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Abstract  

This research aims to analyze the factors influencing consumers' intentions to make online 

purchases on fashion e-commerce marketplaces in West Sumatra. The study employs quantitative 

methods, utilizing SEM-PLS. It adopts an explanatory research approach, focusing on causal 

study. The time horizon used in this study is one-shot (cross-sectional, 2023). Data collected for 

this study was through primary data and distributed questionnaires, using a non-probability 

sampling method. The population comprises all consumers in the fashion e-commerce 

marketplace in West Sumatra, with a total sample size of 225 respondents residing in the region. 

To increase consumer purchase intention in the online system, there needs to be innovation in the 

marketing strategy used, one of which is a strategy through social media. The research results 

revealed that internet self-efficacy, perceived aesthetics, and perceived benefits had a positive and 

significant effect on online purchase intentions, while perceived risk did not significantly 

influence online purchase intentions. Additionally, self-efficacy on the internet and perceived 

aesthetics had a positive and significant effect on perceived benefits. Pricing also positively 

influenced purchase intentions. 
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INTRODUCTION 

The growth of the cosmetic industry in 

Indonesia is considered robust, with cosmetic sales 

increasing by 14% from Rp 8.5 trillion to Rp 9.76 

trillion in 2012. The advancement of technology is 

increasingly being embraced by every individual. 

Internet users can access all circulating information 

wherever they are. From the data, it can be seen that 

internet users in Indonesia have continued to 

experience a drastic increase over the last 5 years, 

with approximately 202 million internet users 

recorded in 2021, rising to around 204 million in 

2022. Thus, it can be concluded that consumers are 

interested in using the internet, reflecting a shift in 

Indonesian society's lifestyle from traditional to 

modern. 

With the increasing number of internet users, 

various online shopping applications or e-commerce 

platforms have emerged, making it convenient to 

shop without the need to visit physical stores. 

Indonesia has as many as 88.1% of internet users 

who are reported to have used or are currently using 

e-commerce platforms (Sirclo, 2021). As technology 

becomes more advanced, using e-commerce has 

become a necessity due to its time-saving benefits. 

In the business landscape of the digital era, targeting 

consumers collectively follows the changing trends, 

marking a significant part of digitalization and 

meeting consumer needs. According to Husna et al. 

(2022), societal habits gradually adapt to the 

increasing number of digital-based marketplaces or 

e-commerce platforms that have sprung up. Pohan 

(2022) suggests that increasing consumer purchase 

intent in online systems involves innovative 

strategies, which is by leveraging captivating 

marketing techniques such as social media 

utilization. E-commerce platforms serve as essential 

sources of information and provide consumers with 

the means to fulfill their needs properly, thereby 

allowing online buyers to enjoy the benefits and 

advantages offered, such as obtaining reliable 

information from websites and meeting consumer 

expectations when the site is dependable. 
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Therefore, there are several aspects to 

consider when analyzing indicators that can 

influence consumer purchase intent. Other 

indicators, such as facilitating consumers in 

acquiring needed goods or services and ensuring 

competitive pricing, are also important aspects to 

consider. The use of collaborative methods can 

significantly affect consumer purchase intentions. 

Business owners will become market leaders when 

their service mechanisms are straightforward to 

implement, and their system services are easy to 

use. 

 

 
Figure 1. Graph of the Percentage of West Sumatra 

Population Accessing the Internet in 2018-2022 
Source: Central Bureau of Statistics (2022).  

 

West Sumatra had a population of 5,640,629 

people in 2022 based on data from the Central 

Statistics Agency (Badan Pusat Statistik), and as 

many as 63.13% of these people have accessed the 

internet. According to Hadyan (2020), various 

systems in life have changed along with the rapid 

advancement of information technology, one of 

which is lifestyle, especially in the field of fashion. 

Fashion is an important part of lifestyle and needs in 

today's era. The advancement of information and 

communication technology has driven the fashion 

industry to keep up with developments to reach its 

consumers in various regions. According to Putri 

(2019), this progress has also led to various digital 

purchasing offers that have increased the trend of 

online shopping. 

 The purpose of this study is to determine the 

extent to which the people of West Sumatra use 

online shopping sites via marketplace media. 

Additionally, this study aims to examine the modern 

human habit that is inseparable from social media, 

including online shopping, focusing on online 

fashion purchases using e-commerce. The research 

includes what applications or systems are used in 

purchases, perceived risks and benefits, reasons for 

deciding to buy products, self-efficacy on the 

internet, perceived aesthetics, and price 

considerations. 

 

 

 

 

LITERATURE REVIEW 

Fashion E-Commerce 

According to Widiati (2020) that e-

commerce makes it easier for consumers to purchase 

clothing without the need to visit physical stores and 

enables them to buy online. The fashion industry has 

integrated technology into its development, from 

production processes to marketing and sales. One of 

the most frequently used buying and selling 

transactions in the fashion industry in the current 

technological era is e-commerce (Mustikarani & 

Irwansyah, 2019). Fashion is a product of constantly 

changing cultural trends in preferences and tastes 

(O’Cass & Frost, 2022). The fashion cycle is driven 

by upper-class differentiation efforts to distinguish 

themselves from the general public and adopt new 

styles, which are then the public imitates and 

follows the style (Simmel, 1957). A clear example is 

the blue and white patterned coat from Zara 

(Biddlecombe, 2016). Priced at $80, the coat went 

viral due to excessive exposure on the streets. The 

popularity of this coat also signifies the end of its 

life cycle because fast fashion items are generally 

produced in limited quantities. Consequently, due to 

their limited availability, fashion consumers can 

express their uniqueness by avoiding similarity and 

unpopular choice conformity (Shen et al., 2014). In 

the global fashion e-commerce market report in 

2022, the fashion e-commerce market consists of the 

sale of fashion goods and related services through 

online shopping channels. Marketed products 

include clothing, shoes, bags, jewelry, cosmetics, 

fashion accessories, and branded items. 

The success of an e-commerce business 

depends on effective e-commerce strategies. 

Developing these strategies can be likened to 

following a complex recipe, with different 

ingredients contributing to various evolving 

pathways. Meanwhile, digitization of sales activities 

is a must in today's competitive landscape. 

 

Fashion E-Commerce Website or 

Application System 
Shareef et al. (2019) define social media as 

the utilization of the internet and electronic tools 

that benefit in generating information and 

experiences with other individuals in a more 

effective and efficient way. Kelly et al. (2010) found 

that social media plays an active role in business 

marketing activities, serving as a step to establish a 

relationship with consumers and provide smooth 

access for companies to their consumers 

(Balakrishnan et al., 2014). Social media marketing 

is the latest system in marketing that encompasses 

product marketing, services, information, and ideas 

using online social media platforms. Technological 

innovation is the latest trend in the fashion e-

commerce industry. Companies manage the market 

by adopting new technologies such as artificial 

intelligence (AI), barcode scanners, virtual reality 

clothing, and e-commerce automation tools, offering 

personalized and relevant experiences to consumers 
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(Newswire, 2022). E-commerce is a process where 

electronic information exchanges support and 

participate in commercial activities, including 

organizational management, business management, 

negotiation, trade contracts, legality, and 

regulations. An e-commerce transaction begins 

when a seller advertises a product on a website, and 

the customer shows acceptance, evaluates the 

product's features, price, and delivery options, 

purchases the product of interest, and then checks 

out. In line with Mofokeng (2021), when visiting a 

website, online customers look at the instructions 

displayed on the web page to then search for 

relevant product information before generating an 

intention to purchase or committing to buy. 

