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INTRODUCTION
Advances in information and communication technology (ICT) have a major impact on
various aspects of life, especially in the business world. The expansion of Internet commerce
is one of the most obvious impacts. Customers can buy products and services online
without physically visiting the store. Customers will definitely feel comfortable and safe.
Based on statistics from databoks.katadata.co.id, the number of e-commerce users or the
top 5 online shopping platforms in Indonesia reached 4.8 billion visits in the January-
December 2023 period. The accelerating growth in e-commerce transactions reflects the
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growing consumer interest in online shopping. One product category that is widely
purchased online is electronics. Electronic devices are relatively expensive and consumers
want to get the best price through e-commerce.

According to Putra et al., (2015) The variable Ease of Accessibility to using e-
commerce has an important influence on online product purchasing decisions. With the
convenience of the online purchasing process, such as ease of site layout, simple payment
processes, and clear product information, consumers tend to be more motivated to make
purchases online. This shows that the Ease of Accessibility factor plays an important role in
influencing consumer decisions to shop online.

Apart from the variable Ease of Accessibility has an important influence on purchasing
decisions. The importance of transaction security in online shopping at Tokopedia is also
very large, according to Velayati, Nelly, & Ikhbar (2023) transaction security has a significant
positive impact on overall consumer buying interest in Tokopedia. Furthermore, the results
also show that transaction security individually also has a positive and significant influence
on consumer buying interest. Thus, it can be concluded that consumer confidence in the
security of online transactions plays a key role in shaping their purchase intention.

Apart from the factors of transaction security and ease of accessibility in online
shopping, product quality has a significant influence on purchasing decisions on Tokopedia.
According to Mahardini et al, (2023) high product quality can influence consumer
purchasing decisions. Consumers tend to prefer to buy products from Tokopedia when they
are satisfied with the quality of the products offered. This is in line with previous research
which also found a positive relationship between product quality and purchasing decisions.

In conducting research on ease of accessibility, transaction security, and product
quality, researchers will use research objects who are millennials who can be said to be
literate or even familiar with the use of communication technology, in this case online sales
technology or e-commerce. In addition, as the information provided in the table above,
millennials are also e-commerce users of Tokopedia so that they can describe or represent
how ease of accessibility, transaction security, and product quality can influence purchasing
decisions. Thus, the purpose of this study is to examine how "The Effect Of Accessibility,
Transaction Security, And Product Quality On Online Electronic Device Purchase Decisions
In Jabodetabek" on Tokopedia users from millennials.

METHODS

Researchers conducted associative research, a type of research that examines the
relationship between two or more variables (Sugiyono, 2014). The research method applied
is quantitative research method, which is known as a specialized, systematic, planned, and
structured type of research. This study will examine the effect or causal relationship
between the /ndependent variables, namely Ease of Accessibility, 7ransaction Security, and
Product Quality with the dependent variable, namely the Purchase Decision.

The data used in this study includes primary data. The primary data in this study are
respondents' responses regarding Ease of Accessibility, Transaction Security, and Product
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Quality to Purchasing Decisions. The sampling method used is non-probability sampling
with purposive sampling, where population samples are selected based on certain criteria
and numbers (Hair et al.,, 2017). The population in this study were millennial Tokopedia
users in Jabodetabek. In determining the minimum sample size, the authors refer to the
statement of Hair et al. (2011) which states that the minimum sample size depends on the
number of indicators of the variable under study. The minimum sample size is calculated by
multiplying the number of indicators by 5 to 10 times the research variable. Thus, the
minimum number of samples in this study was 12 x 10 = 120 samples.

In this study, data was collected using the questionnaire method. The questionnaire
method involves preparing a list of questions which are then distributed to respondents
who meet the research criteria. In this study, the authors applied the Structural Equation
Mode/ (SEM) approach using the Partial Least Square (PLS) method with the help of
SmartPLS 4 software. Structural Equation Mode/ (SEM) is a multivariate statistical model
used to test the cause-and-effect relationship between observed variables.

RESULTS AND DISCUSSION

Descriptive Analysis

The measuring instrument used in this study to obtain data from each variable contained in
the research mode is a questionnaire. In the study, the number of samples collected was
130 respondents who had passed verification and continued for data processing. The
following is a description of research respondents based on the criteria of gender, age,
domicile, monthly income, and period of use of Tokopedia.

