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ABSTHRAK

The intemet bas become a key medium for the purchase of products and services in virual
rearkels and has elfectively finked all eountries and business, Through the intemet, clectronic commerce
offers a tremendously wide variety of electronic business opportenities. One of them is online shopping
which has become the popular intemet activity after e-mail or instant messaging and weh browsing.
Even though this method has started to win hearts the consumers, the factors influencing the willingress
10 shop online are seill unknown, Te ensure the suceess of anline business, it is impertant for the retailers |
b understand their targeted costomers. Such retsilers' awareness of the faclors affecting buyvers'
intention can further develop their marketing strategics in converting potential customers into active
oncs, while maintaining their existent online customers. This research s an empirical research which
colleets the primary data. A fve-level Likert seale was wsed to detepnine students’ intention towards
online shopping. A sell-administered questionnaire, based on prior Hiersure, was developed and a toral
of 150 students of Andales University in West Sunsidm were selected by mndom sampling. The dua
aralysed by SPSS for windows using multiple regression analysis. The results indicated that oaline
shopping orientalion, perceived benefits, and technology acceptance model influenced the stedents”
intcntion toward online shopping,

| Neywiardy! students, online shopping, technalogy acceprance model (TAM)
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CHAPTER I

INTRODLUCTION

1.1 Backpround of the research

Mowadays, the development of information and technology influence almost in
all part of our daily activities. People tend to use technology and information svstem
simee i1 creates more effectiveness and efficiency. Recently. information svstem
becomes more popular in business world including in retailing sectors, since the
traditional  fosm  of shopping such as traditional market, convenient store,
supermarkel, mall, and catalogue could not meet customer’s satisfaction,

E-commerce practices have been employed since last a decade. Scholars and
practitioners of electronic commerce constantly strive 1o gain an improved insight
inta consumer behavior in cyberspace. Since Internet commerce has been developed.
there were about 600 million online people in the world in 2002 (UINCTAD, 2002).
Along with the development of E-retailing, researchers continue to investigate E-
consumers' behavior from various perspectives. Most of their siudies have posited
new emergent factors or assumptions which are based on the traditional models of
consumer behavior, and then examing their validity in the internet context.

Internet is changing the way consumers shop and buy goods and services, and
has rapidly evolved into a global phenomenon. Many companies believe that there is

money e be made as soon as the internet becomes popular. In the retailers” opinion,




the future of internet shopping will always be bright however: nothing is guaranteed
suecess for retailers and companies in e-commerce,

The companies are started using the intemet with the efficiency reason, therchy
reducing the price of their products and services in order to stay ahead in highly
competitive markets, In e-retailing, the seller can save more money from several costs
such as wages, building rent. and marketing cost, therefore they can sell their product
in lower price. Companies also use the inlemnel to convev, communicate and
disseminate information, to sell the product, to 1ake feed back and also o conduct
satisfaction survevs with customers.

Customers use the internet not only to buy the product online, but also
compare prices, product features and after sale service facilitics they will receive if
they purchase the product from a particular store. Customers also pain some profit
such as wider selection of product and efficiency of time because thev don’t need to
e anywhere to buy something, They can do shopping directly from their house or
office.

Shopping at an onling store is like shopping through a paper catalogue because
noth involve mail delivery of the purchase and in both cases cusiomers cannot touch
or smell the items (Spiller and Lohse, 1997). So. the promise of electronic commerce
and online shopping depends. 1o a great extent, on user interfaces and how people
interact with computers {Hoque and Lohse, 1999; Griffith e @l., 2001).

Considering that Internet shopping, is still at the carly stage of development,
little is kpown about consumers’ attitudes lowards adopting this new shopping

channel and factors that influence their attitude toward (Haque et al., 2006). The
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CHAPTER V

CONCLUSION AND LIMITATION

5.1 Conclusion of the Research

The results show some supportive result from the previous research. The only
difference is in the contribution given by each independent varisble 1o the dependent
variable, in this case, to intention toward online shopping. The research indicates that
all the factors of online shopping are significantly effect the intention to shopping
anline. The data result that the consumers who perceived benefits from online
shopping and can accept the technology are fikely to shop online. The data also
chows that the students of Andalas University who have experienced online shopping
have differcnt arientation in shopping enline. Some of them are aoal-oriented which
i utilitarian and some others are experiential shoppers or hedonic oriented.

The fnding in this study shows that hedonic value is greater than utilitariam
value. This result is supported by the result of perceived benefits where fun being the
most significant value to intention among other dimensions. As we know before that
peaple that have hedonic erientation are maore likely looking for joy, excitement, and
fun. They are kind of cxperiential shoppers.

Therefore, finding from this study confirmed that shoppers are more
cxperiential oriented and didn't previously planning their most recent onling
purchase. Hedonic shoppers may be inclined to shop through internct in order to

seeking fun, enjoyment and experienced. On the other hand, consumers’ lendency
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