 

Online Purchase Intention 
Online purchase intention is a decision-

making process before purchasing a product, taking 

into account several factors. The intention to buy 

also means that consumers choose to purchase a 

product or service because they are considering 

making a purchase. Online purchase intention is a 

shopping activity through applications or websites. 

According to Mainardes et al. (2019), online 

purchase intention is defined as a factor that can be 

predicted through consumer behavior in negotiating 

purchases using the Internet. Online purchase 

intentions are also a manifestation of various 

motivational indicators experienced by consumers. 

Online purchase intentions describe the confidence 

of consumers to buy a product or service they need. 

Increased confidence leads to a stronger desire to 

shop. Consumers will decide to purchase a product 

and then seek information about the product to meet 

their needs. Purchase intention is often used as a 

tool to predict purchasing decisions; this purchase 

intention is related to consumer behavior, 

perceptions, and interests. Throughout the process, 

there is always a possibility that consumers may not 

proceed with the purchase. Several factors that can 

influence purchase intention are price, product 

quality, and value. Additionally, during the process, 

consumer purchase intentions are also influenced by 

various internal and external factors (Mirabi et al., 

2015). 

 

Self-Efficacy on the Internet 
Self-efficacy refers to the perception of 

individuals who have the confidence to succeed in 

performing certain actions with their existing skills 

(Zheng et al., 2020). For individuals with low levels 

of self-efficacy, they may feel uncomfortable and 

insecure when making online transactions 

(Keshavarz, 2020). Correspondingly, if an 

individual has a high level of self-efficacy on the 

internet, it gives rise to the belief that they are 

capable of engaging in various online shopping 

activities and can develop positive reviews about 

online shopping. This means that consumers with 

high levels of self-efficacy tend to have good 

purchase control and strong purchase intentions (Li 

et al., 2018). 

 

Perceived Aesthetics 
Aesthetics is a concept that serves as a 

primary determinant in web design, and various 

studies have been conducted to examine its impact 

on consumer behavioral and psychological 

responses to e-commerce websites. Consumer 

responses to the influence of website aesthetics in 

the online shopping environment can be viewed 

from various perspectives, such as comfort in the 

purchasing process, including access, product 

search, ownership, and transactions. Companies 

tend to be interested in using aesthetics with the core 

objectives of gaining competitive advantage, 

attracting customer attention, ensuring customer 

satisfaction, and better communication with users 

(Stone et al., 2018). The role of aesthetics will also 

influence intention because an aesthetically pleasing 

website will enhance a positive experience for 

online consumers. Previous research has discussed 

the aesthetics of a website, focusing on appearance, 

aesthetic design, visual appeal, and perceived 

aesthetics. An online shopping site with clear 

objectives, logos, and user-friendly page design can 

support online shopping activities effectively, and 

from this perspective, the relationship between 

perceived aesthetics and purchase intention is 

evident (Andini, 2023). 

 

Perceived Benefits  

 Perceived benefit is a feeling that describes 

an individual's perception of seeking pleasure from 

the activities they engage in. It can be interpreted 

that web and application consumers seek 

information through product comparisons (Loh & 

Hassan, 2022). Andini (2023) also argues that the 

existence of perceived benefits has a positive impact 

on consumer intention to purchase a product online. 

Using the internet has both positive and negative 

implications for users. Perceived benefits entail the 

trust and satisfaction of consumers in online 

negotiations, which implies that online shopping is 

convenient and comfortable, offers a greater variety 

of products, and involves fewer risks compared to 

shopping offline (Bhatti & Ur Rehman, 2020). 

 

Perceived Risks 
Perceived risk is considered a factor that can 

hinder the development of e-commerce. In 

purchasing a product, consumers weigh various 

aspects, including risk. Risk can be defined as the 

doubts that are held when buying and using a 

product, due to the possibility of negative impacts or 

losses that may be received (Cui et al., 2019). 

Perceived risk is the consumer's perception of 

experiencing negative outcomes and uncertainties 

due to online purchases (Pelaez et al., 2019). This 



92 

 

risk arises from the possibility of obtaining products 

that do not match the expectations and do not 

function properly. Perceived risk also represents 

consumers' beliefs regarding the potential losses and 

uncertain outcomes when purchasing products 

online (Park & Tussyadiah, 2017). From the 

perspective of manufacturers or retailers, perceived 

risk can be overcome by doing several things, 

including setting a return policy in the event of 

damaged or defective products. This is 

accomplished by providing comprehensive and 

precise information to consumers, thereby 

minimizing doubts or risks. By using an online 

system, products are more easily accessible to 

consumers, thus increasing consumer knowledge 

that the company has released new products. 

 

Price 
The price of a product can attract consumer 

purchasing intent. Price also correlates with the 

quality offered. The better the quality of a product, 

the higher the price it commands. Price represents 

the value that will buy the limited quantity, weight, 

or other measure of a product or service. It plays a 

crucial role in consumers' complex evaluations of 

products and is perceived as a sign of quality by 

consumers. Price is consistently accepted as an 

indicator of product quality and value, interpreted in 

terms of what is given to obtain a product. 

The decision on which price to set is one of 

the most important choices made by retailers (Han 

et al., 2014). Determining pricing decisions can 

result in competitive advantages and can influence 

consumer demand for products. A pricing strategy is 

a reasonable choice from several alternative prices 

(price set) aimed at maximizing profits. 

 

The Influence of Self-Efficacy on the 

Internet on Online Purchase Intention 
Self-efficacy is the ability to assess the 

actions that need to be taken to achieve a desired 

goal (Thakur, 2018). Self-efficacy is an individual's 

perception that he believes he can carry out specific 

actions. Consumers with high self-efficacy 

experiences tend to have reasonable purchase 

control and strong intentions (Yahong, 2019). 

Previous research conducted by Shukla et al. 

(2022), and Li et al. (2018) stated that internet self-

efficacy significantly affects online purchase 

intentions. However, research conducted by Andini 

(2023) showed different results, namely that self-

efficacy on the Internet had no significant effect on 

online purchase intentions. 

When carrying out online transactions, 

individuals with low self-efficacy will feel 

uncomfortable and insecure (Keshavarz, 2020). In 

line with this, if an individual has a high level of 

self-efficacy on the Internet, this will give rise to the 

belief that he or she can carry out various online 

shopping activities and develop positive reviews 

about online shopping (Gültekin et al., 2020). 

Customers who have solid intentions and 

reasonable purchasing control are typically those 

who report high levels of self-efficacy. Conversely, 

self-efficacy in online purchasing relates to how 

customers view their capacity for doing transactions 

online. It has been demonstrated that customers with 

poor self-efficacy experience uncertainty and unease 

when they shop online. Online purchasing is made 

possible via the Internet, and people's behavioral 

intentions toward online shopping processes are 

influenced by their level of Internet self-efficacy. 