Table 1. Respondent Characteristics

Respondent Characteristics Category Frequency %
Gender Male 79 61%
Female 51 39%
24-28 Years 38 29%
29-32 Years 29 22%
Age 33-36 Years 30 23%
37-40 Years 18 14%
41-44 Years 15 12%
Jakarta 27 21%
Bogor 34 26%
Domicile Depok 24 18%
Tangerang 28 22%
Bekasi 17 13%

< IDR 1,000,000 4 3%

IDR 1,000,001 - IDR 2,000,000 7 5%
IDR 2,000,001 - IDR 3,000,000 23 18%
IDR 3,000,001 - IDR 4,000,000 44 34%

Monthly Income

The Effect Of Ease Of Accessibility, Transaction Security, And Product Quality On
Purchasing Decisions For Electronic Devices Online In Jabodetabek Case Study: (Tokopedia

Users In Millennials)—-Mohamad Ridwan et.al
1322 |Page


https://ejournal.seaninstitute.or.id/index.php/Ekonomi

Jurnal Ekonomi

Volume 13, Number 02, 2024, DOI 10.54209/ekonomi.v13i02
ESSN 2721-9879 (Online)
https://ejournal.seaninstitute.or.id/index.php/Ekonomi

Respondent Characteristics Category Frequency %
IDR 4,000,001 - IDR 5,000,000 31 24%
> IDR 5,000,001 21 16%
< 1 year ago 16 12%
Usage Period 1 - 3 years ago 56 43%
3 - 5 years ago 43 33%
> 5 years ago 15 12%

The characteristics of respondents based on gender are 17 people for men with a
percentage of 61%, while for women there are 51 people with a percentage of 39%. This
shows that the research respondents are dominated by men. The characteristics of
respondents based on age are divided into five groups, namely the age range 24-28 years
with the number of respondents 38 people and a percentage of 29%, age 29-32 years with
the number 29 and a percentage of 22%, age 33-36 years with the number 30 and a
percentage reaching 23%, age 37-40 years with the number 18 and a percentage of 14%,
and age 41-44 years with the number 15 and a percentage of 12%. From the distribution of
respondents based on age, research respondents are dominated by ages 24-28 years and
the least number of respondents is at the age of 41-44 years, which is only 15 people.
Furthermore, the criteria for respondents are based on domicile. Based on domicile, Bogor
city has the highest number of respondents, namely 34 people with a percentage of 26%,
Tangerang city has 28 respondents and a percentage of 22%, Jakarta city with 27
respondents and a percentage of 21%, Depok city has 24 or 18%, and the city with the
least respondents is Bekasi with 17 respondents or around 13%. Then for criteria based on
monthly income, it is dominated by income of Rp 3,000,001 - Rp 4,000,000 with 44
respondents and a percentage of 34% and the last place is income below Rp 1,000,000
totaling 4 respondents with a percentage of 3%. Not only that, the majority of respondents
have used Tokopedia in an average of 1-5 years ago.

Evaluation of the Measurement Model (Outer Model)
Validity Test

The validity test is carried out by looking at the outer loading and AVE values
(Andreas et al., 2021). In general, for an adequate reflective model, the outer loading must
be greater than 0.70. Another rule is that indicators with loadings in the range of 0.40 to
0.70 should be eliminated if removing them increases composite reliability. In Figure 1 and
Table 2, respectively, the measurement model and outer loading values have values above
the specified minimum (>0.70), so in this validity test there is no need to eliminate first and it
is convergently valid. (Chin, 1998; Hair et al., 2018)..
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Figure 1. Measurement Model

Table 2. Outer Loading Value

Latent Variable Indicator Outer Loading
X1.1 0.802
X1.2 0.836
Ease of Accessibility (KA) X13 0.824
X1.4 0.77
X1.5 0.837
X2.1 0.715
X2.2 0.754
Transaction Security (KT) X2.3 0.732
X2.4 0.749
X2.5 0.743
. X3.1 0.935
Product Quality (KP) %32 0.734
Y.l 0.796
Purchase Decision (KPN) Y.2 0.787
Y.3 0.713
Y.4 0.789

Source: Processed Data

Then the discriminant validity test is continued in table 3, where it is found that the
results of all latent variables in this study have an AVE root value greater than the
correlation value between variables.
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Table 3. AVE Root Value and Correlation between Variables
KA KT KP KPN Root AVE

KA 1.000 0.814
KT 0.671 1.000 0.739
KP  0.135 0.146 1.000 0.841

KPN 0.638 0.863 0.198 1.000 0.772
Source: Processed Data

Then in the discriminant validity test, it is also necessary to look at the cross-/oading
value which describes a variable that is greater than other variables. So that the indicators in
this research model are valid. This can be seen in table 4.

