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usefulness, subjective norms, and enjoyment as
predictors of online shopping behavior. Interest in
online shopping is also influenced by perceived risk,
namely the fear of consumers to accept risk in online
shopping and perceived ease of use, namely
consumer perceptions of the ease of use of online
sites. This paper will discuss the role of perceived
usefulness (PU), perceived risk (PR) and perceived
ease of use (PEU) in influencing online purchases.

INTRODUCTION

Technological developments occur very rapidly, especially on the internet. The market
research institute E-marketer (2014) found that the population using the internet in Indonesia in
2014 reached 83.7 million and this number will continue to increase in the following years. In
January 2020 as many as 175.4 million people or around 64 percent of Indonesia's population
have used the internet. It is explained that the rapid development of internet users or users is due
to the support of mobile phone technology and smooth mobile network connections, meaning that
when cellphones can access the internet easily, internet users will develop quickly. This not only
affects the community as consumers, but also affects business people to take advantage from
internet users.

Lots of business people involve their business electronically and various e-commerce
applications have sprung up, not only selling products or goods but also selling services, using
program applications for various purposes. Basically, internet users use this access for online
shopping activities or looking for information about products and services. Furthermore,
consumers will process this information to determine purchasing decisions. After searching and
processing information, consumers will provide responses about the product. If consumers have a
positive response to an object, it will be very easy for consumers to buy an object, but a negative
attitude or response will hinder consumer interest in making purchasing decisions (Zuelseptia,
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Rahmiati, and Engriani, 2018). Septialana and Kusumastuti (2017) state that buying interest is an
effective tool to predict the buying process, usually buying interest is related to behavior,
perception, and consumer attitude. The Technology Acceptance Model (TAM) is based on the
Theory of Reasoned Action (TRA), showing that social behavior influences consumer attitudes
towards technology (Li and Huang, 2009). Perceived usefulness, perceived ease of use, and
perceived risk are considered important in predicting consumer attitudes towards technology
acceptance (Sarkar and Khare, 2017).

In a study on consumers, Sarkar and Khare (2017) found the PU, subjective norms, and
enjoyment as predictors of online shopping behavior. Interest in online shopping is also
influenced by the PR, namely the fear of consumers to accept risk in online shopping and the
PEU, namely consumer perceptions of the ease of use of online sites (Zuelseptia, et al., 2018).
This paper will discuss the role of PU, PR and PEU in influencing online purchases.

LITERATURE REVIEW

Perceived Usefulness
PU describes the extent to which users feel that by using technology assistance, performance can
be improved (Saripah, Putri, and Darwin, 2016). Usability states the sharpness that using this new
tool will expand or improve its performance, the perception of PU as the basis for predicting user
acceptance of information technology, where PU has a significant effect on online shopping
decisions (Hsu, Lin and Chiang, 2013). Luthfihadi and Dwanto (2013) found that the acceptance
of e-commerce technology in the Kaskus buying and selling forum reported that PU variables
influenced user interest. Sembada (2012) states that there are six indicators in measuring
perceived usefulness, namely:

1. Get the information you need

2. Get additional information

3. Increase effectiveness

4. Make work easier

5. Advantages of use

Perceived Risk
Schiffman and Kanuk (2008:170) explain perceived risk as consumer uncertainty when it cannot
be predicted. The PR is caused by the fear of consumers to accept risk in online shopping, this
perceived risk arises with what allows the risk that consumers will accept if online (Zuelseptia, et
al., 2018). The PR will arise when shopping online and directly affect attitudes, and on online
shopping behavior (Ansyah and Abror, 2019). Han and Kim (2017) found that PR includes
various dimensions, namely product, financial, security, privacy, time and psychological.
Almousa (2011) explains that the most influential are product, security and financial risks. Risk is
the extent to which a person perceives the possibility of experiencing an unfavorable outcome
from a decision or an action (i, Jeon, and Choi, 2013). To reduce the negative perception of
consumer attitudes, an application needs to understand the PR aspect from the consumer's
perspective in terms of e-voucher purchase intentions. Suresh and Shashikala (2011) state that
there are five indicators in measuring PR, namely:

1. Functional risk because the quality of the product is not as expected by the customer.

2. The financial risk perceived by the customer in the process of payment security,

transaction convenience
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The psychological risk that customers feel for fear of being cheated

4. The physical risk perceived by customers due to the insecurity of personal data in online
purchases.

5. The social risk perceived by customers due to disagreements with family and friends as a

result of the purchase.

Perceived ease of use
The PEU explains the extent to which users can trust that in using technology, they can do
anything without any disturbance (Tahar, Riyadh, Sofyani, and Purnomo, 2020). In the context of
online hotel bookings, perceived ease of use is defined as the extent to which hotel customers feel
that online bookings are not difficult. If users feel that online ordering is easy to use, the system
will be considered useful for users (Abdullah, Jayaraman, Shariff, Bahari, and Nor, 2017). Pavlou
(2003) states that there are four indicators in measuring PEU, namely: Features of application are
clear and easy to understand

1. Using the Dealjava application is not difficult

2. Easy to use app

3. Easily find the information you need

Consumer Attitude

Schiffman and Kanuk (2008:222). “Attitude is a learned tendency to behave in a
favorable or unfavorable way toward a particular object.” Consumer attitude is the behavior and
concept of a person's beliefs and becomes a factor that influences a purchase decision. To know
the consumer buying decision process, the basic requirement for marketers is to find out
questions about what consumers buy, where consumers buy, how and how much consumers buy,
when and why consumers buy (James, Duybinh, and Giang, 2016). If the advertisement will be
carried out effectively, so that the overall consumer attitude will be good and the response will be
more positive (Salamah and Ma, 2017).