Thus, self-efficacy elements have been presented in 

the area of online shopping behavior (Eastin, 2002). 

H1: There is a significant positive influence of self-

efficacy on the internet on online purchase 

intention 

 

The Influence of Perceived Aesthetics on 

Online Purchase Intention 
E-commerce will be considered attractive 

when it displays professionalism in its website 

design, which can influence consumer perceptions 

and trigger purchase intentions. Besides the role of 

the website that can influence purchase intentions, 

an attractive website can also enhance the online 

consumer experience (Sybaite et al., 2020). Dayan 

(2019) states that the perception of online web 

design helps consumers determine their preferences 

and improves the user experience while shopping 

online. The aesthetics of an e-commerce site can 

influence user behavior. E-commerce will be 

considered attractive if it displays professionalism in 

its website design, which can influence consumer 

perceptions and trigger purchase intentions. 

H2: There is a significant positive influence of 

perceived aesthetics on online purchase intention 

 

The Influence of Perceived Benefits on 

Online Purchase Intention 
The internet presents various risks in online 

shopping, but it also provides many benefits that 

change consumer perceptions towards making 

online purchases. Perceived benefits include 

consumer trust and satisfaction in online 

negotiations, which give rise to the perception that 

online shopping is easy, convenient, offer more 

product variety, and entails less risk compared to 

offline shopping. Perceived benefits describe 

individual perceptions of seeking pleasure from the 

activities they engage in. With perceived benefits, 

this has a positive impact on consumer decisions in 

making online purchases of a product. Research 

conducted by Shukla et al. (2022), Andini (2023), 

Peña-García et al. (2020), Bhatti & Ur Rehman 

(2019), Arora & Aggarwal (2018). indicates that 

perceived benefits have a significant positive 

influence on online purchase intentions. 
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H3: There is an influence of perceived benefits on 

online purchase intention 

 

The Influence of Perceived Risk on Online 

Purchase Intention 
Perceived risk is the uncertainty that 

consumers feel before purchasing a product. This 

risk may arise when the purchased product fails to 

meet their needs and has a negative impact as a 

result of purchasing the product (Confente et al., 

2021). Purchase intention occurs when the perceived 

risk has minimal negative impact, with fewer 

consequences received by consumers, thus 

increasing their interest in making the purchase. The 

relationship between perceived risk and purchase 

intention has been examined in several previous 

studies, such as those by Shukla et al. (2022) and 

Bhatti & Ur Rehman (2019), which show that 

perceived risk negatively influences purchase 

intention. In conclusion, providing reliability in 

service, various offered features, and security 

assurances for consumers during online purchases 

will foster an intention to buy online. 

H4: There is a significant positive influence of 

perceived risk on online purchase intention 

 

The Influence of Self-efficacy on the Internet 

on Perceived Benefits   
According to Keshavarz (2020), when 

conducting online transactions, individuals with low 

levels of self-efficacy will feel uncomfortable and 

insecure. Conversely, individuals with high levels of 

self-efficacy on the internet will feel confident in 

engaging in various online shopping activities and 

will be capable of developing positive reviews about 

online shopping. Research by Shukla et al. (2022) 

and Andini (2023) indicates that self-efficacy on the 

internet has a significant positive effect on perceived 

benefits. 

H5: There is a significant positive influence between 

self-efficacy on the internet and perceived 

benefits 

 

The Influence of Perceived Aesthetics on 

Perceived Benefits 
Previous research studies have discussed the 

aesthetics of a website, focusing on its appearance, 

aesthetic design, visual appeal, and perceived 

aesthetics (Apaolaza et al., 2020). An online 

shopping site that has clear objectives, a logo, and 

user-friendly page designs can support online 

shopping activities effectively (Andini, 2023). 

Online purchasing intentions are also a 

manifestation of various motivational factors 

experienced by consumers (Diallo and Siquiera, 

2017). Research conducted by Shukla et al. (2022) 

and Andini (2023) has stated that perceived 

aesthetics have a significant positive effect on 

perceived benefits.  

H6: There is a significant influence between 

perceived aesthetics and perceived benefits 

 

The Influence of Price on Purchase Intention 
Previous studies have stated that price 

influences purchase intention. In a study by Bryla et 

al. (2016), price is identified as another important 

factor in the cost of organic food. Alongside price, 

low availability and satisfaction, lack of trust, as 

well as poor perceived value, further hinder 

consumers from purchasing organic food. Similar 

findings were also found in previous research by 

Mondelaers et al. (2009), which noted that 

consumers are willing to pay higher prices if the 

product carries a label from a trusted organization. 

Lin et al. (2009) stated that price and risk can 

influence consumer purchase intentions. The study 

showed that when the price corresponds to the 

quality, it will positively impact consumer intention 

to purchase, whereas risk has a negative 

relationship. Similar research was also conducted by 

Alfred (2013), who tested perceived quality and 

perceived price in relation to purchase intention, 

suggesting that price can serve as an indicator of 

quality. The findings indicate that price is one of the 

indicators influencing attitudes towards private 

labels. Chen et al. (2009) mentioned that lower to 

middle-income groups are sensitive to price; thus, 

they tend to choose private-label products or lower-

priced items. This is in contrast to higher-income 

groups who have a pattern of purchasing behavior 

that tends to choose premium prices. 

H7: There is a significant positive influence between 

price and purchase intention 

 

After explaining the influence between 

variables, the conceptual framework which can be 

seen as Figure 2. 

 
Figure 2. Conceptual Frame Work 

 

METHOD 
This research aims to examine the correlation 

among the variables of perceived aesthetics, 

perceived benefits, self-efficacy on the internet, 

price, purchase intention, and perceived risk. The 

investigation type used is a causal study. The time 

horizon for this research is a one-shot study. The 
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research is focused on analyzing consumer units in 

the fashion e-commerce marketplace in West 

Sumatra in the year 2023. The research 

methodology used is quantitative by using the 

Smart-PLS 4.0 application.  

The variables used in this research are as 

follows: 1) Dependent variable (endogen) : online 

purchase intention (Y1); 2) Variabel independen 

(Eksogen):  perceived aesthetics (X1), self-efficacy 

on the internet (X2), perceived risks (X3), Price (X4); 

3) mediation variable (intervening): perceived 

benefits (Y2). Structural equation based on variables 

is as follows: 

Y2 = PY2.X2 + PY2. X1 + a1 

Y1 = PY1.X1 + PY1.X2 + PY1.Y2 + PY1.X3 + PY1.X4 

 

The data source for this research was taken 

from primary data. The data collection technique 

used is a questionnaire. Non-probability sampling 

was utilized in the study, a method called purposive 

sampling. In determining the number of samples 

studied, the first thing to do is calculate the 

maximum number of arrows leading to construction. 

Based on the significance table of 55 and the 

maximum R Square (R2) of 0.10, it can be 

concluded that the minimum number of samples 

used for research is 137 samples (Hair, 2014). 

