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INTRODUCTION
Research Background

Changes in the business world from offline to online are rife. These changes are part
of advances in information technology both the development of gadget technology,
telecommunications data services and other supporting factors that are able to bring digital
services as we can use today. The development of the digital world directly influences
people’s interactions in social relations. This social relationship which is generally carried out
with face-to-face meetings physically turns into digital meetings such as video calls.

According to APJIlI data (Association of Indonesian Internet Service Providers),
which conducted a survey on internet usage behavior in Indonesia in 2018, obtained 93.9
results of a survey of 5900 samples that stated that correspondents were frequently connected
to the internet via smartphones. This figure shows consumer behavior that is most likely
already familiar with digital activities from the use of the smartphone.
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These changes gradually affect the habitual behavior of people, especially in the
scope of trade / business. We can pay attention to these changes in our shopping habits. The
growth of internet users and digitalization in social forms or have a significant impact on
changes in consumer spending trends and behavior (Han, 2018). Previously shopping or
buying goods for consumers is done directly by meeting the seller while seeing firsthand the
product you want to buy. The meeting certainly means avoiding negative risks, especially for
the buyer side.

Based on this, the buyer's trust in the seller has a very important meaning in digital
relations. This digital relationship covers a variety of things, especially regarding the various
services obtained by the buyer and the quality of the products obtained by the buyer. In
digital relations, there certainly is a reluctance of buyers to start trading because of these trust
factors.

Confidence in the brand is certainly the result of consumer interaction with the
products they use, namely the process of interaction / consumer involvement in the overall
psychological experience of consumer interactions with product brands, as well as other
relevant objects including companies, employees, and consumers (Brodie, 2011; Hollebeek
et. al, 2011; Lemon, 2016). Consumer trust can be assumed as a result of involvement in
terms of the experience consumers have during interacting with the product or brand used.

Brand also has an important role for consumers in avoiding risks that are considered
important for consumers in buying or consuming products, according to Keller (2013) risks
from brands include, fuctional risk, physical risk, financial risk, social risk, physical risk and
time risk .

Figure 1. Retail Growth Feb 19 - Jan 20
Source: CEIC Data (2020)

Based on the data above, it is known that retail growth in Indonesia from February
2019 to January 2020 experienced a downward trend. This decrease was caused by various
factors such as lifestyle changes, especially shopping activities, online shop growth and so
on. Growth that tends to decline is certainly a threat to the sustainability of the retail business.
Therefore based on data obtained from katadata (published June, 2019) one of the retail
strategies in dealing with the decline in retail growth is by closing unproductive outlets. The
closure of the outlet is aimed at reducing losses due to the revenue of the outlet not covering
operational costs and as a form of company efficiency.
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Matahari Putra Prima (MPPA) is the holder of the offline retail brands Hypermart, Foodmart
and Boston, which experienced a significant decrease in revenue. Reported according to
Katadata (2019) MPPA experienced a declining trend of growth as well as significant losses
in 2017 and 2018. Mentioned in 2018, MPPA experienced a decrease in operating income of
14.9%.
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Figure 2. MPPA'
Source: Katadata (2020)

: Net Income and Profit

A decrease in both growth and income must certainly find a solution in the form of
business diversification for offline retail where by utilizing technology to increase retiail
growth. This situation awakens traditional retailers who still rely on offline sales that the
internet has become an important platform in doing business today (Gao, 2011).

Multi channel is one of the solutions for offline retailing by diversifying two or more
operations that are carried out to distribute goods to consumers (Hanh, 2009). Multi channel
retailers do are able to generate a large income compared to only having one operational
choice because by having multi channels, retail is able to attract more number of buyers both
offline and online (Levy, 2004). Consumer confidence in offline retailing is very important in
attracting consumer interest to visit the retail owned website (Kuan, 2006). This form of trust
is certainly the basic capital for offline retailing to start consumers' habits in shopping online
at retail web sites.

