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ABSTRACT ARTICLE INFO

ﬁlia study attempts to analyze the factors that influence atitudes toward online shopping n
Indonesia. The population in tllulv 1s consumers who have expertence buving products
onlme through social media or e-commerce. The implication of the study 1s ennchimg the
behavioural marketing studies about factors that influence online product purchases and
suggest the marketers create a more effective marketing strategy based on different customer
level of rust. The studlgfsults showed that perceived benefit and orust are the dnvir
of consumer attiudes to make online purchases. In this study, perceived | fit functons as
a mediator of trust influence on atimde. This study reveals that high lev
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CONSUITY
will be more influenced by perceived benefits.

1. Introduction

Industrial Revolution 4.0 always brought a new
era to human civilization in creating the social, eco-
nomic and politic that ready to face science and tech-
nology development [1]. Industrial Revolution that
brings a massive change in economics marked by the
optimum utilization ol information technology and
communication to produce digitalization in every as-
pect of Life.

Online buying and selling is a form of information
technology development. The traditional buving and
selling process requires a meeting between sellers and

1
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rattitudes wward online shopping while at low levels of trust, consumer attitudes
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buvers which buvers can see the goods directly has
shilted along with the increasingly widespread online
shop. Online shopping svstem is considered more
efficient because it saves customers time [2]-[4]. By
exploring just one e-conunerce, CONSWIErs Can move
between stores to get the product they want without
having to spend tme travelling [rom one store (o an-
other. Online purchases are also not limited by time
and place [5]. Transactions with e-commerce can be
done 24 hours a day in a dilferent week than when
shopping at an oflline store that is limited by store
hours.

Besides e-commerce also ollers other advantages
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such as ease of linding product variations [6]-]9] and
price comparisons [4], consumers can choose vari-
ous types of products with various brands provided
by e-commerce. L-commerce is the right place to
shop because consumers can find the same product
at a lower price by comparing various websites simul-
taneously and also because of the many promotional
programs olfered by e-commerce suits for price-sen-
sitive consumers.

Consumer doubts make online purchases be-
cause of a lack of trust i the online system. It 1s
because online purchases are unable to meet buyers
and see the purchased goods [10]. Some 1'usu;q=_'rs
state that the factor that consumers dislike in online
shopping is that consumers cannot touch and feel or
try the products to be purchased [11]. Uncertainties
and the nisks involved in online transactions put trust
as an essential factor that needs attention [12], [13].
Privacy and trust issues could hold consumers from
making online purchases [11]. Some ol the consumer
concerns about the leakage ol personal nfommation,
online fraud, inconsistency between the quality of the
product oggmred, and the quality desired delivery that
failed [4]. Security of financial ransactions and issues
related to the privacy of personal information are
essential things in the online shopping system [12],
. @

Thus, trust 15 an important thing needs to be
considered in the online system, and the lack of trust
will affect the attitudes of consumers in online shop-
ping [L5], [16]. Trust helps consumers in building a-
vourable expectations and suits vendor expectation.
Lack of trust will alfect consumer attitudes in online
shopping [16].

Besides trust, perceived benelit is also a Factor that
consumers consider when making online purchases.
When consumers perceive the benelits gained alter
making online purchases based on awareness ol cur-
rent technological :iu\'ul()}nls which are all done
online, then they will have a positive attitude towards
the online system. Following the opinion [17] which
explains the decision making process on nmw con-
sumer behaviour usually begins with an awareness
ol the situation that will have a positive impact on
attitude and ends with the decision to buy and repur-

ch

ﬁis study aims Lo analyze the consumers atutude
towards online shopping. According to [18], con-
sumers' attitudes towards something is the extent o
which individuals have favourable or unfavourable
evaluations or judgments of behaviour that must be
followed up. A person's behaviour is influenced by
the experience he has gained so far. Trust expressed

by behaviour is considered as ilc attitude of consum-

towards online shopping [19]. Measunng attitude,

i the {'{)nlrﬁf()nlinﬁ shopping, is essential because
attitude has a positive impact on online shopping in-
tentions and is considered the most influential factor
[15].

This research also ﬁ)mlul;llusgt: role of trust and
perceived benefits in enhancing consumers' positive
attitudes towards online shopping. Even though on-
line shopping has signilicant risks, there are a few
benelits that could be gamed by buyer and seller. For
this reason, trust is a signilicant [actor that must be
considered in online wading [20].

