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ABSTRACT 

This study aims to analyze and predict the factors that influence online shopping 

interest in the context of online shopping behavior in Generation Z. Compulsive buying 

behavior can be used as a discourse by academics, causing research findings to be 

important information in controlling compulsive buying desires from the perspective 

of perceptions of Perceived Risk, WOM, and Customer Reviews. Moreover, this study 

can be used as online business information that can investigate what factors can 

influence consumers to shop online more efficiently, effectively, and wisely by 

Generation Z consumers in Riau Province. Furthermore, this study can be used as 

information for companies engaged in the field of E-Commerce. Nevertheless, this 

study can reduce compulsive behavior for consumers, leading them to shop in a planned 

manner, as well as shop according to what is on the shopping list and avoid 

overspending which is seen from the trust factor as the intervening variable. The 

findings of this study are expected to be able to build a model of consumer shopping 

behavior based on the perspective of perceived risk, WOM, and customer review 

factors through the factor of trust in the patterns of online shopping behavior 

tendencies in Generation Z. Explanatory survey and verification analysis were carried 

out on a sample of 200 respondents. Data were analyzed using Structural Equation 

Model (SEM) analysis through primary and secondary data collection using a 

questionnaire and observation approach. Thus, the findings are expected to be able to 

produce a user behavior model of shopping interest or buying online by looking at the 

aspect of perceived risk, WOM, and customer reviews that influence the behavior of 

online shopping interest through the trust factor. This study is also expected to be able 

to complement theories related to consumer behavior from the perspective of perceived 
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risk to provide a valuable contribution from the value of digital marketing that is felt 

by each user. 

 

Keywords: perceived risk, WOM, customer reviews, trust, purchase intention, online 

shopping. 

 

INTRODUCTION 

Due to the Covid-19 pandemic, which necessitates social distancing and avoids 

gathering with other people, online purchasing has become a new lifestyle that is 

becoming more familiar. In the midst of Indonesian society, the advent of various e-

commerce platforms has become a new alternative that facilitates the present pattern of 

people’s buying behavior. Many surveys in recent years have determined that 

individuals have shifted their purchasing habits from traditional or face-to-face 

shopping to shopping online via their cellphones (Afrianto, 2021). Shopping online 

does not avoid the risks experienced by buyers such as damaged goods or goods 

ordered that are not as expected or even fat from expectations. Thus, consumers must 

be careful in online shopping. Therefore, it is necessary to have a sense of customer 

trust to keep shopping. Morgan and Hunt (1994) explained that trust holds a key 

intermediary in building successful relationship exchange relationships for customers 

with a high relationship orientation on the company. Furthermore, the difference 

between online and offline purchases lies in the customer’s ability to value goods. In 

online purchases, customers cannot inspect goods directly, only through pictures and 

descriptions provided by the store. Therefore, it takes customer trust in online stores 

that the information on the goods provided is correct (Hariyanto, 2020).  

The generation that dominates the use of the internet is Generation Z which is 

a generation that is familiar with the digital world and dares to take risks  (Nisa et al, 

2020). Generation Z is a generation that was born when the internet and social media 

have been part of daily life and are considered as a generation that has been attached to 

the digital world (Prasetya et al, 2020). Therefore, the digital character has been very 

attached to the two generations, including shopping behavior. This supports the number 

of Indonesian who are dominated by Generation Z in million units (Statistics 

Indonesia, 2021). One of the ways in which consumers control is by looking at reviews 

from previous consumers. Online consumer reviews can be said as an opinion or 

experience that consumers provide on the services they get or products that have been 

purchased and used. The experience that other people have felt before about a product 

is an influential source that has an impact when deciding on a purchase, the availability 
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of positive things widely known results in the seriousness of consumers to buy the 

product (Syakira & Karina Moeliono, 2019). Furthermore, online customer reviews are 

part of EWOM which is part of e-marketing (Dennis et al., 2020). Electronic Word of 

Mouth currently become the most effective and efficient marketing communication 

media since it does not require large costs, has a wide reach, and has fast information 

dissemination. 

Moreover, control in online shopping can be obtained directly. This can be 

obtained from family, friends, and so on. According to Wayan et al (2021), this is very 

easy to obtain because at this time hanging out behavior makes cafes and restaurants 

are available not only in big cities but also in the secondary cities of Indonesia. 

Furthermore, people unwind and eat a meal to enjoy the atmosphere in a chat-free room 

until they lose track of time (Widjayanto, 2020).  

Based on the phenomena that occur, the researchers are interested in conducting 

a study with the aims and objectives of the study to be achieved are to explain and 

analyze the followings: 

1. Does perceived risk affect the trust of Generation Z in online shopping? 

2. Does Word of Mouth affect the trust of Generation Z in online shopping? 

3. Does online customer review affect the trust of Generation Z in online 

shopping? 

4. Does perceived risk affect the purchase intention of Generation Z in online 

shopping? 

5. Does Word of Mouth affect the purchase intention of Generation Z in online 

shopping? 

6. Does online customer review affect the purchase intention of Generation Z in 

online shopping 

7. Does trust affect the purchase intention of Generation Z in online shopping? 

8. Does perceived risk moderated by trust affect the purchase intention of 

Generation Z in online shopping? 

9. Does Word of Mouth moderated by trust affect the purchase intention of 

Generation Z in online shopping? 

10. Does online customer review moderated by trust affect the purchase intention 

of Generation Z in online shopping? 

 

REVIEW OF LITERATURE 

Perceived Risk 

mmPerceived Risk in marketing literature and consumer behavior is often referred to 
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as Risk Perception or Perception of Risk. Experts (Sumarwan, 2019; Dunn et al., 

1986) defined perceived risk as to the anticipated negative consequences of a consumer 

related to the situation of purchasing a product. A very important concept related to 

perceived risk is that the risk perceived by a consumer, whether its existence or 

magnitude, is very subjective. The same buying situation, when faced with two 

different people, can result in different risk perceptions. Moreover, the true or actual 

probability of the occurrence of a loss is irrelevant for a consumer's reaction to risk, as 

far as past experiences are used as the basis for the current perception. Perception of 

risk is a negative perception of consumers in shopping which refers to negative results 

and the possibility that these results might become real. Meanwhile, Shiffman and 

Kanuk (2008) defined perceived risk as the uncertainty faced by consumers if they 

cannot predict the consequences of their purchasing decision. Perception of risk is also 

interpreted as a subjective assessment by a person of the likelihood of an accident event 

and how worried the individual is with the consequences of impacts of the incident. 

The concept of risk perception relates to a number of risks in purchasing a 

product or service. Therefore, the higher the price of the product and the higher the 

involvement of consumers, the higher the consumer's risk perception. Different 

decision-making for each person is determined by their respective perceptions of the 

risks faced and how important it is. Risk perception is a form of interpretation or 

assessment of a risk situation based on experience or belief. In the psychometric 

paradigm approach, the risk is assessed as subjective and in the mind that is influenced 

by psychological, social, institutional, and cultural factors (Wusana and Hidayat, 

2017).  

 

Word Of Mouth 

Word of mouth (WOM) is a statement (personally or non-personally) submitted by 

someone other than the organization (service provider) to the consumer (Tjiptono, 

2008). Another definition of word of mouth (WOM) is the word of mouth 

communication by other people about a product (Suryani, 2013). Consumers know the 

existence of the product from marketing communications made by the company and 

from other sources of information outside the company’s official sources. In 

Indonesian society, which has a high level of interaction and mostly uses listening 

culture rather than reading, word of mouth is more effective in promoting products. 

