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Abstract 

Information technology brings changes and influences shopping behavior and lifestyle. This 

study aims to investigate shopping behavior through trends, lifestyles, and price dispersion on 

decisions to make online transactions. As well as the continued influence of e-tax on the 

relationship between consumer behavior and online transactions. Data was collected from 279 

online shoppers using an online survey. Data analysis using SEM PLS revealed trends as a 

superior predictor of this relationship, followed by lifestyle, but not in price dispersion and e-

tax. The awareness that has emerged about e-tax is evident in this project. These findings will 

help stakeholders such as online merchants in developing their merchandise to improve 

marketing and tax policymakers on online platforms. Future frameworks are also discussed in 

this study. 
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1. Introduction 

Information technology has played an important role in bringing about change and influencing 

a person's behavior, not least the shopping behavior and lifestyle of many people (Verma & 

Jain, 2015; Mahmood, et al. 2004). And on the online transaction application platform, this 

change is mostly due to quality (Uzun & Poturak, 2014), fashionable (Gonzales, et al. 2021; 

Ladhari, et al. 2019) products, increased consumption of goods (Tan, et al. 2018), necessities 

of life ( Karine, 2021; Lin, 2019), and prices (Chen, 2020; Koyuncu & Bhattacahrya, 2004). In 

addition, the shift in shopping behavior from traditional to online will continue to increase 

because the COVID-19 pandemic has not ended for health reasons. 

Despite the proliferation of online sellers, there are only a few studies that investigate the 

factors that influence consumer behavior towards online transactions. Previous studies 

conducted by Zhang, et al (2007) showed a significant relationship between gender, subjective 

norms, consumer impulsivity, purchase intention, and actual buying behavior in the online 

marketing environment. Jamal & Ahmed, (2007) explain consumer adoption behavior towards 
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the electronic market related to culture and facilities. Huseynov, et al (2019) revealed that 

consumer behavior in e-commerce platforms is determined by the behavioral characteristics of 

each consumer segment. However, further investigation on actual behavior due to social 

phenomena (Baumeister, et al. 2007; 401) in influencing consumer attitudes to want to transact 

online needs to be studied further. Where Bauman and Bachman (2017) explain that consumers 

are the center of understanding trust in the online market environment and this increasing trust 

relationship leads to increased sales (Wang & Fodness, 2010), loyalty (Hong & Cho, 2011; 

Flavian & Guinalu, 2006), changes in on lifestyle (Alotaibi, et al. 2019; Ahmad, et al. 2010) 

and habits/trends (Bauman & Bachmann, 2017; Teo & Liu, 2007). Thus, consumer behavior 

may stem from social changes (lifestyle, trends, and price). In influencing their decisions to 

transact online. 

In addition, there has been no research that has investigated the effect of implementing e-tax 

policies on the relationship between consumer behavior and online transactions. Electronic 

commerce taxes on digital application platforms are tax levies and deposits that will be charged 

to people or entities conducting transactions through e-commerce in Indonesia1 and currently 

51 online platforms are subject to value added tax (VAT)2. The demands for the application of 

electronic tax policies on online transaction platforms are increasingly pressing (Agrawal & 

Fox, 2017; Ward & Sipior, 2004; Jones & Basu, 2002). On the other hand, tax administration 

in the e-commerce area has various problems (Zeng et al. 2012; McLure, 2003). Therefore 

timely research should be carried out to investigate this issue. 

This study aims to contribute to the existing literature by investigating the impact of shopping 

behavior through trends, lifestyles, and price dispersion on online transaction decisions. In 

addition, this research also investigates business opportunities by online merchants in 

Indonesia (Sumarliah, et al. 2021; Lestari, 2019) and provides marketing implications for 

businesses operating in this market. Furthermore, another important contribution of research 

can be seen in the mediation of e-tax for the relationship between shopping behavior and online 

transactions. The findings in this study are expected to expand knowledge about online 

shopping behavior and help tax policymakers on online platforms 

 
1 Andrea Andrenelli, Javier López González (2019) Electronic transmissions and international trade - shedding 

new light on the moratorium debate: OECD Trade Policy Paper No 233, OECD Publishing, Paris. Retrieved from 

http://dx.doi. org/10.1787/57b50a4b-en 
2 Rebecca, A. G. 2021. Policy Brief | Digital Taxation in Indonesia. available at: https://www.cips-

indonesia.org/post/policy-brief-digital-taxation-in-indonesia 

https://www.cips-indonesia.org/post/policy-brief-digital-taxation-in-indonesia
https://www.cips-indonesia.org/post/policy-brief-digital-taxation-in-indonesia


