
 

 

KIA9_AKMK_007 

 

INVESTIGATING ONLINE PURCHASE INTENTION IN THE PERSPECTIVE OF 

TECHNOLOGY ACCEPTANCE MODEL: EMPIRICAL FINDING BASED ON 

EVIDENCE IN SOUTH TANGERANG 
 

Yohanes Totok Suyoto1), Refina Sari Wiratami 2), Endang Pitaloka3), Dede Suleman4), Teguh Prasetio5) 
1Department of Management & Jaya Launch Pad, Universitas Pembangunan Jaya 

email: totok.suyoto@upj.ac.id 
2Department of Management & Jaya Launch Pad, Universitas Pembangunan Jaya 

email: refina.sariwiratami@upj.ac.id 
3Department of Management & Jaya Launch Pad, Universitas Pembangunan Jaya 

email: oka@upj.ac.id 
4Department of Management & Jaya Launch Pad, Universitas Pembangunan Jaya 

email: dede.suleman@upj.ac.id 
5Department of Management & Jaya Launch Pad, Universitas Pembangunan Jaya 

email: teguh.prasetio@upj.ac.id 

 
Abstract 

Advances in information and communication technology enable consumers to increasingly conduct 
online purchase transactions. From the perspective of the Technology Acceptance Model (TAM), this 

study aims to examine the effect of perceived ease to use and perceived usefulness on consumers' 

intention to buy online in South Tangerang. The study used 130 data obtained through questionnaires 

distributed online to users of multiple consumer-to-consumer (C2C) e-commerce platforms. 

Determination of the sample is done by applying a non-probability sampling technique. Using multiple 
linear regression analysis techniques with SPSS software, the study found that perceived ease to use 

and perceived usefulness had a positive effect on the intention to buy online. Regression analysis shows 

that both perceived ease of use and perceived usefulness have significant effects on online purchase 

intention. However, the effect of perceived usefulness on intention to buy online is greater (β =.199, ρ- 

value <.000) than that of perceived ease to use (β =.277, ρ-value <.00). The findings of the study help 

to understand everything about online buying behavior and make strategic implications for digital- 
based companies to increase consumers' willingness to buy online. 
 

Keywords: E-commerce, Technology Acceptance Model, Intention to buy, Perceived ease to use, 

Perceived usefulness 

 

INTRODUCTION 
Advances in communication and information technology are developing rapidly, which has a significant 

impact on the industrial sector, especially in terms of trade transactions. Buying and selling transactions 

are no longer traditional but have undergone a fundamental shift with the concept of e- commerce 
(Hadion et al., 2021). The concept of e-commerce basically means selling and buying using an internet 

platform for sellers and buyers to communicate and transact online. E-commerce is understood as a 

form of trade transactions conducted through electronic media, where sellers and buyers are connected 

through an internet network. Considering this technological development, sellers need to make changes 

to their sales model to accommodate the needs and desires of consumers who want a digital 
technology-based shopping system. Data from the Indonesian Internet Service Providers Association 

(2018) shows that out of a total of 171,176,716 internet users in Indonesia, 62.8% of internet users, or 
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107,498,977.65 users, said online shopping is safe. This shows that consumers have a positive 

assessment of the online transaction model, and this is a strong signal for the e-commerce industry 

in Indonesia to have high economic potential. Consumer behavior is currently starting to shift where the 
entry of technology is one of its influences (Suleman et al., 2021). Traditional and digital competition is 

unavoidable because all will win for the same consumers, this is where the market fights and will change 

new ways of shopping which are considered easier by consumers (Suleman et al., 2020) There are at least 

two common forms of business, business-to-business (B2B) and business-to- customer (B2C). With the 

increasing complexity of how internet technology works, a business model called customer-to-customer 
(C2C) is emerging. This study takes the context of the C2C e-commerce context as developed in 

online businesses, such as Tokopedia, Bukalapak, and Shopee. Empirical research shows that e-

commerce platforms are the most widely used business model by Indonesians between January 2019 

and June 2019. According to information released by CupoNation through SimilarWeb, there are 

10 online stores in Indonesia that are very popular and widely used by the public for shopping or 

purchasing. The results show that Tokopedia is the most visited e-commerce platform in Indonesia. 
Total visitors for 6 months were 805.5 million. The second place is still controlled by local e-commerce 

company Bukalapak, with 599.3 million visits in 6 months. Shopee came in third with 476.5 million 

visitors in the past 6 months. C2C e-commerce has become the most popular market model for 

