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Abstract 

This study aims to analyze the influence of attitudes, subjective norms and behavior on 

promotions in the online retail industry. This research uses a qualitative approach, this study is 

a research which in testing the hypothesis seeks to explain the relationship between the nature 

of a particular relationship or to determine the differences between groups using a causal 

approach, namely research that seeks to find explanations in the form of a causal relationship 

between several concepts or several variables or several strategies. Developed in management. 

Attitudes, subjective norms, perceived behavioral control have a positive and significant effect 

on online purchase intentions in the online retail industry where the more positive individual 

attitudes towards online purchases, the higher the online purchase intentions.  

Keyword : Attitudes;Subjective Norms; Perceived Behavioral Control; Online Retail 

Industry 

 

Introduction 

Online purchasing in Indonesia is currently growing rapidly. This can be seen from the 

significant increase in e-commerce transactions from time to time. Trading activities are 

supported by the advantages of internet technology for consumers in shopping and for suppliers 

of goods in doing business. The rapid adoption of the internet in trading activities is supported 

by the advantages of internet technology for suppliers in doing business and consumers in 

shopping. The advantages for suppliers include transaction efficiency, low cost distribution 

channels, improved customer service through personalized services, reduced costs, shorter 

distribution channels and easier and lower cost communication. The same thing happens on the 

consumer side, where the internet offers practicality in shopping, extensive choices, relatively 

low prices and attractive, frequent attractive promos. 

The biggest challenge in developing creative promotional strategies and creating 

promotional programs in the form of integrated communication is to determine which strategies 

and programs are most effective in generating a huge impact on sales, in the era of global 

competition, downsizing, growing markets, improving compatibility technology, convergence 

technology communication as well as various competitive challenges, require companies to 

innovate and be creative in formulating promotional strategies and programs in order to win 

the competition, and the accumulation of appropriate promotional strategies and programs will 

produce a better brand identity. 

Having a better brand identity must be customer-oriented, not product-oriented. If the 
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company is too product-oriented, this action will be easily imitated because no matter how 

good the quality of the products we produce, in a relatively short time competitors will be able 

to imitate it. What's more, currently each product category already has the required minimum 

quality standards so that once these minimum quality standards have, the product will be easily 

accepted by the market, also competition is no longer a war between products but has shifted 

to a war between brands. 

In Indonesia, online shopping activities are increasingly developing, in this case it can 

be seen from the prevalence of online shopping, this is supported by the growing number of 

internet users, with the increasing number of people who know the internet, in the digital era, 

the habit of shopping for goods and services has shifted  by online. 

The development of online shopping must be supported by means of promotion that can 

introduce a product to consumers. With promotion, it can be assured that consumers can meet 

their needs in an efficient, low cost, affordable and fast manner and can also determine the 

quality of the product, so that interested consumers can buy the product and be satisfied. 

The value of e-commerce transactions in Indonesia is growing rapidly, the penetration of online 

shopping by Indonesians is still far behind the penetration rates in a number of countries in 

Asia. Indonesia is known as a consumptive country, so that products are quickly recognized by 

consumers, especially if there are intense promotions for these products. 

The change in the promotion strategy paradigm due to technological changes can be 

seen with the emergence of various technology products. The promotion strategy leads more 

to the communication strategy, which is currently more people friendly, technology and 

communication products are friendlier, simpler and more productive for human life. 

Based on these facts, in order to increase online shopping activities in Indonesia, it is necessary 

to conduct research to analyze the factors that can encourage online purchases. By knowing 

these factors, online trading activities can be further increased which in the end is expected to 

be one of the driving forces for economic growth in Indonesia. 

According to the mentioned background, this study aims to explain how attitudes, subjective 

norms and perceived behavioral control affect purchase intention and their impact on actual 

purchases in the online retail industry. 