2. The Art Of Research 

2.1. The Relationship Between Shopping Trends and Online Transactions 

Online electronic consumers generally refer to buyers of goods and services through electronic 

systems such as the internet and other computer networks (e-commerce & e-money) (Baye, et 

al. 2004). This group is increasing in number since online shopping has become a trend and 

lifestyle (Amin & Mohd Nor, 2013). Swinyard & Smith (2003) revealed that the buyers and 

users of online transactions are young people, rich, educated, internet literate, and spend a lot 

of time on computers and the internet. Several previous studies explain the many positive things 

that online consumers like about online transactions, such as convenience (Shen, et al. 2020), 

flexibility (Grob & Sohn, 2021), and time intensity (Song, et al. 2020). And online shopping 

consumers have experienced a significant increase due to restrictions on human mobility and 

the COVID-19 pandemic (Jensen, et al. 2020; Bhatti, et al. 2020; Kim, 2020). Although several 

other kinds of literature have examined the relationship between shopping behavior and online 

transactions, for example, transaction costs (Teo, et al. 2004), trust (Chen & Barnes, 2007), and 

functions and characteristics (Mallapragada, et al. 2016). However, Babar et al (2014) 

explained that online shopping will only be accepted as a trending behavior when the bond of 

trust is emphasized by the seller and this bond is getting stronger accompanied by accurate 

information (Marriott, et al. 2017), easy and safe (Chawla & Kumar, 2021), and offering the 

latest fashion trends (Ladhari, et al. 2019). So we speculate that trending behavior affects online 

transactions and this study argues: 

H1: Online shopping trends are positively related to online transactions 

2.2. Relationship Lifestyle and Online Transactions 

Blackwell, et al (in Ji & Lee, 2004) showed that consumer lifestyles reflect daily activities, 

interests, opinions, and are significantly related to their demographic characteristics. Chanaron 

(2013) describes e-lifestyle as one of three types of innovative lifestyles that have emerged due 

to technological and organizational innovations. Furthermore, Swinyard & Smith (2003) 

explained that the shift in the instruments of life between the past and the present has an effect 

on a person's lifestyle. In recent years, lifestyle changes due to economic motivation on online 

platforms have continued to develop (Blitstein, et al. 2020; Padmavathy, et al. 2019), although 

other findings have explained the influence of lifestyle on online transactions (Yang, et al. 

2021; Ahmad, et al. 2010), however, as explained by Blackwell, that differences in the use of 

platforms, technology and reach have different values on a person's lifestyle. In addition, online 



technology innovation continues to grow and is in line with changes in consumer and market 

behavior (Sundbo, 1998), so this study speculates that: 

H2: Lifestyle positively affects online transactions 

2.3. The Effect of Price Dispersion on Online Transactions 

Price dispersion is an insight into market conditions that generate potential price discrimination 

strategies (Ba, et al. 2012). There are two different perspectives on this price dispersion, 

namely: the supply and demand perspective (Granados, et al. 2012). Supply is related to price 

posting and demand is related to the price consumers pay (Baye et al. 2006). Although 

investigations on price perception and online transactions have been previously reviewed 

(Wang & Li, 2020; Zhuang, et al. 2018; Ghose & Yaou, 2011), however, as Zhao et al. (2015) 

found, the different perspectives taken on online prices yielded results different for each 

dispersion and we tested on the perspective of offering by online transaction platforms. We 

also speculate that online sellers often make price changes randomly and make it difficult for 

consumers to respond appropriately (Oh & Lucas, 2006), so this study argues that: 

H3: The price dispersion listed by the application has a positive effect on online transaction 

decisions 

2.4. E-tax as a Mediator of Consumer Behavior and Online Transactions 

There are serious challenges currently being faced by Indonesia and several other countries in 

the world in determining value-added tax (VAT) policies on digital-based electronic commerce 

