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INTRODUCTION

The increasing development of the Internet worldwide is increasing and pro-
vides promising prospects for online shopping. Online shopping in today's era is
no stranger. There is even an online shopping system that is safe, comfortable,
and effective. Everyone is confident in buying products at online stores or com-
monly referred to as online shops. Online shopping began to develop with rapid
technological advances, smooth and easy prepayment, and a stable internet sys-
tem. Technological advances make it easier for consumers to shop online because
online shopping ads are often displayed on smartphone applications or social
media for each gadget user. According to the latest global survey by Nielsen
Online on kompas.com, more than 85% of the world's population has used the
Internet for online purchases. Devika (2014) states that the most critical factors
influencing online shopping are security, trust, and good website design. A safe
and reliable online shopping site can increase the number of consumers who will
shop online. Richa (2012) states that the key to business survival in the future
depends on how well it can integrate media into the current business model.
Online shop sellers must be able to consider customer habits in buying products
and services desired by customers.

With the increasing use of the Internet, netizens appear in every country.
Netizens are gadget user who is always looking for information on the Internet.
Every netizen has a character in online shopping. Netizens are always careful
when shopping, comparing the price and quality of one online business with
another and comparing the safety of each online shop. An online shop that has
good quality and guarantees security and convenience in online shopping will
be an attraction for netizens, and even netizens can easily promote products and
online soups that sellers own. Online shop sellers must learn the character of
netizens. In the context of online shopping between countries, one must know
the character and factors of each netizen between countries.

Asia, as well as Europe, has a significant number of netizens. Asia has China
as the largest population, so the number of netizens in Asia is still much higher
than in Europe. Based on echinacea data in 2014, it was stated that the number of
netizens in China had the highest number with 463 million people, 2.5 times
greater than the number of internet users in America, 178 people. This Chinese
population makes Asia have the most netizens compared to Europe. Asia has a
significant number of online sales. Based on data from Business Startups, in 2014,
several countries in Asia were ranked as the 5th largest in online shop sales, such
as China with sales of $274.57, the second place occupied by Japan with sales of
$127.06, South Korea with third place with sales of $20.24, India is in third place
with sales of $ 16.32, and in the fifth place occupied by Indonesia with sales of $
2.60. These sales will increase in 2015 and 2016. The five countries in Asia can be
one of the prospects for online business.

In Europe, the number of netizens is increasing from year to year. In the
research we are social, it is stated that in 2014 Europe had the highest netizen
rates, namely in Iceland and Norway (95%), while Ukraine was still far behind
but still on par with the global average of 34%. The number of netizens across the
region is impressive, with Europe accounting for over half a billion online users.
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The relevant theory to explain the title above is the Phenomenological
Theory-Alfred Schutz. In this chapter, the Phenomenological Theory-Alfred
Schutz is explained in depth to explain the portrait of the life of street vendors.
Phenomenological studies of social relations also focus on mental processes or
"inside" life. All social ties affect the "inside" life of everyone interacting with
them. A group is not seen only as a combination of several individuals, but
society can affect the "inside" condition of everyone who joins it. Self-awareness
of a group is the awareness of each member that binds them in one unit. Each
member has a sense of ownership of the entire group structure.

Thus, phenomenology as a pure sociological method can reveal the essence
of society, people's behaviour and the social relations that are formed. Using this
method, one can find the facts or dispositions priori and the peak of social life.
These facts are the a priori preconditions of human community, and social life
can be reduced to developing these facts.

LITERATURE REVIEW

For online entrepreneurs, the development of Internet applications
positively impacts online businesses. According to Yuliana (2000), Internet-based
applications can give business strategy advantages to win the competition in:

a) Global Dissemination. Because now that countries are connected to the
Internet, global communications in business come alive. E-mail, electronic
mailing lists, World Wide Web sites, and other internet services have
made disseminating information internationally faster, cheaper and more
accessible. This condition gives the business strategy advantages in
increasing the savings and efficiency of global communications and
reaching, selling, and developing services for international consumer
markets.

b) Interaction. Interactive communication is another internet capability, such
as discussion forums and chat groups; Interactive forms for orders,
feedback, and technical support; E-mail to answer requests and comments
online. Fast and efficient feedback to consumers and responses from
customer support specialists provide several opportunities to show the
company's attention to its customers. So internet technology helps
businesses build consumer roles and loyalty.

c) Customisation. The ability to automate the provision of information and
services according to the needs of each consumer is an Internet business
strategy capability. Information can be accessed and shared from network
servers, depending on the user's needs. For example: fill out a registration
form for quick access to select Web site levels. Efficiency, low cost, and
interactive marketing targets for each consumer are crucial to business
advantages with Internet technology.
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d) Collaboration. The Internet may facilitate and streamline access to data,
hardware and software on a shared network. For example, information on
Web sites can be obtained easily using Web browsers. Other groupware
tools help coordinate projects and manage data stored on cross-linked
Web site servers. This condition can increase cooperation among teams,
workgroups, and business partners to complement the role of the
company's business strategy.