Research Purpose
Based on the gap research that has been revealed, this research aims:

1. To analyze the effect of online consumer behavior on buying interest at the Hypermart
online store.

2. To analyze the effect of online consumer behavior on brand trust in the Hypemart online
store.

3. To analyze how brand trust is able to moderate online consumer behavior towards buying
interest in the Hypemart online store.

It is expected that the research results obtained can provide an overview of the company's
condition and solutions for the growth and development of retail businesses.
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LITERATURE REVIEW
Online consumer behavior and brand trust

Kottler (2012) defines consumer behavior as the science of learning how both
individually, groups, and organizations choose, buy, use, and spend goods, services, ideas /
results of thought, or experience to satisfy their needs and desires. Noel (2009) identifies
consumer behavior, namely individual behavior regarding activities (purchase and use of
goods and services) and how these activities can affect the lives of individuals. Based on the
expert opinion it can be concluded that consumer behavior is an activity carried out by
individuals in meeting their needs and desires.

Online now has become a term for activities and behavior of individuals who surf in
cyberspace using both computers, smartphones and other tools that are connected to internet
access. Online consumer behavior shows behavior regarding the internet and online
purchases (Goldsmith, 2002; Lee et al., 2018). Research conducted by Durndell (2002),
Cazan et al (2016) found computer anxiety, attitude to the internet and computer self-efficacy
as a whole shaped the internet experience for consumers. This experience drives consumers
to use the internet to support the activities carried out.

The internet is one source of digital information. Ha et al (2015) found online
consumer behavior, one of which originated from digital information obtained from social
networks, and the next phase led to trust and behavioral intention could be in the form of
buying interest in the context of product information. Research by Paulou (2006) found
consumers choose information sources when trusting (information loading sites) where when
consumers search for information, information obtained from these sources is believed by
consumers as valid, accurate and timely information.

Trusted sites are generally sites that are managed by companies or official institutions.
The official website certainly helps consumers to trust the information obtained. In online
shopping, of course, consumers when they need full trust in the online store, the existence of
a physical store owned by a company that also has an online store can reduce consumer
confidence in online shopping (Chaudhuri, 2001).

Consumers' trust in finding valid, accurate and up-to-date information on the internet
and online shopping activities still requires a physical store as a foundation of trust (Kim,
2009). Based on this description it can be concluded that there is a relationship between
online behavior of consumers on brand trust.

H1. Online consumer behavior affects brand trust.

Online consumer behavior and repurchase interest

Consumers who are active in the use of mobile apps and social networks indicate that
as a form of online consumer behavior the use of the internet in the use and collection of
information has a tendency of interest in making online purchases (Lee et al., 2017; Hung et
al., 2019). Consumers tend to search for product information via the internet. This tendency is
often shown when consumers want to buy products when shopping online (Shim, 2001; Han,
2018). A positive relationship was also found between information searching using the
internet and buying interest (Watcharavesringkan, 2003).

Online consumer behavior in the form of searching for product information shows the
tendency of consumers to have an interest in buying before deciding to make the purchase.
Consumers tend to like to search for information using the internet when shopping for
products online (Kim, 2005; Han et al, 2018). With various studies it can be concluded that
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there is a relationship between online consumer behavior towards repurchase interest in
online stores owned by offline retailers.

H2. Online consumer behavior influences repurchase interest.

Brand trust and repurchase interest

Trust plays an important role in creating consumer interest in shopping (Liu et al.,
2005; Osman, 2013; Cazier et al., 2017). Kuan (2007) confirms a positive relationship
between trust in buying interest in online shopping for unit products. Trust is the main factor
for consumers in shopping activities. Through consumer confidence in a brand, it will
minimize consumers' concerns about the products or services that they want to buy.
H3. Brand trust influences repurchase interest.