 

Concept and Hypothesis  

Based on the formulation of the problem and research objectives, the following hypotheses can 

be formed: 

H1 = Attitudes have a significant effect on Consumer Purchase Intention 

H2 = Subjective Norms have a significant effect on Consumer Purchase Intention 

H3 = Trust has a significant effect on Consumer Purchase Intention 

H4 = Consumer Purchase Intention has a significant effect on Actual Purchase 

 

Research Methods 

Population 

Population is a generalization of: objects / subjects that have certain qualities and 

characteristics that are determined by researchers to study and then draw conclusions 
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(Sugiyono, 2016). The population in this study are consumers who purchase headphone online 

in January - March 2021 with a total of 105 respondents 

Sample 

The sample is the part or the number and characteristics of the population. If the population is 

large, and it is impossible for researchers to study everything in the population, for example 

because of limited funds, energy and time, the researcher will take a sample from that 

population. What is learned from the sample, the conclusions will be applied to the population. 

For this reason, samples taken from the population must be truly representative (Sugiyono, 

2016). 

Because the total population is 105, all of them are taken to be sampled so this research is also 

called census research (Ruhamak & Rahmadi, 2019). 

Research Instruments 

The instrument used in this study was a questionnaire. The reason researchers use a 

questionnaire is because it is an effective tool for obtaining data for research and is widely used 

in similar research. 

From the operational definition of a variable, there are variable indicators. The researcher took 

each indicator per variable to be drawn then made a question / statement and distributed it to 

the respondent to obtain data. 

The form of assessment for each question item is made a table where each column has a score 

criterion using a Likert scale, namely 1-5. 

Likert scale is a scale used to measure the perception, attitude or opinion of a person or group 

about an event or social phenomena, based on operational definitions that have been established 

by researchers. The description of the Likert scale in the research questionnaire for answers to 

strongly disagree is worth 1, disagree is worth 2, quite agree is worth 3, agree is worth 4 and 

strongly agrees is worth 5. 

 

Data collection technique 

Sources and Data Collection Steps 

Data source 

Primary data, namely data obtained from respondents' responses to the question items posed in 

the questionnaire, or in other words data obtained directly from the research location where the 

author collects data through questionnaires, meaning that the authors compile the questions in 

the form of sentences with the answer options available in form that has been provided. 

Secondary Data, namely data obtained from company documents and archives that are related 

to this research, or data obtained from various literature and other sources related to the problem 

being studied. 

Data analysis technique 

Structural Model Analysis 

According to (Hussein, 2015) Analysis on PLS is carried out in three stages: 

Outer Model Analysis 

This Outer Model analysis specifies the relationship between latent variables and their 

indicators. or it can be said that the outer model defines how each indicator relates to its latent 

variable. Tests performed on the outer model: 
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Convergent Validity. 

Discriminant Validity. 

Composite Reliability. Data that has composite reliability> 0.7 has high reliability. 

Average Variance Extracted (AVE). Expected AVE value> 0.5. 

Cronbach Alpha. Reliability test is strengthened by Cronbach Alpha. Expected value> 0.6 

for all constructs. 

Hypothesis Testing 

In general, explanatory research method is a method approach that uses PLS. This is 

because in this method there is a hypothesis testing. Testing the hypothesis can be seen from 

the t-statistic value and the probability value. To test the hypothesis using statistical values, for 

alpha 5% the t-statistic value used is 1.96. So that the criteria for acceptance / rejection of the 

hypothesis is that Ha is accepted and H0 is rejected when the t-statistic is> 1.96. To reject / 

accept the hypothesis using probability, Ha is accepted if the p value is <0.05. 

 

Results and Discussion 

      Validity test 

Table 1 Estimated Outer Loading Value 

Indikator<-

Konstruk 

Original 

Sample  

(O) 

Sampl

e 

Mean 

(M) 

Standar

d 

Deviatio

n 

(Stdev) 

Standar

d Error 

(Sterr) 

T Statistics (|O/Sterr|) 