Consumer attitude refers to the approach that is involved when an individual or group
chooses, buys, utilizes or a collection of products, services, concepts or experiences that suit their
needs and desires (Haider and Shakib, 2018). Attitudes and purchase intentions show a parallel
relationship in consumer studies (Ting and Run, 2015). A person's attitude will be different
towards an issue or object with various types of information obtained. Consumers will be
influenced by the environment and influenced externally during the buying process. Putro and
Haryanto (2015) state that there are three indicators in measuring consumer attitude, namely:

1. Perceived usefulness
2. Lessrisk
3. Ease of use of the application

Interest Online Purchase

Khan, Tauqir, and Salman (2012:4) define online purchase interest, namely a person's
intention to make a purchase decision after going through a certain evaluation process. Kotler
and Armstrong (2012: 188) explain "purchase decision is a step in the buyer decision-making
process, where consumers will actually buy".Kotler and Keller (2012: 181) state that
"consumer buying interest is consumer behavior where consumers have a desire to buy or
choose a product based on experience in choosing, using and consuming or even wanting a
product”. Buying interest is always related to consumers' plans to buy certain products that
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are needed at a certain time (Palvau 2003). Interest in online purchases in the future is
strongly influenced by consumer experiences. Utami and Rahyuda (2019) stated that there are
four indicators in measuring online purchase interest, namely:

1. Will make purchases in the future

2. Purchase the recommended e-voucher in the near future

3. Definitely buy the recommended product

4. Higher purchase intention after opening the Dealjava app

RESEARCH RESULTS AND DISCUSSION

The higher the PU, the higher the consumer's attitude, this phenomenon can occur
because online shopping sites aim to offer a pleasant experience to the community and
provide functional benefits for the community (Putro and Haryanto, 2015). Attitude reflects a
person's acceptance or rejection of a product that is in technology and on a sustainable
intention (Lee, Tsao, and Chang, 2015). Warangin, Respati, and Kusumawati (2018) state
that PU has a very strong positive influence on consumer attitudes. Gusni, Hurriyati, and
Dirgantari (2020) found that PU has a positive influence on the attitude of Go-Pay users.
Liebana, Higueras, Molinillo and Montanez (2019) which state that PU has a positive effect
on consumer attitudes. The PU has a positive effect on consumer attitudes, systems that have
more information will foster positive attitudes and vice versa.

Putro and Haryanto (2015) show that PR has a positive effect on consumer attitudes and
state that PR has been proven to be a major barrier to online shopping, this phenomenon can
occur because the individual is concerned about the possible risks associated with new types of
shopping via the internet. Research by Kavitha and Kannan (2020) validates that PR has a
positive effect on consumer attitudes. But it is different with the results of Ansyah and Abror
(2019) research which states that risk perception has a negative and significant effect on
consumer attitudes. Then in the research of Fuad and Albushari (2019) and Sukmana (2018),
they found that perceived risk had a negative effect on consumer attitudes. A high PR will affect
a high consumer attitude as well, because perceived risk creates an attitude of worry about the
product to be provided, insecurity over the data provided, and other negative attitudes.

The ease with which the technology is used will encourage the development of a good
attitude towards the technology. The results of Putro and Haryanto's (2015) research show that
there is a positive significant effect of PEU on consumer attitude. In research on the Go-Pay user
application, it can be seen that PEU has a positive influence on attitude (Gusni, et al., 2020).
Mwiya, Chikumbi, Shikaputo, Kabala, Kaulungombe, and Siachinji (2017) found that PEU has a
significant effect on attitude. The results of research by Kurniasari, Abd Hamid, and Qinghui
(2020) also found that PEU had a significant effect on attitude. Less effort in using a system will
encourage consumer attitudes to use the system more often.

For consumers, PU is a consideration for making decisions in online shopping. The PU is
first and most significant on intention to use (Al Khattab, et al., 2015). The main focus of
consumers is how to see perceived usefulness when shopping online because this can develop a
positive attitude towards online interest purchase activities (Suleman and Zuniarti, 2019). Singh,
Keswani, Singh and Sharma (2018) state that PU can influence consumers' online shopping
decisions. PU has a significant effect on the intention to use an information system (Indarsin and
Ali, 2017). According to Makmor, Aziz, and Alam (2019) PU has a significant influence on
interest purchase. With this statement, it is better for the next platform to make usability more
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useful for users.

