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Abstract

Background: Traditional markets are essential to many people for shopping and fulfilling their daily needs is
necessary to study people’s purchase behavior, especially regarding purchase interest, in an era of increasingly
advanced technological developments including e-commerce.

Obijective: This study aims to show the effect of e-commerce on people’s purchase interest in traditional markets.
Method: This type of study is descriptive and quantitative, with primary and secondary data sources. The primary
data is taken from questionnaires and interviews, while the secondary data is taken from some literatures. The
population of the study is the people of Bengkalis Regency, Riau Indonesia in amount of 564,689 people in total.
This study used random sampling. The sample measurement technique uses the Slovin approach and obtained a
total of 400 respondent and for the data analysis, this study used simple linear regression.

Results: The results of the study show that e-commerce positively and significantly affects people’s purchase
interest in traditional markets.

Conclusion: E-commerce positively and significantly affects the purchase interest of the Bengkalis people in
traditional markets as much as 66.1% and the rest 33.9% is affected by other factors. Nevertheless, most people
only use e-commerce as a catalogue to gain new information about a product, their purchase interest remains
mostly buying the product in traditional markets. This study will theoretically enrich the previous existing theories
and practically becomes a reference for business-persons to increase people’s purchase interest.
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1. Introduction

From 2019 to 2022, the study of purchase interest or purchase intention has become an exciting
phenomenon for researchers worldwide. This phenomenon occurs because of the problem on how the
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purchase interest or purchase intention of the public affects a business. Although purchase interest or
purchase intention has been widely studied, it remains an exciting study to be observed in some parts of
the world, such as studies on purchase interest in clothes in India (Bhatia, 2019); purchase intentions of
green products in the United States (Choi & Johnson, 2019); purchase intentions of beauty and fashion
products in France (Sokolova & Kefi, 2020); purchase intentions through social media in Germany
(Weismueller et al., 2020); purchase intentions of products in Thailand (Puriwat & Tripopsakul, 2021);
consumers' online purchase intentions in China (Ma et al., 2021); purchase intentions of green products
in Brazil (Costa et al., 2021); purchase intentions of non-green products in Malaysia (Munerah et al.,
2021); consumers’ purchase interest through social media in Indonesia (Laini et al., 2022); purchase
intentions of green cosmetics in South Africa (Shimul et al., 2022); purchase intentions through social
media in the United States (Bu et al., 2022); purchase intentions of organic vegetables in the European
Union (Loera et al., 2022). However, none of these studies examined the purchase interest or intentions
of buyers in traditional markets.

Traditional markets are essential for most people to shop in fulfilling their daily needs (Smith &
Richards, 2013). Factors influencing people's shopping behavior at traditional markets are facilities,
environment, prices, and payment procedures (Handayani et al., 2019). However, with the rapid
development of information technology, e-commerce has eventually emerged. The presence of e-
commerce can also affect people's behavior in shopping (Maskuroh et al., 2022). The growth of e-
commerce and its transactions from year to year is increasing. This is proven by We Are Social’s data
in January 2022 that the number of people who shopped for products online reached 3.78 billion, with
a total transaction of $3.85 trillion (We Are Social, 2022). Furthermore, the number of online
transactions for electronic products reached $988.4 billion, fashion $904.5 billion, furniture $436.8
billion, toys and hobbies $392.9 billion, personal and household care $381.5 billion, food $376.6 billion,
$211.5 billion in drinks, and $155 billion in physical media (We Are Social, 2022).

By this point, the study of purchase interest has many factors influencing it with mixed results.
Reflections on the effect of brand image on purchase interest have been conducted by some researches
(Cham et al., 2018; Dash et al., 2021; Isnarno et al., 2018). Studies on the effect of trust on purchase
interest have been conducted by some other researchers (Laini et al., 2022; Moslehpour et al., 2020;
Neumann et al., 2021; Qalati et al., 2021; Weismueller et al., 2020; Yen & Chiang, 2021). Studies on
the effect of product quality on purchase interest have been conducted by some observers (Foster &
Johansyah, 2019; Suganda, Handayani, et al., 2021). Studies on attitudes toward purchase interest have
been conducted by (Ahmed et al., 2021; Chetioui et al., 2021; Kumar et al., 2021; Lim & An, 2021; Qi
& Ploeger, 2021; Rausch & Kopplin, 2021; Sharma et al., 2021; Vahdat et al., 2021; Zhu &
Kanjanamekanant, 2021). Studies on norms for purchase interest have been conducted by (Hamzah &
Tanwir, 2021; Munerah et al., 2021; Sahir et al., 2021; Wang et al., 2021). Studies on corporate social
responsibility on purchase interest have been conducted by (Cheng et al., 2021; Gupta et al., 2021).
Studies on word of mouth on purchase interest have been conducted by (Park et al., 2021; Wijaya et al.,
2021).

