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The purpose of this study is to investigate how perks and convenience affect consum-
ers' intentions to continue doing business online. Students from several Surabaya ter-
tiary universities who used the Buka Bukalapak website to conduct online transactions 
made up the research respondents. Multiple regression analysis is utilized to evaluate 
the presented hypothesis, with benefits and convenience acting as independent varia-
bles and interest in continuing online transactions acting as a dependent variable. The 
findings demonstrated that the advantages and ease had a notable favorable impact on 
the desire to continue online transactions on the Buka Bukalapak website. This 
demonstrates that the greater the benefits of conducting business on the Bukalapak 
website and the greater the consumer's comfort level with conducting business on the 
Bukalapak website, the greater the consumer's interest in conducting business again 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Volume 3, No 5, May (2023) DOI: https://doi.org/10.55927/mudima.v3i5.3002  Page: 1080-1087 

JURNAL MULTIDISIPLIN MADANI (MUDIMA) 
Homepage: https://journal.formosapublisher.org/index.php/mudima 

ISSN: 2808-5639 (Online) 
Research Article 

 

mailto:wanda.hidayat@umn.ac.id
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
https://journal.formosapublisher.org/index.php/mudima


1081 
 

INTRODUCTION 
The internet has now permeated many facets of 

human activity, including the political, social, and 
cultural spheres as well as the business and economic 
ones. One of the internet's technologies is e-com-
merce. that offer tools for information exchange. The 
advantages obtained with the internet include re-
duced costs, new capabilities in technology, ad-
vantages over competition, communication becomes 
easier, control over customer service increases. 

Due in large part to its contribution to effi-
ciency, the internet has started to become widely em-
ployed as a medium for business activities in the 
realm of trade. Electronic commerce, or e-com-
merce, is the practice of transferring information 
through the internet. Business to consumer and busi-
ness to business transactions (trade between business 
players) and clients) are the two categories into 
which e-commerce is separated. Online shopping is 
now becoming a well-liked e-commerce application, 
utilized by a variety of enterprises for a variety of 
purposes, including as a means of exchanging infor-
mation. By using the online shopping application, 
purchases can be made without being limited by 
place. Someone who is able to simply purchase 
things in another country from one country. The data 
offered to merchants might affect the way customers 
behave and make decisions when they shop online 
(Kotler, 2003). The most crucial thing for online 
marketers to do is to provide customer testimonials 
about the company's experience with conducting 
online business. Only by seeing Customers can be-
lieve and feel free to do online business because of 
the company's strong evidence (Gefen et al., 2003). 
Online marketers can sway consumer choices by ap-
plying conventional marketing strategies. 

Today's consumers have access to a variety of 
offline and online transaction possibilities, and un-
less they have a compelling reason, they will transfer 
between those locations (Bhattacherjee, 2001). De-
spite the significant growth in online sales, it is abun-
dantly obvious Many customers who look up various 
transaction sites are discouraged from making pur-
chases. In order to attract potential online transaction 
clients, commercial websites currently make an at-
tempt to provide useful product information. Since 
gathering Product information is also more important 
for online shopping, according to Keeney (1999), 
who suggested that relying just on real purchases to 
make decisions would be restrictive. E-shopping 

combines actions such as looking for product infor-
mation and making purchases. 

The Theory of Reasoned Action (TRA), which 
demonstrates user acceptance of information sys-
tems, is used in Davis' (1989) Technology Ac-
ceptance Model (TAM). In addition to being able to 
evaluate the explanation of the factors influencing 
user adoption of computer technology is aided by the 
analysis of large-scale user behavior across many 
computer technology applications (Davis et al., 
1992). Perceived utility and simplicity of use are the 
primary deciding variables. The development of atti-
tudes is substantially influenced by perceived useful-
ness (Moon and Kim, 2001). According to Ma and 
Liu (2004), some factors determine how easy some-
thing is to use in terms of acceptance. The impact of 
ease of use on adoption intention will diminish as 
user experience increases.  

Expectation Confirmation Theory (ECT) on the 
other hand helps predict consumer behavior, before, 
during, and after purchase, related to repurchasing 
products and services (Dabholkar et al., 2000). Ac-
cording to ECT, consumers define repurchase inten-
tion by determining whether the product or service 
meets their initial expectations. Consumer compari-
son of perceived usefulness with their real expecta-
tions of benefits will influence their intention to 
make further purchases in 2001, Bhattacherjee. Cus-
tomers will have a pleasant experience if the ad-
vantages live up to their initial expectations and leave 
them feeling happy intention to make repeat pur-
chases. 

