness
to purchase unrelated goods. Previous research also
discussed that sales promotion using coupons and cost
reduction significantly impact customer purchasing
decisions (Gorji & Siami, 2020). Promotion can be done
using several tools and strategies to understand consumers'
preferences and boost their sales.

“In online communication, when a consumer sees a
banner ad or online promotion, it can attract their
attention and stimulate their interest for these specific
products from advertisements” (Vasic et al., 2019: 71).

For example, organic banners, pop-up messages, e-mail
messages, social media ads, and text-based hyperlinks to
websites helped customers make purchase decisions.

2.6. Delivery Service and Behavior

The advancement of communication and information
technology experiences a significant adjustment for
conceptualization, development, delivery, and use of e-
services (Ltifi, 2013). Delivery service was invented to
facilitate customers who do not want to bring their goods
alone. According to Jongen (2018), delivery is one of the
steps in the consumer journey. It consists of home delivery,
pick-up points, delivery information, as well as return
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policies. For example, furniture and home accessories
provide this service to shop easily without having difficulty
bringing the products. This strategy can affect impulse
buying and the volume of sales (MacLennan, 2011).
Moreover, besides customer service, the central element of
product/service experience quality is delivery service
(Izogo & Jayawardhena, 2018).

In addition, Morganti et al. (2014) current surveys and
market analyses illustrate that one of the most crucial
factors which influence online customers’ decision to shop
is delivery service. Therefore, brands need to improve
service quality to encourage shoppers to do online
purchasing.

2.7. Online Consumer Satisfaction and Behavior

By purchasing goods or services online, people
experience both pleasure and disappointment. It defines
consumers' evaluation of a product or service concerning
their needs and expectations (Bai et al., 2008). According
to Chen and Lin (2019), behavior change, and purchase
intention were influenced by satisfaction. The purchase
step includes recognizing, searching for information,
evaluating alternatives, and post-purchase behavior. Also,
if individuals get valuable experience with a particular
online store, they can make repeat purchases and loyal.
Particularly in the digital situation, increasing website
performance can be one way to achieve customer
satisfaction.

Additionally, Stoian and Tugulea (2016) described
several levels of components that influence online
consumer satisfaction. Firstly, when customers have a good
relationship with the seller. If the seller pays personal
attention, understanding the specific needs, and offering
excellent service to the consumers, it will increase their
satisfaction scale. Secondly, guarantee security. Since
consumers need to fill in their data, the online shop must
guarantee their data safety. Thirdly, brands must
concentrate on graphic styles, such as images, image size,
image quality, color, and animations. They are considered
essential components in assessing the quality of a website.
Clients will be satisfied if they can get all the information
on the website. In addition, according to Lee et al. (2020),
the experience of customers affects their satisfaction in
several areas such as retail, service, and online.

2.8. Quality Assurance and Behavior

Quality of Product is described as good and or service
characteristics that can meet given requirements. It is
essential since product quality affects companies'
purchasing decisions and profitability. According to Alex
and Thomas (2012), customers perceive worthy transaction

when product specification fits their expectation. Moreover,
not only goods but service quality is also one of the central
aspects of consumer behavior. It is defined as a space
between what the clients want and the actual service they
receive. They stated that a study has proved that excellent
service quality encourages customer purchase behavior to
repurchase, promoting customer retention and even
customer engagement (Auditya & Hidayat, 2021). To sum
up, the overall quality of online products’ buying
experience was essential for both attitudes towards
shopping online and intention to buy (Koufaris, 2002).

3. Research Methods and Materials
3.1. Research Model and Hypotheses

This study aims to examine the determinant of online
consumer behavior in Indonesia. The conceptual

framework in this research is developed based on several
previous studies explained in the literature review.

Online Sales
Promotion (X1)

Consumer Hz
Personality
(X2) I H:
Brand Trust Hs
() i Information Online

Shopping
Behaviour (Y1)

Search (Z1)

Delivery
Service (Xu)

Quality
Assurance (X5)

Online
Consumer

Satisfaction

(Xs)

Figure 1: Hypothesized Variables

Specifying the research hypotheses is one of the
essential steps in planning a scientific quantitative research
study. Thus, below are the proposing output hypotheses:

Ho: Information search was not influenced by online sales
promotion.