X11 <- Sikap 0,80 0,79 0,05 0,05 15,88 

X12 <- Sikap 0,78 0,78 0,06 0,06 12,66 

X13 <- Sikap 0,89 0,89 0,02 0,02 40,45 

X14 <- Sikap 0,85 0,85 0,03 0,03 29,00 

X21 <- Norma 

Subyektif 
0,82 0,82 0,07 0,07 11,28 

X22 <- Norma 

Subyektif 
0,71 0,69 0,11 0,11 6,25 

X23 <- Norma 

Subyektif 
0,83 0,83 0,06 0,06 13,70 

X31 <- Pbc 0,75 0,73 0,09 0,09 8,18 

X32 <- Pbc 0,79 0,78 0,08 0,08 10,20 

X33 <- Pbc 0,61 0,63 0,14 0,14 4,33 

X34 <- Pbc 0,78 0,78 0,06 0,06 12,24 

Y11 <- Niat 

Pembelian On 

Line 

0,82 0,82 0,03 0,03 28,03 

Y12 <- Niat 

Pembelian On 

Line 

0,86 0,86 0,03 0,03 26,06 

Y13 <- Niat 0,66 0,64 0,08 0,08 7,75 
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Indikator<-

Konstruk 

Original 

Sample  

(O) 

Sampl

e 

Mean 

(M) 

Standar

d 

Deviatio

n 

(Stdev) 

Standar

d Error 

(Sterr) 

T Statistics (|O/Sterr|) 

Pembelian On 

Line 

Y21 <- 

Pembelian 

Aktual 

0,70 0,69 0,12 0,12 5,79 

Y22 <- 

Pembelian 

Aktual 

0,91 0,91 0,02 0,02 38,81 

Y23 <- 

Pembelian 

Aktual 

0,91 0,91 0,03 0,03 35,73 

 

In Table 1, all indicators have outer loading values> 0.60 and are significant at the 0.05 level; 

then all indicators are declared valid and meet the requirements of convergent validity. 

Table 2 

Discriminant Validity Test 

Konstruk Ave √Ave 

Niat 

Pembelian 

On Line 

Norma 

Subyektif 
Pbc 

Pembelian 

Aktual 

Niat 

Pembelian 

Online 

0,62 0,79 1,00       

Norma 

Subyektif 
0,62 0,79 0,41 1,00     

Pbc 0,54 0,73 0,50 0,34 1,00   

Pembelian 

Aktual 
0,71 0,85 0,65 0,33 0,46 1,00 

Sikap 0,69 0,83 0,66 0,55 0,59 0,55 

Source: Appendix 

Table 2 shows that the √AVE value of each construct ranges from 0.73 to 0.85 which is greater 

than the correlation value between constructs which is between 0.33 to 0.66, and the AVE value 

of each construct is> 0.50. (i.e. ranging from 0.54 to 0.71, so that it meets the valid requirements 

based on discriminant validity criteria. 
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Composite Reliability and Cronbach Alpha 

Table 3 

Uji Composite Reliability dan Cronbach Alpha 

KONSTRUK 
Composite 

Reliability 

Cronbachs 

Alpha 

NIAT 

PEMBELIAN 

ON LINE 

0,83 0,69 

NORMA 

SUBYEKTIF 
0,83 0,70 

PBC 0,82 0,72 

PEMBELIAN 

AKTUAL 
0,88 0,79 

SIKAP 0,90 0,85 

 

Table 3 shows that the value of the composite reliability of each construct has shown a value 

greater than 0.70 so that it meets the requirements of being reliable based on the criteria of 

composite reliability. Likewise, the Cronbach Alpha value also shows that the value of each 

construct is higher than 0.70, so that the two criteria have met the construct reliability 

requirements. 

Evaluation of the Structural Model (Structural model / Inner model) 

Evaluation of Structural Model Through R-Square (R2) 

Table 4 

Evaluation of the Inner Structural Model 

Konstruk R Square 

Niat Pembelian On Line 0,46 

Norma Subyektif   

Pbc   

Pembelian Aktual 0,42 

Sikap   

 

Table 4 shows that the R2 value of On Line Purchase Intention is 0.46; Based on Chin's criteria, 

the model includes the criteria between moderate and strong, the meaning of which is the 

variation in attitudes, subjective norms and PBC is able to explain the variation of online 

purchase intentions by 46 percent, the remaining 54 percent is explained by variations in other 

variables outside the analyzed model. While actual purchases have an R-square value of 0.42 

or include a moderate and strong model, meaning that variations in attitudes, subjective norms, 

