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 Abstract : This study examines the relationships of perceived 

usefulness, perceived trust, user interface, and perceived 

ease of use with Generation Z’s interest in using e-commerce 

in Greater Jakarta (Jabodetabek), based on the Technology 

Acceptance Model (TAM). A quantitative causal design was 

employed using purposive sampling and an online 

questionnaire with a six-point Likert scale. Of 566 responses 

collected, 300 met the eligibility criteria: respondents born 

between 1997 and 2007, residing in Jabodetabek, and having 

used e-commerce within the previous three months. Data 

were analyzed using multiple linear regression in IBM SPSS 

Statistics version 32. All measurement items were valid, with 

correlation coefficients ranging from 0.620 to 0.927, and 

reliable, with Cronbach’s alpha values of 0.728 to 0.851. The 

results indicate that perceived usefulness (B = 0.256, p < 

0.001), perceived trust (B = 0.149, p = 0.005), user interface 

(B = 0.510, p < 0.001), and perceived ease of use (B = 0.296, 

p < 0.001) each have a positive and statistically significant 

relationship with interest in using e-commerce. The four 

variables are also jointly significant (F = 217.729, p < 

0.001). The model has an R² of 0.747 and an adjusted R² of 

0.744, indicating that the predictors explain 74.4% of the 

variation in interest after adjustment for the number of 

predictors. These findings suggest that e-commerce 

platforms should improve perceived usefulness, transaction 

security, interface quality, and ease of use to strengthen 

Generation Z’s interest in using their services. 
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Introduction 

Digitalization has transformed how people access information, communicate, and conduct 

transactions, contributing to the growth of electronic commerce (e-commerce) in Indonesia. According 

to Statistics Indonesia, the proportion of the population using the internet increased from approximately 

72.78% in 2024 to 77.63% in 2025 (Badan Pusat Statistik, 2026). Indonesia also recorded approximately 
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221 million internet users in 2024 (Asosiasi Penyelenggara Jasa Internet Indonesia, 2024). This 

expansion of internet access has created opportunities for businesses to reach consumers through digital 

platforms. E-commerce transaction activity further illustrates this development, with 1.44 billion 

transactions recorded in the third quarter of 2025, representing a year-on-year increase of 20.5% and a 

transaction value of IDR 134.67 trillion (Kementerian Perdagangan Republik Indonesia et al., 2025). 

These developments highlight the growing importance of understanding the factors that encourage 

consumers to use e-commerce platforms. 

Generation Z represents an important segment of the digital market because of its familiarity with 

online environments and digital services. Although Generation Z is broadly defined in the literature as 

individuals born between 1997 and 2012 (Badan Pusat Statistik Kabupaten Kotabaru, 2025), this study 

focuses specifically on respondents born between 1997 and 2007 to maintain consistency with the 

study's sampling criteria. Despite the expansion of e-commerce and the substantial potential of this 

consumer segment, market growth does not necessarily guarantee sustained consumer interest. 

GoodStats, citing SEMRUSH data, reported a decline in visits to Indonesian e-commerce websites in 

April 2025 (Yonatan, 2025). This development raises questions about the factors associated with 

Generation Z's interest in using e-commerce and indicates the need to examine the perceptions that may 

encourage platform use. 

The Technology Acceptance Model (TAM) provides a theoretical basis for understanding 

technology acceptance through perceived usefulness and perceived ease of use (Davis, 1989). In e-

commerce, perceived usefulness reflects the extent to which consumers believe that a platform makes 

online shopping more efficient and effective, while perceived ease of use concerns the effort required 

to learn and operate the platform. Trust is also relevant because online transactions involve uncertainty 

regarding personal information, privacy, and transaction reliability (Gefen et al., 2003). In addition, the 

user interface can shape the interaction between consumers and e-commerce platforms through 

navigation, visual presentation, and feature consistency (Zheng et al., 2022). Examining these four 

variables together provides a broader understanding of consumer interest by considering both the core 

TAM perceptions and factors related to trust and platform interaction. 