Hai: Information search was significantly influenced by
online sales promotion.

Ho: Online sales promotion did not influence online
consumer behavior.
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H2: Online sales promotion significantly influenced online
consumer behavior.

Ho: Information search was not influenced by customer
personality.

Hs: Information search was significantly influenced by
customer personality.

Ho:. Customer personality did not influence online
consumer behavior.

Has: Customer personality significantly influenced online
consumer behavior.

Ho: Information Search was not influenced by brand trust.

Hs: Information search was significantly influenced by
brand trust.

Ho: Brand trust satisfaction did not influence online
consumer behavior.

He: Brand trust satisfaction significantly influenced online
consumer behavior.

Ho: Information search was not influenced by delivery
service

H7: Information search was significantly influenced by
delivery service.

Ho: Delivery service did not influence online consumer
behavior.

Hs: Delivery service significantly influenced online
consumer behavior.

Ho: Information search was not influenced by quality
assurance.

Ho: Information search was significantly influenced by
quality assurance.

Ho: Quality assurance did not influence online consumer
behavior.

Hio: Quality assurance significantly influenced online
consumer behavior.

Ho: Information Search was not influenced by online
consumer satisfaction.

Haui: Information search was significantly influenced by
online consumer satisfaction.

Ho: Online consumer satisfaction did not influence online
consumer behavior.

Hai2: Online consumer satisfaction significantly influenced
online consumer behavior.

Ho: Information Search was not influenced by brand trust

Has: Information search was significantly influenced by
online shopping behavior.

3.2. Data Collection and Research Method

A quantitative approach was conducted to data gathering
and analysis (Creswell, 2009; Neuman, 2013). This study
used a constructed questionnaire with 241 random
individuals through an online survey in the Greater Jakarta,
Indonesia. This research aims to determine people’s
responses through an online questionnaire. Therefore, the

post-survey adjustment method is applied to non-
probability sampling, particularly purposive sampling,
which can generalize the sample that is being studied
(Sanap, 2017). Specific respondents are selected based on
researchers ‘criteria and research objectives.

Nowadays, it is undeniable that people are reluctant to
purchase offline, particularly when the coronavirus strikes.
Consumers change their shopping behavior to digital
solutions. According to Hasanat et al. (2020), e-commerce
is the leading platform for individuals to fulfill the
necessities required for survival. Based on the data, the
respondents are men and women who meet several
specifications. They are 18 to >45 years old individuals
who live in the Greater Jakarta, Indonesia, and have basic
monthly expenses start from below USD338 to USD690.
The researchers did not have thorough knowledge about
the number of subjects to be sampled. The population of
this study is internet shoppers. Meanwhile, this research
did not have to determine the sample size directly by
employing the purposive technique. Two hundred forty-
one respondents completed the online questionnaire via
Google Form, which was distributed through Instagram.

In this research, Structural Equation Modelling and
Smarts 3.0. are used to process the data (Kaplan, 2009).
Building a questionnaire, then collected all the answers
based on online sales promotion, customer personality,
brand trust, delivery service, quality assurance, online
consumer satisfaction, information search, and online
consumer behavior. Each of these was divided into three
types of variables, and they are independent variables (X),
dependent variable (Y), and controlled variable (2).
Independent variable includes online sales promotion (X1),
customer personality (Xz), brand trust (Xs), delivery service
(Xa), quality assurance (Xs), online consumer satisfaction
(Xe). The dependent variable will be online shopping
behavior (Y1), and the controlled variable is information
search (Z1). The perceptual measures were rated based on a
five-point Likert scale (1= strongly agree, 2= agree, 4=
disagree, 5= strongly disagree).