e) Electronic Commerce. The Internet is becoming a platform for EC
technology. The Internet connects companies with consumers and their
sellers, allowing companies to market, buy, sell, and support products and
services electronically —some advantages of doing business via the
Internet lie in EC applications. EC allows markets to open and create new
products and services.

f) Integration. Companies that work using the Internet integrate outside
activities with business processes within the company online. For
example, the company's Web site is connected to an operational database
stored on the Intranet Web Server so that site visitors.

Netizens are internet users who are very careful when shopping online.
Caution in buying is natural because service, security, accuracy, and smooth web
speed can satisfy consumers in shopping online.

Vanishree (2012) revealed that most customers shop online because it is
the easiest way to shop and can save time. Alex et al. (2014) stated that Asia
would be home to more than half of the world's population by 2020. Therefore,
it is not difficult to see the potential growth of e-commerce or Asian online
businesses for the next few years. Some countries that have the potential for
online business growth are China, Japan, Korea, and Southeast Asia.

Mishra and Priya (2013) stated that people are happier making online
purchases, especially in the most populous country like India, where people must
stand in long queues and dusty streets. The quality of information, after-sales
service, buyer recommendations, attractive visual designs, and the number of
products are self-interested in online purchases. Visual design is the third most
preferred site attribute. Graphic design refers to website visuals, such as colours,
fonts and multimedia features to attract customers to buy the product.

In China, marketing mix and company reputation has a more significant
influence in influencing consumer attitudes. In their research, Moss and Nathasa
(2013) stated that they had realized the diverse business developments
throughout Europe. Most households in Europe have almost as vast Internet and
broadband as Russia. The survey shows that 40% of Europeans aged 16-65 use
the Internet to purchase goods and services online, and almost half, 47%, use it
to browse goods.

When buying online, 64 % prefer home delivery, 85% choose to have access
to a store to view or even touch products, and 17% want to buy in-store. Online
shopping in Europe is developing differently for purchases, especially clothing.
Europeans prefer home-delivery shopping, especially in Hungary, Poland, and
Germany. Taking products to stores is often in the interest of England, France,
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and Belgium. Posted research explains that Europeans prefer to shop for clothes
over other purchases.

Alex et al. (2014) reveal that B2C e-commerce and delivery markets in
Europe are very heterogeneous and reflect differences to date. The following is
an analysis of the four countries in Europe.

1. German: Germany is the city centre. German e-commerce sales get the second
highest notch in Europe —market earnings for 2013 range from EUR 33100000000
to EUR 39.1. Sellers in Germany are increasingly looking for opportunities for
foreign e-commerce growth by selling to consumers abroad.

2. Greece: The e-commerce market is small but snowballing. The development of
e-commerce is constrained by administrative barriers to online business, limited
broadband access and a high proportion. The preferred payment method is cash
on delivery which places an additional burden on delivery service providers and
business enterprises online.

3. Ireland: Demographics are dominated by urban and rural communities.
Resident netizens in Ireland are widespread. Delivery orders in Ireland are well
served. Irish postal service supplies shipping services throughout the country,
mainly in rural areas.

4. Poland: Poland is one of the fastest-growing e-commerce markets in Europe,
with a growth rate of more than 25% per year. Rural areas need to be more
developed regarding broadband access and e-commerce. The Polish shipping
market is very competitive and offers many delivery options from home and
shop. Urban communities in Poland generally have greater purchasing power
than rural communities. Personal contact with customers is the right decision
because, in the end, consumers will be more interested in the presence of agents
or distributors (U.S Commercial Service & U.S Embassy. Warsaw 2012).

Spath (2014) stated that almost 100% of 15- to 29-year-olds are active
netizens, and those aged 65+ have increased by 27% compared to 2007. Those
aged 55 and over are the target group for the retail industry. The PWC study
recorded that 61% bought online for the clothing and shoes category, 56% bought
health and cosmetics, and 5% only intended to ask questions at online stores.
Regarding technology tools, it is recorded that 53% of netizens use smartphones
or mobile phone tablets.

METHOD
The method used in this research is interpretive holistic with a qualitative

literal approach. The holistic interpretive method analyzes the text by relating it
and its relevance to the context and then abstracting it into a complete picture.
The qualitative paradigm aims to describe conditions and phenomena as they
are. Denim said qualitative research contains an approach and interpretation of
the natural meaning: “This means that qualitative researchers study things in
their natural settings, trying to make sense of, or to interpret, phenomena in terms
of the meanings people bring to them” (Denzyme et al. 2000, p. 4).