Studies on other factors that influence purchase interest are brand love, brand involvement,
preference, awareness, involvement, followers, motivation, social interaction, and credibility (Adawiyah
etal., 2021; Addo et al., 2021; Akram et al., 2021; Sokolova & Kefi, 2020; Verma, 2021). Furthermore,
studies on the indirect influence of e-commerce on purchase interest in terms of system reputation, ease
of use of the website, website linkage services, website quality, and social media have been conducted
by (N. Chen & Yang, (2021); Kusuma et al., (2020); Maskuroh et al. (, 2022); Qalati et al., (2021).
However, from all these studies, no studies have been found regarding the direct influence of e-
commerce on people's purchase interest, especially in traditional markets. Therefore, based on the
phenomena and facts of the existing literature, this study aims to examine more deeply about the
influence of e-commerce on people’s purchase interest in traditional markets. This study will present
evidence of e-commerce factors influencing people’s purchase interest in traditional markets.



Hendarsyah et al./ TIJAB (The International Journal of Applied Business), 7(1) (2023) 01-11 3

2. Literature Review
2.1.  Behavioral Theory

Behavior is one part of dynamic individual psychology that can be identified from the causes and
effects of a situation in the surrounding environment, manifested in fantasy, communication, and
physical activity (Woodruff, 1949). Behavior tends to concentrate on historical patterns of change
without needing adjustment at the group or population level (Alexander, 1975). Behavior consists of
several aspects: evaluation, expressive, affective, and executive (Woodruff, 1949). Therefore, behavior
can be interpreted as an individual reaction to the convergence of physiological, social, ego, impressions,
beliefs, concepts, tastes, preferences, and objective and subjective reality (Woodruff, 1949). The theory
of planned behavior often uses understanding consumer behavior as a fundamental theory (Bashir et al.,
2019). Several study problems related to planned behavior consist of behavior, behavioral intentions,
attitudes, and beliefs (Ajzen, 1985).

2.2.  Purchase Interest

Purchase interest is almost the same as purchase intentions, which is the desired business result
(Puriwat & Tripopsakul, 2021). Interest in individuals shows a tendency to focus on objects of interest
(Pahala et al., 2021). Interest arises because of the influence from within and outside an individual
(Pahalaetal., 2021). Interest can be influenced by internal motivation factors, social motives, emotional,
environmental, incentives, income, prices, and benefits (C.-C. Chen et al., 2018; Greene, 2020; Kusuma
et al., 2020). Purchase interest reflects individual behavior and desire to buy something (Suganda,
Hapsari, et al., 2021). Purchase interest in consumer behavior appears in response to objects that indicate
an individual's desire to make a purchase (Kotler et al., 2018; Morwitz, 2012; Zou, 2018). Purchase
interest can be enthusiasm to buy something according to existing trends (Pahala et al., 2021). Purchase
intention also refers to an individual's willingness to buy something at a particular time or in a specific
situation (Morwitz, 2012). This is obtained from learning and thinking to form perceptions and generate
motivation for what they think; finally, when individuals need to fulfill their needs, it is necessary to
actualize what they have been thinking (Kusuma et al., 2020). Vital interests or intentions tend to be
involved in certain behaviors because there are motivational factors in doing these behaviors (Ajzen,
1991; Shin et al., 2018).

2.3. E-commerce

E-commerce is generally buying and selling goods or services between business companies,
individuals, households, governments, and public organizations through computer networks
(Hendarsyah, 2019; Larasati & Agustin, 2019). E-commerce is the use of internet technology in digital
business transactions between companies and individuals (As’ad et al., 2021; Sinha & Singh, 2017;
Turban et al., 2015). Business transactions include buying and selling activities, advertising, marketing,
customer support, security, delivery, and payments (Sriram et al., 2019; Turban et al., 2015). E-
commerce is a digital activity in business transactions, which can be accessed anywhere and anytime
without relying on the geographical conditions of an area (Kusuma et al., 2020). E-commerce has
ubiquity, richness, global reach, universal standards, information density, interactivity, personalization,
customization, and social technology (Laudon & Traver, 2014). In terms of connection and
communication, e-commerce involves determining product positioning and delivery processes as well
as providing the best service to consumers using GPS (Global Positioning System), web, and EDI
(Electronic Data Inerchange) technology (Riaz et al., 2021).

2.4.  Hypothesis Development

E-commerce can affect people's behavior in shopping (Maskuroh et al., 2022). People's behavior in
shopping can be in the form of purchase interest (Watson et al., 2018). A study on the indirect effect of
e-commerce on purchase interest conducted by Kusuma et al. (2020) found that the system's reputation
affects purchase interest. Then a study conducted by N. Chen & Yang (2021) found that the ease of
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using the website affects consumer purchase interest. Further studies carried out by Qalati et al. (2021)
found that the quality of the website affects purchase interest. Based on this, the hypothesis can be
formulated as: H1: e-commerce affects people's purchase interest in traditional markets.