Consumers learn about new products and brands tied to consumer groups in society 

from two things, namely through experience and observation of the use of other 

consumer products, and seeking information by asking other consumers who know and 

have used the product to be purchased (Febrianti, 2018).  
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Word of mouth (WOM) communication arises when consumers are satisfied 

with a product or very disappointed with the product they bought. When consumers are 

satisfied, they will tell other consumers about the product (Fadilah et al, 2021). Word 

of mouth is commonly quickly accepted by consumers because those who convey it 

are those they can trust, such as experts, friends, family, and mass media publications. 

Moreover, word of mouth is also quickly accepted as a reference because services that 

they have not purchased or have not experienced themselves (Tjiptono, 2008). 

 

Online Customer Review (OCR)  

Online customer review (OCR) is a review given by consumers related to information 

on the evaluation of a product from various aspects. This information enables 

consumers to get the quality of the product they are looking for from reviews and 

experiences written by other consumers who have purchased products from online 

sellers before (Mo & Fan, 2015). Consumers usually look for quality information when 

deciding to buy a product. With the increasing popularity of the internet, OCR has 

become an important source sought by consumers to determine the quality of a product 

(Zhu, 2010). OCR can contain information about things that are positive or negative 

about the product or company (the seller) and is made by consumers via the internet 

(Park & Lee, 2009), and describes the characteristics (e.g. advantages and 

disadvantages) of a product (Lackermair, Kailer, & Kanmaz, 2013). A previous study 

shows that the suggestions from consumers who have used the product through the 

provision of information about the product become one of the valuable evaluations for 

decision making by potential consumers for the product (Liu, 2006).  

OCR is a form of word-of-mouth communication in online sales (Filieri, 2014), 

in which prospective buyers get information about products from consumers who have 

benefited from the product previously. Electronic word of mouth (w-WOM) is defined 

as a good or positive statement as well as criteria for people who will buy products, 

people who have bought products, or anyone who wants to comment related to a 

product (Hennig-Thurau, Gwinner  ̧Walsh, & Gremler, 2004). As a result, consumers 

find it easier to find comparisons with similar products sold at other online sellers. This 

happens because of the increasingly intensive use of digital marketing; thus, this 

information can provide benefits for consumers, they do not have to visit different 

sellers directly (Yasmin, Tasneem, & Fatema, 2015). If consumers find it difficult to 

predict the quality of a product or the assumptions about product criteria are 

ambiguous, then the availability of information becomes one of the determinants in 

making decisions. This information can be obtained from reviews of other consumers 

who have purchased or used the product previously. Prospective consumers should 
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seek sufficient information about the product, before making a purchase. That is 

because potential consumers do not have experience with the product (Klein in Auliya, 

Umam, & Prastiwi, 2017).  

The quality of the information contained in the review has an effect on the 

perception of credibility. The quality of information is believed to be one of the trust 

signals in OCR (Filieri, 2014). Consumers face many choices in shopping online. On 

the other hand, consumers have little direct information about the product, because they 

cannot touch or feel the product. To overcome this weakness, OCR provides relevant 

information to consumers (Chou, 2012). The relevance of the information can occur 

because OCR is carried out voluntarily by consumers who have previously purchased 

the product. 

 

Purchase Intention 

Consumer purchase intention is a driving factor in making purchasing decisions for a 

product. Zafar and Rafique (2013) stated that consumer purchase intention is the desire 

and tendency of consumers to buy advertised products because there is a possibility 

that consumers will buy these products in the future. Kotler and Keller (2016) explain 

that intention is a strong internal drive or stimulus in motivating a person’s actions and 

the drive is influenced by positive stimuli and feelings about the product. According to 

Mc. Carthy (2002), purchase intention is an impulse that arises in a person to buy goods 

or services in order to meet their needs. Thamrin (2003) argues that consumer purchase 

intention is part of the component of consumer behavior in consuming attitudes, the 

tendency of respondents to act before buying decisions are implemented. Therefore, it 

can be concluded that consumer purchase intention is an intention that arises from 

within a person to make a purchase of a product or service with consideration before 

the buying process takes place. 

Khan, Naumann, and Williams (2012) suggest that purchase intention can be 

defined as a person’s intention to buy a certain brand that they have chosen for 

themselves after evaluating it. consumers can measure the purchase intention variable, 

for example, by considering a brand for purchase and expecting to buy that product in 

the future. Simamora (2011) states that consumers’ purchase intentions for a product 

arise because of the basis of trust in the product accompanied by the ability to buy the 

product. Moreover, consumers’ purchase intentions for products can also occur with 

the influence of other people they trust. On the other hand, Penitasari (2017) mentions 

that purchase intention is formed from consumer attitudes towards a product. The 

purchase intention comes from consumer confidence in the quality of the product. The 

lower consumer confidence in a product, the lower the consumer’s purchase intention 
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(Penitasari, 2017). 

 

Theoretical Framework 

The research theoretical framework is a diagram that outlines the logical flow of a 

study. The framework of this study can be described as follows 

Figure 1. Theoretical Framework 

 
Source: Anwar & Adidarma (2016), Fauzi & Lina (2021), Ariffin et al (2018) 

 

Hypotheses 

Based on the general description of the background and the formulation of existing 

problems, the researchers put forward the following hypotheses: 

1. Perceived risk affects the trust of Generation Z in online shopping. 

2. Word of Mouth affects the trust of Generation Z in online shopping. 

3. Online customer reviews affect the trust of Generation Z in online shopping. 

4. Perceived risk affects the purchase intention of Generation Z in online shopping. 

5. Word of Mouth affects the purchase intention of Generation Z in online 

shopping. 

6. Online customer review affects the purchase intention of Generation Z in online 

shopping. 

7. Trust affects the purchase intention of Generation Z in online shopping. 

8. Perceived risk moderated by trust affects the purchase intention of Generation 

Z in online shopping. 

9. Word of Mouth moderated by trust affects the purchase intention of Generation 

Perceived 
Risk 

(X1) 

Word of 

Mouth 

Trust  (Y1) 
Purchase Intention 

Online 

Customer 
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Z in online shopping. 

10. Online customer review moderated by trust affects the purchase intention of 

Generation Z in online shopping. 

 

RESEARCH METHOD 

 

Research Approach 

This study employed the analytical approach using the quantitative method by 

collecting data using the survey method. Seen from the level of explanation, this study 

is associative with the form of a correlation, a causal correlation. 

 

Population, Sample, and Sampling Technique 

The population in this study was Generation Z who had shopped online at e-Commerce. 

The sampling technique utilized in this study was purposive sampling, where a sample 

was selected with certain criteria according to research needs. The criteria for selecting 

the sample in this study were as follows: 

a. Generation Z 

b. Have shopped online for fashion products on e-Commerce. 

c. Like to gather at the cafe 

Hair’s formula was used to determine the number of samples in this study. The 

number of samples is at least 5 times the number of indicators, according to Hair et al 

(2010). Hair et al. (2010) also proposed that the sample size should be between 100 and 

200 people. The formula used with the Hair’s approach in this study is as follows: 

 

 In this study, the number of research indicators was 17 indicators multiplied by 

5. Thus, the number sample in this study was 102 respondents. Hence, based on the 

above formula, a sample from a population of 102 Gen Z in Riau Province can be taken 

as a sample. 