So, as a part of qualitative research, this research interprets the meaning of
linguistic theory, especially critical discourse analysis, and then relates it to the
business economic policy analysis method.
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Concerning the study of literature, this paper bases its discussion on the lit-
erature that discusses theories of critical discourse analysis. The theory in ques-
tion is non-economics theory. In other words, the research data in this paper is
not based on a field research paradigm that takes data from the field.

Furthermore, the method used to describe the discussion in this paper is a
qualitative descriptive method. The debate is presented using words and sen-
tences, not using numbers. The argument is theoretical by submitting concrete
proposals related to the research title without testing theories and opinions. This
is acceptable in qualitative research.

RESULTS AND DISCUSSION

The phenomenological approach is used in research to support the
importance of reading and understanding psychological conditions, financial
physiology, and other market contexts. The development of online businesses in
every country is increasing. The increase in online business sales is due to the
rapid growth of technology, making it easier for netizens to access online
shopping. Increasingly accessible technology, fast broadband, sophisticated
smartphones, and smooth delivery services are external factors that attract
consumers' interest in online shopping. In contrast, internal factors of consumer
interest in online shopping are speed and friendliness of service, easy down
payments, and better security. Guaranteed, and the quality of the website is
good. Many producers want to sell their products abroad. Therefore, it is
necessary to know overseas consumers' conditions, situations, and behaviour.

This study was written to find out the comparison of netizens in Asia and
Europe. Netizens in Asia are the most significant potential of online business.
Several Asian countries that can be potential for online business growth are
China, Japan, Korea, and Southeast Asia. News from Kompasnia said that
Indonesia still needs to improve compared to China, the US, India, Brazil, and
Japan compared to the number of netizens because countries such as China, the
US, India, and Brazil have more population than Indonesia. The literature review
results discuss several factors that cause netizens in Asia to buy online shops,
namely saving time, no need to queue, guaranteed online company reputation,
smooth internet access, attractive feature designs, and local cultural elements.

The relevant theory to explain the title above is the Phenomenological
Theory-Alfred Schutz. In this chapter, the Phenomenological Theory-Alfred
Schutz is explained in depth to explain the portrait of the life of street vendors.
Phenomenological studies of social relations also focus on mental processes or
"inside" life. All social relations affect the "inside" life of everyone interacting with
them. A group is not seen only as a combination of several individuals, but
society can affect the "inside" condition of everyone who joins it. Self-awareness
of a group is the awareness of each member that binds them in one unit. Each
member has a sense of ownership of the entire group structure.

Thus, phenomenology as a pure sociological method can reveal the
essence of society, people's behaviour and the social relations formed. Using this
method, one can find the facts or dispositions priori and the peak of social life.
These facts are the a priori preconditions of human community, and social life
can be reduced to developing these facts.

1274



Formosa Journal of Sustainable Research (FISR)
Vol.2, No.5, 2023: 1269-1282

Europe has a small number of netizens compared to Asia. Judging from
sales in 2014, netizens in Asia had sales transactions of $440.79, while Europe had
sales transactions of €47.8 billion. With the number of other sales, there is still
little awareness of European netizens to shop online. The attention of European
netizens in online shopping is because several countries need help with the
problem of sending complex goods due to the country's remote location and
unsupported broadband happening in Greece and Ireland.

Online shopping has become an increasingly popular trend globally, and
online shoppers are rapidly growing. Although online shopping is a global
phenomenon, there are significant differences in the online shopping behaviour
of consumers in Asia and Europe. This analysis will explore the differences
between online shopping consumers in Asia and Europe.

1. Demographics: Regarding demographics, Asia's population is younger
than Europe's. The younger population in Asia is more comfortable with
technology and tends to be more tech-savvy, making them more inclined
towards online shopping. In contrast, the older people in Europe may
need to be more comfortable with technology and may prefer traditional
shopping methods.

2. Cultural differences: Cultural differences also significantly affect online
shopping behaviour. Consumers in Asia tend to be more price-sensitive
and value-oriented, preferring bargains and discounts. In contrast,
European consumers are more quality-conscious and are willing to pay a
premium for high-quality products and brands.

3. Payment methods: Payment methods also differ between Asia and
Europe. Consumers in Asia are more likely to use digital payment
methods like Alipay and WeChat Pay. In contrast, European consumers
use credit and debit cards for online purchases.

4. E-commerce platforms: E-commerce platforms also differ between Asia
and Europe. In Asia, platforms like Alibaba and JD.com dominate the
market, while in Europe, Amazon and eBay are the dominant players.

5. Mobile Shopping: Mobile shopping is more prevalent in Asia than in
Europe. With the high penetration rate of smartphones in Asia, mobile
shopping has become a popular trend. In contrast, European consumers
still prefer a desktop or laptop for online shopping.