3. Method

This study was conducted in the Sukaramai traditional market, Bengkalis Regency, Riau, Indonesia,
which primarily sells apparel. This type of study is descriptive and quantitative. The population of the
study is the people of the Bengkalis district, totalling 564,689 people (BPS, 2020). The sampling
technique used random sampling. The technique of measuring the number of samples using the Slovin
approach obtained a total sample of 400 respondents. The study variables consist of e-commerce as the
independent variable and purchase interest as the dependent variable. In terms of data sources, the
primary data are taken from questionnaires and interviews. While the secondary data are taken from
some literatures. The questionnaire was formed using a Likert scale with five categories, namely
strongly agree (1), agree (2), neutral (3), disagree (4), and strongly disagree (5). The data analysis
technique uses simple linear regression with the help of SPSS software which has previously been tested
for its validity, reliability, and normality.

4. Results
4.1.  Hypothesis Development

The data were collected by filling out a questionnaire. Questionnaires were distributed randomly to
400 people from the people of Bengkalis Regency, Riau, Indonesia. All respondents filled out and
returned the questionnaire so that the questionnaire data obtained from the respondents was as many as
400. After the data was processed, the data related to the characteristic of the respondent were classified
based on the gender and age of the respondents, as well as the recapitulation of the questionnaire. Based
on gender, data was obtained from male respondents, as many as 98 people (24.5%), and female, as
many as 302 people (75.5%). While related to the age, the data was obtained from respondents between
21 and 30 years old, as many as 134 people (33.5%) between 31 and 40 years, as many as 164 people
(41%), and between 41 and 50 years as many as 102 people (25.5 %). The results of the questionnaire
recapitulation show that based on the purchase interest variable, people answered strongly agree (19%),
agree (39%), neutral (32%), disagree (8%), and strongly disagree (2%). Based on the e-commerce
variable, people answered strongly agree (20%), agree (31%), neutral (33%), disagree (10%), and
strongly disagree (6%).

4.2.  Validity and Reliability Test

The validity test requires the r-table value to be compared with the r-statistics of each variable
statement item. Based on the number of samples, as many as 400 people, and a significant value of 5%,
the r-table value of 0.098 was obtained. The validity test results show that all items of the statement of
purchase interest variable have r-statistics values between 0.207 and 0.600. The e-commerce variable
obtained r-statistics values between 0.145 and 0.665. When the r-statistic of the two variables is
compared with the r-table value, the r-statistic value is greater than the r-table, meaning that the
questionnaire data is valid.

The reliability test was carried out to compare the value of Cronbach's alpha with the minimum
reliability limit value of 0.6. The reliability test results show that the value of Cronbach's alpha for the
purchase interest variable is 0.708 and the e-commerce variable is 0.727. Viewed from the value of
Cronbach’s alpha, each variable appears to be more than 0.6, which means that the questionnaire data
is reliable.

4.3.  Validity and Reliability Test

The normality test was carried out using the Kolmogorov-Smirnov test apparatus and the normal p-
p plot graph. Kolmogorov-Smirnov test results show that the A-Symp Sig. value of 0.631, the value is
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more significant than 0.05. The normal p-p plot graph shows that the plots are spread out following the
diagonal line (Figure 1). Based on the two tests, it can be said that the questionnaire data is hormally
distributed.

Dependent Variable: Purchase Interest
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Source: Primary data (processed)

Figure 1. Normal P-P Plot
4.4.  Hypothesis Test

A hypothesis test was carried out using t-statistics because only two variables were tested. In t-
statistics, it is necessary to compare the t-table value with t-statistics. The t-table value is 1.972 from the
t-table distribution based on the df (degree of freedom) value of 398 and a significant 5%. Based on
Table 1, the regression equation can be formulated: Y = 19.291 + 0.177X, meaning that if the e-
commerce variable (X) is assumed to be zero, then people's purchase interest (Y) increases by 19.291.
If one unit of e-commerce value (X) is added, then people's purchase interest (Y) will increase by 0.177.
Then Table 1 shows that X - Y has a t-statistics value of 5.004, sig 0.000, and R-Square 0.661 (66.1
%). The value of t-statistics (5.004) is greater than the t-table (1.972). The value of sig. (0.000) smaller
than 0.05, so hypothesis H1 is supported.

