ACKNOWLEDGEMENT

Praise to God Almighty for all the blessings that have been given by Him, so

that this final thesis can run well and smoothly.

The final thesis entitled "The Influence of Shopping Orientation, Online Trust,
and Purchasing Experience on Online Purchase Intention with Gender Differences
as a Moderating Variable (Case Study on Tokopedia Store)" aims to meet the
academic requirements to obtain a Bachelor of Economics degree, Pelita Harapan

University, Tangerang, Banten.

The author realizes that without guidance, assistance, and prayers from various
parties, this thesis will not be completed on time. Therefore, the authors would like
to thank profusely all parties who have helped in the process of working on this

thesis, especially in:

1) Mrs. Gracia Shinta S. Ugud, MBA., Ph.D., as Dean of the Faculty of
Economics and Business at Pelita Harapan University.

2) Mrs. Isana S.C. Meranga, S.P., M.M, as the Head of the Management
Study Program.

3) Mrs. J. Sandra Sembel, S.Pd, S.E., M.M. as the Supervisor who has
provided input, suggestions, and always supports the author.

4) All lecturers of the Faculty of Economics and Business, Pelita Harapan

University who have taught and always supported the author during class.

Vi



5) Ms. Shadia Marcellea Sharon, S.M. and staff of the Faculty of Economics
and Business, Pelita Harapan University who have helped in the
administrative section.

6) Library staff who have helped the author to graduate from college.

7) Mom and Dad, who always support the author in the form of morals,
compassion, and prayer.

8) Michael Yuan, Federico, Justin Evanson, Gilbert, Eka Putra Hendrawan,
and other friends who cannot be named one by one, who have always

supported and encouraged the author in completing this thesis.

Jakarta, November 25™ 2020

(Bryan Oskar)

vii



Table of Contents

Chapter I: Introduction

1.1 BacKground .......ccccooieiiiiiiie et 1
1.2 PrODIBM oo e 6
1.3 Research ODJECLIVES .......ccccveieiecee e 6
1.4 Research QUESTIONS ........cccviierieiirie et 7
1.5 Significance of StUAY ........cccveiveiiiie e 7
1.6 Organization Of StUAY .........cccererieiiniiire e 9

Chapter II: Literature Review

2.1 Theoretical Background

2.1.1 Theory of Planned Behavior ...........c.ccoovviiiiiiienciciiiens 10
2.1.2 Consumer BENAVION...........cccviieiiieiieie e 11
2.1.3 E-commerce (Electronic COMMErce).........ccocvvvrvvrveveeenns 12
2.1.4 Global E-COMMEICE .....ccooieieieiieiie st 13
2.1.5 International BUusiness. .. .....cccucververeeseeneniensieseeneseesieenens 13
2.2 Definition of Variable
2.2.1 Shopping Orientation (Independent Variable).................... 14
2.2.2 Online Trust (Independent Variable) ............cccccoeeeiieinennn. 15
2.2.3 Purchasing Experience (Independent Variable)................... 16
2.2.4 Gender (Moderating Variable)...........cccccoevevvieiiiic e, 17
2.2.5 Online Purchase Intention (Dependent Variable) ................ 19
2.3 The Relationship Between Variables
2.3.1 Shopping Orientation and Online Purchase Intention.......... 19
2.3.2 Online Trust and Online Purchase Intention............c.c........ 20
2.3.3 Purchasing Experience and Online Purchase Intention ....... 20
2.3.4 Shopping Orientation, Online Trust, and Online Purchase
Experience on Online Purchase Intention ..........c.ccocevvvvnienne. 21
2.3.5 Gender as Moderating Variable ............cccccceeeeviiie i, 22
2.4 ResSearch FrameWOIK. ..o iie i sirsiesseesseessesseeseeesresessnenns 24

Chapter I11: Methodology

3.1 ReSearch ODJECT ......ccvviiiiiie e 25
3.2 Research Paradigm ... s 26
3.3 Types of RESEAICN ......ccooeiiiiiie s 27
3.4 Table Of MEASUIEMENL.........eoiieiiiie e 29
3.4.1 Shopping Orientation. .. ......cccoererererereseeieesee e 29
342 ONENG TIUSE .ot 30
3.4.3  Purchasing EXPErienCe ........cccooeieieniniineiieiese e 31
3.4.4 Online Purchase INtention .........ccccoveveiiininiieneneseeceee e 33
3.5 UNIt Of ANAIYSIS ..o 34
3.6 Sample Design and Sample Size........cccovvvevieiiiciic i 35
3.7 Data Collecting Method ... 36
3.8 Questionnaire Development..........cccceevveiiiiiiecie e 38

viii



3.9 Data ANAIYSIS ....veivieiieeie e s 40

310 TIME HOFIZON ..o s 45
311 SHUAY SELHING .cuveeieeieieieeie et 45
3.12  Extend of RESEAICH .......cccooviiiiiiieese s 46
Chapter IV: Result and Discussions