However, previous research has reported inconsistent findings, particularly regarding perceived 

ease of use. Suprapto et al. (2025), studying 150 Generation Z respondents in Bekasi, found that 

perceived usefulness, trust, and user interface had positive and significant relationships with shopping 

interest, whereas perceived ease of use was not significant. In contrast, Evitasari et al. (2024) found that 

perceived ease of use significantly influenced interest in using Tokopedia in Klungkung Regency. These 

differences suggest that the relationship between perceived ease of use and usage interest may vary 

across research contexts. Moreover, the findings from studies focused on particular platforms may not 

fully represent how Generation Z evaluates e-commerce services more generally. Examining these 

factors across e-commerce platforms in Greater Jakarta (Jabodetabek), rather than limiting the analysis 

to a single platform, therefore provides an opportunity to assess whether the relationships remain 

significant in a broader platform context and a different geographic setting. 

Based on this research gap, this study aims to examine the relationships of perceived usefulness, 

perceived trust, user interface, and perceived ease of use with Generation Z's interest in using e-

commerce in Jabodetabek, both partially and simultaneously. By analyzing the four variables within a 

single regression model, this study extends the contextual examination of factors associated with e-

commerce usage interest beyond a single-platform setting and provides further evidence concerning the 

inconsistent findings on perceived ease of use. The findings are expected to contribute to the application 

of TAM in the e-commerce context and provide practical insights for platform managers seeking to 

improve usefulness, strengthen trust, enhance interface quality, and simplify platform use. 

Literature Review and Hypothesis Development 

Technology Acceptance Model and usage interest 

TAM was developed by Davis (1989) based on the Theory of Reasoned Action (TRA), which 

positions intention as a determinant of behavior. According to Davis (1989), technology acceptance is 
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explained by perceived usefulness (PU), which is the belief that using technology improves 

performance, and perceived ease of use (PEOU), which is the belief that technology can be used without 

significant effort. This model was later developed into TAM2, TAM3, and the Unified Theory of 

Acceptance and Use of Technology (UTAUT), which includes additional factors, one of which is trust. 

The dependent variable in this study is Generation Z's interest in using e-commerce, namely the 

tendency or desire to use e-commerce platforms as a means of online shopping, both reflected in current 

usage and future intentions. This concept aligns with the shopping interest in Suprapto et al. (2025). 

 

Perceived usefulness and interest in use 

In the context of e-commerce, perceived usefulness describes users' beliefs that a platform makes 

shopping more efficient, productive, and effective, and aids purchasing decision-making (Suprapto et 

al., 2025). Users who perceive these benefits tend to consider the platform a viable option. Suprapto et 

al. (2025) found a positive and significant influence of this variable on Generation Z's shopping interest. 

Based on this, the first hypothesis is formulated as follows. 

H1:Perceived usefulness has a positive and significant influence on generation Z's interest in using e-

commerce. 

 

Perceived trust and interest in use 

Perceived trustTrust is the user's belief that the platform is trustworthy in maintaining the security 

of personal data, protecting privacy, and completing transactions reliably. Trust is crucial because all 

transactions take place online (Gefen et al., 2003). Handoyo (2024) found, through a meta-analysis, that 

trust significantly influences purchasing decisions in e-commerce. Suprapto et al. (2025) also reported 

a positive effect of trust on intention. The second hypothesis is formulated as follows. 

H2:Perceived trust has a positive and significant influence on Generation Z's interest in using e-

commerce. 

 

User interface and interest in use 

User interfaceincludes visual appeal, ease of navigation, and consistency and smoothness of 

features when users search for information and browse products (Suprapto et al., 2025). Putri and 

Hermeindito (2024) found that the user interface has a positive and significant effect on the purchase 

intention of Shopee users, and similar findings were reported by Suprapto et al. (2025) in generation Z. 

The third hypothesis is formulated as follows. 