Table 1. Hypothesis test results

Model Coefficient T-Statistics Sig. R-Square
(Constant) 19.291 9.693 0.000 -
X=2>Y 0.177 5.004 0.000 0.661

Source: primary data (processed)
5. Discussion

The results of the study indicate that hypothesis H1 is supported, meaning that e-commerce
significantly affects people's purchase interest in traditional markets. The value of the e-commerce
coefficient shows a positive number, meaning that e-commerce positively and significantly affects
people's purchase interest in traditional markets, with a significant influence of 66.1%. This indicates
that with the increasing presence of e-commerce, more people's purchase interest in traditional markets
increases. On the other hand, the lower the presence of e-commerce, the people’s purchase interest in
traditional markets will be lower as well. This statement follows behavioral theory, where people's
behavior is more likely to concentrate focus on patterns of change without the need for adjustment. This
is also obtained from the thinking process of the community so that it can form perceptions and generate
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motivation for what they think. When they want to fulfill their needs, people will actualize what has
been considered before, so that purchase interest in traditional markets always follows the existence of
e-commerce.

The existence of e-commerce is beneficial for traditional market traders in updating the availability
of their products in in terms of the latest types and models. Merchants also take advantage of social
media-based e-commerce to promote their wares. This is in line with what has been conveyed by one of
the traders at the Sukaramai traditional market, who stated that they, as merchants, also have to keep up
with technological developments by promoting their products through social media so that interested
customers can come to the store to shop. This proves that the existence of e-commerce can stimulate
people's interest in purchasing goods directly in traditional markets. People, in general, are more
interested in searching online first, either through marketplaces such as e-commerce or social media,
when they want to buy an item. When they find the correct item, they will be interested in purchasing
it. This is in line with one respondent who stated that online stores are only used to browse goods but
still shop at traditional markets. This proves that some people use e-commerce as a catalog before
eventually shop at traditional markets. Therefore, e-commerce can provide convenience to the general
public, in line with Foeh et al. (2022) statement that the convenience provided by e-commerce can
increase purchase interest.

The results of this study are supported by Maskuroh et al. (2022) who states that e-commerce can
affect people's behavior in shopping. Then the results of this study are also in line with the findings of
the study conducted by Kusuma et al. (2020); Qalati et al. (2021) which state that e-commerce indirectly
affects consumer purchase interest following the variables studied by each researcher. Furthermore, the
results of this study are also supported by N. Chen & Yang (2021) states that using e-commerce in
different areas will provide different experiences and attract consumers with different qualities.

6. Conclusions

Based on the results of the study, it if observed that e-commerce positively and significantly affects
people's purchase interest in traditional markets. E-Commerce affects purchase interest by 66.1%.
However, most people only use e-commerce as a catalog to gain new information about a product, since
their purchase interest remains mostly buying the product in traditional markets. This study will
theoretically enrich the previous existing theories and practically becomes a reference for
businesspersons to increase people's purchase interest. This study has limitations in terms of variables
and the number of samples. Further research are highly needed, especially by increasing the number of
samples and expanding study some variables such as; comfort, security, convenience, trust, and other
related variables which appears to take 33.9% in the current study.

References

Adawiyah, R., Najib, M., & Ali, M. M. (2021). Information Effect on Organic Vegetable Purchase
Interest through Consumer Preferences and Awareness. The Journal of Asian Finance, Economics
and Business, 8(2), 1055-1062. http://koreascience.or.kr/article/JAK0202104142270643.page

Addo, P. C., Fang, J., Asare, A. O., & Kulbo, N. B. (2021). Customer engagement and purchase intention
in live-streaming digital marketing platforms. The Service Industries Journal, 41(11-12), 767—786.
https://doi.org/10.1080/02642069.2021.1905798

Ahmed, N., Li, C., Khan, A, Qalati, S. A., Naz, S., & Rana, F. (2021). Purchase intention toward organic
food among young consumers using theory of planned behavior: role of environmental concerns
and environmental awareness. Journal of Environmental Planning and Management, 64(5), 796—
822. https://doi.org/10.1080/09640568.2020.1785404

Ajzen, I. (1985). From Intentions to Actions: A Theory of Planned Behavior. In Action Control (pp. 11—
39). Springer Berlin Heidelberg. https://doi.org/10.1007/978-3-642-69746-3_2

Ajzen, 1. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179-211. https://doi.org/10.1016/0749-5978(91)90020-T



Hendarsyah et al./ TIJAB (The International Journal of Applied Business), 7(1) (2023) 01-11 7

Akram, U., Junaid, M., Zafar, A. U., Li, Z., & Fan, M. (2021). Online purchase intention in Chinese
social commerce platforms: Being emotional or rational? Journal of Retailing and Consumer
Services, 63, 102669. https://doi.org/10.1016/j.jretconser.2021.102669

Alexander, R. D. (1975). The search for a general theory of behavior. Behavioral Science, 20(2), 77—
100. https://doi.org/10.1002/bs.3830200202