Data processing involves the use of PLS-

SEM (Partial Least Squares Structural Equation 

Modeling). Initially, the validity and reliability of 

the measurement model are assessed through an 

Outer Loading Test. This test evaluates whether the 

questionnaire accurately represents the variables 

being measured and ensures consistency and 

stability within the instrument. Reliability is 

established when the composite reliability value is > 

0.7, along with a Cronbach's Alpha (α) > 0.70. Once 

reliability is confirmed, Inner Model testing 

(Structural Model) is conducted. 

The data source for this research was taken 

from primary data. The data collection technique 

used is a questionnaire. Non-probability sampling 

was utilized in the study, a method called purposive 

sampling. In determining the number of samples 

studied, the first thing to do is calculate the 

maximum number of arrows leading to construction. 

Based on the significance table of 55 and the 

maximum R Square (R2) of 0.10, it can be 

concluded that the minimum number of samples 

used for research is 137 samples (Hair, 2014). 

Data processing involves the use of PLS-

SEM (Partial Least Squares Structural Equation 

Modeling). Initially, the validity and reliability of 

the measurement model are assessed through an 

Outer Loading Test. This test evaluates whether the 

questionnaire accurately represents the variables 

being measured and ensures consistency and 

stability within the instrument. Reliability is 

established when the composite reliability value is > 

0.7, along with a Cronbach's Alpha (α) > 0.70. Once 

reliability is confirmed, Inner Model testing 

(Structural Model) is conducted. 

 

RESULT AND DISCUSSION 
The object of this research is the 

marketplace. Marketplaces represent a new breed of 

businesses that adapt to the evolving times in line 

with the rapid advancement of information 

technology. Marketplaces are designed to streamline 

complex business processes, thus fostering 

efficiency and effectiveness. With marketplaces, 

everyone is facilitated to transact easily, quickly, 

and affordably due to the absence of spatial, 

distance, and time constraints. While conventional 

markets require physical spaces for sellers and 

buyers to meet, marketplaces utilize virtual or 

indirect means as transaction platforms. A 

marketplace is an online business transaction 

platform that provides electronic methods for 

commercial transactions, such as selling goods, 

services, or information online between buyers and 

sellers. 

A marketplace is a place that is used as an 

electronic product marketing that brings together 

many sellers and buyers to transact with each other. 

Sellers do not need to struggle or be confused when 

they want to open an online business, as 

marketplaces provide a ready-made platform for 

online selling. Registration is all that is needed to 

start selling, as all procedures and processes are 

handled by the marketplace team. Sellers only need 

to improve marketing strategies, services, and 

promotions. Consequently, the possibility of selling 

more items is also likely to be increased since the 

marketplace is a gathering of many sellers and 

buyers in one big place. The respondents in this 

study are individuals or consumers who have 

previously made online purchase intentions on 

fashion e-commerce platforms within marketplaces, 

are at least 18 years old, reside in West Sumatra, 

and have visited marketplace websites at least once. 

From the respondent profiles in the study, it 

is evident that female respondents outnumber male 

respondents by 66%. Regarding age groups, the 

majority fall within the 18-23 age bracket, 

comprising 43% of the respondents, with 

Payakumbuh City being the most prevalent location 

of origin, accounting for 21% of the respondents. 

The highest level of education attained by the 

respondents is predominantly Senior High School 

(SLTA/SMA), and the largest group of respondents 

belongs to the college student category, constituting 

35%. Furthermore, the highest income bracket 

ranges from Rp 3,000,000 to Rp 5,000,000, 

encompassing 30% of the respondents, while the 

majority of respondents visit marketplace websites 

once a week, comprising 38%. As for shopping 

frequency on marketplaces, the most common 

frequency is once a month, accounting for 38% of 

respondents, with the highest purchasing frequency 
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from the research findings being once a month, 

representing 33%. 

 

Table 1. Socio-Demographics and Economy of 

Respondents 
Demographic 

Variables 
 Fr % Demographic 

Variables 
 Fr % 

Sex Male 62 34% Education Level Elementary 

School 

0 0% 

 Female  11

9 

66%  Middle 

School 

1 1% 

Age  18-23 78 43%  High School 69 38% 

 24-29 68 38%  D1 0 0% 
 30-35 22 12%  D2 0 0% 

 36-40 13 8%  D3 25 14% 

Regency/City K. Mentawai 
Regency 

1 1%  D4 7 4% 

 Pesisir selatan 

Regency 

1 1%  S1 68 38% 

 Solok Regency  3 2%  S2 11 6% 

 Sijunjung 

Regency 

2 1%  S3 0 0% 

 Tanah datar 

Regency 

9 5% Occupation Students 63 35% 

 Padang pariaman 
Regency 

9 5%  BUMN 
Employees 

15 8% 

 Agam Regency 9 5%  PNS/Civil 

Servants 

10 6% 

 Lima puluh kota 

Regency 

5 3%  Housewife 13 7% 

 Pasaman 

Regency 

2 1%  Self-

employed 

43 24% 

 Solok selatan 
Regency 

3 2%  Private 
Employees 

34 19% 

 Dharmasraya 

Regency  

2 1%  Laborers/Far

mers 

2 1% 

 Pasaman barat 

Regency 

4 2%  Others 1 1% 

 Padang City 28 15% Income <Rp 
1.000.000 

35 19% 

 Solok City 2 1%  Rp 1.000.000 

- Rp 

3.000.000 

43 24% 

 Sawahlunto City 5 3%  Rp 3.000.001 

– Rp 
5.000.000 

54 30% 

 Padang panjang 

City 

25 14%  Rp 5.000.001 

– Rp 
7.000.000 

33 18% 

 Bukit tinggi City 27 15%  Rp 7.000.000 

– Rp 
10.000.000 

11 6% 

 Payakumbuh City 38 21%  >Rp 

10.000.000 

5 3% 

 Pariaman City 4 2% Purchasing 

Frequency 

None 11 6% 

 Others 2 1%  1x a week 47 26% 
Frequency of Visits 3x a week 13 7%  1x a month 60 33% 

 1x a week 69 38%  1x 3 months 35 19% 

 1x a month  42 23%  1x 6 months 27 15% 
 1x 3 months 32 18%  Indefinite 1 1% 

 1x 6 months 23 13% Purchasing 

Frequency 

None 11 6% 

 Every day  1 1%  1x a week 47 26% 

 Others 1 1%  1x a month 60 33% 

Have shopped Never 4 2%  1x 3 months 35 19% 
 Once 69 38%  1x 6 months 27 15% 

 Twice 71 39%  Indefinite 1 1% 

 3 times 13 7%     
 >3 times 24 13%     

 Once 69 38%     

 Twice  71 39%     
 3 Times 13 7%     

 >3 times 24 13%     

  
 

Descriptive Analysis 
In this study, it was found that female 

respondents outnumbered male respondents by 66%. 

The age group is dominated by the age of 18-23 

years old, comprising 43% of the respondents. 