 

Data and Data Sources 

The data used in this study were data obtained from individuals who were research 

subjects where data were generated from the results of questionnaires distributed to 

predetermined samples. 

 

Data Collection Technique 

Number of sample = number of indicators x 6 
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The data collection technique used was a questionnaire. According to Sugiyono 

(2010:199), the questionnaire is a data collection technique done by giving a set of 

questions or written statements to respondents to answer. 

 

Data Analysis Technique 

This study is quantitative research where the data obtained from respondents through 

questionnaires were then tabulated and processed using statistical analysis of the 

Structural Equation Model (SEM) with the SmartPLS application. 

 

RESEARCH FINDINGS AND DISCUSSION 

 

Results of Structural Analysis of Equation Modeling Partial Least Square (SEM 

PLS) 

This stage was related to the formation of the initial model of the structural equation, 

before the estimation was carried out. This initial model was formulated based on a 

theory or previous studies. 

 
Figure 2. Conceptual Diagram of Partial Least Square Model 

 

The conceptual diagram in Figure 2 visualizes the path model consists of 2 (one) 

sub structures. In general, the structure can be described through the following 

equations (Ghozali, 2014:37): 

 η1 = (γ11 × ξ1) + (γ12 × ξ2) + (γ13 × ξ3) + ζ1 

η2 = (γ21 × ξ1) + (γ22 × ξ2) + (γ23 × ξ3) + (γ24 × η1) + ζ2 

The estimation process of the above model was carried out using the hep of the 

SmartPLS 3.0. 
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Outer Model Evaluation 

 

a. Convergent Validity Test 

The first stage was to assess the convergent validity criteria. An indicator is said to 

have good validity if it has a loading factor value greater than 0.70. Meanwhile, the 

loading factor of 0.50 to 0.60 can still be maintained for models in the development 

stage (Ghozali, 2014:39). Based on the estimation results using the help of the 

SmartPLS 3 program application, the following output is obtained. 

 

 
Figure 3. Loading Factor Value Diagram Outer Model Evaluation 

Source: Processed Data(2021) 

 

Based on the test results with SmartPLS 3.0, the following results were obtained. 

 

Table 1. Loading Factor 

 

Construct 
Loading 

Factor 

R 

critical 

Criteria 

(Loading 

Factor> 0.5) 

X1.1 0.887 0.5 Valid 

X1.2 0.902 0.5 Valid 
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Construct 
Loading 

Factor 

R 

critical 

Criteria 

(Loading 

Factor> 0.5) 

X1.3 0.855 0.5 Valid 

X2.1 0.794 0.5 Valid 

X2.2 0.908 0.5 Valid 

X2.3 0.821 0.5 Valid 

X2.4 0.880 0.5 Valid 

X3.1 0.577 0.5 Valid 

X3.2 0.725 0.5 Valid 

X3.3 0.805 0.5 Valid 

X3.4 0.758 0.5 Valid 

X3.5 0.830 0.5 Valid 

X3.6 0.646 0.5 Valid 

Y1.1 0.881 0.5 Valid 

Y1.2 0.747 0.5 Valid 

Y1.3 0.892 0.5 Valid 

Y2.1 0.860 0.5 Valid 

Y2.2 0.913 0.5 Valid 

Y2.3 0.843 0.5 Valid 

Y2.4 0.674 0.5 Valid 

Source: Processed Data(2021) 

 

The table above presents the loading factor value for each construct of each 

variable. The table also shows the entire loading factor of more than 0.5. Therefore, it 

can be concluded that each construct in the study has good validity. Then, the average 

variance extracted (AVE) was tested to further strengthen the results of convergent 

validity with the criteria if the AVE value > 0.5, then the construct used in this study is 

valid. The followings are the results of the Average Variance Extracted using the PLS 

3.0 program: 

 

Table 2. Average Variance Extracted Value 

Latent 

Average 

Variance 

Extracted 

(AVE) 

R 

critical 

Criteria 

(AVE> 

0.5) 
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X1 0.777 0.5 Valid 

X2 0.726 0.5 Valid 

X3 0.531 0.5 Valid 

Y1 0.710 0.5 Valid 

Y2 0.684 0.5 Valid 

Source: Processed Data(2021) 

 

The table above shows that the convergent validity results were based on the 

average variance extracted value. These results indicate that all latent variables had an 

AVE value of more than 0.5. This indicates that the indicators that made up the latent 

construct had good convergent validity seen from the average variance extracted value. 

b. Discriminant Validity Test 

Discriminant Validity can be seen from the cross-loading value. The correlation value 

of the indicator to the construct must be greater than the correlation value between the 

indicator and other constructs. Moreover, it can be seen from the comparison between 

the square root of AVE and the correlation between latent constructs. If the value of 

the square root of AVE is greater than the correlation between latent constructs, it 

indicates that the latent construct has good discriminant validity in the model (Fornell 

and Lareker, 1981). The results of the discriminant validity test using the Smart PLS 

3.0 are presented below. 

 

Table 3. Value of Cross Loading Discriminant Validity Test 
 X1 X2 X3 Y1 Y2 

X1.1 0.887 0.350 0.361 0.452 0.595 

X1.2 0.902 0.241 0.346 0.329 0.470 

X1.3 0.855 0.374 0.227 0.367 0.503 

X2.1 0.265 0.794 0.207 0.291 0.409 

X2.2 0.343 0.908 0.243 0.371 0.540 

X2.3 0.376 0.821 0.316 0.375 0.568 

X2.4 0.253 0.880 0.123 0.367 0.432 

X3.1 0.066 0.079 0.577 0.251 0.310 

X3.2 0.164 0.167 0.725 0.304 0.388 

X3.3 0.363 0.246 0.805 0.365 0.541 

X3.4 0.320 0.132 0.758 0.342 0.457 

X3.5 0.363 0.164 0.830 0.362 0.555 

X3.6 0.191 0.350 0.646 0.325 0.473 
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 X1 X2 X3 Y1 Y2 

Y1.1 0.368 0.320 0.402 0.881 0.625 

Y1.2 0.166 0.207 0.272 0.747 0.463 

Y1.3 0.502 0.469 0.434 0.892 0.720 

Y2.1 0.532 0.446 0.582 0.712 0.860 

Y2.2 0.514 0.555 0.571 0.689 0.913 

Y2.3 0.541 0.496 0.516 0.578 0.843 

Y2.4 0.386 0.422 0.418 0.400 0.674 

Source: Processed Data (2021) 

 

Table 3 above presents that all indicators had a high correlation with their 

constructs compared to other constructs. Therefore, it can be concluded that the 

research model has good discriminant validity on discriminant validity cross-loading. 

 

c. Reliability Test 

The next stage was to assess the criteria of Cronbach’s Alpha and Composite 

Reliability. Each construct is said to be reliable if it has Cronbach’s Alpha and 

Composite Reliability greater than 0.70 (Ghozali, 2014:40). The results of the 

reliability test using the SmartPLS 3.0 program are presented below. 

 

Table 4. Cronbach’s Alpha and Composite Reliability Values 

Latent 
Cronbach's 

Alpha 

Composite 

Reliability 

X1 0.857 0.913 

X2 0.874 0.913 

X3 0.820 0.870 

Y1 0.799 0.879 

Y2 0.843 0.895 

Source: Processed Data (2021) 

 

Table 4 above shows that there was a latent construct that had a Cronbach’s 

alpha value of more than 0.7, indicating that the latent construct has good reliability. 