Table 4. Cross Loading Value

KA KT KP KPN
KA.1 0.802 0.488 0.105 0.429
KA.2 0.836 0.516 0.027 0.541
KA.3 0.824 0.651 0.105 0.605
KA.4 0.770 0.526 0.175 0.480
KA.5 0.837 0.525 0.150 0.512
KT.1 0.433 0.715 0.051 0.625
KT.2 0.464 0.754 0.160 0.651
KT.3 0.608 0.732 0.077 0.691
KT.4 0.529 0.749 0.142 0.609
KT.5 0.429 0.743 0.111 0.602
KP.1 0.158 0.153 0.935 0.205
KP.2 0.040 0.076 0.734 0.107
KPN.1 0.522 0.699 0.114 0.796
KPN.2 0.505 0.689 0.270 0.787
KPN.3 0.429 0.587 0.121 0.713
KPN.4 0.509 0.682 0.101 0.789

Source: Processed Data

Reliability Test
The reliability test is carried out by looking at the composite reliability value which
must be greater than 0.7 and the Cronbachs alpha value is more than 0.6 for a reliable
model and produces consistent measurements. (Hair et al., 2017). In Table 5, it can be seen
that all latent variables have a composite reliability value greater than 0.7 and a Cronbachs
alpha value of more than 0.6.
Table 5. Cronbach's Alpha and Composite Reliability values
Cronbach's Alpha Composite Reliability
KA 0.873 0.908
KT 0.792 0.857
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Cronbach's Alpha Composite Reliability
KP 0.617 0.826
KPN 0.774 0.855

Source: Processed Data

Structural Model Evaluation (/nner Model)
R-square
The structural model is evaluated using the R-square for the dependent construct. To
assess the PLS model, it can be seen from the R-square for each dependent latent variable
or the goodness of the model. (Lin et al., 2019).
Table 6. R-square value
R Square R Square Adjusted
KPN  0.755 0.749
Source: Processed Data

This means that the independent variable (X) which consists of Ease of Accessibility
(KA), Transaction Security (KT), and Product Quality (KP) can explain 75.5% or higher of the
Purchasing Decision (KPN) on Tokopedia and the rest is influenced by other variables not
examined in this research model. (Chin, 1998).
Direct Effect

The structural model test aims to evaluate the significance of the prediction model.
According to Sarstedt et al (2020) a positive path coefficient value indicates that the effect
of a variable on other variables is unidirectional, while the value of exogenous variables
increases along with the value of endogenous variables. (Vinzi et al., 2011). A negative path
coefficient indicates that the effect of one variable on another is in the opposite direction
(Sarstedt et al., 2020). An increase in the value of endogenous variables causes a decrease
in the value of exogenous variables (Vinzi et al.,, 2011). If the P-Values value <0.05, it is
considered significant. If the P-Values value> 0.05, it is categorized as insignificant (Vinzi et
al., 2011).

Table 7. Results of Bootsrapping Test

Original Sample Standard Deviation P Values
Sample Mean (STDEV)
KA-> KPN 0.104 0.110 0.074 0.082*
KT-> KPN 0.783 0.778 0.057 0.000%***
KP-> KPN 0.070 0.076 0.049 0.077*

*Significant at alpha (0.1); **Significant at alpha (0.05);
***Significant at alpha (0.01)
Source: Processed Data

Notes:
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Discussion

Based on Table 7 above, it can be seen that the effect of Ease of Accessibility (KA) on
Purchasing Decisions (KPN) on Tokopedia has a significance value below 0.1 or 10% which
is indicated by a P-value of 0.082 (<0.1) and a path coefficient value of 0.104. This shows
that the effect of KA on KPN is positive and significant. Because ease of accessibility reflects
user experience, increases user trust, simplifies the buying process, provides complete
information, and allows access via various devices. This is in line with research Kim &
Lennon (2013) who found that consumer satisfaction increases significantly when they feel
the website is easy to access and use, it will even result in a better user experience and trust
with the platform, especially in an e-commerce environment where consumers cannot see
or try products in person before buying. (Fu et al., 2020). Puspita & Astuti (2023) in their
research found that ease of accessibility has a positive and significant effect on repurchase
interest. Repurchase interest is driven by trust in the platform because consumers feel more
comfortable and secure in making transactions, thereby increasing large purchases. (Yi et al.,
2021).