6. Cross-border shopping: Cross-border shopping is also more prevalent in
Asia than Europe. Asian consumers tend to purchase products from other
countries, with Japan, South Korea, and China being the primary sources
of cross-border purchases. In contrast, European consumers tend to shop
within their own country or the EU due to language and currency barriers.
We can use several data sources, such as market research reports, surveys,

and online shopping data, to analyse shopping behaviour between Europe and
Asia. Here are some insights based on available data:
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1. Online shopping penetration in Asia is much higher than in Europe.
According to eMarketer, the online shopping penetration rate in Asia was
56.8% in 2020, while in Europe, it was 45.8%. This difference can be
attributed to the younger population in Asia, which is more comfortable
with technology and tends to be more tech-savvy.

2. Mobile shopping is more prevalent in Asia compared to Europe.
According to Statista, in 2020, 72% of online shoppers in Asia used their
mobile devices to shop, while in Europe, only 45% used mobile devices.
This condition can be attributed to the high penetration rate of
smartphones in Asia and the convenience of mobile shopping.
Cross-border shopping is more prevalent in Asia compared to Europe.

According to eMarketer, in 2020, 44% of online shoppers in Asia purchased
products from another country, while in Europe, only 20% did the same. This
variable can be attributed to the higher price sensitivity of Asian consumers, who
are more likely to seek bargains and discounts, even if it means purchasing
products from other countries.

CONCLUSIONS

Asian netizens are an outstanding market share with more netizens than
Europe. Excellent internet access and increasingly sophisticated technology
make Asian netizens lazy to shop because there are queues to buy, like in India.
In contrast, if consumers buy online just waiting for the goods, the goods will be
sent home. This purchase method is very effective for saving time, especially for
netizens busy with work. Netizens in Asia prefer online shopping with attractive
features, sound design, good service quality, and low prices.

European netizens are netizens with a small number compared to netizens
in Asia, but the level of development of netizens in Europe is increasing yearly.
The few netizens in Europe are due to internet access and complex delivery
services in remote European countries. This condition is an obstacle to doing
business online in European states. Some countries, such as Germany and
Poland, are good netizens because they have better internet access in Germany
and Poland than other countries.

Netizens in Europe, in previous research, stated that they prefer online
shopping in the clothing category compared to other categories. Online business
companies selling their goods and products to Asia and Europe must pay
attention to the obstacles in every Asian and European state, especially European
states. The critical thing that sellers need to pay attention to is maintaining
product quality, design, features, buying interest in each country and the
company's reputation when they want to buy.

It pays attention to the elements contained in online business, such as
guaranteed security features. These visual designs do not complicate netizens
buying products, maintaining product quality, company reputation, and fast
service.

In Asia and Europe, more than some netizens use smartphones or tablets
to shop online, so if there is an online shopping application that is easily
accessible via a smartphone or tablet, it will be beneficial.
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Asian netizens have great potential for online businesses, so the things
that need to be considered are attractive website and design features, quality
services, attractive promotions, and affordable prices to attract Asian netizens to
shop.

In Europe, several countries are still hampered by access to delivery of
goods, so it is necessary to pay attention to online businesses to cooperate with
the delivery service so that the goods arrive on time according to the specified
schedule. In online business, European netizens prefer to buy online shopping in
the clothing category. Therefore, it is necessary to have attractive promotions to
beat other online shopping competitors.

In conclusion, the online shopping behaviour of consumers in Asia and
Europe is influenced by various factors, including demographics, cultural
differences, payment methods, e-commerce platforms, mobile shopping, and
cross-border shopping. Businesses catering to online shoppers must understand
these differences to tailor their marketing strategies and provide a better online
shopping experience.

REFERENCES

Alex, Dkk. (2014). “Design And Development Of Initiatives To Support
The Growth Of E- comerce Via Better Function Parcel Delivery Systems In Eu-
rope”. Final Report

Alex, S (2014). “State Of E-commerce In South -East Asia”. Hybris Soft-
ware, An SAP

Anjani, S. D., & Siregar, 1. (2023). Health Vitality of the Betawi Language
in the Future in Jakarta: A Sociolinguistic Study. Formosa Journal of Sustainable Re-
search, 2(3), 623-640. https:/ /doi.org/10.55927 / fjsr.v2i3.3521

Anjani, S. T., & Iskandarsyah Siregar. (2023). The Existence of Palang Pintu
Culture in the Opening Procession of Betawi Traditional Weddings (Case Study:
George Herbert Mead’s Symbolic Interactionism). Formosa Journal of Sustainable
Research, 2(3), 641-666. https:/ /doi.org/10.55927 / fjsr.v2i3.3517

Company Country Comercial Guide (2012). Doing Business In Polandia.
U.S Commercial Service & U.S Embassy Warsaw.