Payakumbuh City emerged as the most common 

location of origin among respondents, accounting 

for 21%. The highest level of education attained by 

respondents was predominantly Senior High School 

(SLTA/SMA), with high school students and college 

students representing the largest respondent 

category at 35%. Furthermore, the highest income 

bracket ranged from Rp 3,000,000 to Rp 5,000,000, 

constituting 30% of respondents. The majority of 

respondents visited marketplace websites once a 

week (38%), with shopping frequency on 

marketplaces also dominated by once-a-week visits 

(38%). Lastly, the most common purchasing 

frequency from the research findings was once a 

month, representing 33%. 

 

Validity Test 
The validity testing employs two approaches: 

Convergent Validity and Discriminant Validity. 

Convergent validity testing is carried out by 

examining the output in the form of outer loading 

and Average Variance Extracted (AVE) values. 

Based on the conducted tests, the output is deemed 

valid if the AVE value is greater than 0.5 and the 

outer loading value is greater than 0.7. 

 

Table 2. Determination of Reliability and Validity 

Variable AVE 
Cronbach's 

Alpha 
rho A 

Composite 

Reliability 
Conclusion 

Perceived 

Aesthetics (X1) 0.857 0.833 0.833 0.923 

Valid and 

Reliable 

Self-efficacy on the 

Internet (X2) 0.779 0.872 1.261 0.913 

Valid and 

Reliable 

Perceived Risk (X3) 0.678 0.766 0.776 0.863 Valid and 

Reliable 
Online Purchase 

Intention(Y1) 1.000 1.000 1.000 1.000 

Valid and 

Reliable 

Perceived 

Benefits(Y2) 1.000 1.000 1.000 1.000 

Valid and 

Reliable 

Price (X4) 0.738 0.826 0.861 0.894 Valid and 

Reliable 

 
Based on the data provided, it can be 

concluded that the perceived aesthetics variable has 

an AVE value of 0.857 and a Cronbach’s alpha of 

0.833. Self-efficacy on the internet has an AVE 

value of 0,779 and a Cronbach’s alpha of 0.872. 

Perceived risk has an AVE value of 0.678 and a 

Cronbach’s alpha of 0.766. The online purchase 

intention variable has an AVE value of 1 and a 

Cronbach’s alpha of 1. The perceived benefits 

variable has an AVE value of 1 and a Cronbach’s 

alpha of 1. Price has an AVE value of 0.738 and 

Cronbach’s alpha value of 0.826. The results of this 

study indicate that all AVE values exceed 0.5. 

Moreover, Cronbach’s alpha values in this research 

also surpass the established criterion of above 0.70, 

thus indicating the reliability of the study. 

 

Table 3. Cross Loading Test Results 

 Online 

Purchase 

Intentions 

Perceived 

Risks 

Perceived 

benefits 

Price Self 

Efficiency 

on 

internet 

Perceived 

asthetics 

RD4  0.862     

RD3 
 

0.914 
    

RD2 
 

0.868 
    

RD1 
 

0.076 
    

NPO5 0.530 
     

NPO4 0.754 
     

NPO3 0.512 
     

NPO2 0.726 
     

NPO1 0.636 
     

MD5 
  

0.731 
   

MD4 
  

0.802 
   

MD3 
  

0.760 
   

MD2 
  

0.680 
   

MD1 
  

0.480 
   

H3 
   

0.252 
  

H2 
   

0.810 
  

H1 
   

0.483 
  

EDI6 
    

0.675 
 

EDI5 
    

0.520 
 

EDI4 
    

0.612 
 

EDI3 
    

0.713 
 

EDI2 
    

0.671 
 

EDI1 
    

0.724 
 

ED5 
     

0.808 

ED4 
     

0.795 

ED3 
     

0.698 

ED2 
     

0.823 

ED1 
     

0.002 

  
 

From Table 5, several indicators did not meet 

the criteria so they were deletedit can be concluded 

that the cross-loading output meets the criteria. 

After that, the cross-loading values for each 

indicator on other variables are satisfactory, 

indicating the validity of the cross-loading. 
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Table 4. Composite Reliability Value 
 Composite Reliability Description 

X1 0.854 Reliable 

X2 0.874 Reliable 

Y2 0.867 Reliable 

Y1 0.853 Reliable 

X3 0.918 Reliable 

X4 0.885 Reliable  

 

From the Table 4, it can be concluded that 

the composite reliability values for each variable are 

above 0.7, indicating that there are no errors in the 

research model, and it can be declared reliable. 

 

 
Figure 3. Model of Measurement Constructs  

 

The processing results using SmartPLS 

reveal that the AVE values generated by each 

block's indicators in the Perceived Aesthetics (X1), 

Self-Efficacy on the Internet (X2), Perceived Risk 

(X3), Price (X4), Online Purchase Intention (Y1), 

and Perceived Benefits (Y2) variables are all > 0.5, 

thus meeting the criterion for convergent validity. In 

accordance with the obtained results, all indicators 

have met the requirements with outer loading values 

above 0.7. 

 

Inner Model Evaluation 
To assess the model with PLS, there are 

respective standards. These values signify the 

strength of the model: high (0.75), moderate (0.50), 

and low (0.25). The indirect effect of Self-

Efficiency on the Internet on Perceived Benefits 

through Purchase Intentions is 0.103, which means 

that if Self-Efficiency on the Internet increases by 

one unit, Perceived Benefits can increase indirectly 

through Online Purchase Intentions by 10.3%. This 

influence is positive. The indirect effect of 

Perceived aesthetics on Perceived benefits through 

Purchase Intentions is 0.008, which means that if 

Self Efficiency on the internet increases by one unit, 

Perceived benefits can increase indirectly through 

Online Purchase Intentions by 0.8%. This influence 

is positive. 

 

 

Conclusion 
The study conducted on the marketplace in 

West Sumatra found that perceived aesthetics, 

perceived benefits, and self-efficacy on the internet 

in fashion e-commerce on the marketplace have a 

significant positive effect on online purchase 

intentions. These results indicate that attractive and 

elegant aesthetics on fashion e-commerce websites 

or applications can increase the online purchase 

intention of fashion e-commerce users, particularly 

among the people of West Sumatra. Overall, 

shopping on the marketplace provides benefits in the 

form of diverse product choices, convenience, 

attractive price offers, and fulfillment of lifestyle 

needs for users, thereby fostering purchase 

intention. Fashion e-commerce users in the 

marketplace, especially in West Sumatra, have high 

levels of confidence and good internet usage 

abilities, thus feeling comfortable and confident 

when making online transactions. High self-efficacy 

on the internet tends to strengthen the perceived 

benefits felt by users while shopping. The results of 

the study suggest that by improving the quality of 

the website and platform appearance, benefits such 

as ease of use can be obtained, facilitating 

consumers to shop anytime and enhancing a positive 

shopping experience for potential users, which 

attracts customer interest to explore and shop on the 

marketplace.  

Price has a significant positive influence on 

purchase intention in fashion e-commerce on the 

marketplace in West Sumatra. The results of this 

study show that price is directly proportional to 

consumer purchase interest. When the price is in 

accordance with the quality offered, consumers will 

not hesitate to make a purchase. This also applies 

the other way around, when the price is too high but 

the quality offered is low, consumers will not be 

tempted to buy. 