This study also found the effect of Transaction Security (KT) on Purchasing Decisions
(KPN) on Tokopedia has a path coefficient value of 0.783 , and a P-value of 0.057 (<0.1)
which indicates the effect of KT on KPN is positive and significant. Because customer trust
is essential in the ever-evolving digital age when choosing an e-commerce platform.
Without adequate security guarantees, this trust cannot be achieved (Lazaroiu et al., 2020).
By ensuring strong transaction security, users' personal and financial data is protected from
threats such as data theft, fraud, and data leakage. (Chawla & Joshi, 2019). Thus,
transaction security plays a crucial role in creating a safe and secure shopping environment,
and is even a key predictor of trust. (O'Cass & Fenech, 2003; Shin, 2009; Sollner et al.,
2016).. By increasing consumer trust and satisfaction, and reducing risk perceptions,
transaction security helps drive more frequent and safer purchase decisions. (Shin, 2008;
Yenisey et al., 2005).. In other words, good transaction security reduces the perceived risk
inherent in online transactions, thereby increasing consumers' willingness to make
purchases.

Then the Product Quality (KP) variable on Purchasing Decisions (KPN) on Tokopedia
has a path coefficient value of 0.049, and a P-value of 0.077 (<0.1) which shows the effect
of SN on NM is positive and significant. This confirms the importance of product quality in
an e-commerce context, where consumers do not have the opportunity to physically inspect
goods before making a purchase. (Fu et al., 2020).

High product quality is able to increase consumer satisfaction by providing products
that not only meet, but also exceed their expectations. (Park et al., 2021; Tsiotsou, 2006)..
Consumers who are satisfied with the products they buy tend to have a positive shopping
experience, which in turn increases their loyalty to the platform. Joung et al (2016) stated
that perceived quality affects perceived value and reduces perceived risk, which is often a
major obstacle for consumers in making online purchases. It even makes an excuse to buy
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by differentiating the brand against competing brands (Asshidin et al., 2016). (Asshidin et
al., 2016)..

Previous studies also support this finding, showing that high-quality products tend to
get positive reviews and increase conversion rates. The study by Kim et al. (2018), for
example, shows that good product quality can increase consumer purchase intentions on e-
commerce platforms. This finding is also supported by Li and Zhang's (2020) research
which shows that product quality contributes to consumer trust, which in turn affects their
purchasing decisions. In addition, research by Yoon and Occena (2022) confirms that
positive experiences generated by high-quality products encourage consumers to make
further purchases.

CONCLUSION

In this study, the three independent variables have a significant effect on the dependent
variable, based on the results of the bootstrapping test which shows the P Values value is
smaller than 0.1. Ease of Accessibility (KA) has a P Values value of 0.082, which shows a
significant influence on the Purchase Decision of electronic devices (KPN) on Tokopedia.
Transaction Security (KT) has a P Values value of 0.057, which indicates a significant
influence on purchasing decisions for electronic devices (KPN) on Tokopedia. Product
Quality (KP) has a P Values value of 0.077, which indicates a significant influence on
purchasing decisions for electronic devices (KPN) on Tokopedia. These three factors
collectively improve purchasing decisions by creating a safer, more convenient, and
satisfying shopping environment for consumers on Tokopedia. This e-commerce platform
needs to continue to strengthen these aspects to maintain and increase user satisfaction
and loyalty. The limitation of this research is that the respondents in the research were only
in the Jabodetabek area and only the millennial generation, while Tokopedia e-commerce
users were spread throughout Indonesia and were used by all generations. Further research
is recommended to obtain even coverage of respondents. In addition, future research can
also involve more relevant variables such as brand image, brand awareness, brand trust.

REFERENCE

Abdullah, P. M. (2015). Living in a world that is fit for habitation: CCl's ecumenical and
religious relationships. In Aswaja Pressindo.