Indonesian people. 
This study focuses on Generation Z. According to the report of the Central Bureau of Statistics 

of South Tangerang City (2017), the total population of Gen Z reached 29.23%. This makes Gen Z a 
promising market and therefore needs to be investigated more deeply about their perception of the e- 

commerce technology that already exists in Indonesia today. According to a report from the National 

Retail Federation's Consumer View 2019, the behavior of Generation Z has an impact on household 

spending. Using the perspective of the Technology Acceptance Model (TAM), this study aims at 

examining the impact of online consumers' purchase intentions based on consumers' perceptions of 
technological convenience and perceived benefits of technology in the online store. 

 

LITERATURE STUDY AND HYPOTHESIS DEVELOPMENT 
The Technology Acceptance Model (TAM) proposed by Davis in 1985 was used as the theoretical basis 

for this study. System usability is a response that can be explained or predicted by user motivation, which 
is directly influenced by external stimuli from the features and capabilities of the system (Davis, 1985). 

This study was conducted to determine whether the Technology Acceptance Model can explain 

consumer buying interest online with the variables perceived ease to use (user perception that 

technology is easy to use) and perceived usefulness (user perception that technology can be useful). 

Hence, this study raised the perceived ease to use and perceived usefulness variables that were associated 
with the variable intention to buy online. Perceived ease to use is described as a person's level of 

confidence in using technology that will make his work avoid difficulties (Jogiyanto, 2007). Venkatesh 

and Davis (2000) pointed out that perceived usefulness creates a perception among those who have the 

use of technology, resulting in a sense of comfort in working with the technology. Purchase intention 

is a part of consumers' consumption behavior, which is the tendency of respondents to act before a 
purchase decision is implemented (Kinnear & Taylor, 1995). Intention to buy online is a proxy for 

actual behavior. Behavioral intent determines actual individual behavior (Ajzen, 1991). 

Hence, the intention to buy online from a particular online shopping site becomes a factor in predicting 

the actual behavior of customers (Kim et al., 2008). 

Perceived ease to use is a user's view that measures the user's belief that using a specific application 

system will make his work easier (Davis, 1989). Davis & Venkatesh (2000) pointed out that perceived 

ease can be measured by the following indicators such as the system is easy to use, the system is clear and 



 

 

understandable, interacting with the system does not require a lot of my mental effort, and the system 

can be easily operated. 

Meanwhile, perceived usefulness is a user's subjective view that measures the user's belief that a specific 
application system will improve his work performance (Davis, 1989). According to Chin & Peter 

(1991), perceived usefulness is a concept that describes a measure of a technology that provides benefits 

to its users. Indicators of perceived usefulness include ease of use, usefulness, productivity gain, 

efficiency gain, and job performance improvement. According to Chin & Peter (1991), perceived 

usefulness is a concept that describes a measure of a technology that provides benefits to its users.  
Indicators of perceived usefulness include ease of use, usefulness, productivity gain, efficiency gain,  

and job performance improvement. 

Buying intention is part of consumer behavior in consuming attitudes or the respondent's tendency to 

act before the buying decision is carried out (Kinnear & Taylor, 1995; Suyoto et al., 2022). Empirical 

results show that online purchase intention is an appropriate indicator to measure website use intention, 

involving the process of information sharing and actual purchase, so online purchase intention will 

depend on many factors (Pavlou, 2003). Intention to buy online can be measured by several indicators, 

such as the likelihood of purchasing a product on this site (Kim et al., 2008; Gefen, 2000; Heijden et 

al., 2003; Javernpaa et al., 2000), probably going to recommend this site to my companions (Kim et al., 

2008), preferential interest (Ferdinand, 2006), and not hesitate to provide information to this site (Gefen, 

2000; Gefen et al., 2003). 
 

 

Figure 1: Conceptual Model 
 

According to previous research by Lim & Ting (2012), perceived ease of use when using an online 

shopping website positively affects attitudes towards online shopping. Because the better a person's 

perception of ease of use, the more positive that person's attitude in using technology will be 

(Lim & Ting, 2012). The ease of technology has a direct influence on purchase intention. This can be 

explained by the fact that consumers perceive the ease of use of technology as one of the factors 

influencing consumers' purchase interest in using technology. Based on the above description, the 

following assumptions can be made: 
H1: Perceived ease of use has an impact on online purchase intention. 