4. Result and Discussion
4.1. Descriptive Information

The questionnaire result illustrated the outcome survey
of individual's responses regarding online consumer
behavior in the Greater Jakarta Area. It was conducted
among 241 people. Overall, according to the charts, most
respondents are male, which accounted for precisely 57.7
percent, while only 43.2 percent of females filled out the
questionnaire. Young adults between the age of 18-24
years old are over-represented in this survey, which made
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up 66.8 percent. The percentage of adult respondents
between the age of 25-31 years old and 32-38 years old
accounted for 21.2 percent and 5 percent, respectively.
Respondents between the age of 39-45 years old were
slightly represented in this survey, which made up 7.1
percent. The outcome demonstrates that adolescents in the
Greater Jakarta Area between the age of 18-24 years old
enjoy online purchasing through their marketplace
preferences.

4.2. Evaluation of Measurement Model
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X132
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According to Henseler et al. (2015), three measurement
criteria are needed to assess the outer model: convergent
validity, discriminant validity, and composite reliability.

4.2.1. Convergent Validity

When indicators need to be specified to measure the
loading factor, it is necessary to test the measurement
model's convergent validity. If each indicator has around
0.6 loading factors, it means the latent variables' indicators
should explain at least half of the criterion construct's
variance. Therefore, this research applies a loading factor
limit of 0.6. The model was analyzed in SmartPLS
software, as shown in Figure 2.

1
Uﬁﬂﬂ 2
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T—» L3
7 T Z4

gation ""““'1

A 5
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Dinling Shopping
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Figure 2: SmartPLS Hypothesized Model

Based on the graph, the AVE value of online sales
promotion (X1) is 0,596. Meanwhile, the value of customer
personality (X2) and brand trust (X3) AVE made up for 0,7

and 0,66, respectively. Delivery service (X4) experiences a
higher AVE value, which accounted for 1. The AVE value
of quality assurance (X5) and online consumer satisfaction
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(X6) are 0,799 and 0,621. The value of online shopping
behavior (Y1) AVE made up for 0,7 as well. While
information search (Z1) AVE value shows 0,54, which
managed to exceed 0.5. Furthermore, the loading factor

Table 1: Reliability and Confirmatory Factor Analysis

range is between 0,63 to 1. The graph demonstrates that the
data can reach the loading factor standard. Therefore, it
means that each indicator meets the standard criteria, as
shown in Table 1.

ncicators | Lgading | Average Varance | Composte

X1 0.784

Online Sales Promotion (X7) X2 0853 0.596 0.854
X1.3 0.736
X.4 0.706
X2.1 0.779

Consumer Personality (X3) X3.2 0.840 0.700 0.875
X2.3 0.888
X3.1 0.861

Brand Trust (Xs) X2 0623 0.660 0.886
X3.3 0.808
X3.4 0.756

Delivery Service (X4) X1 1.000 1.000 1.000

Quality Assurance (Xs) ua 0872 0.799 0.888
X5.2 0.915
Xe.1 0.825
X5.2 0.826

Online Consumer Satisfaction (Xs) X5.3 0.782 0.621 0.891
X.4 0.740
Xs.5 0.763
Y.A1 0.780

Online Shopping Behavior (Y) Y.2 0.862 0.700 0.875
Y.3 0.864
ZA 0.633
Z2 0.694

Information Search (2) Z3 0.801 0.540 0.854
Z4 0.764
Z5 0.771

The Information search (Z) variable in the five constructs
obtained a significant value of loading factor and average
variance extracted (AVE), so composite reliability was
relatively high, 0.854. Likewise, the dependent variable
Online Shopping Behavior (Y) in the three constructs
obtained the value of loading factor, AVE, and relatively
high composite reliability. Thus, the two dependent
variables (Z and Y) have significant composite reliability.

4.2.2. Discriminant Validity

Discriminant validity defines as an advancement to
which a construct was different from the others by
empirical standards. Thus, it can show the uniqueness of a
construct and grasp a phenomenon not represented by
others in the model by applying discriminant validity. By
using SmartPLS, analysis can be done by looking at
Fornell-Larcker Criterion and cross-loading.