Moreover, the composite reliability value of all latent constructs also had a value 

greater than 0.70, indicating that the latent construct has good reliability. 

 

Structural Model Testing (Inner Model) 

The evaluation of the inner model is an analysis of the results of the correlation between 
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constructs. The estimated correlation between constructs can be seen as follows. 

• The latent variable, Trust (Y1) is influenced by the latent variables, Perceived Risk 

(X1), Word of Mouth (X2), and Online Customer Review (X3). 

• The latent variable, Purchase Intention (Y2) is influenced by the latent variables, 

Perceived Risk (X1), Word of Mouth (X2), Online Customer Review (X3), and Trust 

(Y1). 

a. R Square 

Furthermore, based on the results of the testing with Smart PLS 3.0, the results of R 

Square were obtained as follows. 

 

Table 5. Results of R Square  

Endogenous R Square Correlation 

Trust (Y1) 0.344 Moderate 

Purchase Intention 

(Y2) 
0.765 Strong 

Source: Processed Data (2021) 

 

According to Chin (1998) in Ghozali (2015:81), R Square Adjusted with a score 

of 0.67 indicates a strong model, a score of 0.33 indicates a moderate model, and a 

score of 0.19 indicates a weak model. 

Table 5 presents that the R-Square for the Trust variable (Y1) was 0.344, 

indicating that Perceived Risk (X1), Word of Mouth (X2), and Online Customer Review 

(X3) contribute 0.344 or 34.4% influence on Trust (Y1) with moderate category. 

Meanwhile, the remaining 65.6% was influenced by other factors that were not 

observed in this study. 

Meanwhile, R-Square for the Purchase Intention variable (Y2) was 0.765 

indicating that Perceived Risk (X1), Word of Mouth (X2), Online Customer Review 

(X3), and Trust (Y1) contribute to the influence of 0.765 or 76.5% on Purchase Intention 

(Y2) with strong category. Meanwhile, the remaining 23.5% was influenced by other 

factors that were not observed. 

 

b. F Square 

The next stage was to see the value of F Square. Ghozali and Latan (2015:81) explained 

that F Square is used to see the effect of predictors of latent variables at the structural 

level. F Square value of 0.02 indicates a small rating, Effect Size of 0.15 indicates a 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2911                                                                http://www.webology.org  

medium rating, and Effect Size of 0.35 indicates a large rating. The results of the test 

using SmartPLS 3.0 obtained the F Square results as follows. 

 

Table 6. F Square 

Variable 
Effect 

Size 
Rating 

Trust (Y1) 

Perceived Risk (X1) 0.072 Small 

Word of Mouth (X2) 0.078 Small 

Online Customer Review (X3) 0.115 Small 

Purchase Intention (Y2) 

Perceived Risk (X1) 0.159 Medium 

Word of Mouth (X2) 0.213 Medium 

Online Customer Review (X3) 0.320 Medium 

Purchase Intention (Y1) 0.420 Large 

Source: Processed Data (2021) 

 

Table 6 shows that the Perceived Risk (X1), Word of Mouth (X2), and Online 

Customer Review (X3) variables had a small effect on influencing Trust (Y1), while 

they had a medium category on influencing Purchase Intention (Y2). Meanwhile, the 

Trust variable (Y1) had a large category influence in influencing Purchase Intention 

(Y2). 

 

c. Q-square Predictive Relevance 

The next step was to look at the Q-square predictive relevance for the construct model. 

The Q-square test is used to measure how well the observed values are produced by the 

model and also the parameter estimates. The Q-square value greater than 0 (zero) 

indicates that the model has a predictive relevance value, while the Q-square value 

below 0 indicates that the model has no predictive relevance value (Ghozali, 2014:41). 

The Q-square value was obtained using the R2 presented in the table above, the 

calculations results were obtained as follows: 

 

Table 7. The 𝐐𝟐of Predictive Relevance 

Variable R Square 1-R Square 

Y 0.344 0.656 

Z 0.765 0.235 
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Q2 = Q2 = 1- (1-R1
2)*(1-R2

2)= 0.846 

Error = Q2 = 100% - 84.6% = 15.4% 

     Source: Processed Data (2021) 

 

The calculation results above show that Qsquare value was greater than 0, 

indicating that the observed values have been reconstructed properly. Thus, the model 

has predictive relevance. This Qsquare value can also be used to see the relative effect 

of the structural model on the measurement of observations for endogenous latent 

variables. This means that there are 0.846 or 84.6% of the relative influence of the 

structural model on the measurement of observations for endogenous latent variables, 

and 15.4% are model errors. 

 

Hypothesis Testing 

Hypothesis testing in this study was carried out using path coefficient values, t-values, 

and p-values (Abdillah & Hartono, 2015: 197). According to Abdillah & Hartono 

(2015: 211), assessing the prediction and significance in hypothesis testing can be seen 

from the t-value and p-value. The t-table value can be seen in the following table. 

 

Table 8. T-table Values 

 One-

tailed 

Two-

tailed 

t-table 1.64 1.96 

Source: Abdillah & Hartono (2015: 211) 

 

According to Abdillah & Hartono (2015: 211), with a 95% confidence level 

(alpha 5%), one-tailed, the following t-table value is obtained: 

1. If the value of t-statistics > 1.96 (used for direct effect), then H0 is rejected and 

H1 is accepted. 

2. If the t-statistics value < 1.96 (used for direct effect), then H0 is accepted and 

H1 is rejected. 

 

The significance value between the variables tested is presented in the form of 

the value contained in the arrow that connects one of the variables to the variable that 

is the goal. 
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Figure 4. Structural Model (path coefficient, beta) 

 

 
 

Figure 5. Results of Significance Value (t-count) 

 

Source: Data processing output using SmartPLS (2021) 
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1. Effect of Perceived Risk (X1), Word of Mouth (X2), and Online Customer 

Review (X3) on Trust (Y1) 

Hypothesis:  

H0:  Perceived Risk (X1), Word of Mouth (X2), and Online Customer Review 

(X3) have no significant effect simultaneously or partially on Trust (Y1) 

H1:  Perceived Risk (X1), Word of Mouth (X2), and Online Customer Review 

(X3) have significant effects simultaneously or partially on Trust (Y1) 

Furthermore, based on the hypothesis above, hypothesis testing was carried out 

using the bootstrapping method using SmartPLS software, and the following scores 

were obtained 

 

               Table 9. Path Coefficient, R Square, t-count, and P-value X1 X2,& X3 ->Y1 

 

Influence 
Path 

Coefficient 

T 

Statistics 

P 

Values 

R 

Square 

T 

Statistics 

P 

Values 

X1 -> Y1 0.244 2.767 0.006 

0.344 4.008 0.000 X2 -> Y1 0.246 3.153 0.002 

X3 -> Y1 0.298 3.389 0.001 

Source: Data Processed (2021) 

 

Table 9 above presents the influence of Perceived Risk (X1), Word of Mouth 

(X2), and Online Customer Review (X3) on Trust (Y1) either simultaneously or 

partially. Simultaneously, R Square of 0.344 was obtained, indicating that Perceived 

Risk (X1), Word of Mouth (X2), and Online Customer Review (X3) contributed 0.344 

or 34.4% on Trust (Y1), while the remaining 65.6% represents the influence of other 

factors that were not observed. The effect of Perceived Risk (X1), Word of Mouth (X2), 

and Online Customer Review (X3) on Trust (Y1) was significant in the 2-tailed test (t 

table = 1.96) with a t-statistic of 4.008 greater than t-table, and the p-value of 0.000 

was smaller than the 5% (0.05) alpha. Thus, H1 is accepted, meaning that Perceived  

 

Risk (X1), Word of Mouth (X2), and Online Customer Review (X3) have a 

significant simultaneous effect on Trust (Y1). 