Gayathiri R, S Usha, dan S Balachandran (2014) “Gender Specific Behav-
ioral Difference of Netizens in Online Shopping”. International Journal of Ad-
vance Research in Computer Science and Management Studies

Ghifari, H., & Siregar, 1. (2023). The Effect of Service Quality and Promo-
tion on Visiting Decisions at Betawi Cultural Villages. Formosa Journal of Sustain-
able Research, 2(3), 607-622. https://doi.org/10.55927 / fjsr.v2i3.3516

Heidi, S. (2014). Internet And Cloud Services - Statistics On The Use By
Individuals. Explained http:/ /ec.europa.eu/eurostat/statisti cs-

Jun, G dan Noor, I, J,. (2011) “A Study on Consumers’ Attitude towards
Online Shopping in China”. Journal Of Business And Social Science. Vol. 2 No.
22

1277


https://doi.org/10.55927/fjsr.v2i3.3521
https://doi.org/10.55927/fjsr.v2i3.3517
https://doi.org/10.55927/fjsr.v2i3.3516

Demidyuk, Siregar

Kemp, S. (2014). Social, Digital & Mobile In Europian In 2014.
http:/ /wearesocial.net/tag/online/
Lee dan H Siang, T. (2009). Online Shopping Market In China - Adventurous
Kingdom For Foreign SMEs. CBCMarketing Research Shanghai Office.

Maguire, R dkk (2014). ASEAN ECommerce Is ASEAN At An Inflection
Point For E-commerce? Q-Series.

Mishra, S dan Priya, M, M. (2013) Analyzing Perceived Risk And Website
Attributes In E-Retailing: A Study From India. Journal Of Internet Banking And
Commerce.

Moss, N dan Nathasa, P. (2013) How We Shop-Inside The Mands Of Eu-
rope’s Consumers. Emea Research & Consulting. CBRE.

Permana, G. I, Saiful, A., Siregar, 1., & Zulkarnain. (2022). The Contraven-
tion and Community Alteration Relationship. Budapest International Research and
Critics  Institute  (BIRCI-Journal):  Humanities  and  Social  Sciences.
https:/ /doi.org/10.33258 / birci.v5i1.4418

Sabrina, A., Siregar, 1., & Sosrohadi, S. (2021). Lingual Dominance and
Symbolic Power in the Discourse of Using the PeduliLindungi Application as a
Digital Payment Tool. International Journal of Linguistics Studies, 1(2), 52-59.
https:/ /doi.org/10.32996 /ijls.2021.1.2.8

Salsabila, Siregar, 1., & Sosrohadi, S. (2021). Analysis of Code Mixing in
Jerome Polin Youtube Content “Nihongo Mantappu”. International Journal of Lin-
quistics, Literature and Translation, 4(12), 01-
08. https:/ /doi.org/10.32996/1j11£.2021.4.12.1

Saputra, A. S., & Iskandarsyah Siregar. (2023). Implementation of DKI Ja-
karta Provincial Regulation Number 4 of 2015 Concerning the Preservation of
Betawi Culture (Case Study: Education Curriculum). Formosa Journal of Sustaina-
ble Research, 2(3), 591-606. https:/ /doi.org/10.55927 / fjsr.v2i3.3518

Siregar, Iskandarsyah. (2016). Eksposisi General Psikolinguistik. Jakarta: LPU
Unas

Siregar, 1., Rahmadiyah, F., & Siregar, A. F. Q. (2021). Therapeutic Com-
munication Strategies in Nursing Process of Angry, Anxious, and Fearful Schiz-
ophrenic Patients. British Journal of Nursing Studies, 1(1), 13-
19. https:/ /doi.org/10.32996/bijns.2021.1.1.3

Siregar, 1., Rahmadiyah, F., & Siregar, A. F. Q. (2021). Auditorium Model
Assessment with Corrected Acoustic Function. British Journal of Physics Studies,
1(1), 01-06. Retrieved from https://al-kindipublisher.com/index.php/bjps/ar-
ticle/view /2610

Siregar, I. & Siregar, R. (2021). The Relevances between Poda Na Lima Phi-
losophy with Islamic Perspective. Budapest International Research and Critics Insti-

tute (BIRCI-Journal): Humanities and Social Sciences.
https://doi.org/10.33258 / birci.v4i4.3240