(Polezharova & Krasnobaeva, 2020; Hamid, et al. 2019; Simon, 2004). This study determines 

whether electronic tax policy can strengthen the relationship between consumer behavior and 

their desire to conduct online transactions (Agrawal & Fox, 2017). Although debates arise on 

e-tax policy preferences in e-commerce such as high tax rates by application (Tosun & 

Skidmore, 2007), tax qualifications & nature of transactions (Scarcella, 2020), provisions on 

taxable goods (Jin, 2003). However, Zodrow (2006) explains that taxes by e-commerce can 

incur relatively large administrative costs on market demand and low tax policies are preferred 

by buyers and sellers. Furthermore, Zodrow (2006) said that consumers prefer uniform tax 

collections, including on online application platforms. Zhou, et al. (2018) explain that product 

information on online platforms (including taxes) helps consumers understand product prices 

correctly and shopping behavior in line with tax provisions (Baker, et al. 2021; Zhang & Choi, 

2021). Therefore, this study argues that e-tax may be a moderator of the relationship between 

shopping behavior and online transactions: 

H4: E-taxes has a direct effect on the behavior of shopping trends and online transactions 



H5: E-taxes have a direct effect on the relationship between lifestyle and online transactions 

H6: E-taxes have a direct effect on the relationship between price dispersion and online 

transactions 

3. Procedure 

3.1. Procedure and Subject 

We used an online survey with a questionnaire on the google form to obtain information on 

this research and the questionnaire link was shared via email, what app, Facebook message, 

and telegram app. The construction proposed in the questionnaire begins with the personal 

profile of the respondent such as gender, age, job level and continues with questions about the 

subject's involvement with online transactions (OT), such as: "Are you subscribing to a certain 

OT, the purpose of using OT, how many OT applications are used? , and long subscription OT. 

Next, the subject will answer questions about shopping trends, lifestyle, price dispersion, e-tax, 

and online transactions. The sample in this study was random and no specific criteria were 

applied to select the sample in this study. Each sample was told that this participation is 

voluntary and they can leave at any time if they feel uncomfortable with the survey. And as an 

appreciation from the research team, a free coupon that can be exchanged for a cup of coffee 

at the designated outlet will be offered to them at the end of the survey. . In total there were 

301 survey data entered, but only 279 answers were completed and all data were considered 

valid. Confirmed online transaction applications that are widely used by subjects are Shope, 

Blibli, Tokopedia, Facebook, Bukalapak, Lazada, Grab, and Gojek. Furthermore, the purpose 

of using the application is for shopping, paying bills, transferring money, ordering tickets, 

ordering online applications. Table 1 shows the demographic profile and the relationship of the 

subject with OT, namely: 

Table 1. Demographic profile and subject relation to OT 

Gender Percentage % Subscribe OT Percentage % 

Male 30.8 One app 18.3 

Female 69.2 Two app 25.4 

Age  > 3 app 56,3 

7-20 8,6 App Subscription Length 

21-35 45.5 1 Years 8.2 

36-50 32.3 2 Years 17.3 

50 > 13.6 More 2 Years 74.5 
Job Level   

School 24.7   

Work 67.8   

Not Working 7.5  

 



3.2. Research Instruments 

The constructs used to measure the relationship of each variable in this study are online 

shopping trends, lifestyle, price dispersion, e-tax, and online transactions (see Appendix A). 

The initial construct of individual behavior towards online transactions, through online 

shopping trend variables, is 4 questions, lifestyle is 4 questions and price dispersion is 4 

questions, and questions about online transactions are 4 questions. Furthermore, questions 

about mediation from e-tax amounted to 5 questions. Each item is measured using a Linkert 

attitude scale and starts with 5 which is associated with “always” and 1 is interpreted as “never. 

The process of validity on each instrument and panel used refers to the literature and the current 

experience of researchers. 

4. Result 

Data analysis using PLS-SEM is recommended for normal data and has a few limited 

assumptions about the data (Hair, et al. 2019). To support a strong estimation value, the 

minimum sample size requirement must be equal to 10 times the number of structural paths 

proposed in the latent construction (Hair, et al. 2014). With a sample size of two hundred and 

seventy-nine, it is sufficient for the PLS-SEM. 