The path coefficients of the original sample estimate (beta) of the Perceived 

Risk (X1), Word of Mouth (X2), and Online Customer Review (X3) variables were 

0.244, 0.246, and 0.298, respectively, with a positive sign indicating that the direction 
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of influence between Perceived Risk (X1), Word of Mouth (X2), and Online Customer 

Review (X3) on Trust (Y1) are positive or unidirectional. Thus, if Perceived Risk (X1), 

Word of Mouth (X2), and Online Customer Review (X3) increase, then Trust (Y1) will 

increase, and vice versa. The effect of Perceived Risk (X1), Word of Mouth (X2), and 

Online Customer Review (X3) on Trust (Y1) is significant in the 2-tailed test (t table = 

1.96) with a t-statistic greater than t-table, and the p-value is smaller than 5% (0.05). 

Thus, H1 is accepted, meaning that Perceived Risk (X1), Word of Mouth (X2), and 

Online Customer Review (X3) have a partially significant effect on Trust (Y1). 

 

2. Influence of Perceived Risk (X1), Word of Mouth (X2), Online Customer 

Review (X3), and Trust (Y1) on Purchase Intention (Y2) 

Hypothesis:  

H0:  Perceived Risk (X1), Word of Mouth (X2), Online Customer Review (X3), 

and Trust (Y1) have no significant effect simultaneously or partially on 

Purchase Intention (Y2) 

H1:  Perceived Risk (X1), Word of Mouth (X2), Online Customer Review (X3), 

and Trust (Y1) have significant effects simultaneously or partially on 

Purchase Intention (Y2) 

Furthermore, based on the hypothesis above, hypothesis testing was carried out 

using the bootstrapping method using SmartPLS software, and the following values 

were obtained: 

      Table 10. Path Coefficient, R Square, t-count, and P-value X1 X2, X3, Y1 ->Y2 

Influence 
Path 

Coefficient 

T 

Statistics 

P 

Values 

R 

Square 

T 

Statistics 

P 

Values 

X1 -> Y2 0.225 4.130 0.000 

0.765 20.511 0.000 
X2 -> Y2 0.253 5.080 0.000 

X3 -> Y2 0.314 4.973 0.000 

Y1 -> Y2 0.388 5.183 0.000 

Source: Data Processed (2021) 

 

Table 10 above presents the influence of Perceived Risk (X1), Word of Mouth 

(X2), Online Customer Review (X3), and Trust (Y1) on Purchase Intention (Y2) either 

simultaneously or partially. Simultaneously, R Square of 0.765 was obtained, 

indicating that Perceived Risk (X1), Word of Mouth (X2), Online Customer Review 
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(X3), and Trust (Y1) contributed to the influence of 0.765 or 76.5% on Purchase 

Intention (Y2), while the remaining 23.5% is due to the influence of other factors not 

observed in this study. The effect of Perceived Risk (X1), Word of Mouth (X2), Online 

Customer Review (X3), and Trust (Y1) on Purchase Intention (Y2) is significant in the 

2-tailed test (t-table = 1.96) with a t-statistic of 20.511 greater than t-table, and the p-

value of 0.000 smaller than alpha 5% (0.05). Thus, H1 is accepted, meaning that  

 

Perceived Risk (X1), Word of Mouth (X2), Online Customer Review (X3), 

and Trust (Y1) have a significant simultaneous effect on Purchase Intention (Y2). 

The path coefficients from the original sample estimate (beta) of the Perceived 

Risk (X1), Word of Mouth (X2), Online Customer Review (X3), and Trust (Y1) 

variables were 0.225, 0.253, 0.314, and 0.388, respectively, with a positive sign 

indicating that the direction of influence between Perceived Risk (X1), Word of Mouth 

(X2), Online Customer Review (X3), and Trust (Y1) on Purchase Intention (Y2) is 

positive or unidirectional, meaning that if Perceived Risk (X1), Word of Mouth (X2), 

Online Customer Review (X3), and Trust (Y1) increase, then Purchase Intention (Y2) 

will increase, and vice versa. The effect of Perceived Risk (X1), Word of Mouth (X2), 

Online Customer Review (X3), and Trust (Y1) and Purchase Intention (Y2) is significant 

in the 2-tailed test (t-table = 1.96) with a t-statistic greater than t-table, and p-value 

smaller than alpha 5% (0.05). Thus, H1 is accepted, meaning that Perceived Risk (X1), 

Word of Mouth (X2), Online Customer Review (X3), and Trust (Y1) have a partial 

significant effect on Purchase Intention (Y2). 

3. Influence of Perceived Risk (X1), Word of Mouth (X2), and Online Customer 

Review (X3) on Purchase Intention (Y2) moderated by Trust (Y1) 

Hypothesis: 

H0:  Perceived Risk (X1), Word of Mouth (X2), and Online Customer Review 

(X3) have no significant effect on Purchase Intention (Y2) moderated by 

Trust (Y1) 

H1:  Perceived Risk (X1), Word of Mouth (X2), and Online Customer Review 

(X3) have a significant effect on Purchase Intention (Y2) moderated by 

Trust (Y1) 

Furthermore, based on the hypothesis above, hypothesis testing was carried out 

using the bootstrapping method using SmartPLS software, and the following values 

were obtained: 
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     Table 11. Path Coefficient, t-count, and p-value X1 X2,& X3 ->Y1->Y2 

Influence 
Path 

Coefficient 

T 

Statistics 

P 

Values 

X1 -> Y1 -> Y2 0.094 2.716 0.007 

X2 -> Y1 -> Y2 0.096 2.493 0.013 

X3 -> Y1 -> Y2 0.115 3.142 0.002 

Source: Processed Data (2021) 

Table 11 above presents the influence of Perceived Risk (X1), Word of Mouth (X2), 

and Online Customer Review (X3) on Purchase Intention (Y2) moderated by Trust 

(Y1). The path coefficients from the original sample estimate (beta) of the Perceived 

Risk (X1), Word of Mouth (X2), and Online Customer Review(X3) were 0.094, 

0.096, and 0.115, respectively, with a positive sign indicating that the direction of 

influence between Perceived Risk (X1), Word of Mouth (X2), and Online Customer 

Review (X3) on Purchase Intention (Y2) moderated by Trust (Y1) are positive or 

unidirectional, meaning that if Perceived Risk (X1), Word of Mouth (X2), and Online 

Customer Review (X3) on Trust (Y1) increases, Purchase Intention (Y2)  will 

increase, and vice versa. The effect of Perceived Risk (X1), Word of Mouth (X2), and 

Online Customer Review (X3) on Purchase Intention (Y2) moderated by Trust (Y1) 

is significant in the 2-tailed test (t-table = 1.96) with a t-statistic greater than t-table, 

and the p-value smaller than alpha 5% (0.05). Thus, H1 is accepted, meaning that 

Perceived Risk (X1), Word of Mouth (X2), and Online Customer Review (X3) 

have a significant effect on Purchase Intention (Y2) moderated by Trust (Y1). 