As’ad, 1., Hendarsyah, D., Andiyan, A., Wibowo, L. S. B., Yahya, S. R., Alwi, M., Nugroho, F.,
Gunawan, A. N. S., Muttagin, M. Z., Ningsih, S. R., Adriyendi, A., Yanqoritha, N., Effendy, F.,
Utomo, B., Kuswandi, K., & Nasution, M. F. H. (2021). Implementasi loT dalam Perspektif Bidang
Teknik. Nuta Media. https://www.researchgate.net/publication/357794066

Bashir, S., Khwaja, M. G., Turi, J. A., & Toheed, H. (2019). Extension of planned behavioral theory to
consumer behaviors in green hotel. Heliyon, 5(12), e02974.
https://doi.org/10.1016/j.heliyon.2019.e02974

Bhatia, V. (2019). Impact of fashion interest, materialism and internet addiction on e-compulsive buying
behaviour of apparel. Journal of Global Fashion Marketing, 10(1), 66-80.
https://doi.org/10.1080/20932685.2018.1544502

BPS. (2020). Jumlah Penduduk Kab Bengkalis Menurut Proyeksi BPS (Jiwa), 2018-2020. Bps.Go.ld.
https://bengkaliskab.bps.go.id/indicator/12/57/1/jumlah-penduduk-kab-bengkalis-menurut-
proyeksi-bps.html

Bu, Y., Parkinson, J., & Thaichon, P. (2022). Influencer marketing: Homophily, customer value co-
creation behaviour and purchase intention. Journal of Retailing and Consumer Services, 66,
102904. https://doi.org/10.1016/j.jretconser.2021.102904

Cham, T. H,, Ng, C. K. Y., Lim, Y. M., & Cheng, B. L. (2018). Factors influencing clothing interest
and purchase intention: a study of Generation Y consumers in Malaysia. The International Review
of Retail, Distribution and Consumer Research, 28(2), 174-189.
https://doi.org/10.1080/09593969.2017.1397045

Chen, C.-C., Chen, C.-W., & Tung, Y.-C. (2018). Exploring the Consumer Behavior of Intention to
Purchase Green Products in Belt and Road Countries: An Empirical Analysis. Sustainability, 10(3),
854. https://doi.org/10.3390/su10030854

Chen, N., & Yang, Y. (2021). The impact of customer experience on consumer purchase intention in
cross-border E-commerce: Taking network structural embeddedness as mediator variable. Journal
of Retailing and Consumer Services, 59, 102344. https://doi.org/10.1016/j.jretconser.2020.102344

Cheng, G., Cherian, J.,, Sial, M. S., Mentel, G., Wan, P., Alvarez-Otero, S., & Saleem, U. (2021). The
Relationship between CSR Communication on Social Media, Purchase Intention, and E-WOM in
the Banking Sector of an Emerging Economy. Journal of Theoretical and Applied Electronic
Commerce Research, 16(4), 1025-1041. https://doi.org/10.3390/jtaer16040058

Chetioui, Y., Butt, I., & Lebdaoui, H. (2021). Facebook advertising, eWOM and consumer purchase
intention-Evidence from a collectivistic emerging market. Journal of Global Marketing, 34(3),
220-237. https://doi.org/10.1080/08911762.2021.1891359

Choi, D., & Johnson, K. K. P. (2019). Influences of environmental and hedonic motivations on intention
to purchase green products: An extension of the theory of planned behavior. Sustainable Production
and Consumption, 18, 145-155. https://doi.org/10.1016/j.spc.2019.02.001

Costa, C. S. R,, Costa, M. F. da, Maciel, R. G., Aguiar, E. C., & Wanderley, L. O. (2021). Consumer
antecedents towards green product purchase intentions. Journal of Cleaner Production, 313,
127964. https://doi.org/10.1016/j.jclepro.2021.127964

Dash, G., Kiefer, K., & Paul, J. (2021). Marketing-to-Millennials: Marketing 4.0, customer satisfaction
and purchase intention. Journal of Business Research, 122, 608-620.
https://doi.org/10.1016/j.jbusres.2020.10.016



8 Hendarsyah et al. / TIJAB (The International Journal of Applied Business), 7(1) (2023) 01-11

Foeh, J. E., Manurung, A. H., Kurniasari, F., Kartika, T. R., & Yunita, S. (2022). Factors that Influence
Purchase on Cinema Online Tickets Using Tix-ld Application, through Buying Interest. WSEAS
Transactions on Environment and Development, 18, 10-109.
https://doi.org/10.37394/232015.2022.18.2

Foster, B., & Johansyah, M. D. (2019). The Effect of Product Quality and Price on Buying Interest with
Risk as Intervening Variables (Study on Lazada.com Site Users). International Journal of
Innovation, Creativity and Change, 9(12), 66—78.
https://www.ijicc.net/images/vol9iss12/91207 Foster 2019 E R.pdf

Greene, F. J. (2020). Entrepreneurship Theory and Practice. Red Globe Press.
https://www.google.com/books/edition/Entrepreneurship_Theory _and_Practice/\WxXxHEAAAQB
Al