H3:User interface has a positive and significant influence on Generation Z's interest in using e-

commerce. 

 

Perceived ease of use and interest in use 

Perceived ease of useThis refers to the assumption that the platform is easy to learn, understand, 

and operate without excessive effort (Davis, 1989). Previous research has been inconsistent. Suprapto 

et al. (2025) found no significant effect of this variable, while Evitasari et al. (2024) found a positive 

and significant effect on interest in using Tokopedia. Due to these mixed findings, this relationship was 

retested, with the fourth hypothesis as follows. 

H4:Perceived ease of use has a positive and significant effect on generation Z's interest in using e-

commerce. 

In addition to partial testing, the four variables were tested together against usage interest. 

H5:Perceived usefulness, perceived trust, user interface, and perceived ease of use simultaneously have 

a significant influence on Generation Z's interest in using e-commerce. 

https://doi.org/10.61536/escalate.v4i4.967
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The hypothesized relationships between variables are depicted in Figure 1. 

 
Figure 1. Framework of thought 

 

Research methods 

This study uses a quantitative approach (Lim, 2025) with a causal design to test the influence of 

independent variables, namely perceived usefulness (X1), perceived trust (X2), user interface (X3), and 

perceived ease of use (X4), on the dependent variable in the form of generation Z's interest in using e-

commerce (Y). The study population is generation Z who live in Jabodetabek. This area was chosen 

because it is a metropolitan area on the island of Java, a center of economic activity with relatively more 

adequate digital infrastructure. 

The sample was drawn using a non-probability sampling technique through a purposive sampling 

method (Sugiyono, 2023). The respondent criteria were (1) generation Z born in 1997–2007, (2) 

domiciled in Greater Jakarta (Jabodetabek), and (3) having used an e-commerce platform at least once 

in the last three months. Primary data was collected through an online questionnaire (Google Forms) 

distributed via Instagram, WhatsApp, and TikTok. With 16 indicators and a guideline of 5–10 times the 

number of indicators (Hair et al., 2013), the minimum number of respondents was 80–160 people. The 

number of respondents analyzed, namely 300, exceeded this limit. 

The instrument was adapted from Suprapto et al. (2025) and contains 16 statements measured on 

a six-point Likert scale (1 = strongly disagree to 6 = strongly agree). The even scale was chosen to 

encourage respondents to identify their attitudinal tendencies without a neutral option. Details of the 

operationalization of the variables are presented in Table 1. 

Table 1. Operationalization of variables 

Variables Item Indicator 

Interest in using e-

commerce (Y) 
3 

Interest in making a purchase; intention to shop in the future; interest in 

exploring products 

Perceived usefulness(X1) 4 
More efficient shopping; increased shopping productivity; easier and more 

effective shopping; easier purchasing decisions 

Perceived trust(X2) 3 
Feeling secure entering personal information; confidence that user privacy 

is protected; trust in the reliability of transaction completion 

User interface(X3) 2 
Navigation is easy to use and understand; features are consistent and work 

well. 

Perceived ease of use(X4) 4 
Easy to learn; interaction does not require much effort; can be used without 

special instructions; features are clear and easy to understand 

Source: Adapted from Suprapto et al. (2025). 
Validity was tested using Pearson Product Moment correlation at a 5% significance level, with 

items declared valid if the calculated r is greater than the table r (0.1133 for N = 300). Reliability was 
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tested using Cronbach's alpha, with a reliability limit above 0.70 (Ghozali, 2021). Data analysis included 

descriptive statistics, classical assumption tests (normality with One-Sample Kolmogorov–Smirnov, 

multicollinearity with tolerance and variance inflation factor (VIF), and heteroscedasticity with Glejser 

test), multiple linear regression, F test, coefficient of determination (R²), and t test at a 5% significance 

level. All processing used IBM SPSS Statistics version 32 (IBM, n.d.). The estimated regression model 

is as follows. 