 

CONCLUSIONS AND SUGGESTIONS 

 

Conclusions 

Based on the results of the analysis described previously, it can be concluded that: 

1. Perceived risk affects the trust of Generation Z in online shopping. 

2. Word of Mouth affects the trust of Generation Z in online shopping. 

3. Online customer reviews affect the trust of Generation Z in online shopping. 

4. Perceived risk affects the purchase intention of Generation Z in online 

shopping. 

5. Word of Mouth affects the purchase intention of Generation Z in online 

shopping. 

6. Online customer review affects the purchase intention of Generation Z in online 

shopping 
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7. Trust affects the purchase intention of Generation Z in online shopping. 

8. Perceived risk affects purchase intention mediated by trust of Generation Z in 

online shopping. 

9. Word of Mouth affects purchase intention mediated by trust of Generation Z in 

online shopping. 

10. Online customer review affects purchase intention mediated by trust of 

Generation Z in online shopping. 

 

Suggestions 

To improve consumers' online purchase intentions on online shopping sites, online 

sites, and marketplace, as well as sellers, are advised to improve online customer 

reviews. One of the ways is by responding to comments given by consumers as soon 

as possible in the comments section, both those directly related to the product offered 

and the services provided. On the other hand, to improve consumer confidence, online 

sites or marketplaces and sellers are also advised to provide products to consumers 

according to the original product. Furthermore, online shopping sites need to display 

their product images and match the products received to consumers. 

 

REFERENCES 

Ajzen, I. 2008. The theory of planned behavior: frequently asked question. Retrieved 

May 2012, from University of Massachusetts, Icek Ajzen Faculty Website: 

http://www.people.umass.edu/aizen/faq.html 

Ajzen, Icek. 2002 (Revised 2006), Constructing a TPB Questionnaire: Conceptual and 

Methodological Considerations, http://www.people. umass.edu/aizen.   

Ali, H. & V. Talwar. 2013. Principles of marketing. International programmes The 

London School of economics and political science, University of London 

Ali, Muhammad and Syed A. Reza. 2015. Factors affecting to select Islamic credit card 

in Pakistan: the TRA Model. MPRA (Munich Personal RePEc Archive) Paper 

No 64037 

Amin, H. 2007. An analysis of mobile credit card usage intention. Information 

management & computer security, 15(4), 260-269 

Angelina dan Japarianto. 2014. Analisis Pengaruh Sikap, Subjective Norm dan 

Perceived Behavioral Control Terhadap Purchase Intention Pelanggan SOGO 

http://www.people.umass.edu/aizen/faq.html
http://www.people/


Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2919                                                                http://www.webology.org  

Department Store di Tunjungan Plaza Surabaya. Jurnal Strategi Pemasaran Vol. 

2, No. 1, (2014) 1-7. 

Anidia. 2016. Analisis Pengaruh Sikap, Norma Subyektif, dan Kontrol Perilaku Yang 

Dirasakan Terhadap Minat Beli Produk Private Brand Alfamart Di Sekitar 

Universitas Muhammadiyah Surakarta. Fakultas Ekonomi Dan Bisnis 

Universitas Muhammadiyah Surakarta. 

Astry. 2014. Analisis Pengaruh Ekuitas Merek Terhadap Keputusan Pembelian. 

Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah Surakarta. 

Azwar, Saifuddin, 2005. Sikap Manusia: Teori dan Pengukurannya. Edisi Kedua, 

Cetakan kelima, Yogyakarta: Pustaka Belajar. 

Borrull, G., Jordi F., Marta H., Minerva R. 2014. The impact of feedback type 

regarding  spending behavior on shaping spending credit-card behavior.  

Universtitat Pompeu Fabra 

Bousnia Z. And Said Ettis. 2016. Credit card use for payment purpose: an exploration 

of influencing factors among Tunisian. Proceedings of the marketing spring 

colloquy. Special Vol 5, pp: 120-136 

Briggeman, B.C. 2010. Debt, income, and farm financial stress. The main street 

economist: regional and rural analysis. Federal reserve bank of Kansas City. 

Issue VI. 

Chen, C. F., & Chang, Y. Y. 2008. Airline brand equity, brand preference, and purchase 

intentions—The moderating effects of switching costs. Journal of Air Transport 

Management, 14(1), 40-42. 

Chi, H., Yeh, H. R., & Tsai, Y. C. 2011. The influences of perceived value on consumer 

purchase intention: the moderating effect of advertising endorser. Journal of 

International Management Studies, 6(1), 1-6. 

Chen, Z., & Dubinsky, A. J. 2003. A conceptual model of perceived customer value in 

e-commerce: A preliminary investigation. Psychology & Marketing, 20(4), 

323-347. 

Chien, Y. W., & Devaney, S. A. 2001. The effects of credit attitude and socioeconomic 

factors on credit card and installment debt. Journal of Consumer Affairs, 35(1), 

162-179. 

Chien, Y.W. and DeVaney, S. A. 2001. The effects of credit attitude and socio-

economic factors on credit card and installment debt. The Journal of Consumer 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2920                                                                http://www.webology.org  

Affair. 35(1): 162-179. 

Ching A., and Hayashi. 2010. Payment card rewards programs and consumer payment 

choice. Journal of banking and finance. 34: 1773-1787 

Chudry, F. Foxall, G. & Pallister, J. 2011. Exploring attitudes and predicting intentions: 

profiling student debtors using an extended theory of planned behavior. Journal 

of applied social psychology, 41, 119-149 

Cobb-Walgren, Cathy, Chyntia A, Ruble, dan Naveen Donthu. 1995. Brand Equity, 

Brand Preference, and Purchase Intent. Journal of Marketing Research, Vol. 19, 

November. 

Darmasari dan Gatot Wijayanto. 2014. Pengaruh Brand Equity Dalam Membentuk 

Lifestyle dan Customer Value Pada Pengguna Merek Smartphone di Kota 

Pekanbaru. Jurnal Tepak Manajemen Bisnis, Vol. VI No. 2 Mei 2014. 

Dickson, P.R., & Sawyer A.G. 1990. The price knowledge and search of supermarket 

shopper. Journal of Marketing, 54, 42-53 

Dodds, W. B., & Monroe, K. B. 1985. The effect of brand and price information on 

subjective product evaluations. Advances in Consumer Research, 12(1), 85-90 

Dodds, William B; Monroe, Kent B; Grewal, Dhruv. 1991. Effects of Price, Brand, and 

Store Information on Buyers Product Evaluation. Journal of Marketing 

Research, Vol. 28 Agustus. 

Drentea, Patricia and John R. Reynolds. 2012. Neither a borrower nor a lender be: the 

relative importance of debt and SES for mental health among older adults”. 

Journal of aging & health 24(4): 673-695. 

Dunn, F. L. & Ida A. Mirzaie. 2012. Determinants of consumer debt stress: differences 

by debt type and gender. Working paper, department of economic, Ohio State 

University 

Durianto, Darmadi, Sugiarto, dan Sitinjak, 2001. Strategi Menaklukkan Pasar Melalui 

Riset Ekuitas dan Perilaku Merek. Jakarta: PT. Gramedia Pustaka Utama. 