4.1. Measurement Model Results 

Looking at the results of the CFA to validate dimensions and items at a factor loading value 

lower than 0.7 (Kim, 2007). Deleting these items is done to ensure that there is a close 

relationship between the items being measured and showing appropriate constructs (Fornel & 

Larker, 1981). Table 2 shows the modified value of the measurement results of the model 

indicators. In detail, the values of the latent variables that did not match were removed and 

were not continued for the next stage of analysis, namely: PD (1, 3), and ET 5. Cronbach's 

alpha value (α) and composite reliability (CR) showed numbers > 0.7, whose results indicate 

the reliability of the corresponding load values (Garthwaite, 1994). In addition, the average 

value of the extracted variance (AVE) is > 0.5 and the convergent validity is confirmed. 

Table 2. Assessment of the measurement model 

Path Loadings Reliability& validity 

TS → TS1 .735 AVE = .557 

CR = .835 

α = .741 

 

TS → TS2 .720 

TS → TS3 .753 

TS → TS4 .776 

LS → LS1 .775 AVE = .608 
CR = .861 

α = .768 

LS → LS2 .786 

LS → LS3 .803 

LS → LS4 .753 

PD → PD2 .959 AVE = .561 

CR = .822 PD → PD4 .927 



α = .715 

ET → ET1 .870 AVE = .512 

CR = .759 

α = .705 

ET → ET2 

ET → ET3 

.895 

.779 

ET → ET4 .797 

OT → OT1 .765 AVE = .617 
CR = . 865 

α = .791 

OT → OT2 .875 

OT → OT3 .786 

OT → OT4 .706  

The discriminant validity provisions were evaluated by looking at the value of the Fornell & 

Larcker test and the heterotrait monotrait ratio (HTMT) of the threshold value. Fornell and 

Larcker test values as shown in table 3 between each pair of latent variable constructs were 

found to be lower than the associated AVE (Fornel & Larker, 1981). In addition, the HTMT 

ratio criterion value obtained was below the recommended threshold of 0.85 (Kline , 2015) and 

this shows that the discriminant validity in this study is fulfilled. 

Table 3. Discriminant validity: Fornell-Larcker (below the main diagonal) and 
Heterotrait-Monotrait Ratio (HTMT) (above the main diagonal) 

 TS LS PD ET OT 

TS .746 .234 .089. .040 .344 

LS .284 .780 .100 -.106 .347 

PD .089 .072 .749 -.136 .103 

ET .040 .148 .180 .688 .155 

TO .344 .284 .103 -.040 .785 

 

4.2. Testing Model Relationships and Hypotheses 

As shown in Table 4 and Figure 1, the results show that there is a significant relationship 

between TS and OT (β = 0.294, t = 4.706, < 0.000) and LS with OT (β = 0.207, t = 3.138, < 

0.002), but not with PD to OT (β = 0.053, t = 0.686, < 0.489) whose results were found to be 

insignificant. Furthermore, the results of R Squared can be used to clarify the relationship 

between the constructs of the research model and the value indicated has a value of more than 

0.10 (Falk and Miller, 1992). 
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Figure 1. The estimated results of the model testing 

More about the indirect effect as in table 5 and figure 1 which shows that e-tax (ET) has an 

insignificant effect on all construction variables, such as: TS through ET to OT (β =0.026, t = 

0.516, ρ < 0.606), then LS through ET to OT (β = 0.028, t = 0.578, ρ < 0.564) and PD through 

ET to OT (β = 0.006, t = 0.684, ρ < 0.517). Finally, table 6 shows all the results of hypothesis 

testing, there are two relationships that support the hypothesis and the other four have different 

values. 