However, ECT omits the possibility of a change 
According to Bhattacherjee (2001), there have been 
changes in both the original customer experience ex-
pectations and the ways in which those changes have 
affected later cognitive processes. Post-purchase ex-
pectations are based on actual experiences and are 
influenced by experience of use, which seems more 
realistic than pre-purchase expectations, which are 
often based on what the media or other people think. 
This means that if customers think a product or ser-
vice is valuable or exceeds their initial expectations, 
their expectations will rise. As a result, the transac-
tion site is attempting to foster customer loyalty. 

According to Venkatesh et al. (2003), cognitive 
beliefs about perceived usefulness will determine 
continuous usage and interest (continuance inten-
tions). According to Gefen et al. (2003), perceived 
utility will increase consumers' interest in online 
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transactions since people are more ready to change 
their routines and put in the time and effort necessary 
to use new information systems. Customers who are 
unhappy with their previous use of e-commerce ser-
vices may still do so if they find it advantageous. 
TAM is significantly predicted by perceived useful-
ness, and this relationship persists for continuation 
intentions when TAM is paired with ECT, according 
to Premkumar and Bhattacherjee (2008). An essen-
tial factor driving sustainable decision-making is 
perceived utility. 

Because numerous online transaction sites pro-
vide the same service or good, it is challenging and 
crucial to keep existing consumers. Site owners and 
sellers must think about how to draw and keep cus-
tomers by offering a convenient transaction site. An 
important aspect of the site's overall use, especially 
for entertainment purposes, is convenience (enjoy-
ment). According to Moon and Kim (2001), ac-
ceptance and sustained attention are intrinsically mo-
tivated by comfort and convenience. In addition, 
Childers et al. (2001) found that convenience, along 
with usefulness, can predict e-shopping behavior. To 
better understand personal e-shopping preferences or 
future visitation intentions, it is necessary to incor-
porate the notion of convenience. 

Given the current A model that represents con-
sumer interest in continuing Given the explosive 
growth of e-commerce, it is necessary to perform ad-
ditional research on the best way to conduct online 
purchases. This study's goal was to investigate how 
advantages and convenience consumers' interest in 
continuing to transact online at Buka Stalls 

 

METHODS 
This study employs a quantitative methodology 

with a strong emphasis on hypothesis testing. The 
data used is quantifiable and will result in findings 
that may be applied generally. Because it will look at 
how different variables interact, this study is causal. 
The research methodology starts with hypotheses 
and theories, then moves on to the creation of an an-
alytical model, identification of variables, formula-
tion of operational definitions, data collection based 
on analysis of the data, sample, and population. 

The study's target population was college stu-
dents from Surabaya who made purchases from the 
internet merchant Buka Bukalapak. The incidental 
sampling approach, a sampling technique, is used in 
this study's sample process. procedure that chooses 

samples from the individuals or units that are most 
conveniently located or accessible. 

Measurement instruments and Operational def-
initions 

To make it easier to understand and analyze ex-
isting problems and avoid misinterpretation or differ-
ences in This section will develop operational defini-
tions of study variables in light of various points of 
view. The following defines the research variables: 

1) Benefit variable (X1), which measures an in-
dividual's level of optimism that implementing a spe-
cific system will enable them to perform at a higher 
level at work, using the following indicators: 
a. Sites that facilitate online transactions are useful 
for searching and making purchases. 
b. Online shopping sites improve the effectiveness of 
searches and transactions. 
c. Online shopping portals make it easier for custom-
ers to find and purchase things. 
d. Online marketplaces make searching and purchas-
ing more efficient. Websites used for online transac-
tions make it easier to shop and conduct searches. 
f. Online shopping websites increase the efficiency 
of searches and purchases. 

2) Convenience variable (X2), namely the level 
of confidence that Despite its technological use, a 
technological activity is seen as being personally de-
lightful, as evidenced by indications such as namely 
Online transactions on enjoyable transaction sites 
(a), online transactions on satisfying transaction sites 
(b), online transactions on satisfying transaction sites 
(c), the opposite is also true: online transactions at 
uninteresting transaction sites involve consumers in 
the process of the transaction (d), online transactions 
at transaction sites (f), consumers feel comfortable 
making purchases on transaction sites (g), online 
transactions on cumbersome transaction sites (h), 
and online transactions. 