Gupta, S., Nawaz, N., Alfalah, A. A., Naveed, R. T., Muneer, S., & Ahmad, N. (2021). The Relationship
of CSR Communication on Social Media with Consumer Purchase Intention and Brand
Admiration. Journal of Theoretical and Applied Electronic Commerce Research, 16(5), 1217—
1230. https://doi.org/10.3390/jtaer16050068

Hamzah, M. I., & Tanwir, N. S. (2021). Do pro-environmental factors lead to purchase intention of
hybrid vehicles? The moderating effects of environmental knowledge. Journal of Cleaner
Production, 279, 123643. https://doi.org/10.1016/j.jclepro.2020.123643

Handayani, W., Iryanti, E., Safeyah, M., & Hardjanti, S. (2019). Improving Traditional Market
Sustainability in The Industrial 4.0 Era through Impulsive Buying Strategy: A Case in East Java,
Indonesia. International Journal of Supply Chain Management, 8(3), 1045-1056.
http://ojs.excelingtech.co.uk/index.php/1ISCM/article/view/2626

Hendarsyah, D. (2019). E-Commerce Di Era Industri 4.0 Dan Society 5.0. IQTISHADUNA: Jurnal
lImiah Ekonomi Kita, 8(2), 171-184. https://doi.org/10.46367/igtishaduna.v8i2.170

Isnarno, E., Soesanto, H., & Andriyansah, A. (2018). Developing the Reputation of Distribution
Network to Increase the Buying Interest of Electronic Payment: An Empirical Study. European
Research Studies Journal, 21(1), 133-143. https://doi.org/10.35808/ersj/936

Kotler, P., Keller, K. L., Ang, S. H., Tan, C. T., & Leong, S. M. (2018). Marketing management: an
Asian perspective. Pearson. https://www.worldcat.org/title/marketing-management-an-asian-
perspective/oclc/1063667614

Kumar, A., Prakash, G., & Kumar, G. (2021). Does environmentally responsible purchase intention
matter for consumers? A predictive sustainable model developed through an empirical study.
Journal of Retailing and Consumer Services, 58, 102270.
https://doi.org/10.1016/j.jretconser.2020.102270

Kusuma, L., Rejeki, S., Robiyanto, R., & Irviana, L. (2020). Reputation system of c2c e-commerce,
buying interest and trust. Business: Theory and Practice, 21(1), 314-321.
https://doi.org/10.3846/btp.2020.11559

Laini, A. S., Kennedy, D., Sinta, J., Lie, M. B., Della, V., & Oktavia, T. (2022). The Influence Of Social
Media, Trust, And Purchase Decisions On Customers’ Buying Interest. Journal of Theoretical and
Applied Information Technology, 100(12), 4598-4610.
http://www.jatit.org/volumes/\VVol100N012/28Vol100No12.pdf

Larasati, M. A., & Agustin, C. A. (2019). Pomelo Fashion Brand Image Effect On Product Purchase
Interest In Young Women In Indonesia. International Journal of Scientific and Technology
Research, 8(7), 240-243. https://www.ijstr.org/final-print/july2019/Pomelo-Fashion-Brand-
Image-Effect-On-Product-Purchase-Interest-In-Young-Women-In-Indonesia.pdf

Laudon, K. C., & Traver, C. G. (2014). E-Commerce: Business, Technology & Society (10th ed.).
Pearson. https://files.pearsoned.de/ps/toc/9781292009131



Hendarsyah et al./ TIJAB (The International Journal of Applied Business), 7(1) (2023) 01-11 9

Lim, H.-R., & An, S. (2021). Intention to purchase wellbeing food among Korean consumers: An
application of the Theory of Planned Behavior. Food Quality and Preference, 88, 104101.
https://doi.org/10.1016/j.foodqual.2020.104101

Loera, B., Murphy, B., Fedi, A., Martini, M., Tecco, N., & Dean, M. (2022). Understanding the purchase
intentions for organic vegetables across EU: a proposal to extend the TPB model. British Food
Journal. https://doi.org/10.1108/BFJ-08-2021-0875

Ma, L., Zhang, X., Ding, X., & Wang, G. (2021). How Social Ties Influence Customers’ Involvement
and Online Purchase Intentions. Journal of Theoretical and Applied Electronic Commerce
Research, 16(3), 395-408. https://doi.org/10.3390/jtaer16030025

Maskuroh, N., Fahlevi, M., Irma, D., Rita, R., & Rabiah, A. S. (2022). Social media as a bridge to e-
commerce adoption in Indonesia: A research framework for repurchase intention. International
Journal of Data and Network Science, 6(1), 107-114. https://doi.org/10.5267/j.ijdns.2021.9.017

Morwitz, V. (2012). Consumers’ Purchase Intentions and their Behavior. Foundations and Trends® in
Marketing, 7(3), 181-230. https://doi.org/10.1561/1700000036