Ali Akbar Velayati, Nelly, S. I. (2023). Pengaruh Keamanan Bertransaksi, Kemudahan
Transaksi Dan Persepsi Resiko Terhadap Minat Beli Konsumen Melalui Online Di
Tokopedia (Studi Pada Mahasiswa Fakultas Ekonomi Universitas Serambi Mekkah).
2(4), 983-988.

Andreas, C., Priandi, S., Simamora, A. N. M. B., & Mardianto, M. F. F. (2021). Analisis
Hubungan Media Sosial dan Media Massa dalam Penyebaran Berita Hoaks
berdasarkan Structural Equation Modeling-Partial Least Square. MUST: Journal of
Mathematics Education, Science and Technology, 6(1), 81.
https://doi.org/10.30651/must.v6i1.8816

The Effect Of Ease Of Accessibility, Transaction Security, And Product Quality On
Purchasing Decisions For Electronic Devices Online In Jabodetabek Case Study: (Tokopedia

Users In Millennials)—-Mohamad Ridwan et.al
1328 |Page


https://ejournal.seaninstitute.or.id/index.php/Ekonomi

Jurnal Ekonomi

Volume 13, Number 02, 2024, DOI 10.54209/ekonomi.v13i02
ESSN 2721-9879 (Online)
https://ejournal.seaninstitute.or.id/index.php/Ekonomi

Asshidin, N. H. N., Abidin, N., & Borhan, H. B. (2016). Perceived Quality and Emotional Value
that Influence Consumer’s Purchase Intention towards American and Local Products.
Procedia Economics and Finance, 35(October 2015), 639-643.
https://doi.org/10.1016/s2212-5671(16)00078-2

Chawla, D., & Joshi, H. (2019). Consumer attitude and intention to adopt mobile wallet in
India — An empirical study. International Journal of Bank Marketing, 37 (7), 1590-
1618. https://doi.org/10.1108/1JBM-09-2018-0256

Chin, W. W. (1998). The Partial Least Squares Approach to SEM. In Lawrence Erlbaum
Associates Publishers (Vol. 10).

Fu, J. R, Lu, I. W., Chen, J. H. F., & Farn, C. K. (2020). Investigating consumers’ online social
shopping intention: An information processing perspective. International Journal of
Information Management, 54(June), 1021809.
https://doi.org/10.1016/j.ijinfomgt.2020.102189

Hair, J. F., Hollingsworth, C. L., Randolph, A. B., & Chong, A. Y. L. (2017). An Updated and
Expanded Assessment of PLS-SEM in Information Systems Research. Industrial
Management & Data Systems, 117(3), 442-458.

Hair, J. F., Risher, J. J,, Sarstedt, M., & Ringle, C. M. (2018). When to use and how to report
the results of PLS-SEM. European Business Review, 31(1), 2-24.
https://doi.org/10.1108/EBR-11-2018-0203

Joung, H. W., Choi, E. K, & Wang, E. (2016). Effects of Perceived Quality and Perceived
Value of Campus Foodservice on Customer Satisfaction: Moderating Role of Gender.
Journal of Quality Assurance in Hospitality and Tourism, 17(2), 101-113.
https://doi.org/10.1080/1528008X.2015.1042620

Kim, J.,, & Lennon, S. J. (2013). Effects of reputation and website quality on online
consumers’ emotion, perceived risk and purchase intention: Based on the stimulus-
organism-response model. Journal of Research in Interactive Marketing, 7(1), 33-56.
https://doi.org/10.1108/17505931311316734

Lazaroiu, G., Negurita, O., Grecu, |, Grecu, G., & Mitran, P. C. (2020). Consumers’ Decision-
Making Process on Social Commerce Platforms: Online Trust, Perceived Risk, and
Purchase Intentions. Frontiers in Psychology, 11(May), 1-7.
https://doi.org/10.3389/fpsyg.2020.00890

Lin, H., Lee, M,, Liang, J., Chang, H., Huang, P., & Tsai, C. (2019). A review of using partial
least square structural equation modeling in e-learning research. British Journal of
Educational Technology, 51(4), 1354-1372. https://doi.org/10.1111/bjet.12890

O’Cass, A., & Fenech, T. (2003). Web retailing adoption: Exploring the nature of internet
users Web retailing behaviour. Journal of Retailing and Consumer Services, 10(2), 81—
94. https://doi.org/10.1016/S0969-6989(02)00004-8

