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ABSTRAK

Analisis Perilaku Konsumen Berbasis Extended Technology Acceptance Model

(ETAM) Terhadap Keputusan Pembelian Belanja Online di Marketplace

Indonesia Menggunakan Structural Equation Modelling (SEM)

Perkembangan teknologi digital telah mendorong peningkatan aktivitas
belanja online melalui platform marketplace di Indonesia. Namun, tidak semua
konsumen langsung menerima kehadiran teknologi ini, karena keputusan
pembelian dipengaruhi oleh berbagai faktor. Penelitian ini bertujuan untuk
menganalisis faktor-faktor yang mempengaruhi keputusan pembelian konsumen di
marketplace Indonesia dengan Extended Technology Acceptance Model (ETAM).
Data dikumpulkan melalui survei kuesioner terhadap 290 responden, kemudian
dianalisis menggunakan metode Structural Equation Modeling–Partial Least
Squares (SEM-PLS). Hasil analisis menunjukkan bahwa Relevansi Pekerjaan
berpengaruh signifikan terhadap Persepsi Kegunaan (β = 0,216, p-value < 0,005),
dan Persepsi Kemudahan Penggunaan berpengaruh signifikan terhadap Persepsi
Kegunaan (β = 0,527, p-value < 0,005). Pengalaman memiliki pengaruh
signifikan terhadap Niat Perilaku (β = 0,388, p-value < 0,005), Persepsi Biaya
juga berpengaruh signifikan terhadap Niat Perilaku (β = 0,253, p-value < 0,005).
Selanjutnya, Niat Perilaku terbukti memiliki pengaruh paling signifikan terhadap
Keputusan Pembelian (β = 0,711, p-value < 0,005). Temuan ini menegaskan
bahwa pengalaman pengguna dan persepsi biaya merupakan faktor utama yang
perlu diperhatikan dalam membentuk niat perilaku konsumen dalam melakukan
keputusan pembelian di marketplace Indonesia. Penelitian ini memberikan
kontribusi terhadap pengembangan model ETAM serta implikasi praktis bagi
pelaku bisnis dalam merancang strategi pemasaran yang efektif untuk
meningkatkan penjualan berbasis perilaku konsumen.

Kata kunci: Belanja Online, Marketplace, Perilaku konsumen, SEM-PLS, TAM.
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ABSTRACT

ANALYSIS OF CONSUMER BEHAVIOR BASED ON THE EXTENDED

TECHNOLOGY ACCEPTANCE MODEL (ETAM) ON ONLINE

SHOPPING PURCHASE DECISIONS IN THE INDONESIAN

MARKETPLACE USING THE SEM-PLS METHOD

The development of digital technology has driven an increase in online
shopping activity through marketplace platforms in Indonesia. However, not all
consumers immediately accept this technology, as purchasing decisions are
influenced by various factors. This study aims to analyze the factors that influence
consumer purchasing decisions in Indonesian marketplaces using the Extended
Technology Acceptance Model (ETAM). Data was collected through a
questionnaire survey of 290 respondents and analyzed using the Structural
Equation Modeling–Partial Least Squares (SEM-PLS) method. The analysis
results indicate that Job Relevance significantly influences Perceived Usefulness (β
= 0.216, p-value < 0.005), and Perceived Ease of Use significantly influences
Perceived Usefulness (β = 0.527, p-value < 0.005). Experience has a significant
influence on Behavioral Intentions (β = 0.388, p-value < 0.005), and Perceived
Cost also significantly influences Behavioral Intentions (β = 0.253, p-value <
0.005). Furthermore, Behavioral Intention was found to have the most significant
influence on Purchase Decision (β = 0.711, p-value < 0.005). These findings
confirm that user experience and cost perception are key factors that need to be
considered in shaping consumer behavioral intention in making purchase decisions
in the Indonesian marketplace. This study contributes to the development of the
ETAM model and has practical implications for businesses in designing effective
marketing strategies to increase sales based on consumer behavior.

Keywords: Consumer behavior, Marketplace, Online shopping, SEM-PLS, TAM.
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