Durkin, T.A. 2000. Credit cards: use and consumer attitude, 1970-2000. Federal 

reserve bulletin, Vol. 82 No. 9 pp.623-634. 

Durvasula, S. & Steven L. 2010. Money, Money, Money – how do attitudes toward 

money impact vanity and materialism? The case of young Chinese consumers. 

Journal of consumer marketing, Vol. 27, No.2 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2921                                                                http://www.webology.org  

Ergin, E. A. 2010. Compulsive buying behavior tendencies: the case of Turkish 

consumers. African journal of business management Vol. 4(3), pp. 333-338 

Erikson K., Kerem K., Nilson D. 2005. Customer acceptance of internet banking in 

Estonia. International journal Bank Mark 23 (2), 200-216 

Fatimah. 2014. Pengaruh Nilai Konsumen (Customer Value) Terhadap Keputusan 

Pembelian Produk dengan Kepuasan Sebagai Variabel Moderasi (Studi Kasus 

Pada Pelanggan Jangka Pendek dan Jangka Panjang Kartu Prabayar Mentari, 

PT. Indosat). 

Gan, L., Maysami, R.C., Koh, H.C. 2008. Singapore credit cardholders: Ownership, 

usage patterns, and perceptions. Journal of Service Marketing. 22(4): 267-279. 

Gardner, C. & Amoroso, D. 2004. Development of an instrument to measure the 

acceptance of internet technology by consumers. Proceedings of the 37th Hawai 

international conference on system sciences 

Grönroos, C. (2011). A service perspective on business relationships: The value 

creation, interaction and marketing interface. Industrial marketing 

management, 40(2), 240-247. 

Gupta, S. 2013. A literature review of compulsive buying-a marketing perspective. 

Journal of applied business and economics Vol. 14(1) 

Guriting, P. & Ndubisi, N.O 2006. Borneo online banking: evaluating customer 

perceptions and behavioral intention. management research news, Vol 29 Nos 

½, pp 6-15 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. 2014. Multivariate Data 

Analysis (7th ed). Harlow: Pearson Education Limited. 

Hamilton, R. and Khan, M. 2001. Revolving credit cardholders: Who are they and how 

can they be identified?. The Service Industries Journal. 21(3): 37-48. 

Hennigs, N., Wiedmann, K. P., Klarmann, C., Strehlau, S., Godey, B., Pederzoli, D., 

& Taro, K. (2012). What is the Value of Luxury? A Cross Cultural Consumer 

Perspective. Psychology & Marketing, 29(12), 1018-1034. 

Hernandez JMC, Mazzon JA. 2007. Adoption of internet banking: proposition and 

implementation of an integrated methodology approach. International J. Bank 

Mark 25(2): 72-88 

Hoon, L. S. & Lim K. G. 2001. Attitude toward money and work-implications for the 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2922                                                                http://www.webology.org  

Asian management style following the economic crisis. Journal of managerial 

psychology, Bradford, Vol. 26, No.3 

Howcroft B., Hamilton R., Hewer P. 2002. Consumer attitude and the usage and 

adoption of home-based banking in the United Kingdom. The international 

bank marketing 20(3), pp 111-121 

Hui, L. & Nigel H. 2008. Shopping without pain: compulsive buying and the effects of 

credit card availability in Europe and the Far East. Journal of economic 

psychology (22) 2011. 

Huwaida et al. 2014. Pengaruh Sikap dan Norma Subyektif Terhadap Minat Konsumen 

(Studi Pada Pengguna Refill Tinta Printer Dataprint di Banjarmasin). SMART 

– Study and Management Research Vol XI, No.2 – 2014. 

Jeong, Bong-Keun & Tom. E Y. 2013. An empirical investigation on consumer 

acceptance of mobile banking services. Business and management research, 

Vol. 2, No.1, 

Kamal, Ghalandari. 2012. The effect of performance expectancy, effort expectancy, 

social influence and facilitating condition on acceptance of e-banking services 

in Iran: the moderating role of age and gender. Middle-east journal of scientific 

research 12(6): 810-807 

Kapantau dan Mande. 2015. The Influence Of Attitudes, Subjective Norms, And 

Lifestyle On Purchasing Decisions Asus Mobile Phones In Gamezone 

Computer Megamall Manado. Jurnal EMBA Vol.3 No.2 Juni 2015, Hal. 706-

718. 

Kay M.P., Paula C.M., Allan T. & Virginia Blackburn. 2014. Compulsive buying 

behaviour in college students: the mediating role of credit card misuse. Journal 

of marketing theory and practice 19:1, 81-96 

Kennedy, B.P 2013. The theory of planned behavior and financial literacy: a predictive 

model for credit card debt? Theses, Dissertation, and Capstones. Paper 480 

Khare, A. 2013. Credit card use and compulsive buying behavior. Journal of global 

marketing 26(1): 28-40 

Kim, K. K., Shin, H., & Kim, B. 2011. The role of psychological traits and social 

factors in using new mobile communication services. Electronic commerce 

research and application, 10, 408-417 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2923                                                                http://www.webology.org  

Kline, R. B. 2011. Principles and Practice of Structural Equation Modeling. Third 

Edition. New York Guilford Press. 

Koenig-Lewis, N., Palmer, A., & Moll A. 2010. Predicting young consumers’ take up 

of mobile banking services. International journal of bank marketing, 28(5), 410-

32 

Lee, J. and Kwon, K.N. 2002. Consumers Use of credit cards: store credit card usage 

as an alternative payment and financing medium. The Journal of Consumer 

Affairs. 36(2): 239262. 

Lim, Weng M., Woo Kan N., Jin H. C., Alexander W.B. 2014. Understanding young 

consumer perception on credit card usage. Implications for responsible 

consumption. Contemporary management research, Vol. 10, No. 4 pp. 287-302 

Lin, Wan-Rung, Yi-Hsien W., Fu-Ju Y., NiLuh Shanti S. 2013. The effect of credit 

card on the compulsive buying behavior intention. Journal of accounting, 

finance & management strategy, Vol. 8, No. 2 pp 45-74 

Manivannan Senthil V. & Masa S. V. 2014. Consumers awareness perceived ease to 

use toward information technology adoption in 3g mobile phones' usage in 

India. Asian journal of marketing 8(1): 1-23 

Mathwick, C. Rigdon M.N.K. 2001. The effect of dynamic retail experiences on 

experiential perceptions of value: an internet and catalog comparison. J. 

Retailing, 78(1): 51-60 

Maya S. & Rofi R. 2011. Factors affecting the behavior of university community to 

use credit card. International research journal of business studies. Vol. 3, No.3 

Mekovec and Hutinski. 2012. The role of perceived privacy and perceived security in 

online market. MIPRO 2012/ISS. Croatia 

Ming, Wendy and Yen Teoh. Exploring the factors influencing credit card spending 

behavior among Malaysians. International Journal of Bank Marketing Vol. 31, 

No. 6 

Morwitz, V. (2014). Consumers' Purchase Intentions and their Behavior. Foundations 

and Trends® in Marketing, 7(3), 181-230. 