Y = β₀ + β₁PU + β₂PT + β₃UI + β₄PEOU + ε 

with Y as the interest of generation Z in using e-commerce; PU, PT, UI, and PEOU respectively as 

perceived usefulness, perceived trust, user interface, and perceived ease of use; β₀ as a constant; β₁–β₄ 

as the regression coefficient; and ε as the error term. 

Results and Discussion 

Respondent profile 

The online questionnaire generated 566 responses. Fifty-six respondents were excluded because 

they were born outside the 1997–2007 period and 210 respondents because they resided outside Greater 

Jakarta (Jabodetabek), resulting in a total of 300 respondents for analysis. Of these, 193 respondents 

(64.33%) were male and 107 respondents (35.67%) were female. Based on the frequency of online 

shopping in the past three months, 52.67% of respondents shopped 4–5 times and 33% shopped more 

than five times, resulting in approximately 85.67% of respondents being classified as active online 

shoppers (four or more times). Respondents who shopped 2–3 times accounted for 10%. 

 

Validity and reliability test results 

All 16 statement items had a calculated r (0.620–0.927) which was greater than the table r of 

0.1133 with a significance below 0.01, so all were valid. The Cronbach's alpha coefficient for each 

variable also exceeded 0.70, so the instrument was declared reliable (Table 2). 
Table 2. Results of validity and reliability tests 

Variables Item Range of r count Cronbach's α Information 

Interest in using e-commerce (Y) 3 0.798–0.815 0.768 Valid, reliable 

Perceived usefulness(X1) 4 0.620–0.851 0.728 Valid, reliable 

Perceived trust(X2) 3 0.823–0.927 0.737 Valid, reliable 

User interface(X3) 2 0.888–0.908 0.851 Valid, reliable 

Perceived ease of use(X4) 4 0.661–0.907 0.759 Valid, reliable 

Source: Primary data processed (SPSS). r table = 0.1133 (N = 300; α = 5%). 
 

Descriptive statistics 

Descriptive statistics are presented in Table 3. The score for each variable is the sum of the 

statement items, so the theoretical ranges differ across variables. For comparability, the last column 

presents the mean per item on a scale of 1–6. 
Table 3. Descriptive statistics (N = 300) 

Variables Min. Max. Mean Std. Dev. Average per grain 

Interest in use (Y) 10 18 15,167 2,340 5.06 

Perceived usefulness(X1) 15 24 21,020 2,096 5.26 

Perceived trust(X2) 10 18 13,717 2,436 4.57 

User interface(X3) 7 12 10,097 1,347 5.05 

Perceived ease of use(X4) 15 24 21,053 2,458 5.26 

Source: Primary data processed (SPSS). Average per item = mean divided by the number of items. 
The average per item for all variables was above 4.5 out of a maximum scale of 6, indicating that 

respondents' perceptions were generally positive. Perceived usefulness and perceived ease of use 

received the highest scores (5.26). For the three interest indicators, more than 90% of respondents chose 

a score of 4–6, reflecting Generation Z's high interest in using e-commerce. Perceived trust had the 

lowest average (4.57) and the largest standard deviation (2.436). This pattern was evident in the indicator 
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of feeling safe entering personal information, which was answered with a score of 1–3 by 85 respondents 

(approximately 28.3%). Thus, personal data security was the aspect with the most diverse assessments. 

 

Classical assumption test results 

The One-Sample Kolmogorov–Smirnov test yielded a test statistic of 0.045 with a significance 

level of 0.200 (>0.05), indicating a normal distribution of the residuals. This conclusion is supported by 

the Normal P–P Plot, which shows the residual points following a diagonal line, and the residual 

histogram is bell-shaped with a center around zero. The results of the multicollinearity and 

heteroscedasticity tests are presented in Table 4. 
Table 4. Results of multicollinearity and heteroscedasticity tests 

Variables Tolerance VIF Sig. (Glejser) 

Perceived usefulness(X1) 0.558 1,791 0.933 

Perceived trust(X2) 0.286 3,494 0.195 

User interface(X3) 0.219 4,575 0.402 

Perceived ease of use(X4) 0.320 3,129 0.542 

Source: Primary data processed (SPSS). 
All variables have a tolerance value above 0.10 and a VIF below 10, indicating that the model is 

free from multicollinearity. The Glejser test significance value for all variables is above 0.05, indicating 

no evidence of heteroscedasticity. With these three assumptions met, the regression analysis can 

proceed. 