Karilla MAIDIANA, Z. HIDAYAT / Journal of Distribution Science 19-7 (2021) 5-17

Table 2: Fornell-Larcker Criterion

13

X X; X3 X Xs Xs Y V4
Xi 0.772
Xz 0.287 0.837
X3 0.539 0.532 | 0.813
Xa 0.365 0.038 | 0.235 1.000
Xs 0.527 0.278 | 0.501 0.433 | 0.894
Xs 0.564 0.402 | 0.667 | 0.379 | 0.676 | 0.788
Y 0.503 0.349 | 0.560 | 0.357 | 0.652 | 0.647 0.836
z 0.547 0.368 | 0.579 | 0.388 | 0.617 | 0.714 0.627 | 0.735

The table 2 demonstrates the Fornell-Larcker value
among variables, which have a higher correlation with other
variables than the square root value of AVE. Therefore, it
shows that the data model tested in this study has met the
requirements or criteria indicating discriminant validity.

4.2.3. Construct Reliability

Reliability defines as a consistent measurement that can
be relied on. Cronbach Alpha is a way of measuring
internal consistency. It can be considered highly reliable
when the measurement produces similar results repeatedly.
Composite reliability and Cronbach alpha are the methods
used to assess each construction’s reliability and internal
consistency in this study. The reliability coefficient for the

test should be 7.0 or higher to be “acceptable”.
Based on the data, the Cronbach Alpha value is in the
range of 0.750-1.000. The Composite Reliability value of

Table 3: The hypothesis of the structural model

each variable is in the range of 0.854-1.000. This data can
be seen in Table 1. This result indicates that all variables
have a high value of Cronbach Alpha.

4.3. Evaluation of Structural Model

Based on the results of hypothesis testing, this study
indicates that the variables Online Sales Promotion (Xai),
Delivery Service (X4), Quality Assurance (Xs), and Online
Consumer Satisfaction (Xe) have a significant effect on
Information Search (Z) since they have a statistical t value
greater than t critical 1.96. On the other hand, Consumer
Personality (X2) and Brand Trust (X3) have no significant
effect on Information Search (Z). The main reason is that
the t value is smaller than a critical t of 1.96 and has an
alpha value of more than 0,05.

Constructs Beta stat.:-stic VaIZes Hypotheses
Online Sales Promotion (X;) -> Information Search (Z) 0.125 1.998 0.046 Significant
Consumer Personality (X3) -> Information Search (Z) 0.067 1.500 0.134 Not Significant
Brand Trust (X;) -> Information Search (2) 0.103 1.594 0.111 Not Significant
Delivery Service (X4) -> Information Search (2) 0.090 2.001 0.046 Significant
Quality Assurance (Xs) -> Information Search (Z) 0.175 2.614 0.009 Significant
Online Consumer Satisfaction (Xs) -> Information Search (Z) 0.395 5.587 0.000 Significant
Online Sales Promotion (X;) -> Online Shopping Behavior (Y) 0.050 0.741 0.459 Not Significant
Consumer Personality (Xz) -> Online Shopping Behavior (Y) 0.045 0.872 0.384 Not Significant
Brand Trust (X;) -> Online Shopping Behavior (YY) 0.133 2.020 0.044 Significant
Delivery Service (X4) -> Online Shopping Behavior (Y) 0.040 0.584 0.559 Not Significant
Quality Assurance (Xs) -> Online Shopping Behavior (Y) 0.308 4.268 0.000 Significant
Online Consumer Satisfaction (Xs) -> Online Shopping Behavior (Y) 0.152 1.636 0.103 Not Significant
Information Search (Z) -> Online Shopping Behavior (Y) 0.191 1.982 0.048 Significant
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4.4. Discussion

This study examines online purchasing behavior in the
Greater Jakarta, online sales promotion, consumer
personality, brand trust, delivery service, quality assurance,
online consumer satisfaction, and information search to
know the online shopping behavior. Based on the study
results stated in the previous discussion, online shopping
behavior is defined as buying goods or services that
customers do through the internet. The data found that
quality assurance is the most contributing factor in this
research. Amron (2018) found that the quality of products
positively affects purchasing decisions. Another previous
research said, more information regarding a product is
necessary for buying decisions (Park et al., 2019).