Although research related to the influence of trust
on ;llli@cs and perceived benefits have been widely
done, the relationship between trust and perceived
benefits between researcheppghows a different mod-
el. Some researchers stated that trust has a positive el-
feet on perceived benelits which [urther determines
consumer athtudes and intentions to shop online
121]1-123], whereas [24] shows that the consumers’
perceived benelit of mobile banking will lead to trust
in the mobile banking service. Meanwhile, trust and
perceived benelit are not mterconnected, but both
actas independent vanables that function as anteced-
ent attitudes and online shopping behaviour [5], [25],
[26].

This study examines how consumer attitudes to-
wards online shopping, where there are two g
contributions expected. First, researchers tested the
role of trust and perceived benelits on consumer atti-
tudes towards online shopping. It is well known that
trust is an essential factor in onligggsystems that have
a significant risk of uncertainty. Lack ol trust in on-
line transactions and e-retailers is generally a signifi-
cant obstacle in adopting online shopping [27].

Second, the researcher divided the beliel into two
groups based on the average so that the hugh belel
group and the low beliel group were obtained. Based
on this group, the researchers tried to reveal the role
ol each level of trust in atitudes towards online shop-
ping.

2. Literature review

2.1 Attitude toward online shopping

Attitude is one of the factors that influence pur-
chasing decisions. According to [28], attitude is an
overall consumer evaluation ol a concept which can

be classified into two categories, namely attitudes

towards an object and attutudes towards behaviour.

International Journal of Industrial Engineering and Management Vol 11 No 4 {2020)
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Attitude towards behaviour is a form of I.x)sili\'t' or
negative evaluation of consumers towards relevant
behaviour, and consists of strong beliels in consum-
ers aboult the consequences %\\'lwn performing the
behaviour [19]. [29] states t
will influence the intention to shop online and ult-

1at consumer attitudes

mately determine the occurrence ol a transaction.
When compared to beliels and values, attitudes are
more comlortable to change so that it becomes the
focus of marketers in attracting consumers [30].

Accordmg to [31] mn Theorv of Planned Be-
haviour, a person's inner beliel in the consequences
ol doing an action can allect attitudes toward actual
behaviour. Each individual will have different beliefs
depending on individual characteristics gl experi-
ences that have been felt [32]. The m;lin?{:lm‘s that
determine the success of a company's online market-
ing strategy are attitudes, perceptions and motivation
|33]. Attitude will be established through motivation,
perception and leaming that lead to decision-making
[30]. Several things affect consumer attitudes on on-
line shopping, including personal and psvchological
[actors. Personal [actors are indicated by perceived
benefits, while psychological factors are indicated by
the perceived trust [5].

2.2 Trust

Trust is one's \\'illilwlcssm)elieve in the actions
taken by others. Trust is mcluded in the characteris-
tics of consumers which can direc Tect the attitude
of consumers [17]. Trust is also a person's beliel in
the credibility and reliability of vendors where con-
sumers can interact with marketers via the web. This
iteraction 1s expected to ullil consumers' desire to
make hnancial, product and psvehological exchanges
[34].

Trust in e-commerce is more important than oth-
er lactors because the online business environment
1s diflicult to verify or control [16]. Research on con-
sumer trust has been carried out by experts such as
[51, [14], [20], [25], [35]. The experts concluded that
trust 1s an essential [actor in conducting online trans-
actions. Consumers must be sure that their online
transactions will not bring linancial and non-financial
los When consumers leel conlident, it will lead
to attudes toward online shopping behaviour. The
result of the studies [5], [86], [37] shows that trust
determines a person's attitude to make a purchase.

Delays in delivery and complexity in transactions
can prevent consumers from making purchases us-
ing the online system. However, il the complexity in
the transaction process turns out to be able to protect

consumer privacy, it will increase consumer conli-
dence i the onlne system, and the end can provide
a posilive pm:pli()n of consumer attitudes. [38].