Table 4. Path coefficients, p-values & hypothesis test   

Hypothesis Path From Path To Path Coefficient Significance t-value Hypothesis test 

H1 TS OT .294 .000 4.706 Supported 

H2 LS OT .207 .002 3.138 Supported 

H3 PD OT .053 .489 .686 Not Supported 

 

The test results from the bootstrap procedure to determine the causal relationship between the 

construct variables by looking at the path coefficient results and the t value (Gefen et al., 2000) 

show that there are two formative constructs that have significant values, namely: the 

construction path between shopping trends and online transactions (H1 ) has a significant value 

(β = 0.294, t = 4.706, ρ < 0.000) and the lifestyle path towards online transactions (H2) also 

has a significant value (β = 0.207, t = 3.138, ρ < 0.002). However, for other constructs, namely: 

price dispersion on online transactions (H3) does not significantly affect (β = 0.053, t = 0.686, 

ρ < 0.489) and for a possible explanation of the relationship between these variables, online 

shoppers in Indonesia do not consider the information important. about the difference in the 

price of goods and variations in the price of each item displayed by the application to influence 

its decision in conducting online transactions so that the profits that should be obtained from 

the difference in the price difference are not decisive. 

Table 5. Test results for moderator variables 

Interaction  Coefficient Significance t-value Effect 

TS → ET → TO .026 .606 .516 Small 

LS → ET → TO .028 .564 .578 Small 

PD → ET → TO .006. .517 .648 Small 

 

The results of R2 as presented in Figure 1 regarding the relationship between shopping behavior 

(trend, lifestyle, and price dispersion) contributed 27.1% to online transactions. Furthermore, 

the provisions regarding the size of the interaction effect are considered small if 0.02, moderate 

if 0.15, and large if 0.35 (Cohen, et al. 2013), and the mediating effect of e-tax has a small and 

indirect effect on the shopping behavior relationship and online transaction. 

Table 6. Hypothesis Testing Results 

 Hypothesis Result 

H1 Online shopping trends are positively related to online transactions Supported 



H2 Lifestyle positively affects online transactions Supported 

H3 The price dispersion listed by the application has a positive effect on 

online transaction decisions 

Not Supported 

H4 E-taxes has a direct effect on the behavior of shopping trends and online 

transactions 

Not Supported 

H5 E-taxes have a direct effect on the relationship between lifestyle and 

online transactions 

Not Supported 

H6 E-taxes have a direct effect on the relationship between price dispersion 

and online transactions 

Not Supported 

5. Discussion 

5.1. Findings 

There are some interesting findings from this study, such as online shopping trends and lifestyle 

being significant predictors of online transactions. Supporting previous findings, regarding 

online shopping trends that can provide trust and convenience when shopping for consumers 

(Gabriel & Ogbuigwe, 2016), online shopping trends in this study also show the same 

influence, the contribution of trust may be seen in product quality that is considered good by 

consumers. consumers and information about products that are quite accurate. In addition, 

convenience when shopping is seen in the large number of diverse and fashionable product 

choices that strongly support consumers' decisions to make online transactions. The 

development of online shopping trends may arise due to the disclosure of information about 

the latest products provided by online applications, thus influencing consumers' decisions to 

make online transactions. Furthermore, lifestyle has a significant effect on online transactions. 

Pandey, et al (2014) explain that online shoppers find online shopping easier and more 

entertaining. And this study supports these findings, where lifestyle behavior in online 

transactions found in the OT application is considered very interesting, a lot of information and 

promos are provided, supports activities and activities of daily living, helps their social life. 

These results explain that the existence of online transaction applications may have been well 

received by online shoppers and can support their daily activities such as shopping, paying 

bills, money transfers, booking tickets, and ordering online applications. 

Price dispersion was not found to have an effect on online transactions and this finding is in 

line with the results of Ghoze and Yao, (2010) who explained that in some internet markets the 

"law of one price" may apply when consumers consider the transaction price, not the price 

posted by the application. In the context of this research, online shoppers do not consider 

important the information they get about the difference in the price of goods and the price 

variations of each item displayed by the application in influencing their decision to transact 

online. 



Although there is the awareness that arises from online shoppers about e-tax policies such as: 

accepting tax breaks, supporting e-tax, application platforms that provide convenience in 

paying taxes, and tax compliance, Jin (2003) explains that although online sales are growing 

rapidly and are receiving wide attention. from the public, there was little positive impact found 

on the collection of online sales taxes and their use by consumers. And this finding explains 

that the e-tax variable is not a good mediation of the relationship between shopping behavior 

and online transactions because it shows a very small value and does not have a direct effect 

on this relationship. The Indonesian government needs to think about alternative policies in 

determining e-tax on online transaction application platforms that have been circulating among 

the public so far. 