Mowen, J. C., & Carlson, B. (2003). Exploring the antecedents and consumer behavior 

consequences of the trait of superstition. Psychology & Marketing, 20(12), 

1045. 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2924                                                                http://www.webology.org  

 

 

Nadim J. & Noorjahan B. 2008. The role of perceived usefulness, perceive ease of use, 

security and privacy, and customer attitude engender customer adaptation in the 

context electronic banking. African journal of business management Vol. 2(1), 

pp 032-040 

Norum P.S. 2008. The role of time preference and credit card usage in compulsive 

buying behaviour. International journal of consumer studies. 

Norvilitis, J.M., & MacLean, M. 2010. The role of parents in college students’ financial 

behaviors and attitudes. Journal of economic psychology, 31(1), 55-36 

Norvilitis, J.M., Merwin, M.M., Osberg, T.M., Roehling, P.V., Young, P., & Kamas, 

M.M. 2006. Personality factors, money attitudes, financial knowledge, and 

credit-card debt in college students. Journal of applied social psychology, 36, 

1395-1413 

O'Keeffe, P.J.L., Desai, A.J., Foroughi, K., Hibbett, G.J., Maxwell, A.F., Sharp, A.C., 

Taverner, N.H., Ward, M.B., and Willis, F.J.P. 2005. Current developments in 

embedded value reporting. British actuarial journal, 11(3), 407-479 

O'Guinn, T dan Faber, R.  1992, A Clinical Screener for Compulsive Buying, Journal 

of Consumers Research, Vol. 19. 

Palan, K.M, Morrow, P.C. Trapp. A., & Blackburn, V. 2011. Compulsive buying 

behavior in college students: the mediating role of credit card misuse. Journal 

of marketing theory and practice. 19(1), 81-96. 

Parker, P. M., & Tavassoli, N. T. (2000). Homeostasis and consumer behavior across 

cultures. International Journal of Research in Marketing, 17(1), 33-53. 

Perry, V. G. (2008). Giving credit where credit is due: The psychology of credit 

ratings. The Journal of Behavioral Finance, 9(1), 15-21. 

Phylis M. M., Mary B. P., Cliff A. R. 2012. Consumers and credit cards: a review of 

the empirical literature. Journal of management and marketing research. Pen 

State University, US 

Pirog, S.F. & Roberts, J.A. 2007. Personality and credit card misuse among college 

students: the mediating role of impulsiveness. Journal of marketing theory and 

practice, 15(1), 65-77 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2925                                                                http://www.webology.org  

Plagnol, A.C. 2011. Financial satisfaction over the life course: the influence of assets 

and liabilities. Journal of economic psychology, 32(1), 45-64 

Polatoglu V.N & Ekins S. 2001. An empirical investigation of the Turkish consumers 

acceptance of internet banking services. International Journal Bank Marketing 

19(4): 156-165 

Rahmayah, T. Jantan, M., Noor M. & Ling, K.P. 2003. Receptiveness internet banking 

by Malaysian consumers. Asian academy of management journal, Vol. 8 No.2, 

pp 1-29 

Robert, J.A. and Jones, E. 2001. Money attitudes, credit card use, and compulsive 

buying among American college students”, The Journal of Consumer Affairs. 

35(21): 45-58. 

Roberts, J.A., & Eli J. 2001. Money attitudes, credit card use, and compulsive buying 

among American college student. Journal of consumer affairs, 35(2), 213-241 

Roboff G. & Charles C. 1998. Privacy of financial information in cyberspace: banks 

addressing what consumers want. Journal retail bank service XX(3): 51-56 

Rysman, M. 2007. An empirical analysis of payment card usage. Journal of industrial 

economics 55: 1-36 

Safakali, V. 2007. Motivating factors of credit card usage and ownership: evidence 

from northern Cyprus. Investment management and financial innovations. Vol. 

4, issue 4 

Said, Zeineb. 2016. Credit card use for payment purpose: an exploration of influencing 

factors among Tunisian. Proceedings of the marketing spring colloquy, vol. 5, 

pp: 120-136 

Seth, J.N., Newman, B.I. and Gross, B.L. 1991b. Why we buy what we buy: a theory 

of consumption values. Journal of business research 22(2): 159-70 

Singh, Jagdip, and Deepak Sirdeshmukh, 2003. Agency and Trust Mechanisms in 

Consumer Satisfaction and Loyalty Judgments. Journal of the Academy of 

Marketing Science, 28 (1) 

Smith, W. A. 2006. Social marketing: an overview of approach an

d effects. British  Medical Journal, 12(Supplement 1), i38.  



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2926                                                                http://www.webology.org  

Soman, D. 2001. Effect of payment mechanism on spending behavior: the role of 

rehearsal and immediacy of payment. The journal of consumer research, Vo. 

27 No. 4, pp. 460-474 

Sotiropoulos, V. & d’Astous, A. 2013. Attitudinal, self-efficacy, and social norms 

determinant of young consumers propensity to overspend on credit cards. 

Journal of consumption policy, 36, 179-196 

Tokunaga, H. 1993. The use and abuse of consumer credit: application of psychological 

theory and research. Journal of economic psychology 14(2), 285-316 

Vermeir, I., & Verbeke, W. (2006). Sustainable food consumption: Exploring the 

consumer “attitude–behavioral intention” gap. Journal of Agricultural and 

Environmental ethics, 19(2), 169-194. 

Voyadanoff, P. & Donnelly, B.W. 1998. Economic distress and mental health: the role 

of family coping resources and behaviors. Journal of family and economic 

issues, 10(2), 139-162 

Wijaya, T. (2014). Nilai dan Pengetahuan Sebagai Prediktor Intensi Beli Makanan 

Organik. Jurnal Manajemen dan Kewirausahaan (Journal of Management and 

Entrepreneurship), 16(1), 69-82. 

Wijayanti, I. A. H., dan Seminari, N. K. 2014. Pengaruh Gaya Hidup Terhadap Perilaku 

Pembelian Handphone Blackberry dengan Merek sebagai Pemoderasi. Jurnal 

FE Udayana. 

Woodruff, R.B. 1997. Customer Value: The next source for competitive advantage. 

Journal of the academy of marketing science 25(2): 139-53. 

Workman L. & David Paper. 2013. Compulsive buying: a theoretical framework. The 

journal of business inquiry Vo. 9(1), 89-126 

Yamaguchi, K.T. & Donald, J.T. 1982. The development of a money attitudes scale. 

Journal of personality assessment, 46(5), 522-528 

Yang, K. & Jolly L.D. 2009. The effects of consumer perceived value and subjective 

norm on mobile data service adoption between American and Korean 

consumers. Journal of retailing and consumer service, 16, 502-508 

Ying-Feng Kuo a, Chi-Ming Wub, Wei-Jaw Deng, 2009, The relationships among 

service quality, perceived value, customer satisfaction, and post-purchase 

intention in mobile value-added services. Department of Information 

Management, National University of Kaohsiung, 700, Kaohsiung 



Webology (ISSN: 1735-188X) 

Volume 18, Number 6, 2021  

2927                                                                http://www.webology.org  

Yoo, B., N. Donthu, dan S. Lee. 2001. An examination of selected marketing mix 

elements and brand equity. Journal of the Academy of Marketing Science.Vol. 

28 No. 2. Pp 195-211. 

Yousafzai S., Yani-de-Soriano M. 2012. Understanding customer-specific factors 

underpinning internet banking adoption. International of bank marketing 30(1), 

60-81 

Zeelenberg,   M   & Pieters,   R..2007.   A Theory of regret regulation 1.0. Journal of 

consumer psychology, 17(1), 3–18 

 

 

 