Perceived risk has been found to have no 

significant influence on online purchase intention in 

fashion e-commerce on the marketplace. The results 

of this study indicate that the perceived risk felt by 

marketplace users, especially among the people in 

West Sumatra, warrants further investigation in the 

research process. 

Based on the test result of each indicator in 

this study, it is hoped that further research by other 

researchers can focus more on re-examining the 

factors of risk on purchase intention with different 

objects. 

 

REFERENCES 
Abdillah, W., & Jogiyanto. (2015). Partial Least Square 

(PLS) Alternatif Structural Equation Modelling 

(SEM) dalam Penelitian Bisnis. Yogyakarta: 

Penerbit Andi. 

Andini, M. D. (2023). Characteristics of Indonesian 

Consumers and Online Purchasing Behavior. 

Jurnal Mahasiswa Ekonomi & Bisnis, 3(1), 27–

36. https://doi.org/10.37481/jmeb.v3i1.564 



97 

 

Apaolaza, V., Hartmann, P., Fernández-Robin, C., & 

Yáñez, D. (2020). Natural plants in hospitality 

servicescapes: The role of perceived aesthetic 

value. International Journal of Contemporary 

Hospitality Management, 32(2), 665–682.  

Apriadi, Deni dan Saputra, A. Y., 2017. ECommerce 

Berbasis Marketplace Dalam Upaya 

Mempersingkat Distribusi Penjualan Hasil 

Pertanian. Jurnal RESTI, 1(2). Lubuklinggau: 

STMIK Bina Nusantara Jaya. 

Arora, N., & Aggarwal, A. (2018). The role of perceived 

benefits in formation of online shopping attitude 

among women shoppers in India. South Asian 

Journal of Business Studies, 7(1), 91–110. 

Badan Pusat Statistik. (2022). Statistik E-Commerce 

2022. Diakses pada 06 Mei 2022. 

Balakrishnan, B. K. P. D., Dahnil, M. I., & Yi, W. J. 

(2014). The Impact of Social Media Marketing 

Medium toward Purchase Intention and Brand 

Loyalty among Generation Y. Procedia - Social 

and Behavioral Sciences, 148, 177–185. 

https://doi.org/10.1016/j.sbspro.2014.07.032 

Bansal, G., & Muzatko, S. (2021). Shipping and Return 

Shipping Prices and Online Purchase Intentions: 

The Role of Gender and Product Price Category. 

International Journal of Business, 26(3), 53–71. 

Bansal, G., Steven, A., Bisnis, A. S., Cofrin, A. E., Bay, 

U. W., Bisnis, T., & Griffin, N. (2021). Niat 

Membeli : Peran Gender dan Kategori Harga 

Produk. 26(3). 

Beneke, J. (2010). Persepsi konsumen terhadap merek 

private label di sektor grosir ritel di Afrika 

Selatan. Jurnal Manajemen Bisnis Afrika , 4 , 

203–220.  

Bhatti, A., & Ur Rehman, S. (2020). Perceived Benefits 

and Perceived Risks Effect on Online Shopping 

Behavior With The Mediating Role of Consumer 

Purchase Intention in Pakistan. International 

Journal of Management Studies.  

Biddlecombe, S. (2016). Why this £70 coat from Zara has 

gone viral [fashion]. 

Boyle, R. J., & Ruppel, C. P. (2006). the Effects of 

Personal Innovativeness , Perceived Risk , and 

Computer Self -Efficacy on Online Purchasing 

Intent. Journal of International Technology and 

Information Management, 15(2). 

https://doi.org/10.58729/1941-6679.1168 

Chatziantoniou, I., Filippidis, M., Filis, G., & Gabauer, D. 

(2021). A closer look into the global determinants 

of oil price volatility. Energy Economics, 95. 

https://doi.org/10.1016/j.eneco.2020.105092 

Chen, T., A. Kalra, and B. Sun, 2009, "Why Do 

Consumers Buy Extended Service Contracts?," 

Journal of Consumer Research, 36(4), 611-623. 

Chiu, W., Kim, T., & Won, D. (2018). Predicting 

consumers’ intention to purchase sporting goods 

online: An application of the model of goal-

directed behavior. Asia Pacific Journal of 

Marketing and Logistics, 30(2), 333–351. 

https://doi.org/10.1108/APJML-02-2017-0028 

Cui, L., Jiang, H., Deng, H., & Zhang, T. (2019). The 

influence of the diffusion of food safety 

information through social media on consumers’ 

purchase intentions: An empirical study in China. 

Data Technologies and Applications, 53(2), 230–

248. 

Confente, I., Russo, I., Peinkofer, S., & Frankel, R. 

(2021). The challenge of remanufactured 

products: The role of returns policy and channel 

structure to reduce consumers’ perceived risk. 

International Journal of Physical Distribution & 

Logistics Management, 51(4), 350–380.  

Dahnil, MI, Marzuki, KM, Langgat, J., & Fabeil, NF 

(2014). Faktor-Faktor yang Mempengaruhi 

Adopsi Sosial oleh UKM Pemasaran Media. 

Procedia - Ilmu Sosial dan Perilaku , 148 , 119–

126. https://doi.org/10.1016/j.sbspro.2014.07.025 

Dayan, S., Rivkin, A., Sykes, J. M., Teller, C. F., 

Weinkle, S. H., Shumate, G. T., & Gallagher, C. J. 

(2019). Aesthetic Treatment Positively Impacts 

Social Perception: Analysis of Subjects From the 

Harmony Study. Aesthetic Surgery Journal, 

39(12), 1380–1389 

Diallo, M. F., & Siqueira, J. R. (2017). How previous 

positive experiences with store brands affect 

purchase intention in emerging countries: A 

comparison between Brazil and Colombia. 

International Marketing Review, 34(4), 536–558.  

Fadillah, A., Salsabila, Y. N., & Daryanto, A. (2019). 

Marketing Strategy Analysis Kopi Arabika 

Specialty (Studi Kasus Pada Cv Frinsa 

Agrolestari). JIMFE (Jurnal Ilmiah Manajemen 

Fakultas Ekonomi), 5(1), 1–14. 

https://doi.org/10.34203/jimfe.v5i1.1324 

Faqih, K. M. S. (2013). Exploring the influence of 

perceived risk and internet self-efficacy on 

consumer online shopping intentions : Perspective 

of technology acceptance model. International 

Management Review, 9(1), 67–78. 

Farivar, S., Turel, O., & Yuan, Y. (2017). A trust-risk 

perspective on social commerce use: An 

examination of the biasing role of habit. Internet 

Research, 27(3), 586–607.  

G Alfred, O. (2013). Pengaruh Harga Dan Kualitas 

Terhadap Pembelian Konsumen Handphone Di 

Kumasi Metropolis Di Ghana Studi Banding. 

Jurnal Bisnis dan Manajemen Eropa , 5 (1), 179–

199. 

Garella, P. G., Laussel, D., & Resende, J. (2021). 