Based on previous research conducted by Lim & Ting (2012) the perceived usefulness of consumers in 

using online shopping sites will positively affect attitudes towards online shopping. The better a person's 
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perception of the perceived benefits, the more confident that person's attitude to using technology. The 

benefits directly felt by consumers can have an impact on purchase interest. This can be interpreted that 

the benefits felt by consumers when using technology can lead to buying interest in using the 
technology. Reinforced by research (Suleman et al., 2019) which found that ease of use is a variable 

that affects purchase intention. Based on the above description, the following assumptions can be made: 

H2: Perceived usefulness has an impact on online purchase intention. 

The perceived convenience and benefits of technology influence consumer buying interest. Perceived 

convenience and benefits of e-commerce technology for purchasing interest. The convenience and 
benefits these consumers feel when using technology together may lead to purchase interest in using 

the technology. Therefore, the higher the perceived benefit and perceived ease of use, the higher the 

purchase interest (Andryanto, 2016). Based on the above description, the following assumptions can be 

made: 

H3: Perceived ease of use and perceived usefulness influence online purchase intention. 

 

RESEARCH METHOD 
This study examines online consumers' purchase intentions based on consumers' perceptions of 

technological convenience and perceived benefits of technology in a marketplace. To this end, this study 

used quantitative methods to obtain sample data from randomly distributed questionnaires. Researchers 

use a non-probability sampling method with a sampling technique commonly referred to as purposive 

sampling. To determine the sample size, researchers recommend a minimum sample size of 5 to 10 
times the estimated number of parameters, with a sample size of 100 to 200 respondents (Hair et al.,  

2010). In this study, the researcher used 3 variables and 13 dimensions that would then become 

questions in the questionnaire. Hence, the sample size for this study was 130 respondents. 

This study used cross-sectional data. According to Roser (1988), cross-sectional data is a method that 

is temporary or only once in nature and is not followed for a certain period. Variable measurement is a 
method used to measure an indicator in a variable. Variable questionnaires were measured using the 

self-assessment system developed by Mahoney et al., (1963) using the Likert scale. The questionnaire 

will be distributed to 130 consumers, who will be randomly selected. To answer research questions and 

test hypotheses, this study used multiple linear regression and the software SPSS. 

 
RESULT 

Descriptive Statistics 
Respondents’ characteristics are based on gender were obtained in this study. According to the above 

table, it can be explained that there are 84 respondents (64.6%) in the female group. The number of 

respondents in the male group was 46 (35.4%). The results showed that most of the respondents were 

female respondents because basically women prefer shopping to men. Online stores also usually offer 

many promotions, so women tend to shop when there are many interesting promotions. At the same 
time, this study obtained the characteristics of the respondents based on the year of birth. Based on the 

table above, it can be explained that the respondents with the highest frequency are respondents who 

were born in 2000 because at the age of 20, children are considered adults, and most parents will give 

their children the authority to manage their own finances at that age. This may cause these kids to 

become aware of their financial situation and choose to start shopping for their needs in stores that offer 

many discounts and promotions, such as online stores. What's more, at that age children will begin to 
be interested in technology and trends so that they will show an interest in using technology that is 

currently popular, such as C2C marketplace platforms such as Tokopedia, Bukalapak, Shopee. 

Respondents’ characteristics are based on the profession obtained in this study. Based on the table 

above, it can be explained that the results of the study show that most respondents are respondents with 



 

 

the student profession category because students tend to have a lot of free time and are at a time when 

someone is interested in popular technology so that most students will start to be interested in using the 

technology in their spare time. Meanwhile, characteristics of respondents based on the last education 
obtained in this study. Based on the table above, it can be explained that the respondents with the highest 

frequency were the last education group of Senior High School with a total of 93 people or 71.5% of the 

sample. The results of the study can be considered normal because most of the graduates in that category 

are students which can be seen in table 4.3 as the type of occupation of the most respondents. 

The variables used in this study such as Perceived Ease to Use, Perceived Usefulness, and Intention to 
Buy Online can be seen using descriptive statistical analysis. Descriptive statistical analysis in this study 

includes the number of samples, minimum value, maximum value, mean (mean), and standard 

deviation. This research questionnaire uses a Likert scale of 1 to 5 where each research variable statement 

has five alternative answers, namely: Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree. 