Moreover, several variables such as Online Sales
Promotion, Delivery Service, and Online Consumer
Satisfaction significantly affect Information Search.

Satisfaction on retailer's online shopping experience has
been a concern of similar research (Kim, 2017). Vasic et al.
(2019) also said that one of the crucial factors of customer
satisfaction is information quality before buying occurs.
Pauwels et al. (2011) usually stated that price promotion is
minimal, but it is the most important thing for an
informational website. Additionally, according to Page-
Thomas et al. (2006), the preliminary information that the
customer needs during online purchasing are delivery
pricing guides, delivery guarantees, and delivery schedules.
They are helpful for the customer before considering
shopping virtually. Furthermore, brand trust and
information search significantly influence online shopping
behavior as Rahman et al. (2018) mention.

The previous study also stated that customers trust a
brand when they recognize the brand image. It acts as an
intermediary to induce customers' shopping behavior in the
future (Cha & Seo, 2019). However, despite having a valid
indicator, customer personality negatively significant
towards information search and online shopping behavior.
However, the previous study found otherwise. Types of
personality play an important role in consumers' decisions
to buy online (Wu et al., 2018).

5. Conclusions

This study tried to predict brand trust, online sales
promotion, consumer personality, delivery service, quality
assurance, information search, and how online consumer
satisfaction influences online shopping behavior. Besides,
the purpose is also to find direct and indirect influence
between the variables. The hypotheses were tested by using
SEM-PLS. It involved five independent variables: online
sales promotion, customer personality, brand trust, delivery

service, quality assurance, and online consumer satisfaction.
Based on the result, quality assurance is the only variable
with a strong positive relationship with information search
and online shopping behavior. It means that brands should
build products that meet customer expectations and provide
detailed information on the website. Besides, Indonesians
perceived that brand trust is also essential for increasing
online shopping behavior. If brands are gaining customer
trust, they will consider a specific name when considering
shopping virtually.

Moreover, online sales promotion has a positive effect on
information search. It shows that Indonesians enjoy
browsing information about the marketplaces' marketing
campaigns. The research also found that when Indonesians
browse the preferred marketplace, they will look at the
delivery section to seek free shipping information. Before
purchasing virtually, the marketing communication
campaigns filled information regarding the product, after-
sales service, rewards offer, and order confirmation.

On the other hand, consumer personality has a negative
impact on information search and online shopping behavior.
This result means Indonesians’ personality traits do not
influence online shopping behavior. Also, they prefer
buying unique goods or seeking product variety.

5.1. Implication and Limitation

The results and findings of this study bring some
valuable contributions for both academic and non-academic
fields. This research provides information about online
consumer behavior, online market, and brand research in
the Greater Jakarta Area, Indonesia. Furthermore, it
provides valuable insight into online shopping behavior,
brand trust, online sales promotion, consumer personality,
delivery service, quality assurance, information search, and
online consumer satisfaction.

In the non-academic field, the research references brands
to build an outstanding product quality to trigger their
online shopping behavior, resulting in earning customer
loyalty. Since this result presents that online sales
promotion positively impacts information search, brands
should create an informational website and excellent
marketing strategy to attract purchasing behavior. Besides,
this study also gives knowledge about the digital revolution
on consumer behavior. It enables brands to compete and
build great technological innovation to give customers a
better online shopping experience.

Furthermore, despite such scholarly and practical
contributions, there are some limitations found in this
research. Firstly, this study was done by utilizing a single
method, which is quantitative research. The analysis could
be done by using mix method in order to find detailed
information regarding all variables. Secondly, the
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participants in this study were only focused on the Greater
Jakarta Area, Indonesia. It is better to assign individuals in
a different region to find different results.
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