 

Results of multiple linear regression analysis 
Table 5. Results of multiple linear regression analysis 

Variables B Std. Error t count Sig. Decision 

(Constant) −3,626 – −5,022 < 0.001 – 

Perceived usefulness(X1) 0.256 0.044 5,840 < 0.001 H1 accepted 

Perceived trust(X2) 0.149 0.053 2,824 0.005 H2 accepted 

User interface(X3) 0.510 0.109 4,685 < 0.001 H3 accepted 

Perceived ease of use(X4) 0.296 0.049 6,005 < 0.001 H4 accepted 

Source: Primary data processed (SPSS). Dependent variable: interest in using e-commerce (Y). t table = 1.968 (α = 5%). 
Based on Table 5, the regression equation obtained is Y = −3.626 + 0.256PU + 0.149PT + 0.510UI 

+ 0.296PEOU + ε. All four coefficients are positive, which means that an increase in each independent 

variable is followed by an increase in interest in using e-commerce assuming other variables remain 

constant. The F test produces a calculated F of 217.729 with a significance below 0.001 (Table 6), so 

that all four variables simultaneously have a significant effect on interest and H5 is accepted. The 

adjusted R² value of 0.744 indicates that the four variables explain 74.4% of the variation in interest in 

using e-commerce, while 25.6% is explained by other factors outside the model. 
 

Table 6. Results of the F test and coefficient of determination 

Source of variation Sum of Squares df Mean Square F Sig. Adj. R² 

Regression 1,223,304 4 305,826 217,729 < 0.001 0.744 

Residual 414,363 295 1,405    

Total 1,637,667 299     

Source: Primary data processed (SPSS). R = 0.864; R² = 0.747. 
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Discussion 

The influence of *perceived usefulness* on interest in using *e-commerce*.Perceived 

usefulness has a positive and significant effect (B = 0.256; t = 5.840 > 1.968; p < 0.001), thus H1 is 

accepted. The greater the benefits perceived by Generation Z, such as time savings, more practical and 

effective shopping, and assistance in making purchasing decisions, the stronger their interest in using e-

commerce. This finding is consistent with TAM, which places perceived usefulness as a determinant of 

technology acceptance (Davis, 1989) and is in line with Suprapto et al. (2025). This result differs from 

Suryawirawan (2019) who found a positive but insignificant effect on e-commerce intention, so the role 

of usefulness appears to depend on the respondent group and the research context. 

The influence of *perceived trust* on interest in using *e-commerce*.Perceived trust has a 

positive and significant effect (B = 0.149; t = 2.824 > 1.968; p = 0.005), thus H2 is accepted. The belief 

that transactions are secure, personal data is protected, and the platform is reliable contributes to the 

growth of Generation Z's interest. This result is consistent with Gefen et al. (2003) regarding the 

importance of trust in online shopping, and with Suprapto et al. (2025). Conversely, Melani and Hamid 

(2023) reported that online trust does not significantly influence online purchase intention. Among the 

four variables, perceived trust has the smallest coefficient, the lowest average score, and the widest 

distribution of responses. This indicates that trust, especially in personal data security, is an aspect that 

is still valued differently by respondents and has the potential to be strengthened by platform managers. 