5.2. Practical Implications 

Contributions to research are expected to help academics, managers, and online store owners, 

as well as the government in determining strategic steps to support online shopping and 

transaction platforms. First, online shopping trends can influence online transaction decisions 

and the trend's contribution is seen in product quality, product information, and various product 

choices according to trends in society. Second, lifestyle positively affects online transactions. 

Online consumers really like online transaction applications because they are attractive and 

offer information and promos for necessities, support social activities, and the needs of their 

daily life. Third, online store managers and owners need to think about attractive steps and 

strategies to encourage the growth and development of their online stores through the results 

of this research. Fourth, although e-tax does not match the expectations in this study, the 

emergence of awareness from online shoppers about the existence of e-tax is expected to 

encourage and provide a foundation for the Indonesian government to make alternative e-sales 

tax policies that are suitable for online shopping and transaction application platforms. 

5.3. Future Research and Limitations 

Every study has limitations and this study is no exception. First, the investigation in this 

research contextually and specifically examines consumer shopping behavior with online 

transaction applications in Indonesia. These findings may not apply to other market segments, 

different application technology platforms, and different locations. Thus, it is possible to 

replicate this study in other places and locations. Second, direct contact with the subject was 

neglected in this study because the survey was distributed online, so there is a possibility of 

misperception in collecting information. 



There are several proposed future research frameworks from the results of this study, namely: 

First, the initial construction of the questionnaire explains that each user of the online 

transaction application has a certain background (age, gender, job level), the purpose of use, 

and personal preference in his choice of the application. Examining more about consumer 

characteristics, user motivation, and personal preferences are important in knowing consumer 

behavior and decisions to make online transactions. Second, further analysis of the relationship 

between trends and lifestyles on online transactions can be developed further by examining the 

driving factors. Third, online shoppers may recognize the existence of e-tax in online 

applications, but the impact is not significant on the decision to make online transactions. It is 

necessary to examine more deeply the driving factors so that the objectives and implementation 

of this e-tax policy can be interpreted properly by consumers, online merchants, and 

policymakers. 

6. Conclusion 

This study reveals the latent influence of trends and lifestyles on consumer shopping behavior 

through online transactions. Although the study results do not apply to price dispersion, the 

evidence in this project can provide a reference for traders in the online market to develop 

marketing strategies in the online market. In addition, other findings on the awareness that arise 

in the e-tax provisions that apply to online platforms can assist policymakers in developing 

appropriate electronic tax alternatives. 



7. Axpendix & Scale Item 

Items Question (Likert Scale) 

Trends - Häubl & Trifts (2000) 
OST 1 Product information advertising is very interesting, accurate and complete 
OST 2 Offers branded products, and attracts attention for shopping 
OST 3 The products offered are always fashionable, and trendy 

OST 4 The quality of the goods offered is very good and up-to-date 
Lifestyle - Swinyard & Smith (2003) 
LS1 OT is closely related to the user's daily activities 
LS 2 I like OT because of new promos, discounts and information 
LS 3 OT application is very interesting to use every day 
LS 4 Help the user's social life (social activities) 
Price Dispersion - Pan, et al (2004) 
PD 1 Random pricing strategy is very helpful when shopping 
PD 2 Prices offered are in accordance with traditional markets 

PD 3 The uniqueness of the products offered affects the desire to shop 
PD 4 The variety of prices offered is very helpful for shopping decisions 
E-tax- Night & Bananuka (2019) 
e-tax 1 I have positive feelings for the e-tax system on the online application 
e-tax 2 The e-tax system in online shopping makes it easy for us to comply with taxes 
e-tax 3 The e-tax system implemented by the OT application is convenient and fast 
e-tax 4 I feel better with e-tax because I have paid taxes 
e-tax 5 The e-tax system is safe, and convenient to use when transacting online 

Online Transaction (OT) - Cho, 2004 

OT 1 I enjoy shopping and browsing through online shopping malls 
OT 2 Online shopping center is a favorite place to shop 
OT 3 I don't mind spending time browsing online shopping malls 
OT 4 I enjoy every moment while shopping online. 
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