Behavior based price personalization under 

vertical product differentiation. International 

Journal of Industrial Organization, 76, 102717. 

https://doi.org/10.1016/j.ijindorg.2021.102717 

Gaudenzi, B., Mola, L., & Rossignoli, C. (2021a). Hitting 

or missing the target: Resources and capabilities 

for alternative e-commerce pathways in the 

fashion industry. Industrial Marketing 

Management, 93(December 2020), 124–136. 

https://doi.org/10.1016/j.indmarman.2020.12.016 

Gaudenzi, B., Mola, L., & Rossignoli, C. (2021b). Hitting 

or missing the target: Resources and capabilities 

for alternative e-commerce pathways in the 

fashion industry. Industrial Marketing 

Management, 93(November 2019), 124–136. 

https://doi.org/10.1016/j.indmarman.2020.12.016 

Gültekin, O., Erkaplan, S., Uzun, H., & Güney, E. (2020). 

Investigation of Academic Staff’s Self-Efficacy 

Using the Educational Internet. Higher Education 

Studies, 10(3), 26.  

Hadyan, R. (2020). Tren Belanja Beauty Enthusiast Saat 

PandemiCovid-19. Diakses pada 06 Mei 2022. 



98 

 

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

(2014).   Multivariate   Data   Analysis   (7thed). 

Edinburgh: Pearson Education Limited 

Han, H., Kim, W., & Hyun, S. S. (2014). Overseas 

travelers’ decision formation for airport-shopping 

behavior. Journal of Travel & Tourism Marketing, 

31(8), 985-1003 

Hankho, G., & Cokki, C. (2020). Prediksi Estetika, Sikap 

Terhadap Merek, Dan Persepsi Harga Terhadap 

Niat Pembelian Iphone. Jurnal Manajerial Dan 

Kewirausahaan, 2(2), 380. 

https://doi.org/10.24912/jmk.v2i2.7931 

Harahap, T. R., Sitio, R., & Mazidah, H. (2022a). 

Pengaruh Kemudahan Penggunaan , Media Sosial 

, Harga , dan Kepercayaan Konsumen Terhadap 

Niat Beli Menggunakan TikTok Shop Mahasiswa 

Labuhanbatu. 2. 

Harahap, T. R., Sitio, R., & Mazidah, H. (2022b). The 

Influence of Ease of Use, Social Media, Price, and 

Consumer Trust on Purchase Intentions Using the 

TikTok Shop by Labuhanbatu Students. Daengku: 

Journal of Humanities and Social Sciences 

Innovation, 2(6), 886–894. 

https://doi.org/10.35877/454ri.daengku136 

Husna, A. H., Faladhin, J., & Marsya, U. (2022). Online 

Consumer Behavior dalam Keputusan Pembelian 

pada Aplikasi E-Commerce. JDBIM (Journal of 

Digital Business and Innovation Management, 

1(2), 133–146. 

Hsu, S. Y., Chang, C. C., & Lin, T. T. (2020). Triple 

Bottom Line Model and Food Safety in Organic 

Food and Conventional Food in Affecting 

Perceived Value and Purchase Intentions. British 

Food Journal, 121(2), 333-346. 

Karnadjaja, C. C., Tulipa, D., & Lukito, R. S. H. (2017). 

Pengaruh Persepsi Risiko, Manfaat, dan 

Kemudahan Penggunaan terhadap Minat Belanja 

Online melalui Kepercayaan dan Sikap pada 

Konsumen Zalora di Surabaya. 6(2). 

Kelly, L., Kerr, G., & Drennan, J. (2010). Penghindaran 

Iklan di Situs Jejaring Sosial. Jurnal dari 

Periklanan Interaktif ,10 , 16–27. 

https://doi.org/10.1080/15252019.2010.10722167 

Keshavarz, H. (2020). Web Self-efficacy: A 

Psychological Prerequisite for Web Literacy. 

Webology, 17(1), 81–98.  

Le-Hoang, P. V. (2020). The relationship between 

aesthetics, perceived value and buying intention: 

A literature review and conceptual framework. 

Independent Journal of Management & 

Production, 11(3), 1050.  

Li, Y., Xu, Z., & Xu, F. (2018). Perceived control and 

purchase intention in online shopping: The 

mediating role of self-efficacy. Social Behavior 

and Personality: An International Journal, 46(1), 

99–105.  

Lin, C.-Y., Marshall, D., & Dawson, J. (2009). Sikap 

konsumen terhadap makanan merek swasta 

pengecer Eropa produk: model terintegrasi 

konsumen Taiwan. Jurnal Manajemen Pemasaran 

, 25(9–10), 875– 

891.https://doi.org/10.1362/026725709X479273 

Ling, H.-C., Chen, H.-R., Ho, K. K. W., & Hsiao, K.-L. 

(2021). Exploring the factors affecting customers’ 

intention to purchase a smart speaker. Journal of 

Retailing and Consumer Services, 59, 102331.  

Loh, Z., & Hassan, S. H. (2022). Consumers’ attitudes, 

perceived risks and perceived benefits towards 

repurchase intention of food truck products. 

British Food Journal, 124(4), 1314–1332.  

Mainardes, W. E., De Almeida, C. M., & de-Oliveira, M. 

(2019). e-Commerce: An analysis of the factors 

that antecede purchase intentions in an emerging 

market. Journal of International Consumer 

Marketing, 31(5), 447–468.  

Mirabi, D. V., Akbariyeh, H., & Tahmasebifard, H. 

(2015). A Study of Factors Affecting on Customers 

Purchase Intention. 2(1). 

Mofokeng, T. E. (2021). The impact of online shopping 

attributes on customer satisfaction and loyalty: 

Moderating effects of e-commerce experience. 

Cogent Business & Management, 8(1), 1968206. 

Mustikarani, T. D., & Irwansyah, I. (2019). Pemanfaatan 

Teknologi Informasi dan Komunikasi dalam 

Industri Fashion Indonesia. Warta ISKI, 2(01), 8–

18.  

Naseri, R. N. N., Esa, M. M., Abas, Norlela, Ahmad, 

Nurul Zamratul Asyikin, Azis, Rafidah Abd, & 

Nordin, Mohd Norazmi bin. (2021). An Overview 

Of Online Purchase Intention Of Halal Cosmetic 

Product: A Perspective  From Malaysia. Turkish 

Journal of Computer and Mathematics Education, 

12(10), 7674–7681. 

Newswire. (2022). Fashion E-Commerce Global Market 

Report 2022: Major players in the fashion e-

commerce market are amazon, Flipkart, Alibaba, 

Snapdeal, eBay, Myntra, ShoClues, AliExpress, 

HomeShop18, and Jabong. The global fashion e-

commerce market is expected to grow from $668. 

NASDAQ OMX’s News Release Distribution 

Channel; New York. 

Oda, N., Kurashina, S., Miyoshi, M., Doi, K., Ishi, T., 

Sudou, T., Morimoto, T., Goto, H., & Sasaki, T. 

(2014). Microbolometer terahertz focal plane 

array and camera with improved sensitivity at 0.5-

0.6 THz. International Conference on Infrared, 

Millimeter, and Terahertz Waves, IRMMW-THz, 

59–71. https://doi.org/10.1109/IRMMW-

THz.2014.6956015 

Park, S., & Tussyadiah, I. P. (2017). Multidimensional 

Facets of Perceived Risk in Mobile Travel 

Booking. Journal of Travel Research, 56(7), 854–

867.  