Several studies have concluded that trust has a
positive elfect on perceived benelit. When consum-
ers trust to make online transactions, they will expe-
rience benelits such as time efliciency, cost reduction
of linding products or services andggecure purchas-
es [22]. Consumers could save on search costs and
comparison processesgmd even increase their pro-
ductivity (for L'.‘:?lI]lI)lL',EE[[t‘I‘ purchasing decisions in
a short period) in the purchasing process using an
online system when they can transact with trusted on-
line shops [39].

lnpurrh;lsim{ products through a trusted web-
site, consumers can get various benelits from online
transactions such as cost savings, time savings, conve-
nience, broad product choices, and the convenience
ol obtaining shopping informaton. The high trust in
the web / online shop willgnerease the consumers’
perception of the benelits. Based on the description,

the hypotheses in this study are:

Hla: Trust E, a positive effect on attitude toward
online shopping

Hl1b: High level of trust has a positive effect on
;1llilu(p)\rm‘d online shopping

H2:a: Trust has a positve effect on perceived
benefit

H2b: High level of tust ﬁ a positive effect on
perceived benelit

2.3 Perceived Benefit

Perceived Benelit focuses on consumers' percep-
tions of the benelits obtained on a product [40]. Con-
sumer's perceived benelits is beliels about the extent
to which consumers will feel better in online transac-
tions with certain websites [25]. The benelits felt by
consumers will motivate to magm onlme purchases.
Meanwhile, [30] describes the perceived benelits as

the number of profits that meet the needs or desires
of consumers.

Online shopping provides various conveniences
for consumers. The kev benefit of online shopping is
it can be done anyvtime and anvwhere. Consumers of-
ten do not need much ellort to find details about the
desired product, and comparing rates [rom one store
to another does not take much time. As suggested
by [5], customers do not need to leel ashamed when
thev only window shopping, linding specific product
or price details and do not end up purchasing the

product.

International Journal of Industrial Engineering and Management Vol 11 No 4 (2020)
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Several studies related to perceived benelits have
been conducted by researchers such as [5], [25],

[41]. The results show that the perceived benefits of

CONSUINETS ¢anl iduum'e the positive attitude of con-
sumers towards online shopping. Perceived benelits
play an essential role in the formation of consumer
attitudes [5], [25]. For consumers familiar with online
systems, the perceived benelits are a significant driver
and help in shaping p()si?' and benelicial attitudes

towards online shopping. Based on the results of pre-

vious studies, the 11}';)()[11{:5@1 this study are:
H3: Perceived benelit has a positive ellect on

attitudes towards online shopping.

3. Methodology

2
The population in this study is consumers who

have experience buying products online. There are
no restrictions on the wpes of products purchased

by respondents. Sampling uses a convenience sample
techmmque, which 1s sampling without specific consid-
erations but only based on convenience based on
previous research that examines consumer attitudes
[5], [42]. Sample in this research were 140 YOII-
dents. The questionnaires were created in %{)ﬁ]t‘

form and distributed online through WhatsApp and

e-mail.

Questionnaire in this study was measured by
Likent Scale with a range of 1 to 7, which shows the
attitude ol "Strongly Disagree’ to "Strongly Agree”. At-
titudes toward online shopping are measured based
on research indicator from [5], [43], [44]. Perceived
benelits are measured using statement items [rom re-
search [3], [41]. Furthermore, trust is measured us-
ing statement items [rom research [5], [36]. To know
the ellect of the level of trust on atiitudes, the trust
will be divided into two groups based on the average

answers obtained [rom the questionnaire. The level

Benefit
H2 Attitude
Figure 1. Research Model
Table 1. Question List
Indicators Questions

Shopping at an online shop makes it easy for me to buy a variety of products.

Perceived Benefit

Shopping at an online shop can be done at any time.

Shopping at the online shop can be done at home.

| believe that an online shop can provide good service.

I believe that an online shop will protect information related to my finances from being

Trust hacked.

11

| believe that an online shop will not sell my personal information (e.g. e-mail, telephone

number, rgle} to others.

Shopping online is a good idea.

Attitude

Shopping online shop is better than shopping offline.

Shopping online is a fun thing to do

International Journal of Industrial Engineering and Management Vol 11 No 4 {2020)
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ol trust 1s high il the value ol the answers 1s above the
average value, and the level of trust is low il the value
ol the answers 1s below the average value.

4. Results

4.1 Characteristic of Respondent
Demography

Table 2 shows the characteristics ol the respon-
dents in this study. Most respondents were male with
a bachelor degree as their highest education level.
More than hall ol respondents are generation Y aged
between 20 - 39 vears. This shows that Generation
Y is accustomed to using the internet in doing their
activities. In this research, most ol the respondent is
a student. Students are used to using the mnternet n

everyday life, including online shopping.