PBC and online purchase intentions are able to explain actual purchase variations, namely 42 

percent, the remaining 58 percent is explained by variations outside the model. 
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Evaluation of Structural Models through Q-Square Predictive Relevance (Q2) 

Table 5 

Evaluation of Goodness Of Fit 

KONSTRUK R Square 
Communalit

y 

NIAT PEMBELIAN 

ON LINE 
0,46 0,62 

NORMA SUBYEKTIF   0,62 

PBC   0,54 

PEMBELIAN 

AKTUAL 
0,42 0,71 

SIKAP   0,69 

RATA-RATA 0,44 0,64 

Source: Calculation results 

Calculations using GoF show a value of √ AR2 * A.Com = √ 0.44 * 0.64 = 0.53 This means 

that the global model is good predictive (large). 

 

Tabel 6 

Path Analysis and Statistical Testing 

Konstruk 

Origi

nal 

Sam

ple 

(O) 

Sampl

e 

Mean 

(M) 

Standar

d 

Deviatio

n 

(Stdev) 

Standar

d Error 

(Sterr) 

T Statistics 

(|O/Sterr|) 

 

Niat Pembelian 

On Line -> 

Pembelian 

Aktual 

0,65 0,66 0,05 0,05 12,00 

Signifika

n 

Norma Subyektif 

->Niat Pembelian 

Online 

0,05 0,07 0,09 0,09 0,59 

Tidak 

Signifika

n 

Pbc ->Niat 

Pembelian On 

Line 

0,16 0,18 0,11 0,11 1,47 

Signifika

n 

Sikap ->Niat 

Pembelian On 

Line 

0,54 0,52 0,12 0,12 4,68 

Signifika

n 

 

Table 6 shows that: 

Online purchase intention has a positive effect of 0.65 on actual purchases, and the relationship 
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is significant at the 0.05 level because the T-Statistics value is greater than 1.96, which is 12.00. 

Subjective norms have a positive effect on the online purchase value of 0.05, and the 

relationship is not significant with a t value of 0.59 smaller than the T-table, which is 1.96. 

PBC has a positive influence of 0.16 on the value of online purchases, and the relationship is 

significant at the level of 0.1 because the T-statistic value is greater than 1.292. 

The attitude has a positive effect of 0.54 on the value of online purchases and the relationship 

is significant with the t value of 4.68 

The Effect of Attitude on Online Purchase Intentions 

The results of the analysis regarding the effect of attitudes on online purchase intentions 

show that there is a positive and significant effect. These results also agree with the results of 

previous research conducted by (Kaburuan et al., 2011) suggesting that attitudes have a positive 

and significant effect on online purchase intentions of products and services in Taiwan. 

Research results from (Nugraheni, 2019) suggest that attitudes have a positive and significant 

effect on online purchase intentions at online stores in Yogyakarta. (Dwipayani & Rahyuda, 

2016) argued that consumer attitudes and fashion leadership had a positive and significant 

effect on the intention to purchase fashion products online in Denpasar. (Rong-Da Liang, 2014; 

Rong-Da Liang & Lim, 2011) argues, attitudes have a positive and significant effect on online 

purchase intentions of organic food in Taiwan. (Evans et al., 2017) argue that attitude has a 

positive and significant effect on online purchase intentions in the digital market in Malaysia. 

(Dewi & Ardani, n.d.) found that consumer attitudes have a positive and significant effect on 

consumer intentions to buy fashion products online in the city of Denpasar. 