Moslehpour, M., Dadvari, A., Nugroho, W., & Do, B.-R. (2020). The dynamic stimulus of social media
marketing on purchase intention of Indonesian airline products and services. Asia Pacific Journal
of Marketing and Logistics, 33(2), 561-583. https://doi.org/10.1108/APJML-07-2019-0442

Munerah, S., Koay, K. Y., & Thambiah, S. (2021). Factors influencing non-green consumers’ purchase
intention: A partial least squares structural equation modelling (PLS-SEM) approach. Journal of
Cleaner Production, 280, 124192. https://doi.org/10.1016/j.jclepro.2020.124192

Neumann, H. L., Martinez, L. M., & Martinez, L. F. (2021). Sustainability efforts in the fast fashion
industry: consumer perception, trust and purchase intention. Sustainability Accounting,
Management and Policy Journal, 12(3), 571-590. https://doi.org/10.1108/SAMPJ-11-2019-0405

Pahala, Y., Widodo, S., Kadarwati, K., Azhari, M., Muliyati, M., Lestari, N. I., Madjid, S. A., Sidjabat,
S., Limakrisna, N., & Endri, E. (2021). The effects of service operation engineering and green
marketing on consumer buying interest. Uncertain Supply Chain Management, 9(3), 603—-608.
https://doi.org/10.5267/j.uscm.2021.5.011

Park, J., Hyun, H., & Thavisay, T. (2021). A study of antecedents and outcomes of social media WOM
towards luxury brand purchase intention. Journal of Retailing and Consumer Services, 58, 102272.
https://doi.org/10.1016/j.jretconser.2020.102272

Puriwat, W., & Tripopsakul, S. (2021). The Impact of Digital Social Responsibility on Preference and
Purchase Intentions: The Implication for Open Innovation. Journal of Open Innovation:
Technology, Market, and Complexity, 7(1), 24. https://doi.org/10.3390/joitmc7010024

Qalati, S. A, Vela, E. G, Li, W., Dakhan, S. A., Hong Thuy, T. T., & Merani, S. H. (2021). Effects of
perceived service quality, website quality, and reputation on purchase intention: The mediating and
moderating roles of trust and perceived risk in online shopping. Cogent Business & Management,
8(1), 1-20. https://doi.org/10.1080/23311975.2020.1869363

Qi, X., & Ploeger, A. (2021). An integrated framework to explain consumers’ purchase intentions
toward green food in the Chinese context. Food Quality and Preference, 92, 104229.
https://doi.org/10.1016/j.foodqual.2021.104229

Rausch, T. M., & Kopplin, C. S. (2021). Bridge the gap: Consumers’ purchase intention and behavior
regarding sustainable clothing. Journal of Cleaner Production, 278, 123882.
https://doi.org/10.1016/j.jclepro.2020.123882

Riaz, M. U., Guang, L. X., Zafar, M., Shahzad, F., Shahbaz, M., & Lateef, M. (2021). Consumers’
purchase intention and decision-making process through social networking sites: a social commerce
construct. Behaviour & Information Technology, 40(1), 99-115.
https://doi.org/10.1080/0144929X.2020.1846790



10 Hendarsyah et al. / TIJAB (The International Journal of Applied Business), 7(1) (2023) 01-11

Sahir, S. H., Fahlevi, M., Kasbuntoro, K., & Sutia, S. (2021). Effect of halal food management system
certification on buying interest of Indonesian consumer goods. Uncertain Supply Chain
Management, 9(3), 731-738. https://doi.org/10.5267/j.uscm.2021.4.005

Sharma, A., Dwivedi, Y. K., Arya, V., & Siddiqui, M. Q. (2021). Does SMS advertising still have
relevance to increase consumer purchase intention? A hybrid PLS-SEM-neural network modelling
approach. Computers in Human Behavior, 124, 106919. https://doi.org/10.1016/j.chb.2021.106919

Shimul, A. S., Cheah, 1., & Khan, B. B. (2022). Investigating Female Shoppers’ Attitude and Purchase
Intention toward Green Cosmetics in South Africa. Journal of Global Marketing, 35(1), 37-56.
https://doi.org/10.1080/08911762.2021.1934770

Shin, Y. H., Im, J., Jung, S. E., & Severt, K. (2018). The theory of planned behavior and the norm
activation model approach to consumer behavior regarding organic menus. International Journal of
Hospitality Management, 69, 21-29. https://doi.org/10.1016/j.ijhm.2017.10.011

Sinha, P., & Singh, S. (2017). Comparing Risks and Benefits for Value Enhancement of Online
Purchase.  Gadjah  Mada International  Journal of  Business, 19(3), 307.
https://doi.org/10.22146/gamaijb.10512