Tests on variable items are carried out to determine the highest and lowest average values of each 

variable. 
 

Table 1. Statistic Descriptive 

Variable N Minimum Maximum Mean Std. Deviation 
X1 130 14 20 16.70 1.32 

X2 130 17 25 21.65 1.68 

Y 130 14 20 17.26 1.29 

Source: Processed Data 
 

The research sample amounted to 130 samples. Based on the table above, the Intention to Buy Online 

(Y) variable has a mean value of 17.26 and a standard deviation of 1.29. This means that the mean value 

is greater than the standard deviation, thus indicating that the results of the data distribution are quite 

good. Standard deviation is a standard deviation which means the data shows normal results and does 

not cause bias. The minimum value for this variable is 14 while the maximum value is 20. 
The independent variable Perceived Ease to Use (X1) is 130 samples. Where the Perceived Ease to Use 

(X1) variable has a mean or average value of 16.70 which means the average contribution of Perceived 

Ease to Use (X1) to Intention to Buy Online (Y) is 16.70% with a minimum value of 14% and a 

maximum of 20 %. The standard deviation is 1.32 or it can be said that the average deviation value of 

the Perceived Ease to Use (X1) variable is 1.32%. 
The independent variable Perceived Usefulness is 130 samples. Where the Perceived Usefulness 

variable has a mean or average value of 21.65, which means that the average contribution 

of Perceived Usefulness to Intention to Buy Online is 21.65% with a minimum value of 17% and a 

maximum of 25%. The standard deviation is 1.68 or it can be said that the average deviation value of 
the Perceived Usefulness variable is 1.68%. 
 

Validity and Reliability Test 

The questionnaire was distributed online via google form and has been filled out by 211 respondents 

(after being selected it became 130 respondents based on the number of samples required). Based on 

the number of samples, the value of r table for each variable indicator to be declared valid is at least 

0.172. 
 

Table 2. Validity Test 

Variable Indicator Question Item r count r table Description 



 

 

 

 
Perceived 

Easy to Use 

(X1) 

Easy To Use X1.1 0.279 0.172 Valid 

Understandable X1.2 0.338 0.172 Valid 

Mental Effort X1.3 0.408 0.172 Valid 

Easy To Control X1.4 0.277 0.172 Valid 

 

 

 
Perceived 

Usefulness 

(X2) 

Easy To Shop X2.1 0.388 0.172 Valid 

Useful X2.2 0.225 0.172 Valid 

Productivity X2.3 0.251 0.172 Valid 

Effectivity X2.4 0.209 0.172 Valid 

Improve 
Performance 

X2.5 0.211 0.172 Valid 

 

 
Intention to 

Buy Online (Y) 

Interest To Use Y1 0.364 0.172 Valid 

Recommend Y2 0.197 0.172 Valid 

Preference Y3 0.215 0.172 Valid 

Provide 
Information 

Y4 0.234 0.172 Valid 

Source: Processed Data 
 

Based on the results of the analysis above on Perceived Easy to Use, there are 4 statement items that are 

declared valid by obtaining the lowest r count of 0.277 on the X1.4 indicator. Perceived Usefulness has 

5 statement items that are declared valid with the lowest calculated r-value of 0.209. 

Intention to Buy Online has 4 indicators that are declared valid with the lowest calculated r-value of 

0.197 on the indicator of Intention to Buy Online. The results showed that all variable indicators had an 

r-value that was higher than r arithmetic so that the indicators could be declared valid. 
Reliability testing was carried out using the Cronbach's Alpha technique with a sample of 130 
respondents to determine the reliability of the instrument. A research instrument is declared reliable if  

the alpha value > r table. 
 

Table 3. Reliability Test 

Variable Number of 

Question Items 

alpha r table Description 

Perceived Easy To Use 4 0.688 0.172 Reliable 

Perceived Usefulness 5 0.504 0.172 Reliable 



 

 

Intention to Buy Online 4 0.425 0.172 Reliable 

Source: Processed Data 
 

Based on the results of the reliability test above for all variables involving all statement items,  the 

Cronbach's Alpha value is higher than r calculated so that all variables involving all statement items are 

declared to have sufficient reliability and the data can be used for the next stage. The statement on the 

questionnaire can be declared reliable or consistent if it has a Cronbach's Alpha value above 0.60. After 
distributing the questionnaires, the results obtained were processed using SPSS data with a total of 130 

respondents. 