1278


https://doi.org/10.33258/birci.v5i1.4418
https://doi.org/10.32996/ijls.2021.1.2.8
https://deref-mail.com/mail/client/JumWKVgfk4Q/dereferrer/?redirectUrl=https%3A%2F%2Fdoi.org%2F10.32996%2Fijllt.2021.4.12.1
https://doi.org/10.55927/fjsr.v2i3.3518
https://deref-mail.com/mail/client/BDaozWSeX0E/dereferrer/?redirectUrl=https%3A%2F%2Fdoi.org%2F10.32996%2Fbjns.2021.1.1.3
https://deref-mail.com/mail/client/f6ubxmwNjF8/dereferrer/?redirectUrl=https%3A%2F%2Fal-kindipublisher.com%2Findex.php%2Fbjps%2Farticle%2Fview%2F2610
https://deref-mail.com/mail/client/f6ubxmwNjF8/dereferrer/?redirectUrl=https%3A%2F%2Fal-kindipublisher.com%2Findex.php%2Fbjps%2Farticle%2Fview%2F2610
https://scholar.google.com/scholar?oi=bibs&cluster=7810376623894406672&btnI=1&hl=en
https://scholar.google.com/scholar?oi=bibs&cluster=7810376623894406672&btnI=1&hl=en
https://doi.org/10.33258/birci.v4i4.3240

Formosa Journal of Sustainable Research (FISR)
Vol.2, No.5, 2023: 1269-1282

Siregar, I. & Salsabila. (2021). Acts of Illocutionary Speech by Ganjar Pran-
owo in the "One Hour Closer" Talkshow. International Journal of Arts and Human-
ities Studies, 1(1), 95-100. https:/ /doi.org/10.32996/ijahs.2021.1.1.14

Siregar, I. & Sabrina, A. (2021). Representation of Religious Values in Gu-
rindam Twelve and Their Relevances with Modern Era. International Journal of
Cultural and Religious Studies, 1(1), 50-57.
https:/ /doi.org/10.32996 /ijcrs.2021.1.1.7

Siregar, I. (2021). Verbal Communication of Schizophrenic Patients Due to
Neurotransmitter Distortion. QALAMUNA: Jurnal Pendidikan, Sosial, Dan Agama,
13(2), 543-556.

Siregar, 1. (2020). Exploration and Implementation of the Cultural System as a
Solution to National and State Problems. http:/ /reposi-
tory.unas.ac.id /id /eprint/811

Siregar, I. (2021). Analysis of Betawi Language Interference on the Mor-
phology of Adolescent Speech in Jakarta. Journal of Humanities and Social Sciences
Studies, 3(8), 54-60. http:/ /doi.org/10.32996 /jhsss.2021.3.8.7

Siregar, 1. (2020). Geografi Leksikon Betawi. Jakarta: LPU Unas

Siregar, 1. (2021). Epistemological Challenges Against Sociolinguistics.
International Journal of Linguistics Studies, 1(2), 37-42.
https:/ /doi.org/10.32996/1jls.2021.1.2.6

Siregar, I. (2021). The Existence of Culture in its Relevance to the Dynamics
of Globalization: Bahasa Indonesia Case Study. International Journal of Cultural
and Religious Studies, 1(1), 33-38. Retrieved from https://www.al-
kindipublisher.com/index.php/ijcrs/article/view /2285

Siregar, 1., Rahmadiyah, F., & Siregar, A. F. Q. (2021). Linguistic
Intervention in Making Fiscal and Monetary Policy. International Journal of Arts
and Humanities Studies, 1(1), 50-56. https://doi.org/10.32996 /ijahs.2021.1.1.8

Siregar, 1., (2021). Research Methodology. Jakarta: Uwais Inspirasi Indonesia

Siregar, 1., Rahmadiyah, F., & Siregar, A. F. Q. (2021). The Impact of
Multisensory Stimulation of Biological Organs in Dysarthria Patients as
Articulation Skills Rehabilitation. British Journal of Nursing Studies, 1(1), 20-
29. https:/ /doi.org/10.32996 /bins.2021.1.1.3z

Siregar, 1., & Zulkarnain. (2021). CSR-Based Corporate Environmental
Policy Implementation. British Journal of Environmental Studies, 1(1), 51-57.
Retrieved

Siregar, I. (2022). Cyber Library Auditorium Acoustic Evaluation in
Acoustic Phonetic Perspective. Budapest International Research and Critics Institute
(BIRCI-Journal): Humanities and Social Sciences.
https:/ /doi.org/10.33258 /birci.v5il.4234

1279


https://doi.org/10.32996/ijahs.2021.1.1.14
https://doi.org/10.32996/ijcrs.2021.1.1.7
http://repository.unas.ac.id/id/eprint/811
http://repository.unas.ac.id/id/eprint/811
http://doi.org/10.32996/jhsss.2021.3.8.7
https://doi.org/10.32996/ijls.2021.1.2.6
https://www.al-kindipublisher.com/index.php/ijcrs/article/view/2285
https://www.al-kindipublisher.com/index.php/ijcrs/article/view/2285
https://doi.org/10.32996/ijahs.2021.1.1.8
https://deref-mail.com/mail/client/EzFUSO2ZINE/dereferrer/?redirectUrl=https%3A%2F%2Fdoi.org%2F10.32996%2Fbjns.2021.1.1.3z
https://doi.org/10.33258/birci.v5i1.4234