Brand Trust

Repurchase
Intention

Figure 3. Research Framework Model
Source: Researchers based on journals, textbooks and other publications

RESEARCH METHODS

A total of 260 respondents participated in this study. These respondents have a
vulnerable age of 15 to 24 years (generation Z) and the majority are students and students
who are active in the city of Tangerang, Indonesia. The selection of students and students
aged 15-24 as respondents was due to teenagers being potential consumers of retail with the
multi-channel concept, adolescents were able to represent high purchasing power both online
and offline (Silverman, 2000; McKbnight et al., 2002). Teenagers are also more familiar with
e-commerce (McKnight et al., 2002; Goldsmith, 2002; Indrajaya, 2017). The selection of
Tangerang City as a place for sampling is due to the Hypermart Supermarket which operates
more than 100 shops based in the city in Indonesia.

Procedure

Respondents were asked to answer the questionnaire provided by the researcher. The
questionnaire used is a closed questionnaire where the answers have been provided so as to
facilitate respondents to be more effective and efficient in answering questions raised by
researchers. The questions asked by researchers relate to respondents 'habits in using the
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internet in the economic field (searching for product information and online shopping) as
well as regarding respondents' experiences relating to retail Hypermart.

Instrument

This research is a quantitative research. The tool used for data collection is a
questionnaire using a Likert's interval of 1 to 5 (1 = strongly disagree, 2 = disagree, 3 =
doubtful, 4 = agree, 5 = strongly agree). The sampling technique used by researchers is
nonprobability sampling with purposive sampling method. The population used is consumers
who have shopped at Hypermart both online and offline (physical stores).

This study analyzes the data by testing several variable relationships so the researcher
chooses the multivariate analysis method. Analysis tools using SEM (structural equation
modeling) using the LISREL application. SEM (structural equation modeling) is one of the
analytical tools used to determine the magnitude of influence between independent variables
on the dependent variable (Ali, 2013). SEM is a large sample technique (N> 200), and the
sample size required depends on the complexity of the model, the estimation method used,
and the distribution characteristics of the observed variables (Riadi, 2018).

Online consumer behavior consists of 3 items namely computer anxiety, attitude to
the internet and computer self efficacy (Durndell, 2002) which was also adopted by Cazan et
al (2016). Modifications were made based on a measurement scale where computer usage
was changed to online shopping as in anxienty computer, "I have difficulty using a computer"
was changed to "I have difficulty shopping online”. Brand trust uses the scale used by Lau
(1999) which was also adopted by Hegner (2016) consisting of 5 items namely brand
predictability, brand liking, brand competence, brand reputation, trust in the company. Finally
for repurchase intention (behavior intention) using a scale developed by Zeithaml et al (1996)
and adopted by Fang et al (2014) consisting of 2 items namely loyalty and switch.

FINDINGS AND DISCUSSION
Result

Based on the computational results of Figure 4, it is known that exogenous variables
of consumer online behavior (X1) have 3 manifest variables namely X1, X2 and X3. The
results of data processing with the biggest loading factor are owned by 2 manifest variables
namely X1 and X2 with a value of 0.92 and the smallest is X3 of 0.78. The high factor
loading value> 0.75 indicates the manifest variable is valid. T arithmetic obtained on the
exogenous variables of consumer behavior online the largest value of t obtained manifest
variable X2 of 18.80. T value> table t value is 18.80> 2.04 proves significant. The smallest t-
count value at X3 was 13.79. So it can be concluded based on the calculated t value that the
exogenous variables of consumer online behavior have a significant influence.

R2 value obtained by the largest variable X1 on manifest variable X2 is 0.86 which
can be interpreted as the variable is able to influence other variables (endogenous variables)
by 86% and the remaining 14% is influenced by other variables. While the smallest R2 value
owned by variable X1 is owned by manifest variable X13 of 0.56.