Pelaez, A., Chen, C.-W., & Chen, Y. X. (2019). Effects of 

Perceived Risk on Intention to Purchase: A Meta-

Analysis. Journal of Computer Information 

Systems, 59(1), 73–84.  

Peña-García, N., Gil-Saura, I., Rodríguez-Orejuela, A., & 

Siqueira-Junior, J. R. (2020). Purchase intention 

and purchase behavior online: A cross-cultural 

approach. Heliyon, 6(6), e04284.  

Peng, X., Peak, D., Prybutok, V., & Xu, C. (2017). The 

effect of product aesthetics information on situs 

web appeal in online shopping. Nankai Business 

Review International, 8(2), 190–209. 

Pohan, Mya (2022). Pengaruh Kualitas Produk terhadap 

Komunikasi Word- of- Mouth yang Positif, Studi 

Kasus di Kedai Wak Edoy Malang 

O'Cass, A.,&Frost, H.(2002). Status brands:Examining the 

effectsofnon-product-related brand associations on 

status and conspicuous consumption. Journal of 

Product and Brand Management, 11(2), 67–88. 

http://dx.doi.org/10.1108/10610420210423455. 



99 

 

Raghavan, S., Philip, K., Batra, P., & Marcusson, A. 

(2019). Aesthetic perceptions and psychosocial 

impact of malocclusion: Comparison between 

cleft and non-cleft patients and their parents. 

European Journal of Orthodontics, 41(1), 38–45. 

Ribadu, M. B., & Rahman, W. N. W. Ab. (2019). An 

integrated approach towards Sharia compliance E-

commerce trust. Applied Computing and 

Informatics, 15(1), 1–6.  

Schulte, E., Scheller, F., Sloot, D., & Bruckner, T. (2022). 

A meta-analysis of residential PV adoption: The 

important role of perceived benefits, intentions 

and antecedents in solar energy acceptance. 

Energy Research & Social Science, 84, 102339 

Shareef, MA, Mukerji, B., Dwivedi, YK, Rana, NP, & 

Islam, R. (2019). Pemasaran media sosial: 

Komparatif pengaruh sumber iklan. Jurnal Ritel 

dan Layanan Konsumen , 46 , 58–69. 

https://doi.org/https://doi.org/ 

10.1016/j.jretconser.2017.11.001. 

Shen,B.,Jung,J.,Chow,P.-S.,&Wong,S.(2014).Co-

brandinginfastfashion:Theimpact of consumers' 

need for uniqueness on purchase perception. In T.-

M. Choi (Ed.). Fashion branding and consumer 

behaviors (pp. 101–112). New York, NY: 

Springer New York. Retrieved from 

https://doi.org/10.1007/978-1-4939-0277-4_7. 

Simmel, G. (1957). Fashion. American Journal of 

Sociology, 541–558. 

Shukla, M., Jain, V., & Misra, R. (2022). Factors 

influencing smartphone based online shopping: 

An empirical study of young Women shoppers. 

Asia Pacific Journal of Marketing and Logistics, 

34(5), 1060–1077.  

Silva, J., Pinho, J. C., Soares, A., & Sá, E. (2019). 

Antecedents of Online Purchase Intention and 

Behaviour: Uncovering Unobserved 

Heterogeneity. Journal of Business Economics 

and Management, 20(1), 131–148.  

Sirclo. (2021). Navigating Indonesia’s  E-Commerce: 

Omnichannel  As The Future  Of Retail 

Stone, R. W., Baker-Eveleth, L. J., & Eveleth, D. M. 

(2018). The Role of Aesthetics Influencing User 

Satisfaction with Recruitment Situs webs. 

International Journal of Humanities and Social 

Sciences, 10(1), 76–92. 

Sybaite, J., Sharma, P., Fine, P., Blizard, R., & Leung, A. 

(2020). The Influence of Varying Gingival 

Display of Maxillary Anterior Teeth on the 

Perceptions of Smile Aesthetics. Journal of 

Dentistry, 103, 103504.  

Tanjung, A., Kusumah, D. H., Sumantri, P., Wicaksana, 

I., Ekonomi, F., & Bangsa, U. P. (2023). Analisis 

minat pembelian kosmetik Maybelline dengan 

pengaruh media sosial , kualitas produk dan harga. 

Jurnal Ekonomi, 12(01), 1814–1818. 

Tellis, G.J., 1986, "Beyond the Many Faces of Price: An 

Integration of Pricing Strategies," Journal of 

Marketing, 50(4), 146-160. 

Thakur, R. (2018). The role of self-efficacy and customer 

satisfaction in driving loyalty to the mobile 

shopping application. International Journal of 

Retail & Distribution Management, 46(3), 283–

303.  

Ünal, S., Deveci, F. G., & Yıldız, T. (2019). Do We Know 

Organic Food Consumers? The Personal and 

Social Determinants of Organic Food 

Consumption. In Istanbul Business Research, 

48(1) 

https://doi.org/10.26650/ibr.2019.48.0019 

Putri, G. E. (2019). Faktor-Faktor Mempengaruhi 

Keputusan Pembelian Produk Fashion secara 

Online melalui E-Commerce. 

Wahyuni, N., Ade Irman Saeful Mutaqin S., & Akbar 

Gunawan. (2019). Pengenalan dan Pemanfaatan 

Marketplace E-Commerce Untuk Pelaku UKM 

Wilayah Cilegon. Jurnal Pengabdian Dinamika, 

1(6), 31–39. 

https://jurnal.untirta.ac.id/index.php/Dinamika/arti

cle/viewFile/8758/5837 

Wang, S., & Qiu, J. (2021a). A deep neural network 

model for fashion collocation recommendation 

using side information in e-commerce. Applied 

Soft Computing, 110, 107753. 

https://doi.org/10.1016/j.asoc.2021.107753 

Wang, S., & Qiu, J. (2021). A deep neural network model 

for fashion collocation recommendation using side 

information in e-commerce. Applied Soft 

Computing, 110. 

https://doi.org/10.1016/j.asoc.2021.107753 

Widiati, I. S. (2020). Pengembangan E-Commerce Produk 

Fashion Menggunakan Metode User Centered 

Design. Jurnal Ilmiah IT CIDA, 5(2).  

Yu, S., Hudders, L., & Cauberghe, V. (2018). Are fashion 

consumers like schooling fish? The effectiveness 

of popularity cues in fashion e-commerce. Journal 

of Business Research, 85(December 2017), 105–

116. https://doi.org/10.1016/j.jbusres.2017.12.035 

Yustiani, R., & Yunanto, R. (2017). Peran marketplace 

sebagai alternatif bisnis di era teknologi informasi. 

Jurnal Ilmiah Komputer Dan Infromatika 

(KOMPUTA), 6(2). 

Zheng, F., Khan, N. A., & Hussain, S. (2020). The 

COVID 19 Pandemic and Digital Higher 

Education : Exploring The Impact Of Proactive 

Personality On Social Capital Through Internet 

Self-Efficacy and Online Interaction Quality. 

Children and Youth Services Review, 119, 105694 

 

 