4.2 Construct Validity

According to [45], construct validity can be used
to assess the validity of measurement theory. With
construct validity, researchers can assess the extent
to which a set of items measured using a question-
naire can accurately reflect underlving construet the-
orv. Construct validity testing can be performed using
Confirmatory Factor Analysis (CFA) [45]. The load-
ing factor value is something that needs to be consid-

ered in measuring validitv. A lactor loading value of

more than 0.5 means the indicator used is a repre-
sentation ol the variables in the study.

In addition to using lactor loading, validity can
also be seen through convergent validity by calculat-

Table 2. Characteristic of Respondent Demography

ing the value of AVLE (average variance extracted) and
CR (construct reliability). An AVE value of 0.5 or
more is a good condition and shows adequate con-
vergence. AVE ol less than 0.5 indicates that, on av-
erage, items that are present in a latent factor have
morte errors than the same variant. Meanwhile, CR is
expected to have a value greater than or equal 1o 0.7.
High CR values indicate that there 1s internal consis-
tency, which means that all measurements consistent-
ly represent the same latent construct [45]. Table 2
follows the results ol loading lactors using CFA.
The CFA loading factor in Table 3 shows the
value above 0.5, It means the questionnaire can be
used because these indicators already repre the
variables in this study. Besides, all L'()Ilslnu'ls?
AVE value of more than 0.5 and have a CR value

ol more than 0.7. Meanwhile, for the value of good-

Ve all

ness of fit, all have more values than the required
conditggns (GFIL = 0.913; CFI = 0.939; TLI = 0.909),
which 1s higher than 0.90 [45]. The value of RMSEA
= (L.116 1s higher than 0.08, but the RMR = 0.077
has a smaller value than the provision of less than
0.10. This shows that in this study, there is a match
ol data with the model and the model form can be
quite good.

4.3 Discriminant Validity

Discriminant validity is ugys to test whether a con-
struet or variable is dillerent Irom other construets or
variables in the model [45lgdiscriminant validity test-
ing is done by comparing the AVE value for the two
constructs with the square correlation value between
the two constructs. The results of data processing in
table 2 show that the AVE value for Percerved Ben-

Frequency Percentage
Gender Female 53 37.86
Male 87 62.14
High School 47 33.57
Education Undergraduate 58 41.43
Graduate 35 25.00
Student 54 38.57
Civil Servant 24 17.14
Occupation Employee 34 24.29
Entrepreneur 7 5.00
Others 21 15.00
<20 10 7.4
Age 20-39 101 7214
40-58 29 20.71

International Journal of Industrial Engineering and Management Vol 11 No 4 (2020)
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efit and Trust 1s 0.735 and 0.650, which 1grt';llt-r
than the squared comrelated value between the two
variables, which is 0.127. Furthermore, Trust and At-
titude each have an AVLE of 0.650 and 0.610, which
is greater than the correlated square value between
the two, which 1s 0.540. The last one 1s Perceived
Benelit and Attitude, where both have AVE of (.735
and 0.610, respectively. The square correlated val-
ue between Perceived Benelit Eum\llilll(lt is 0.464.
Based on the description above, 1t can be concluded
lhﬂlm:rt- 1s no problem of discrimmant validity in
the constructs in this study because all AVL values
are more than the construct correlated square values.

Table 3. The Result of Construct Validity and Discriminant Validity

4.4 Test of Hypothesis

g Hypothesis testing is done by analyzing the path
i the structural model. The results of the Structural
Equation Model processing are presented in table 4
below. 55

The result ol ggg path test on the structural model
shows that trust has a positive and significant elfect
on perceived benelit (p-value = .00) with an estimated
value of 0.357, proving thggadlla is accepred. Like-
wise, the influence of trust on attitude toward online
imated value of 0.563 and a p-val-