 

Table 4. Overall Reliability Test 
Cronbach's Alpha N of Items 

0.632 13 

Source: Processed Data 

 
Based on the results of the reliability test above for all variables involving all statement items, the 
Cronbach's Alpha value of 0.632 is obtained so that all variables involving all statement items are 

declared to have sufficient reliability and the data can be used for the next stage. 

 

Hypothesis Testing 
Multiple Linear Regression testing aims to measure how much influence Perceived Ease to Use and 
Perceived Usefulness has on Intention to Buy Online. 

 
Table 5. Testing Result of Multiple Linear Regression 

 
Model 

Unstandardized 

Coefficients 

Standardized Coefficients  
t 

 
Sig. 

 

  
B 

 
Std. Error 

 
Beta 

  

(Constant) 10.23 

3 

1.830  5.591 .000 

X1 0.194 .083 .199 2.342 .021 

X2 0.175 .065 .227 2.675 .008 

Source: Processed Data 
 

The results of the regression coefficient table show the coefficient values in the multiple linear regression 

equation. The equation values used are those in column B (coefficients). The standard multiple linear 

regression equation is that the following results can be obtained: 
 

Y = a + b1(X1) + b2(X2) 
Y= 10.233 + 0,194 X1 + 0,175 X2 

 

From the results of multiple linear regression analysis, the results show that the variables Perceived 



 

 

Ease to Use and Perceived Usefulness affect Intention to Buy Online linearly. A constant of 10,233 

means that if there is no Perceived Ease to Use and Perceived Usefulness or the value is 0, then the 

consumer's intention to shop using the online shop digital platform has a value of 10,233. The regression 
coefficient of the Perceived Ease to Use variable is 0.194, which means that if the Perceived Ease to 

Use is increased by 1 value, the consumer's online purchase intention will experience a relatively very 

small increase, which is 0.194. The coefficient is positive, which means there is a unidirectional 

relationship between Perceived Ease of Use and Intention to Buy Online. If technology is easier to use, 

there is a possibility that consumers' purchase intentions to shop online will increase. Vice versa, if  
technology is difficult to use, the consumer's purchase intention to shop online will decrease. 

The regression coefficient of the Perceived Usefulness variable is 0.175, which means that if  Perceived 

Usefulness is increased by 1 value, the online purchase intention of consumers will experience a 

relatively very small increase of 0.175. The coefficient is positive, which means there is a unidirectional 

relationship between Perceived Usefulness and Intention to Buy Online. If the benefits of using 

technology are increasingly felt when used, there is a possibility that consumers' purchase intentions to 
shop online will increase. if there is no perceived benefit in shopping online through the C2C 

marketplace platform, the consumer's purchase intention to shop online will decrease. 

T statistical test is used to determine how far each variable Perceived Ease to Use and Perceived 

Usefulness has an effect on Intention to Buy Online. the test is carried out with the results of the T test  

in the coefficient table below, the t table value is 1,979 from: 
T table = t (a/2; n-k-1) 

= t (0.05/2; 130-2-1) 

= t (0.025; 127) 
= 1.979 

Table 6. T-Test Result 

 
Model 

Unstandardize d 

Coefficients 

Standardize d 

Coefficients 
 

t 

 
Sig. 

Collinearity Statistics 

 

  

B 
Std. 

Error 

 

Beta 
   

Tolerance 
 

VIF 

1 (Constant) 10.23 

3 

1.830  5.591 0.0 

00 

  

X1 0.194 0.083 0.199 2.342 0.0 
21 

0.978 1.023 

X2 0.175 0.065 0.227 2.675 0.0 
08 

0.978 1.023 

Source: Processed Data 

Based on the table above, it can be seen that the results of the t-test partially, the independent variables 

Perceived Ease to Use and Perceived Usefulness have a partial effect on Intention to Buy Online. 

Based on the results of the calculations in the table above, it can be seen that the t value of Perceived 

Ease to Use is 2,342 > 1,979 so Ha is accepted, and H0 is rejected. Then there is a partial effect of the 
independent variable Perceived Ease to Use on the dependent variable Intention to Buy Online. The 

significance value obtained from the T-test results on this variable is 0.021 < 0.05 so that hypothesis 1 

can be declared significant. 