The PR can be interpreted as a perception of uncertainty and negative consequences for
consumers who buy goods or services (Zhang and Hou, 2017). Al Khattab et al. (2015) stated
that PR has a significant and negative effect on intentions to use a system. Consumers who feel
more secure or feel a small risk in transacting, have an increased interest in buying through the
website (Sari, Widyanti and Listyorini, 2020). Gazali and Suyasa (2020) state that PR has a
negative and significant effect on online purchase interest, the higher the consumer's perception
of uncertainty regarding the risk of loss from online shopping will reduce a person's intention to
shop online. In this context, perceived risk can be expressed as consumer concern at the purchase
decision stage such as “What if this product does not meet my expectations” (Ozbek, 2016).
Pelaez, Chen, and Chen (2019) stated that perceived risk has a negative impact on Interest online
purchase. The dilemma in the online shopping environment involves the perception of a high
risk, which in turn will result in less consumers to shop online.

PEU is based on the perception that a new system used will free its users from difficulties
(Aditya and Wardana, 2016). Al Khattab et al. (2015) stated that perceived ease of use had a
significant effect on the intention to use a system. Chin and Ahmad (2015) conclude that
perceived ease of use is important to determine the perceived usefulness and intention of
consumers to use a single platform electronic payment system. Nurrahmanto and Rahardja
(2015) found that perceived ease of use had a positive and significant effect on buying interest.
When you first use or do online shopping, users will find it difficult, but the perceived ease of
use is also related to whether the application is used correctly or not.

The results of Atika, Tarigan, and Tarigan (2020) research show that perceived ease of
use affects online purchase interest. The higher the perceived ease of use felt by consumers, the
higher the online purchase interest (Puspitasari and Briliana, 2017). According to Wardani,
Hendrati and Sishadiyati (2020) any increase in convenience will result in an increase in online
purchase interest. Therefore, by increasing the PEU of technology, behavioral intentions in using
technology will also increase. Therefore, the convenience of transacting must be the concern of
the platform to provide convenience for consumers so that buying interest increases.

Consumers will be influenced by the environment and influenced externally during the
buying process. Purchase intention reflects the customer's desire to buy a particular brand. Putro
and Haryanto (2015) concluded that the consumer attitude has a significant influence on
purchase intention. A positive attitude will encourage people to adopt new technology (Mwiya et
al., 2017), but conversely if the consumer has a negative attitude towards online shopping, it will
reduce online purchase interest. Based on the information obtained by consumers, then the
information will have an impact on consumer attitudes and interests which will affect online
purchase interest.

The PU is considered important in predicting individual attitudes towards technology
acceptance. Nguyen (2020) states that PU has a positive influence on online purchase interest
through attitude. The main focus of consumers is how to see the usefulness and trust of online
marketers, because this can develop positive attitudes towards online shopping activities
(Suleman and Zuniarti, 2019). The results of Indarsin and Ali's research (2017) find that there is
a positive and significant effect of PU on consumer spending decisions through attitude. Thus, it
can be concluded that consumers with positive PU will affect a positive attitude which will then
have an impact on online purchase interest.

AlHogail and AlShahrani (2018) found that perceived risk or uncertainty has a positive
impact on online purchase interest through consumer attitudes. The existence of a sense of
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uncertainty over privacy and data security creates a negative attitude towards an application that
will be used. Ansyah and Abror (2019) stated that PR has a negative and significant effect on
online purchase interest through consumer attitudes. The online shopping culture has changed
the focus of consumers on issues of convenience, practicality, and also cheaper prices compared
to offline shopping (Zuelseptia, et al., 2018). From the information above, online shopping
which involves a high perception of risk, will eventually lead to a negative attitude and reduced
consumer interest in shopping online. The results of the study of Zuelseptia et al. (2018) shows
that PEU has a positive and significant effect on online purchase interest through consumer
attitudes. The results of Rahmiati's research (2017) found that perceived ease of use had a
positive and significant effect on online purchase interest through consumer attitudes. Perceived
ease of use affects consumer spending decisions through attitude (Indarsin and Ali, 2017;
Udayana and Ramadhan, 2020). That is, if consumers feel the ease of doing transactions online,
it will lead to a positive attitude towards online shopping. However, if consumers find it difficult
to make online transactions, it will lead to a negative attitude towards online shopping
(Zuelseptia et al., 2018).

CONCLUSION

The higher the perceived usefulness, the higher the consumer's attitude, this phenomenon
can occur because online shopping sites aim to offer a pleasant experience to the community and
provide functional benefits for the community. The PU builds consumer attitudes. Perceived risk
will shape consumers' negative attitudes. The ease with which the technology is used will
encourage the development of a good attitude towards the technology.

The PU has the most significant influence on intention to use technology. PU has a
significant effect on intentions to use an information system. This is because the main focus of
consumers is how to see perceived usefulness when shopping online because this can develop a
positive attitude towards online purchase interest activities. Meanwhile, PR has a negative effect
on online purchase interest due to differences in the socioeconomic status of each subject or even
personality traits, which can affect perceived risk. Furthermore, the PEU felt by consumers, the
higher the online purchase interest. Which in turn builds buying interest. If consumers feel the
ease of doing transactions online, it will lead to a positive attitude towards online shopping.
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