Park, J., Hyun, H., & Thavisay, T. (2021). A study of antecedents and outcomes of social
media WOM towards luxury brand purchase intention. Journal of Retailing and
Consumer Services, 58(June 2020), 102272.
https://doi.org/10.1016/j.jretconser.2020.102272

The Effect Of Ease Of Accessibility, Transaction Security, And Product Quality On
Purchasing Decisions For Electronic Devices Online In Jabodetabek Case Study: (Tokopedia

Users In Millennials)—-Mohamad Ridwan et.al
1329 |Page


https://ejournal.seaninstitute.or.id/index.php/Ekonomi

Jurnal Ekonomi

Volume 13, Number 02, 2024, DOI 10.54209/ekonomi.v13i02
ESSN 2721-9879 (Online)
https://ejournal.seaninstitute.or.id/index.php/Ekonomi

Puspita, D. A, & Astuti, S. R. T. (2023). Pengaruh Kemudahan Penggunaan, Promosi
Penjualan, dan Kualitas Pelayanan Elektronik Terhadap Minat Beli Ulang dengan
Kepuasan Pelanggan Sebagai Variabel Mediasi (Studi pada Konsumen Tokopedia di
Semarang). Diponegoro Journal Of Management, 12(3), 1-12.

Putra, D. E., Astuti, E., & Riyadi. (2015). Pengaruh Kemudahan Terhadap Kemanfaatan,
Minat Dan Penggunaan E-Commerce. Jurnal Administrasi Bisnis, 21(2), 1-8.

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2020). Handbook of Market Research. In Handbook
of Market Research (Issue July). https://doi.org/10.1007/978-3-319-05542-8

Shin, D. H. (2008). Understanding purchasing behaviors in a virtual economy: Consumer
behavior involving virtual currency in Web 2.0 communities. Interacting with
Computers, 20(4-5), 433-446. https://doi.org/10.1016/j.intcom.2008.04.001

Shin, D. H. (2009). Towards an understanding of the consumer acceptance of mobile wallet.
Computers in Human Behavior, 25(6), 1343-1354.
https://doi.org/10.1016/j.chb.2009.06.001

Sollner, M., Hoffmann, A., & Leimeister, J. M. (2016). Why different trust relationships matter
for information systems users. European Journal of Information Systems, 25(3), 274
287. https://doi.org/10.1057/ejis.2015.17

Swesti Mahardini, lda Mudafia, |., & Apricuansyah, R. (2023). Kualitas Produk, Harga, dan
Kualitas Layanan Terhadap Keputusan Pembelian Tokopedia di Wilayah DKI Jakarta.
Jurnal Manajemen Dan Perbankan (JUMPA), 10(2), 1-10.
https://doi.org/10.55963/jumpa.v10i2.538.

Tsiotsou, R. (2006). The role of perceived product quality and overall satisfaction on
purchase intentions. International Journal of Consumer Studies, 30(2), 207-217.
https://doi.org/10.1111/j.1470-6431.2005.00477 .x

Vinzi, V. E., Chin, W. W, Henseler, J., & Wang, H. (2011). Handbook of partial least squares:
Concepts, methods and applications. Springer Handbooks of Computational Statistics,
627. http://www.springerlink.com/index/10.1007/978-3-642-16345-6

Yenisey, M. M., Ozok, A. A., & Salvendy, G. (2005). Perceived security determinants in e-
commerce among Turkish university students. Behaviour and Information Technology,
24(4), 259-274. https://doi.org/10.1080/0144929042000320992

Yi, H. T., Yeo, C. K, Amenuvor, F. E., & Boateng, H. (2021). Examining the relationship
between customer bonding, customer participation, and customer satisfaction. Journal
of Retailing and Consumer Services, 62(May), 102598.
https://doi.org/10.1016/j.jretconser.2021.102598.

The Effect Of Ease Of Accessibility, Transaction Security, And Product Quality On
Purchasing Decisions For Electronic Devices Online In Jabodetabek Case Study: (Tokopedia

Users In Millennials)—-Mohamad Ridwan et.al
1330|Page


https://ejournal.seaninstitute.or.id/index.php/Ekonomi
https://doi.org/10.1057/ejis.2015.17