Based on the results of the calculations in the table above, it can be seen that the t value of Perceived 

Usefulness is 2.675 > 1.979 so Ha is accepted and H0 is rejected. Then there is a partial effect of the 



 

 

independent variable Perceived Usefulness on the dependent variable Intention to Buy Online. The 

significance value obtained from the T-test results on this variable is 0.008 < 0.05 so that hypothesis 2 can 

be declared significant. 

The F statistical test is used to determine the effect of the independent variables Perceived Ease to Use 

and Perceived Usefulness to influence the dependent variable Intention to Buy Online together. 
 

Table 10. F Test Result 

 
Model 

Sum of Squares  
df 

Mean Square  
F 

 
Sig. 

1 Regressio n 22.490 2 11.245 7.414 .001b 

Residual 192.618 127 1.517   

Total 215.108 129    

Source: Processed Data 

 
Hypothesis: 

Ho: Perceived Ease to Use and Perceived Usefulness have no effect on Intention to Buy Online.  Ha: 

Perceived Ease to Use and Perceived Usefulness have an effect on Intention to Buy Online. 
 

Based on the results of the F test in the ANOVA table above, the F table value is 3.07 from: Ftable = F 

(k; n - k) 
= F (4; 130 – 2) 

= F (4; 128) 

= 3.07 

With probability F count 7.414 and level F table 3.07 then F count is greater than F-table 7.414 

> 3.07. It can be said that all independent variables, namely Perceived Ease to Use and Perceived 
Usefulness have an influence on the dependent variable, namely Intention to Buy Online. So it can be 

said that the F test in this study got the results that Ho was rejected and Ha was accepted. The 

significance value obtained from the F test results is 0.021 < 0.05 so hypothesis 3 can be declared 

significant. 

The coefficient of determination is used to determine how much influence the independent variables 

have on the dependent variable. 
 

Table 7. Result of Coefficient Correlation Test 

 
Model 

 
R 

R 
Square 

 
Adjusted R Square 

1 0.323a 0.105 0.090 

Source: Processed Data 

The results of the regression calculations in table 4.11 can be seen that the coefficient of determination 

obtained is 0.105. This means that 10.5% of generation Z's online buying interest is influenced by the 

variables of ease of use and perceived benefits, while the remaining 89.5% is influenced by other 

variables not examined in this study. 
 

DISCUSSION 
This study has a valid and reliable instrument that can be proven by the results of the validity and 

reliability test above. The use of the measurement model in this study as a whole can be considered 

feasible because the classical assumption test has been carried out. Based on the results of the classical 



 

 

assumption test, the research instrument has normal normality test results using the Kolmogorov- 

Smirnov Test, the regression model is declared not to have multicollinearity as indicated by the test 

results from the VIF (Variance Inflation Factor) value, the regression equation model does not occur  
heteroscedasticity because the graph The scatterplot shows that there is no clear pattern in the 

distribution of the data, and the data analyzed in this study can be concluded that there is no 

autocorrelation because the run test results are higher than the level of significance. This shows that the 

research model is feasible and suitable for research so that it can be continued in the next stage. 

Hypothesis 1 in this study is that Perceived Ease to Use has an effect on Intention to Buy Online. In testing 
this hypothesis, the results of the analysis of the Perceived Ease to Use variable have an influence on 

Intention to Buy Online. This can be seen from the level of significance which is smaller  than alpha 

which indicates that the Perceived Ease to Use variable has a positive and significant influence on 

Intention to Buy Online. 

The hypothesis is accepted because there is a partial influence of the independent variable Perceived 

Ease to Use on the dependent variable Intention to Buy Online. This is supported by previous research 
conducted by Lim and Ting (2012) which stated that Perceived Ease to Use had a positive effect on 

buying interest. The results of the research on the Perceived Ease to Use variable, the highest average 

value is 4.28 in the first question, which is "The online shop digital platform or C2C marketplace model 

(Tokopedia, Bukalapak, and Shopee) is easy to use". This shows that most consumers have the intention 

to buy goods online because the online shop digital platform technology is easy to use. The results of 
research that have been researched show that C2C e-commerce consumers need technological 

convenience to increase their online purchase intention. 