3) Fixed interest variable in online transactions 
(Y), namely individual judgments about repurchas-
ing a specific product or Indicators include (a) cus-
tomers praising the websites they use for online 
transactions to others, (b) customers recommending 
the websites to people looking for their opinions on 
these issues, (c) customers urging friends and family 
to use the websites they use for online transactions, 
and (d) customers using the websites they use for 
online transactions. making complimentary com-
ments on the websites they use for these transactions, 
(e) consumers intending to complete additional 
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transactions through these websites, and (f) sites 
used now This. 

The measurement scale used to operationalize 
the variable is the Likert Scale, which has five (five) 
scale levels: strongly agree (5), agree (4), simply 
agree (3), disagree (2), and strongly disagree (1), re-
spectively.   

 

RESULTS AND DISCUSSION 
Based on 100 surveys distributed at various ter-

tiary institutions in Surabaya, 87 respondents could 
be identified from the questionnaires that were fully 
completed and used as study data. The respondents' 
characteristics were broken down into groups based 
on gender, age, education, transaction volume, num-
ber of transactions, and monthly spending. To clearly 
understand how each of the 87 respondents' traits 
was described 
 
 
 
 
 

Validity Test 
Validity tests provide as evidence that the tool, 
method, or procedure used to gauge a notion accu-
rately captures the target concept. The purpose of the 
validity test is to evaluate the validity of a statement 
item. Each indicator is competent to explain the var-
iables in this study, according to the computation 
findings 0.05 is the 5% threshold of significance for 
all significance values. 
Reability Test 

Reliability is an index that shows the extent to 
which a measuring instrument can be relied upon. 
Since all of the independent variables utilized in this 
study have Cronbach's Alpha values below the data 
for all of the variables can be judged to be reliable if 
the correlation coefficient is 0.60. 
Multiple Regression Analysis 

The analysis technique Desire to engage in ad-
ditional online transactions, the dependent variable, 
and the independent variables, perceived benefits, 
perceived social norms, and perceived convenience, 
are employed in multiple regression. The following 
lists show the analysis' findings: 
 

Table 1. Regression Analysis Results

Source: Appendix Regression Results 
 

Regression analysis findings lead to the follow-
ing equation for the multiple linear regression model: 

Y = -0,410+0,319 X1+ 0,784 X2 
The following is explained by the regression model: 

The regression line's intersection with the Y 
axis, which measures the degree of interest in con-
ducting online transactions, is constant at -0.410 
when all independent variables—benefits and con-
venience—are equal to 0. 

b) Assuming the other independent factors don't 
change, the benefit variable (X1) has a positive re-
gression coefficient, which indicates that if the other 
independent variables advantages are larger, the in-
terest in continuing to trade online increases by the 
regression coefficient's value, which equals 0.319. c) 

The convenience variable (X2) has a positive regres-
sion coefficient, implying that the other independent 
variables will remain constant as convenience in-
creases, so does interest in continuing to conduct 
business online. The regression coefficient is equal 
to 0.784. 
The findings of the regression analysis also demon-
strate that the adjusted R Square (adj R2) of 0.763, 
which measures the degree of the independent varia-
bles' contributions to the interest in continuing to do 
business online, is indicative of their importance. 
This suggests that changes in benefits and conven-
ience account for 76.3% of the amount of interest in 
continuing to conduct business online. Thus, for the 
remaining 23.7%, other factors that haven't been 
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looked at still influence how interested people are in 
making online purchases. 
First Hypothesis Testing 

The t-test is used to conduct a test on the first 
hypothesis, which claims that perceived usefulness 
significantly increases consumers' interest in making 
more online purchases. It can be claimed that the in-
dependent variable significantly influences the de-
pendent variable if the significant level of (5%) is not 
reached by the significant value of t. The benefits 
variable's significance value is 0.000, which is less 
than the, which has a standardized beta value of 
0.280, according to the findings of the t test with a 
significant level of (5%) and a significance level of 
0.05. This demonstrates that the benefit variable sig-
nificantly increases the propensity to continue mak-
ing purchases online. Thus, the first hypothesis—that 
perceived usefulness significantly increases consum-
ers' interest in making more online purchases—is ac-
cepted. 
Second Hypothesis Testing 

According to the second premise, consumer in-
terest in future transactions is significantly influ-
enced by how much they are enjoying themselves 
online. The results of the The convenience variable's 
significance value for the t test with a significant 
level of (5%) is 0.000 has a normalized beta value of 
0.662 and is less than the significance cutoff of 0.05. 
Hence, it can be shown that the convenience factor 
significantly increases consumer interest in making 
more online purchases. The second hypothesis, ac-
cording to which enjoyment has a strong beneficial 
impact on customers' interest in carrying out further 
online transactions, is then approved. 