shopping has an P
1as a positive and significant effect

ue of .00, Trust

on attitude so that H2a is accepted. Furthermore,

Construct and Indikator CFA Loading AVE Composite
Reliability (CR)
Perceived Benefit
Shopping at an online shop makes it easy for me to buy a variety of 0.849
products
5 !
Shopping at an online shop can be done at any time 0892 0735 0-904
Shopping at the online shop can be done at home 0830
Trust
| believe that an online shop can provide good service 0680
| believe that an online shop will protect information related to my financ-  0.890
es from being hacked 0.650 0.795
| believe that an online shop will not sell my personal information 0834
(e.g. e-mail, telephone number, name) to others
Attitude to\ad online shopping
Shopping online is a good idea 0812
Shopping online shop is better than shopping offline 0744 0.610 0.761
Shopping online is a fun thing to do 0784
— GFl = 0.910;, CFI=0.940;
goodness of fit indices RMR = 0.075: RMSEA=0.115
Table 4. Test of Hypothesis
Hypothesis Paths Estimate p Result
HI, Trust +  Perceived benefit  0.357 0.00%* Accepted
H2, Trust +  Attitude 0.563 0.00%* Accepted
H3 Perceived benefit = Attitude 0.480 0.00%* Accepted
ﬁdness of Fit Cut-off
GH  :0.910 »0.90
AGFl : 0.831 > 0.80
CFl :0.940 »0.90
RMR : 0.073 <0.10
RMSEA : 0115 <0.08

Significance ** p< 0.05
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perceived benefit also has a positive elfect on trust
(p-value =.00) with an estimated value of 0.480), prov-
ing that H3 is received.

Observing [rom the suitability of the model, then
the model used in this study is appropriate because
the results ol the suitability of the model (GFI, AGFI,
CFI) have a value higher than the specified limit val-
ue [45]. Compare to perceived benelit; trust has a
ereater influence on attitude with an estimated value
ol 0.563. Structural model test results also show that
trust has an mdirect ellect on attitude through per-
ceived benelit.

In ;lddili()n,m research also aims to reveal how

the degree of trust in online shopping aflects custom-

attitudes. Therelore, trust is divided into two parts:
gligh level of trust and a low level of trust. The disiri-
bution 1s based on the averagemalue, which 1s 4.78, ol
the respondents' 1'i::-;p()nscs.ﬂligh level of trust was
shown by the value above 4,78, and the low level of
trust was shown by value below 4,78 15 low. There are
76 respondents with values below the average, and
above the average are the remaining 64 ndividuals.
The following is a summary ol the structural mod-
el's outcomes depending on the degree ol consumer
lru
Based on Table 5, it can be seen that at a high lev-
el of trust, trust influences consumer attitucdes toward
online shopping (signilicance 0.05) with an estmated
value of 0.880 and mlluences perceived benelit (sig-
nificance 0.10) with an estimated value ol 0.362. At
this level, attitude toward online shopping only influ-
enced by the trust.

Meanwhile, when someone has a low level of
trust, trust does not altecgghe perceived benelit. So,
at the low level of trust, online shopping attitude is
influenced by trust and perceived benefits. Compar-

ing with trust that at a low level of trust, the perceived

Table 5. Hypothesis testing is based on the level of trust

benelit has dominant elfects on attitude with an esti-
malted value ol 0.643.

According to [45], the model used in this study
is moderate because the results of the suitability of
the model (GFL, AGFD lpge a value lower than the
specilied limit value, but Et‘ value of CFI is higher
than 0.90. The value of RMSEA = 0.077 and RMR
= 0.075 are smaller than the stipulation. This shows
that the model between high trust level and lower
trust level 1s appropriate.

5. Discussion

n pl s digital era, it is undeniable that e-com-
merce has a broad impact on the people's economy.
The increasing number ol online shops shows that

people aregglarting to realize the benelits of online
shopping. The results of this study support other
studies conducted by [5], [22], (28, [46]. The study
also states that perceived benefit has a significant ef-
fect ttitude toward online shopping. Meanwhile,
[47] found that perceived benelit is a dggmmining
factor for consumer attitudes i the usu?m()hilt-
banking. Besides, perceived benelgss one ol the
factors that consumers consider in miention o use
mobile banking services [48]. The existence of an on-
line shop provides benelits that have been sought by
consumers, such as time efliciency and ease of trans-
actions.