Hypothesis 2 in this study is Perceived Usefulness has an effect on Intention to Buy Online. In testing 

this hypothesis, the results of the analysis of the Perceived Usefulness variable have an influence on 

Intention to Buy Online. This can be seen from the level of significance which is smaller than alpha 
which indicates that the Perceived Usefulness variable has a positive and significant influence on 

Intention to Buy Online. The hypothesis is accepted because there is a partial influence of the 

independent variable Perceived Usefulness on the dependent variable Intention to Buy Online. This is 

supported by previous research conducted by Blagoeva & Mijoska (2017) which states that Perceived 

Usefulness has a positive effect on buying interest. 
The results of the research on the Perceived Ease to Use variable, there is the highest average value of 

4.37 obtained from the second and fourth statements, namely "Online shop digital platforms or C2C 

marketplace models (Tokopedia, Bukalapak, and Shopee) can be felt the benefits." and "Online shop 
digital platforms or C2C marketplace models (Tokopedia, Bukalapak, and Shopee) increase my 

effectiveness in finding and buying goods". This shows that most consumers have the intention to buy 
goods online because the benefits of online shop digital platform technology can be felt and can increase 

the effectiveness in finding and buying goods. The results of research that have been researched show 

that C2C e-commerce consumers need tangible benefits to increase their online purchase intention. 
Hypothesis 3 in this study is Perceived Ease to Use and Perceived Usefulness have an effect on Intention 

to Buy Online. In testing this hypothesis, the results of the analysis of the variables Perceived Ease to 

Use and Perceived Usefulness together have an influence on Intention to Buy Online. The hypothesis 

is accepted because the F test results show that all independent variables, namely Perceived Ease to Use 

and Perceived Usefulness, have an influence on the dependent variable, namely Intention to Buy Online. 
This is supported by previous research conducted by Priambodo & Prabawani (2016) which stated that 

Perceived Ease to Use and Perceived Usefulness together had a positive effect on interest in use. 

The results of the research on the Perceived Ease to Use variable there is the highest average value of 

4.45 obtained from the first statement, which is "I am interested in using the C2C e-commerce 

marketplace technology (Tokopedia, Bukalapak, and Shopee) that is currently available for shopping". 



 

 

This shows that most consumers have an interest in buying goods online because the online shop digital 

platform technology is easy to use and the benefits can be felt. The results of research that have been 

researched show that C2C e-commerce consumers need technological convenience and perceived 
benefits to increase their online purchase intention. 
 

CONCLUSION, IMPLICATION, LIMITATION 

Based on the results of research and discussion on online buying interest through perceived ease of use 

and perceived benefits felt by consumers of C2C e-commerce users. Perceived Ease to Use has an 

influence on Intention to Buy Online. The results of this research show that C2C e-commerce consumers 

need technological convenience to increase their online purchase intention. This proves that the easier 
the technology is to use, the more consumers will buy online using the C2C e-commerce platform. Of 

course, it is also necessary to know that there are several things that encourage consumers to have a 

purchase intention in e-commerce, namely how the process in the e-commerce platform can provide 

convenience in the buying process and the search process, maybe even in the early stages when the goods 

are in line with expectations. consumers appear on the consumer homepage according to the consumer 
category. If indeed this can be done by an e-commerce platform, then it is certain that there is a high 

possibility that consumer buying intentions online will increase because consumers will 

certainly be happy to buy the goods they already want but need to be supported by the process of each 

part of the e-commerce being easy to use by consumers. even ordinary consumers. 

Perceived Usefulness has an influence on Intention to Buy Online. The results of research that have been 

researched show that C2C e-commerce consumers need tangible benefits to increase their online 

purchase intention. This proves that the higher the perceived benefits, the consumer's online purchase 
intention using the C2C e-commerce platform also increases. This is where the important role of 

observant marketers is to understand that the current digital era consumers will get the stimulus effect of 

the usefulness of an e-commerce which has the ability to shorten consumers' work in bringing up goods 

that consumers may want, which is one of the advantages of e-commerce. commerce compared to 

offline retail because e-commerce has become important as a bridge for consumers to get information on 
goods that can give them the desire to buy. 

Perceived Ease to Use and Perceived Usefulness together have an influence on Intention to Buy Online. 

The hypothesis is accepted because the F test results show that all independent variables, namely 

Perceived Ease to Use and Perceived Usefulness, have an influence on the dependent variable, namely 

Intention to Buy Online. The combination of the two things above cannot be denied because consumers 

are now getting used to digital changes, especially the transaction process and purchasing goods, but it 
should also be noted that an e-commerce platform must be more practical and must also be easy to use 

by consumers. 
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