Demidyuk, Siregar

Siregar, 1. (2022). Islamic Values in Palang Pintu Procession in Semiotic
Perspective. Budapest International Research and Critics Institute (BIRCI-Journal):
Humanities and Social Sciences. https:/ /doi.org/10.33258 /birci.v5i1.4239

Siregar, 1. (2022). Criticism of Philosophical Approaches to
Sociolinguistics. Budapest International Research and Critics Institute (BIRCI-
Journal): Humanities and Social Sciences. https:/ /doi.org/10.33258 /birci.v5i1.4233

Siregar, I. (2022). The Effectiveness of Linguistics in Studying Fiscal and
Monetary Policy Issues. Budapest International Research and Critics Institute (BIRCI-
Journal): Humanities and Social Sciences. https:/ /doi.org/10.33258 /birci.v5i1.4235

Siregar, I. (2022). The Effectiveness of Multisensory Stimulation Therapy
in People with Specific Language Disorder. Budapest International Research and
Critics Institute (BIRCI-Journal): Humanities and Social
Sciences. https://doi.org/10.33258 / birci.v5i1.4238

Siregar, I. (2022). Semiotics Analysis in The Betawi Traditional Wedding
"Palang Pintu": The Study of Semiotics Roland Barthes. International Journal of
Linguistics Studies, 2(1), 01-07. https:/ /doi.org/10.32996 /ijls.2022.2.1.1

Siregar, 1., & Zulkarnain. (2022). The Relationship between Conflict and
Social Change in the Perspective of Expert Theory: A Literature
Review. International Journal of Arts and Humanities Studies, 2(1), 09-16.
https:/ /doi.org/10.32996 /bjahs.2022.2.1.2

Siregar, 1. (2022). Implications of Learning Methods Based on
Multisensory Stimulation Therapy in Patients with Transcortical Aphasia. I T A
LIENISCH,12(1),809-818. https:/ /doi.org/10.1115/italienisch.v12i1.252

Siregar, I. (2022). Papuan Tabla Language Preservation Strategy. LingLit
Journal  Scientific  Journal  for  Linguistics and  Literature, 3(1), 1-12.
https:/ /doi.org/10.33258 /linglit.v3il1.620

Siregar, 1. (2022). Language Response as a Cultural Element to
Globalization. Lakhomi  Journal — Scientific ~ Journal —of Culture, 3(1), 8-18.
https:/ /doi.org/10.33258 /lakhomi.v3i1.619

Siregar, I. (2022). Semiotic Touch in Interpreting Poetry. Britain
International of Linguistics, Arts, and Education (BIoLAE-Journal), 4(1), 19-
27. https:/ /doi.org/10.33258 /biolae.v4il1.618

Siregar, 1., & Yahaya, S. R. (2022). Semiotic Exploration of Roti Buaya as a
Cultural Ornament. British ~ Journal of Applied Linguistics, 2(1), 06-13.
https:/ /doi.org/10.32996/bjal.2022.2.1.2

Siregar, 1. (2022). Effective and Efficient Treatment of Regional Language
Preservation Strategies in the Nusantara. Journal of Humanities and Social Sciences
Studies, 4(2), 16-22. https:/ /doi.org/10.32996 /jhsss.2022.4.2.3

Siregar, 1., & Yahaya, S. R. (2022). Betawi Speech Shift in Internal Family
Communication. Budapest International Research and Critics Institute (BIRCI-
Journal): Humanities and Social Sciences. https:/ /doi.org/10.33258 /birci.v5i4. 7511

1280


https://doi.org/10.33258/birci.v5i1.4239
https://doi.org/10.33258/birci.v5i1.4233
https://doi.org/10.33258/birci.v5i1.4235
https://doi.org/10.33258/birci.v5i1.4238
https://doi.org/10.32996/ijls.2022.2.1.1
https://doi.org/10.32996/bjahs.2022.2.1.2
https://doi.org/10.1115/italienisch.v12i1.252
https://doi.org/10.33258/linglit.v3i1.620
https://doi.org/10.33258/lakhomi.v3i1.619
https://doi.org/10.33258/biolae.v4i1.618
https://doi.org/10.32996/bjal.2022.2.1.2
https://doi.org/10.32996/jhsss.2022.4.2.3
https://doi.org/10.33258/birci.v5i4.%207511%20%201.4238