Perceived beggelit in this study influences in deter-
mining attitude toward online shopping. The higher
the benelits felt by the customer, their attitude shown
will be more positive. Perceved benelit 1s the value
sought and obtained by online consumers in every
online wransaction that very important for future

electronic marketing strategies [5]. Also, rom the

High Trust Low Trust
Hypothesis Paths - -
Estimate p Estimate p
Hlj Trust =+ Perceived benefit 362 0.076* 0.064 0649
H2, Trust = Aftitude 0.880 0.00%* 0.334 0.020%*
H3 Perceived benefit = Attitude 0.243 0.130 0.643 0.00%
%dness of Fit Cut-off
GFlI  :0.884 »0.90
AGFI :0.782 »0.80
CFl  :0.914 »0.90
RMR :0.075 <0.10
RMSEA : 0.077 <0.08

Significance *p<0.10; ** p<0.05
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[)L‘l‘.i])?i\'u ol business strategy, perceived benefit re-
Hects
competing in the online tn‘kt-l industry.

1amic strategic capabilities that are vital for

Perceived benelit also acts as a mediator connect-
ing the influence between trust and atttude. These
conducted by [22].
When consumers already have trust in a particular

results support the research

online shop, they will feel the benelits of using an on-
line shop. Consumers will feel that shopping online
will save their ume [2], [3], can be done anvtime [5],
consumers can also get a variety ol product choices
[46] and get the ease of doing transactions [22]. With
this convenience, it will ultimately encourage a posi-
tive attitude towards online shopping.

Trust is an essential factor in buying and selling
online. Trust in this research is a primagy anteced-
ent ol attitude toward online shopping. The results
of this study in line with research [5], [15], [22],
which states ﬁ:l trust has a signilicant effect on at-
titude toward online shopping. Trust 1s a signilicant
factor in attitude toward onlipe shopping [15]. The
higher the consumer's trust, ’Et' more positive their
attitude toward online shopping. Customers' trust in
the company's ability to meet their needs and desires
gepore than wusting good intentions of the company
to influence consumer purchase intentions [49]. At
the same time, the opposite result was revealed by
1501, which stated that trust did not aflect consumer
atpgdes on online shopping in Pakistan.

Trust has a positive effect on the perceived ben-
elits ol online channels [21]. When consumers have
trust in online shop services and have trust that online
shops can maintain the privacy of data and transac-
tions that will be carried out, consumers' perceptions
of the benelits are felt when making purchases us-
ing the online system. The advantage ol saving time,
shopping can be done at any time without leaving the
house will bring up a positve attitude ol consumers
in online shopping. According to [51], consumer
trust in shopping websites will increase along with the
spent time in this activity, so they will get more ben-
elits [rom the shopping process, and they are more
likgly to make shopping decisions.
trust plays a signilicant role in [ostering consumer
titudes 1 online shopping. When consumers have a
high level of trust algpme the average, then consumers
will have a positive attitude towards online shopping
and also have a positive perception ol ghe benelfits to
be gained by doing online shopping. This is in line
with research conducted by [5], [35], [52], [53] which
states that the trust influences consumer attitudes to-

wards online shopping because ol what is occurring in

{
he results of this study reveal that the level of

an online system cannot be seen clearly. Consumers
would leel a higher sk when using an online system
that utilizes intangible and heterogeneous internet
services, compared Lo transactions conducted lace to
[ace IS-'IIG'}IUS, trust becomes an essential factor in
fostering consumer attitudes on online shopping.
The existence of consumer trust in the website
and online shop in providing the best service can
provide benelits to consumers [26]. The ability of
e-commerce (o provide appropriate information can
icrease trust in online systems. L-commerce needs
to convey mformation about the details of products
sold, price, as well as the guarantee of a relund or
damaged goods. As stated by [35] that consumenrs will
see the benelits of shopping online il e-commerce
can ncrease securily, can proteclt consumer priva-
cv, and is l'L‘SIJ()m'L' to consumer desires. The trust

only influences consumers who have a high level of

trust, their attitudes towards online purchases. Trust
1s the mamn factor for consumers in this group. Con-
sumers trust in online svstems (trust in the honesty
ol marketers and [inancial transactions) will lead to
a positive attitude and will further encourage the on-
line purchasing decision process. In this condition,
e-commerce can convince consumers of its ability to
protect pL'l'sml;ll data, prevent consumers from trans-
action Iraud and be able to provide the best service.
LF-commerce needs to always maintain consumer
trust by sending products according to what 1s n the
product catalogue, not cheating in prices, providing
timely services and responding to consumer com-
plaints quickly.