The influence of *user interface* on interest in using *e-commerce*.The user interface has a 

positive and significant effect (B = 0.510; t = 4.685 > 1.968; p < 0.001), thus H3 is accepted. An interface 

that is easy to navigate, consistent, and has well-functioning features makes product searches and feature 

usage more comfortable and fosters shopping interest. This finding is in line with Putri and Hermeindito 

(2024) and Suprapto et al. (2025), but differs from Marhaeni and Hayu (2023) who found that interface 

quality has a positive but insignificant effect on purchase intention through the Lazada app. It should be 

noted that the largest user interface coefficient cannot be directly interpreted as the most dominant 

influence. This coefficient is unstandardized, while the score for each variable is the sum of the different 

number of items (X3 only has two items). Comparisons of strength between variables should use 

standardized coefficients in further research. 

The influence of *perceived ease of use* on interest in using *e-commerce*.Perceived ease 

of use has a positive and significant effect (B = 0.296; t = 6.005 > 1.968; p < 0.001), thus H4 is accepted. 

The easier the platform is to learn and operate, the stronger Generation Z's interest in using it. This result 

is consistent with TAM (Davis, 1989) and with Evitasari et al. (2024), but differs from Suprapto et al. 

(2025) who found no significant effect. This difference indicates that the role of perceived ease of use 

can vary depending on the platform, region, and characteristics of the respondents studied, so this 

relationship needs to be further tested in other contexts. 

Simultaneous influence.Collectively, perceived usefulness, trust, user interface quality, and ease 

of use explain 74.4% of the variation in Generation Z's intention to use e-commerce, thus the model is 

considered to have strong explanatory power. These findings support the TAM framework (Davis, 1989) 

and its extension with trust (Gefen et al., 2003), and extend Suprapto et al. (2025) through retesting on 

300 respondents in Greater Jakarta. 

 

Conclusion and Suggestions 

This study concludes that perceived usefulness, perceived trust, user interface, and perceived ease 

of use each have a positive and significant influence on the interest of Generation Z in Jabodetabek in 

using e-commerce, and simultaneously explain 74.4% of the variation in that interest. All hypotheses 

(H1–H5) are accepted. The significant influence of perceived ease of use differs from Suprapto et al. 

(2025), indicating that the role of ease of use is context-dependent. 

For platform managers, these results suggest comprehensive development across four areas: 

features that make shopping more efficient and aid purchasing decisions, guaranteed transaction security 

and transparent personal data protection, and effective complaint handling, consistent and easy-to-

navigate interface design, and a simple user flow from product search to order tracking. Trustworthiness 

deserves special attention, as this aspect received the most diverse ratings. Users are advised to carefully 

https://doi.org/10.61536/escalate.v4i4.967


Factors Influencing Generation Z's Interest in Using E-Commerce…( Dwiki Tandi Priyanto, 

Verawati) 

 ҉Page |851  
 

Escalate: Economics and Business Journal 

https://doi.org/10.61536/escalate.v4i4.967  

This open-access article is distributed under a Creative Commons Attribution (CC-BY-SA) 4.0 license 

 

examine account and payment security, clarity of product information, seller credibility, and return 

policies before making a transaction. 

This study has several limitations. First, the respondents were only Generation Z in Greater 

Jakarta (Jabodetabek), so the results may not necessarily apply to other regions. Second, the model only 

contains four variables, leaving 25.6% of the variation in interest unexplained. Third, the data are 

sourced from respondents' perceptions through questionnaires, so interpretation must take into account 

the characteristics of the data. Future research is recommended to add other variables based on theory 

and previous findings, expand the coverage of regions and age groups, and compare the strength of 

influence between variables using standardized coefficients, particularly for perceived trust. 