Formosa Journal of Sustainable Research (FISR)
Vol.2, No.5, 2023: 1269-1282

Siregar, 1. (2022). Correlation and Logical Consequences between
Pancasila and the Perspective of Tradition. Lakhomi Journal Scientific Journal of
Culture, 3(4), 170-181. https:/ /doi.org/10.33258 /lakhomi.v3i4.864

Siregar, 1. (2022). Viewpoints and Perspectives of Batak Migrants on
Dalihan Na Tolu: The Exposition Revition. Lakhomi Journal Scientific Journal of
Culture, 3(4), 182-193. https:/ /doi.org/10.33258 /lakhomi.v3i4.865

Siregar, R., Zulkarnain., & Siregar, 1. (2022). Analysis of Naturally Hospi-
table Alternative Energy Cultivation Regulations. Budapest International Research
and  Critics  Institute  (BIRCI-Journal):  Humanities and  Social  Sci-
ences. https://doi.org/10.33258 /birci.v5i1.4422

Siregar, 1., Anjani, S. D., & Yahaya, S. R. (2023). Projection of the Vitality
of the Betawi Language in the Future Time in Jakarta. International Journal of

Linguistics, Literature and Translation, 6(3), 39-46.
https:/ /doi.org/10.32996/ijl11t.2023.6.3.4

Siregar, 1. (2023). Basic Techniques and Approaches in Preserving the En-
dangered Betawi Language. Budapest International Research and Critics Institute
(BIRCI-Journal): Humanities and Social Sciences.
https:/ /doi.org/10.33258 / birci.v6i2.7603

Siregar, 1. (2023). Description of the Condition of the Betawi Language in
Future Developments. Budapest International Research and Critics in Linguistics
and Education (BirLE) Journal. https://doi.org/10.33258 /birle.v6i2.7557.g7494

Siregar, 1. (2023). Democratic Liberal Theory Based on Literature Review.
Konfrontasi ~ Journal: ~ Culture, Economy and  Social = Changes.
https:/ /doi.org/10.33258 / konfrontasi2.v10i1.265

Siregar, 1. (2023). The Dynamics of Communication Forms in Betawi Lan-
guage in Community Implementation. Budapest International Research and Crit-
ics in Linguistics and Education (BirLE) Jour-
nal. https://doi.org/10.33258 /birle.v6i2.7556.¢7493

Siregar, 1. (2023). Determination of Aesthetic Acts as Resistance by Social
Society. Konfrontasi Journal: Culture, Economy and Social Changes.
https:/ /doi.org/10.33258 / konfrontasi2.v10i1.266

Siregar, 1. (2023). The Technical Essence of Poda Na Lima as the
Foundation of Public Health Philosophy. Lakhomi Journal Scientific Journal of
Culture, 4(1), 1-11. https:/ /doi.org/10.33258 /lakhomi.v4il.866

Siregar, 1. (2023). The Role of Language in a Dynamic Situation of
Globalization. Britain International of Linguistics, Arts And Education (BIoLAE)
Journal. https:/ /doi.org/10.33258 / biolae.v5i1.868

Siregar, 1. (2023). The Re-Evaluation of Function Hall Acoustic Phonetic
Condition. LingLit Journal Scientific Journal for Linguistics and Literature, 4(1), 49-
58. https:/ /doi.org/10.33258 /linglit.v4i1.867

1281


https://doi.org/10.33258/lakhomi.v3i4.864
https://doi.org/10.33258/lakhomi.v3i4.865
https://doi.org/10.33258/birci.v5i1.4422
https://doi.org/10.32996/ijllt.2023.6.3.4
https://doi.org/10.33258/birci.v6i2.7603
https://doi.org/10.33258/birle.v6i2.7557.g7494
https://doi.org/10.33258/konfrontasi2.v10i1.265
https://doi.org/10.33258/birle.v6i2.7556.g7493
https://doi.org/10.33258/konfrontasi2.v10i1.266
https://doi.org/10.33258/lakhomi.v4i1.866
https://doi.org/10.33258/biolae.v5i1.868
https://doi.org/10.33258/linglit.v4i1.867

Demidyuk, Siregar

Siregar, 1., & Yahaya, S. R. (2023). The Betawi Lexicon of Kinship and
Greeting. Formosa Journal of Sustainable Research, 2(3), 667-680.
https:/ /doi.org/10.55927 /fjsr.v2i3.3522

Siregar, 1. (2023). Phenomenological Analysis of Consumer Shopping
Behavior in Asia and Europe. Konfrontasi: Jurnal Kultural, Ekonomi Dan Perubahan
Sosial, 10(1), 25-33. https:/ /doi.org/10.33258 / konfrontasi2.v10i1.264

1282


https://doi.org/10.55927/fjsr.v2i3.3522