4.1 Profile of the ReSpONdeNtsS ..........cccooeviiiiiniiieee e 47
4.1.1 Age of ReSPONUENTS .....cceevveiieiieeciese e 49
4.1.2 Gender of RESPONUENTS ........ocveiviiiiiiiiiieeee e 49
4.1.3 Status of ReSPONAENtS .........ccccvevveriiiieieeie e 50
4.1.4 Last Education Level of Respondents...........ccccevvreniiiinniinnnne 51
4.1.5 Respondents Current Profession .........c.cccccvvvevveveiieseesesnene 52
4.1.6 Domicile of RESPONAENTS .........coeiviiiiiiiiiieiesee e 53
4.1.7 Income Level of Respondents...........ccccoeevveivevneiciieseece s 54
4.2 RIESLESES AN B 00 S, s e . ............... 55
4.2.1 Pre-Test Reliability ........ccccooeiieiiiiiie e, 56
4.2.2 Pre-Test Convergent Validity .........ccccoevvevviieviieiciicceece e 57
4.2.3 Pre-Test Discriminant Validity .........ccccoevvviveiiieiiiiiiece e 59
4.3 NAcalSiudy..................ccocccvnvenne. . afbimntibla 0 . 63
4.3.1 DesCriptive ANAIYSIS .......ccooeiiiiiriiiiisieieie e 63
4.3.2 Actual Composite Reliability...........cccooveviiieiiieiiiciieec, 66
4.3.3 Actual Convergent Validity .........ccooovviiiiiiincinccsene 67
4.3.4 Actual Discriminant Validity ...........ccccoveiiiieiiciciicieece e 69
4.3.5 Inner (Structural Model) .........cccoooiiiiiiiii e 70
4.3.5.1 Multicollinearity TesSt........ccccceovveviveveiiieie e, 70

4.3.5.2 Coefficient of Determination (R?)..........ccccevvue... 71

4.3.6 HYPOhESIS TESL......cviiiicieeiecie st 72
4.4 DiscusSIEHS. Sl ........ Rt . .............. Sl 79

Chapter V: Conclusions and Recommendations

I ARG ONCIUSIONS ............. s e, 2t e . ... 90

5.2  Managerial ImpliCatioNS ..........ccccoveiiiiiiiiiiieie e, 91

5.2.1 For the Faculty of Economic and BUSINESS...........cccccevevverneenee. 91

5.2.2 For Tokopedia E-Commerce Company ..........cccoceeererenenennnns 91

5.3  Researcher Implications..........ccccocceiieiiiieiieie e 93
RO N O v - s s ee e« oot s« o e RN .o eceeaeeseeaens 94
AppendiCeS ... WM. . e AP ... .......eeeeeeee s 101
Attachment 1 (Smart PLS 3.0 Quantitative Data)...........c.cccccoerverurrnnnne. 102
Attachment 2 (Research Questionnaire FOrm).........ccccccevvviiiveiieciieennnn. 109



List of Tables

3.4 Table of Measurement

3.4.1 Shopping Orientation ...........cccovvereiieiiere s 29
3.4.2 ONIING TIUSE ...eeeiiiiece et 30
3.4.3 Purchasing EXPErieNCEe .......cccevveiieiie e 31
3.4.4 Online Purchase INteNtioN .........cocvieiiereiie e 33
4.1 Demographic Characteristics of Respondents............ccccoovvveveeveiievecseennn, 47
4.2.1 Pre-Test Composite Reliability .........ccoooeiiiiiiniiii 56
4.2.2 Pre-Test Convergent Validity ..........ccooeiieiiiiiiiie e 57
4.2.3 Initial Pre-test Discriminant Validity. .. ......ccoccooiiniiniiiinieieenc e 60
4.2.4 Final Pre-test Discriminant Validity ..........cccccoovviiiiiiiieiic s 61
R 10 L Lo [oF: Y o] TSR 62
4.3.1 DeSCriptive ANAIYSIS .......ccveiiiiieiieiie st 64
4.3.2 Actual Composite Reliability .........ccocooiiiiiiiii 66
4.3.3 Actual Convergent Validity ...........ccoovoiiiiiinii e 67
4.3.4 Actual Discriminant Validity ..o 69
4.3.5.1 MUIRICOIINEAITEY TEST.......eiteieiieiiiieiieiieeei e 71
4.3.5.2 Coefficient of Determination (R?)..........cccoeveeereeeeeeiseneeeisessesesseesesnnes 72
4.3.6 Hypothesis Test
4.3.6.1 Actual Hypothesis TeSt .......cccveiiiiiiieie e 73
4.3.6.2 Male Actual Hypothesis TeSt........cccoovriiiniiiniieee e 75
4.3.6.3 Female Actual Hypothesis Test ...........ccooviviiiiiiiiiiiiiinne. 77



List of Figures

1.1 Number of Online Shoppers in INdONESIa.........cccevviieiiere e 3
2.1.1 Theory of Planned Behavior DIagram ...........ccccooeveiinieeienene s 10
2.4 ReSEArch FrameWOIK.........ccooiiiiiiiiieieie e 24
4.1.1 Diagram Survey ReSUILS 0N AQE .....coiieieiieiieiesie et 49
4.1.2 Diagram Survey Results on Gender. .. .......ccccooveviiiiiiiienniies e 50
4.1.3 Diagram Survey Results on Status. .. ......ccocevviiiiiiiiiiiiiecceee 51
4.1.4 Diagram Survey Results on Last Education...........ccccocveveiieeiieieiievinennenn 52
4.1.5 Diagram Survey Results on Current Profession.........ccccvceeeveeiiniiivnienninnnn, 53
4.1.6 Diagram Survey Results on DOMICHE...........cccooeiiiiniiiinieiee e 54
4.1.7 Diagram Survey Results on Income Level... ....cccccoveviiiiiiciiiiieiieceee 55
4.4.1 Actual Data Before BOOSLrapping ......cceoverververieriereniesieiesiesee e 80
4.4.2 Actual Data After BOOISLrapping ......cccvevveiieiieciieiie et 81
4.4.3 Male Actual Data Before BOOTSErapping........ccoerverererenieenienieniesiesie s 83
4.4.4 Male Actual Data After BoOtStrapping ........ccceevveveevieiesiieieese e 84
4.4.5 Female Actual Data Before BOOtStrapping .........cccevvevieeieieenesiicseesieennns 85
4.4.6 Female Actual Data After BOOtStrapping.......cccceevveveeresieeseeiesieseesie e 86

Xi