 
CONCLUSION 

Following are a few inferences that may be 
drawn from the findings of the analysis that was 
done: 

a. The benefits have a major beneficial effect on 
the desire to carry out transactions at the Bukalapak 
transaction site going forward; if consumers are more 
satisfied with the benefits, they will be more eager to 
conduct business online at Buka Stalls. 

b. Convenience has a strong beneficial impact 
on the desire to continue conducting business online 
at the Bukalapak transaction site; as customer com-
fort levels rise while conducting business at Buka 
Stalls, so will consumer desire to carry on with those 
transactions there. 

Considering the findings of the research that 
was done on how perks and convenience affect inter-
est in continuing to transact online at Buka Stalls, 
some suggestions can be given as follows: 

a. The results of the study show that the primary 
element driving desire in continuing online transac-
tions at Open Stalls is convenience. Companies 
should therefore concentrate on improving the ease 
of transactions at Open Stalls. The ease of navigation 
must be enhanced, and a quick and simple payment 
process must be adequately accommodated so that 
customers experience no problems while completing 
a purchase. It is important to make the purchasing 
and payment processes easier because doing so may 
encourage customers to visit Open Stalls again in the 
future. Perhaps Open Stalls has to create a break-
through so that customers can make purchases right 
away without first creating an account. The only 
steps required of customers are to locate the goods 
they desire, confirm its availability, and then submit 
payment. 

b. The Bukalapak party can also think about in-
troducing more transaction capabilities to increase 
the advantages of online transactions. Buka Stalls 
can assess the advantages it wishes to provide con-
sumers, such as affordable prices, high-quality 
goods, the availability of items that are hard to find 
offline, more information, and so forth. Buka Buka-
lapak must consider ways to facilitate online transac-
tions on their website, such like speeding transac-
tions or making the site's navigation easy for custom-
ers to understand processes while maintaining safety 
and professionalism. Buka Stalls should stay away 
from sites with difficult navigation transactional pro-
cesses, and think about supplying virtual tour facili-
ties for users, in particular to draw in customers who 
are not accustomed to making purchases online. 

In order to more accurately represent the traits 
or description of the actual population, future study 
should have the capacity to collect more samples. to 
gain a deeper comprehension of the demographic sta-
tus of the respondents, research can be carried out in 
a number of other significant Indonesian cities, in-
cluding Jakarta, Bandung, Yogyakarta, Medan, and 
others. Describe cutting-edge concepts that will be 
expanded upon in upcoming study or practical devel-
opment. 

 
 
 



1085 
 

REFERENCES  
Anoraga, P. (2000). Manajemen Bisnis. Jakarta: 

PT. Rhineka Cipta. 

Ajzen, I. (2001). Nature and Operation of Atti-
tudes. Annual Review Psychology, 52: 27-58. 

Ajzen, I. (2005). Constructing a TRA and TPB 
Questionnaire: Conceptual and Methodological Con-
sideration. Journal of Applied Social Psychology, 
Vol. 32(4): 665-683. 

Ardhani, M. (2008). Customer Satisfaction 
Pengaruhnya Terhadap Brand Preference dan Repur-
chase Intention Private Brand. Jurnal Riset Ekonomi 
dan Bisnis, Vol. 8, No. 2. 

Barnes, S. J. and Vidgen, R. (2000). Infor-
mation and Interaction quality: Evaluating Internet 
Bookshop Websites with SERVQUAL. Proceedings 
of the 13th International E-Commerce Conference, 
BLED. 

Baron, R.A., and Byrne, D. (2005). Psikologi 
Sosial Jilid 2. Terjemahan. Jakarta: Penerbit Er-
langga. 

Bhattacherjee, A. (2001). An empirical analysis 
of the antecedents of electronic commerce service 
continuance. Decision Support Systems, Vol. 32, No. 
2: 201-214. 