 

Bibliography 

Anaya, N., Lukman, H., & Simina, J. (2023). Faktor-faktor yang mempengaruhi niat pembelian 

pelanggan pada e-commerce di Indonesia. Jurnal Paradigma Akuntansi, 5(2). 

https://doi.org/10.24912/jpa.v5i2.23573 

Asosiasi Penyelenggara Jasa Internet Indonesia. (2024, 7 Februari). APJII jumlah pengguna internet 

Indonesia tembus 221 juta orang. https://www.apjii.id/berita/d/apjii-jumlah-pengguna-internet-

indonesia-tembus-221-juta-orang 

Badan Pusat Statistik. (2026). Statistik telekomunikasi Indonesia 2025. 

https://www.bps.go.id/id/publication/2026/08/31/49c6f2edbe4fdc176175d833/statistik-

telekomunikasi-indonesia-2025.html 

Badan Pusat Statistik Kabupaten Boyolali. (2024, 8 Oktober). Memotret perkembangan usaha e-

commerce di Indonesia. https://boyolalikab.bps.go.id/id/news/2024/10/08/572/memotret-

perkembangan-usaha-e-commerce-di-indonesia.html 

Badan Pusat Statistik Kabupaten Kotabaru. (2025, 19 Mei). Mengenal Gen Z, generasi rawan depresi 

hingga si paling self reward. https://kotabarukab.bps.go.id/id/news/2025/05/19/345/mengenal-

gen-z--generasi-rawan-depresi-hingga-si-paling-self-reward.html 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of information 

technology. MIS Quarterly, 13(3), 319–340. https://doi.org/10.2307/249008  

Destyana, Y., & Handoyo, S. E. (2023). Pengaruh digital marketing, perceived ease of use, dan ragam 

produk terhadap minat beli serta pengaruhnya pada keputusan pembelian melalui e-commerce 

Shopee di Jabodetabek. Jurnal Manajemen Bisnis dan Kewirausahaan, 7(2). 

Evitasari, N. K., Gama, A. W. S., & Astiti, N. P. Y. (2024). Effect of ease of use perception on user 

interest with attitude as mediator: A case study of Tokopedia users in Klungkung. Review of 

Management, Accounting, and Business Studies, 5(2), 153–163. 

Faiqoh, I. (2026, 4 September). Profil pengguna internet di Indonesia 2025, seperti apa 

karakteristiknya? GoodStats. https://goodstats.id/article/profil-pengguna-internet-di-indonesia-

2025-seperti-apa-karakteristiknya-JUaUw 

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: An integrated 

model. MIS Quarterly, 27(1), 51–90. https://aisel.aisnet.org/misq/vol27/iss1/4/ 

Ghozali, I. (2021). Aplikasi analisis multivariate dengan program IBM SPSS 26 (Edisi ke-10). Badan 

Penerbit Universitas Diponegoro. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2013). Multivariate data analysis (7th ed.). 

Pearson.  

Handoyo, S. (2024). Purchasing in the digital age: A meta-analytical perspective on trust, risk, security, 

and e-WOM in e-commerce. Heliyon, 10(8), e29714. 

https://doi.org/10.1016/j.heliyon.2024.e29714 

Hidayah, N., & Nurfadilah, D. (2022). Factors affecting entrepreneurial intention of Generation Z in 

using the e-commerce platform: Evidence from Indonesia. International Journal of Business, 

Economics and Law, 27(1), 38–43. https://ijbel.com/wp-

content/uploads/2022/09/IJBEL27.ISU1_219.pdf 

https://doi.org/10.61536/escalate.v4i4.967
https://doi.org/10.2307/249008


Page |852 ҉ Escalate: Economics and Business Journal, Vol. 4, No. 4, 2026 

 

Escalate: Economics and Business Journal 

https://doi.org/10.61536/escalate.v4i4.967  

This open-access article is distributed under a Creative Commons Attribution (CC-BY-SA) 4.0 license 

IBM. (n.d.). Overview (REGRESSION command). IBM SPSS Statistics Documentation. 

https://www.ibm.com/docs/en/spss-statistics/32.0.0?topic=regression-overview-command 

Kementerian Perdagangan Republik Indonesia, Badan Kebijakan Perdagangan, & Pusat Kebijakan 

Perdagangan Domestik. (2025). Kinerja perdagangan melalui sistem elektronik (PMSE) 

Indonesia tahun 2025. https://bkperdag.kemendag.go.id/unduhan-file/a11ba920-123c-4a4f-

856b-cdbb1f0f64c4 

Lim, W. M. (2025). What is quantitative research? An overview and guidelines. Australasian Marketing 

Journal, 33(3), 325–348. 