The Influence of Subjective Norms on Purchase Intention 

Based on the results of the analysis regarding the effect of subjective norms on online 

purchase intentions, it shows that there is a positive but insignificant influence. The results of 

this study do not support the results of previous studies conducted by (Ketabi et al., 2014) 

suggesting that subjective norms have a positive and significant effect on consumer purchase 

intentions to shop online in Iran. (Dewi & Ardani, n.d.) found that subjective norms have a 

positive and significant effect on consumer intentions to buy fashion products online in the city 

of Denpasar. (Zhang et al., 2015) argued that subjective norms had a negative and insignificant 

effect on online purchase intentions than online auctions in Taiwan. (Meng & Choi, 2016) 

suggest that subjective norms have a positive and significant effect on online purchase 

intentions in the tourism retail industry in America. (Rong-Da Liang, 2014; Rong-Da Liang & 

Lim, 2011) argues that subjective norms have a positive and significant effect on online 

purchase intentions of organic food in Taiwan. (H. S. Tsai et al., 2016; K.-H. Tsai et al., 2016) 

argued that subjective norms have a positive and significant effect on online purchase 

intentions on online virtual group purchasing sites in China. (Islamiyati & Nugraeni, 2014) 

found that subjective norms had a positive and significant effect on online purchase intentions 

at online stores in Yogyakarta. 
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From the results of descriptive statistics, it can be seen that respondents tend to have positive 

values for subjective norm constructs or in other words, it can be said that respondents feel that 

the people around them support online shopping activities. However, the results of this study 

indicate an insignificant effect where this can occur because the decision or intention to 

purchase online ultimately returns to each individual. Shopping online is not a negative thing 

in the eyes of society, so consumers will still shop online even though people around them have 

not done it. Unlike the case with behavior that is considered negative by the community such 

as consuming drugs, subjective norms certainly greatly influence this behavior as well as social 

sanctions for such negative behavior. 

Effect of Perceived Behavioral Control on Purchase Intention 

Based on the results of the analysis of the effect of perceived behavioral control on 

purchase intentions, it shows that there is a positive and significant effect of perceived 

behavioral control on purchase intentions. These results are in line with research results 

(Sentosa & Mat, 2012) showing that in the context of Theory of Planeed Behavior, PBC has a 

positive and significant effect on online shopping intentions. (Aboelmaged & Gebba, 2013), 

shows that PBC has a positive and significant effect on individual intention to use the e-

procurement system in Arab. (Aldousari et al., 2016; Delafrooz et al., 2011) show that PBC 

has a positive and significant effect on responding to purchase intentions in students in 

Malaysia. (Lin et al., 2021) showed that PBC has a positive and significant effect on intention 

towards academic digital library services in China. 

The Effect of Purchase Intention on Actual Purchases 

Based on the results of the analysis regarding the effect of purchase intentions on actual 

purchases, it was found that there was a positive and significant effect of purchase intentions 

on actual purchases. The results of this study support the results of previous research conducted 

by (Mei et al., 2012) which found that online purchase intentions have a positive and significant 

effect on actual purchases in the context of online retail in China. (Lim et al., 2019) found that 

purchase intention has a positive and significant effect on actual purchases in the digital market 

in Malaysia. (Septifani et al., 2014) found that purchase intentions had a positive and significant 

effect on actual purchases in purchasing decisions for RG packaged tea drinks. 

The results of the descriptive statistics show that the respondents in this study have relatively 

high online purchase intentions, in other words it can be said that the respondents in this study 

have the intention to make online purchases and are also willing to provide personal data in 

online transactions. And this is proven to affect the actual purchases from the respondents. 

Conclusion and Suggestion 

Attitudes have a positive and significant influence on online purchase intentions in the 

online retail industry where the more positive individual attitudes towards online purchases, 

the higher the online purchase intentions. 



 
 

170 
 

Subjective norms have a positive but insignificant effect on online purchase intentions in the 

online retail industry. This shows that subjective norms have no real influence on online 

purchase intentions. 

Perceived Behavioral Control has a positive and significant influence on online purchase 

intentions in the online retail industry. This shows that the better the perceived behavior control 

is, the higher the online purchase intention. 

Online purchase intentions have a positive and significant influence on actual purchases, this 

shows that the higher the online purchase intentions in the online retail industry, the higher the 

actual purchases online. 

The suggestion in this study is the need to provide education regarding the advantages of 

shopping online compared to conventional shopping. 
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