Meanwhile, at a low level of trust, it turns out that
trust has a role towards attitude but does not have
a role towards perceived benelit. In this condition,
attitude is influenced by trust and perceived benelit,
which is the perceived benelits have a more domi-
nant influence than trust. In this group, consumer
attitudes towards online shopping are more deter-
mined by the perceived benelits obtained when
using the online system. The perceived benelits of
consumers will be the ease ol use ol the online sys

tem, the ease of finding product variations and the
time elficiency that will arouse the positive attitude of
consumers in online shopping. With this positive at-
titude, 1t1s hoped that it can lead to consumer buving
behaviour. Tigmadvantages in terms of price, product
diversity has a positive influence on online shopping
attitudes  [56].

The @)lc process of buying and selling online
requires a high level of trust. In the selection ol goods
to be purchased, consumers cannot leel, hold or try
the item. Nevertheless, online shopping consumers
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only get information about the desired item through
pretures displaved by sellers on thewr online shop pag-
es. Furthermore, consumers must also believe that
the seller will keep the address, telephone number,
or card number that is used in the wansaction conli-
dential. Finally, at the time of delivery, the consumer
must have conlidence that the products received are
the same as the product ordered through the online
system and delivered based on the delivery period
written in the agreement (term and condition). Trust
owned by consumers will encourage consumers to
have a positive atitude. Thus, there will be repeated

purchasing decisions that reflect their loyalty.

6. Conclusion and Implication

This study ;1[[{:111[3[5 to analyze the factors that in-
Muence attitudes toward online shopping. The results
showed that perceived benelit and trust are the driv-
ing factors of consumer attitudes to make online pur-
chases. Perceived benelit in this study also functions

v mediator in the influence of trust on attitude.
?1'15 research finds that trust 1s the most mfluential
factor in the attitude toward online shggpping.

This study also produces ﬁndim.{sE;ll consumers
who have a high level of trust have aggsitive attitude
to online shopping compared to consumers who
have a low level of trust. In consumers with high lev-
els of trust, the emergence ol a positive attitude is
more influenced by trust. Whereas at the low level
ol trust, attitude is influenced by trust and perceived
benefit, which 1s perceived benefit 1s the dommant
stem

lactor. Inthese conditions, consumers see the sy
online as a technology that makes it easv for them to
shop without needing to leave home. They are not
too worried about their data as well as financial trans-
actions because they can choose the delivery and
pavment system that is done by Cash on Delivery
(COD). With this system, payments are made when
the goods have been received by consumers so that
consumers do not feel worried about losing money
because the goods are not received.

The results of this study reveal that consumer at-
titucles towards the online shopping svstem are influ-
enced by high and low-level consumer confidence.
This shows that in an online svstem \\hmnullurs and
buvers do not meet directly, trust has a significant
role in reducing the risk of uncertainty. Online shops
must mamntan and enhance consumer trust so that
positive attitudes arise in consumers.

The existence ol a positive attitude will ultimately
encourage online purchases. Consumer trust in the
online system can be built with the excellent service

provided by an online shop. The online shop must
provide what consumers want following what has
been promised. Reviews and product views that are
generally given on website pages must be under real-
ity. The difference between what is obtained by con-
sumers with what has been promised by the online
shop will be fatal and can cause consumers to have a
negative attitude towards the online system.
Websites user interface that easv to access and
operate must also be considered by online shops to
buld consumer trust. With the trust that has been
buil, consumers are expected to be able to feel the
ease ol making purchases using an online svstem.
E-commerce also needs to explain in detail how 1o
make ransactions salely

cause the trust for consumers who have just adopted

in an online system. Be-

online shopping will depend on the completeness of
the information and the ease of procedures in mak-
ing available online transactions. This will reduce the
risk ol uncertanty and faitlure 1 online shopping.
The tyvpe of payment system ollered, and the securi-
tv of linancial transactions must also be considered.
This means that I’ consumers get a pavment system
that he thinks is sale and reliable, then a positive at-
titude will arise in the consumer so they will be
interested in using the online system to purchase the
desired product or service.

The theoretical contribution ol this study 1s en-
riching knowledge related to consumer beliefs and
;lli::s towards online shopping. At any level, trust
is an important factor influencing consumer attitudes
in online shopping. Meanwhile, as a practical contri-

‘erence for marketers

bution, this study can be a r
to build consumer trust and increase the perceived
benelits for online consumers.
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