Childers, T., Carr, C., Peck, J., and Carson, S. 
(2001). Hedonic and utilitarian motivations for 
online retail shopping behavior. Journal of Retailing, 
Vol. 77, No. 4: 511-535. 

Chin, W., and P. Todd. (2005). On the Use, 
Usefulness, and Ease of Use of Structural Equation 
Modeling in MIS Research: A Note of Caution. Man-
agement Information System Quarterly, 9(2). 

Chiu, C.M., Chang, C.C., Cheng, H.L., and 
Fang, Y.H. (2009). Determinants of customer repur-
chase intention in online shopping. Online Infor-
mation. Review, Vol. 33, no. 4: 761–784. 

Cyr, D., Hassanein, K., Head, M. and Ivanov, 
A. (2007). The Role of Social Presence in Establish-
ing Loyalty in eService Environments. Interacting 
with Computers,19(1): 43-56. 

Dabholkar, P.A., Shepard, C.D., and Thorpe, 
D.I. (2000). A Comprehensive Framework for Ser-
vice Quality: an investigation of critical conceptual 
and measurement issues through a longitudinal 
study. Journal of Retailing, Vol. 76, No. 2: 139-173. 

Davis, F.D., Bagozzi, R.P., and Warshaw, P.R. 
(1992). Extrinsic and Intrinsic Motivation to Use 
Computers in The Workplace. Journal of Applied 
Social Psychology, Vol. 22. No. 14: 11-32. 

Ferdinand, A. (2006). Metode Penelitian Mana-
jemen. Edisi Kedua. Semarang: Badan Penerbit Uni-
versitas Diponegoro. 

Firmawan, F., dan Marsono. (2009). Analisis 
Faktor-Faktor yang Mempengaruhi Kesuksesan 
Penggunaan Sistem Informasi (System Usage) (Studi 
Empiris Pada Nasabah Bank Mandiri). Jurnal 
Akuntansi & Auditing. Vol. 5. No. 2: 164-180. 

Gefen, D., and Straub, D. W. (2000). The Rela-
tive Importance of Perceived Ease-of-Use in IS 
Adoption: A Study of E-Commerce Adoption. Jour-
nal of the Association for Information Systems, Vol. 
1, No. 8: 1-30. 

Gefen, D., Karahanna, E. and Straub, D.W. 
(2003). Trust and TAM in online shopping: An inte-
grated model. MIS Quarterly, Vol. 27, No. 1: 51-90. 

Ghozali, I. (2009). Aplikasi Analisis Multivari-
ate dengan Program SPSS. Cetakan IV. Semarang: 
Badan Penerbit Universitas Diponegoro. 

Hawkins, D., Best, R., and Coney, K. (2001). 
Consumer Behavior: Building Marketing Strategy. 
8th Edition. New York: Irwin McGraw-Hill. 

Hellier, P.K., Geursen, G.M., Carr, R.A., and 
Rickard, J.A. (2003). Customer Repurchase Inten-
tion: A General Structural Equation Model. Euro-
pean Journal of Marketing, Vol. 37(11/12): 1762-
1800. 

Igbaria, M. (1997). Personal Computing Ac-
ceptance Factors in Small Firm: A Structural Equa-
tion Modelling. Management Information System 
Quarterly, 21(3). 



1086 
 

Keeney, R. L. (1999). The value of internet 
commerce to the customer.Management Science, 
Vol. 45, No. 4: 533-542. 

Kotler, P. dan Keller, K.L. (2009). Manajemen 
Pemasaran. Edisi Ke-13. Jakarta: Penerbit Erlangga. 

Korgaonkar, P., Silverblatt, R., and Girrard, T. 
(2006). Online Retailing, Product Classification, and 
Consumer Preference. Internet Research, Vol. 16. 
No. 3: 267-288. 

Koufaris, M. (2002). Applying the technology 
acceptance model and flow theory to online con-
sumer behavior. Information Systems Re-
search,13(2): 205-223. 

Leech, N.L., Barret, K.C., and Morgan, G.A. 
(2015). IBMSPSS for Intermediate Statistics: Use 
and Interpretation. Fifth Edition. New Jersey: Law-
rence Erlbaum Associates, Inc. 

Li, N. and Zhang, P. (2005). Toward E-Com-
merce Websites Evaluation and Use: An Affective 
Perspective. Post-ICIS 05 JAIS Theory Develop-
ment Workshop. Las Vegas, NV, December. 