Marhaeni, T. D. C., & Hayu, R. S. (2023). Interface quality, perceived enjoyment, dan perceived trust 

terhadap niat pembelian menggunakan aplikasi e-commerce Lazada. Revitalisasi: Jurnal Ilmu 

Manajemen, 12(2), 264–274. 

Melani, A., & Hamid, R. S. (2023). Peran online trust, risk perception, delivery risk dalam menentukan 

online purchase intention pada iGeneration yang menggunakan e-commerce. Jesya (Jurnal 

Ekonomi dan Ekonomi Syariah), 6(1). 

Mohamed Rahman, N. A., Alanzi, A. R. A., Azizan, A. N., Azizan, S. A., Samsudin, N., & Salarzadeh 

Jenatabadi, H. (2024). Application of Bayesian structural equation modeling in construction and 

demolition waste management studies: Development of an extended theory of planned behavior. 

PLOS ONE, 19(1), Article e0290376. https://doi.org/10.1371/journal.pone.0290376 

Mohd Noh, N. A., & Azlan, N. (2025). Factors affecting online purchase behavior of Generation Z and 

Millennials. International Journal of Research and Innovation in Social Science, 9(3), 740–746. 

Putri, R. L. M., & Hermeindito. (2024). The influence of user interface on Shopee buying interest and 

moderated by gender differentiation. Jurnal Performa: Jurnal Manajemen dan Start-up Bisnis, 

9(1), 112–127. 

Sugiyono. (2023). Metode penelitian kuantitatif, kualitatif, dan R&D (Edisi ke-2, Cetakan ke-5). 

Alfabeta. 

Suprapto, A. T., Yulianto, K., & Kendrick. (2025). Understanding Generation Z’s shopping interest on 

e-commerce ‘T’: The role of usefulness, trust, user interface, and ease of use in the Bekasi area. 

Binus Business Review, 16(2), 151–161. https://doi.org/10.21512/bbr.v16i2.12796 

Suryawirawan, O. A. (2019). Perceived ease of use dan perceived usefulness terhadap e-commerce 

intention melalui aplikasi online shop pada mahasiswa di Surabaya. Jurnal MEBIS (Manajemen 

dan Bisnis), 4(1), 1–8. 

Tahalele, M. C. (2025). Hubungan digital marketing dan brand awareness terhadap keputusan pembelian 

konsumen Generasi Z pada platform e-commerce Indonesia. Jurnal Administrasi Terapan, 4(1). 

https://ejournal-polnam.ac.id/index.php/JAT/article/view/3377/1547 

Wijayanti, N., Salma, N. A., Malinda, F., Siregar, J. A., & Abdullah, M. (2024). Analisis preferensi 

mengenai minat beli pelanggan e-commerce. KREATIF: Jurnal Ilmiah Prodi Manajemen 

Universitas Pamulang, 12(1), 29–42. 

Yonatan, A. Z. (2025, 15 Mei). Jumlah kunjungan ke situs e-commerce Indonesia melemah. GoodStats. 

https://goodstats.id/article/jumlah-kunjungan-ke-situs-e-commerce-indonesia-melemah-Xza8b 

Zahroq, E. L., & Asiyah, B. N. (2022). Analisis penentu keputusan pembelian dan implikasinya terhadap 

minat beli ulang pada pengguna Shopee Generasi-Z. Juremi: Jurnal Riset Ekonomi, 2(1), 83–98. 

Zheng, Q., Li, C., & Bai, S. (2022). Evaluating the couriers’ experiences of logistics platform: The 

extension of expectation confirmation model and technology acceptance model. Frontiers in 

Psychology, 13, Article 998482. 

 

 

 

https://doi.org/10.61536/escalate.v4i4.967