Smith, M., & Richards, G. (Eds.). (2013). The Routledge Handbook of Cultural Tourism. Routledge.
https://doi.org/10.4324/9780203120958

Sokolova, K., & Kefi, H. (2020). Instagram and YouTube bloggers promote it, why should | buy? How
credibility and parasocial interaction influence purchase intentions. Journal of Retailing and
Consumer Services, 53, 101742. https://doi.org/10.1016/j.jretconser.2019.01.011

Sriram, K. V., Phouzder, K., Mathew, A. O., & Hungund, S. (2019). Does E-Marketing Mix Influence
Brand Loyalty and Popularity of E-Commerce Websites? ABAC Journal, 39(2), 64-81.
http://www.assumptionjournal.au.edu/index.php/abacjournal/article/view/3958

Suganda, U. K., Handayani, W. F., & Amalia, A. (2021). The Effect of Promotion and Perception of the
Quality of Advan Smartphone Products on Purchase Interest in the Dukomsel Store Bandung.
Review of International Geographical Education Online, 11(6), 778-783. https://rigeo.org/view-
artical/?s_id=1679

Suganda, U. K., Hapsari, M. S., Tawakal, M. I., & Roespinoedji, D. (2021). The Influence of Brand
Image, Trust, On Buying Interest in E-Wallet ‘Ovo’ In Bandung City. Review of International
Geographical Education Online, 11(5), 943-948. https://rigeo.org/view-artical/?s_id=904

Turban, E., King, D., Lee, J. K., Liang, T.-P., & Turban, D. C. (2015). Electronic Commerce. Springer
International Publishing. https://doi.org/10.1007/978-3-319-10091-3

Vahdat, A., Alizadeh, A., Quach, S., & Hamelin, N. (2021). Would you like to shop via mobile app
technology? The technology acceptance model, social factors and purchase intention. Australasian
Marketing Journal, 29(2), 187-197. https://doi.org/10.1016/j.ausmj.2020.01.002

Verma, P. (2021). The Effect of Brand Engagement and Brand Love upon Overall Brand Equity and
Purchase Intention: A Moderated —Mediated Model. Journal of Promotion Management, 27(1),
103-132. https://doi.org/10.1080/10496491.2020.1809591

Wang, X.-W., Cao, Y.-M., & Zhang, N. (2021). The influences of incentive policy perceptions and
consumer social attributes on battery electric vehicle purchase intentions. Energy Policy, 151,
112163. https://doi.org/10.1016/j.enpol.2021.112163

Watson, A., Alexander, B., & Salavati, L. (2018). The impact of experiential augmented reality
applications on fashion purchase intention. International Journal of Retail & Distribution
Management, 48(5), 433-451. https://doi.org/10.1108/IJRDM-06-2017-0117

We Are Social. (2022). Digital 2022: Global Overview Report. Wearesocial.Com.
https://wearesocial.com/hk/blog/2022/01/digital-2022/



Hendarsyah et al./ TIJAB (The International Journal of Applied Business), 7(1) (2023) 01-11 11

Weismueller, J., Harrigan, P., Wang, S., & Soutar, G. N. (2020). Influencer Endorsements: How
Advertising Disclosure and Source Credibility Affect Consumer Purchase Intention on Social
Media. Australasian Marketing Journal, 28(4), 160-170.
https://doi.org/10.1016/j.ausmj.2020.03.002

Wijaya, O. Y. A,, Sulistiyani, S., Pudjowati, J., Kartikawati, T. S., Kurniasih, N., & Purwanto, A. (2021).
The role of social media marketing, entertainment, customization, trendiness, interaction and word-
of-mouth on purchase intention: An empirical study from Indonesian smartphone consumers.
International Journal of Data  and Network  Science, 5(3), 231-238.
https://doi.org/10.5267/j.ijdns.2021.6.011

Woodruff, A. D. (1949). The Concept-Value Theory of Human Behavior. The Journal of General
Psychology, 40(2), 141-154. https://doi.org/10.1080/00221309.1949.9918248

Yen, C., & Chiang, M.-C. (2021). Trust me, if you can: a study on the factors that influence consumers’
purchase intention triggered by chatbots based on brain image evidence and self-reported
assessments. Behaviour & Information Technology, 40(11), 1177-1194.
https://doi.org/10.1080/0144929X.2020.1743362

Zhu, Y.-Q., & Kanjanamekanant, K. (2021). No trespassing: exploring privacy boundaries in
personalized advertisement and its effects on ad attitude and purchase intentions on social media.
Information & Management, 58(2), 103314. https://doi.org/10.1016/j.im.2020.103314

Zou, T. (2018). Online Impulse Buying Behavior Amongst Undergraduate Students in Tianjin, The
People’s Republic of China. ABAC Journal, 38(2), 94-113.
http://www.assumptionjournal.au.edu/index.php/abacjournal/article/view/3574