Liu, J., Chu-Chi., L., and Chen, J.S. (2006). Vir-
tual Experiental Marketing on Online Purchase In-
tention. Proceedings of the 11th Annual of Asia Pa-
cific Decision Science Institute Hongkong. 

Ma, Q., and Liu, L. (2004). The technology ac-
ceptance model: A meta-analysis of empirical find-
ings. Journal of Organizational and End User Com-
puting, Vol. 16, No. 1: 59–72. 

Mahkota, A.P., Suyadi, I., dan Riyadi. (2014). 
Pengaruh Kepercayaan dan Kenyamanan Terhadap 
Keputusan Pembelian Online (Studi Pada Pelanggan 
Website Ride Inc). Jurnal Administrasi Bisnis (JAB), 
Vol. 8(2): 1-7. 

McEnally, M.R. and Brown, L.G. (2008). Do 
Perceived Time Pressure, Life Cycle Stage and De-
mographic Characteristics Affect the Demand for 
Convenience. European Advances in Consumer Re-
search, 3: 155-161. 

Moon, J. W. and Kim, Y.G. (2001). Extending 
the TAM for a world-wide-web context. Information 
and Management, Vol. 38, No. 4: 217-230. 

Monsuwe, T. P., Dellaert,B.G.C., and Ruyter, 
K. (2004).What DrivesConsumers to Shop Online?A 
LiteratureReview.International Journal of ServiceIn-
dustry Management, Volume 15(1). 

Muhammad, F. (2011). Factors Affecting the 
Repurchase Online Shopping Intention of Thai Cus-
tomers in Bangkok: A Case Study of eBay.com. 44- 
51. 

Na, H. (2004). Altrnative Explanations of 
Online Repurchasing Behavioral Intentions. Euro-
pean Journal of Marketing, Vol.44(6): 874-904. 

Olaru, D., Purchase, S., and Peterson, N. 
(2008). From Customer value to Repurchase Inten-
tions and Recommendations. Journal of Business and 
Industrial Marketing, Vol. 23 (8): 534-565. 

Pikkarainen, T., Pikkarainen, K., Karjaluoto, 
H., and Pahnila, S. (2004). Consumer Acceptance of 
Online Banking: An Extension of The Technology 
Acceptance Model. Internet Research. Vol. 14, No. 
3: 224-235. 

Premkumar, G., and Bhattacherjee, A. (2008). 
Explaining information technology usage: A test of 
competing models. Omega, Vol. 36: 64-75. 

Sanjaya, I.P.S. (2005). Pengaruh Rasa Manfaat 
dan Kemudahan Terhadap Minat Berperilaku (Be-
havioral Intention) Para Mahasiswa dan Mahasiswi 
Dalam Penggunaan Internet. Kinerja, Volume 9(2): 
113-122. 

Seiders, K. (2005). Do Satisfied Customer Buy 
More? Examining Moderating Influences in a Retail-
ing Context. Journal of Marketing, Vol. 69(4): 26-43. 

Setyawan, A.A. dan Ihwan, S. (2004). Pengaruh 
Service Quality Perception Terhadap Purchase Inten-
tions: Studi Empirik Pada Konsumen Supermarket. 
Usahawan, No. 7. XXXIII, Juli: 29-37. 

Solomon, M.R. (2007). Consumer Behaviour: 
Buying, Having and Being. 8th Edition. New Jersey: 
Pearson-Prentice Hall. 



1087 
 

Thompson, R., and H. Howell. (2001). Personal 
Computing: Toward a Conceptual Model of Utiliza-
tion. Management Information System Quarterly, 
21(3). 

Venkatesh, V., Speier, C. and Morris, M.G. 
(2002). User Acceptance Enablers in Individual De-
cision MakingAbout Technology: Toward an Inte-
grated Model.Decision Sciences, Vol. 33, No. 2: 297. 

Venkatesh, V., M., Morris G., Davis, G. B. and 
Davis, F.D. (2003). User Acceptance of Information 
Technology: Toward a Unified View. MIS Quar-
terly, Vol. 27, No. 3: 425-478 

Wangwiboolkij, R. (2011). Factors Influencing 
Repurchase Intention of Thai Female Customers To-
ward Korean Cosmetics in Bangkok:18-26. 
 

 

 