In figure 4 the results obtained for the intervening variable is the brand trust variable
(YY) has a manifest variable of 5 namely Y1 to Y5. The highest loading factor of Y variable is
manifest Y4 of 0.91 and the smallest is 0.75 (Y3). All manifest variables owned by Y
variable have loading factor value> 0.50 so that all manifest variables owned are declared
valid.
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The t value of the biggest brand trust variable owned by manifest variable Y4 with a
value of 15.96 and the smallest manifest variable Y1 with a value of 12.76. The overall value
of t is calculated on the manifest variable Y> value of t table (2.04). It can be concluded that
the Y variable has a significant effect. For the coefficient of determination (R2) the largest
variable Y has a manifest variable Y4 with a value of 0.83 and the smallest Y3 of 0.57.

The latent variable of repurchase interest (Z) has a manifest variable of 2 namely Z1 and Z2.
The biggest loading factor in the latent variable of repurchase interest (Z) is found in manifest
variable Z2 of 0.88 and the smallest variable is manifest manifest Z1 with a value of 0.85.
Based on the factor loading value that is owned by all manifest variables on the latent
variable of repurchase interest (Z), the valid result is obtained because it has a loading factor
value> 0.50.

While based on the results of t arithmetic compared with t table obtained results for
manifest variable Z1 has t arithmetic of 19.12 where> 2.04 (t table) so that obtained
significant results. For manifest variable Z2 has a t count of 17.53 which means t arithmetic>
2.04 (t table) so that it is declared significant. It can be concluded that the latent variable of
repurchase interest (Z) has t arithmetic greater than t table so as to obtain significant results
for the measurement results of variables.

The coefficient of determination (R2) the largest variable of repurchase interest (Z)
has the manifest variable Z2 of 0.77 or when converted to percent that is 77% and the
smallest variable is manifest manifest Z1 with the coefficient of determination (R2) 0.72 or
conversion in percent to 72% . It can be concluded that the coefficient of determination (R2)
of the latent variable of repurchase interest (Z) is very large at around 70%. The coefficient of
determination (R2) with a large value indicates the ability of the variable to influence other
variables is quite strong.
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Figure 4. Standardized SEM estimates
Source: Results of data processing using Lisrel 8.8

For goodness of fit, the NFI (Normed Fit Index) was 0.94, the PNFI (Parsomonious
Normed Fit Index) was 0.67, the CFI (Comparative Fit Index) was 0.95, the Incremental Fit
Index (IFI) was 0.95, the RFI (Relative Fit Index) was equal to 0.92, GFI (Goodness of Fit
Index) of 0.87. Based on the level of goodness of fit obtained, the overall model can be said
to be fit with the data.
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Structural equation modeling analysis: hypotheses testing
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Structural Equations

Trust = 0.46*Behavior, Emorvar=0.79 _R*=022

(0.068) (0.11)
6.82 7.01
Itention = 0.86*Trust — 0.16*Behavior, Emorvar=0.12 R*=0389
(0.069) (0.015) (0.036)
1253 3.61 323

Figure 5. Structural Equation
Source: Results of data processing using Lisrel 8.8

The value of df (degree of freedom) is 32, while the test carried out is a 2-tailed (two-
tailed) test thus 0.05/ 2 = 0.025 as the value of a. After knowing the value of df = 32 with o
= 0.025, it can be directly con- tentated with table t. The value of the t table at the meeting
point of the column o = 0.025 with df = 32 shows that the result is 2.036933 rounded by 2
digits behind the comma to 2.04. So it can be concluded that the value of t table or t critical is
2.04

Structural Equation 1
a. The coefficient of the direct influence of the Behavior on Trust is 0.46, while the error
value is 0.068. If the direct coefficient / error value is obtained t value of 6.82. The t
value is compared to the table value where 6.82 (t arithmetic)> 2.04 (t table), the t
value is greater than t table, the coefficient of direct influence of Behavior on Trust is
significant with variance error 0.79 and coefficient of determination (R2) of 0.22
(hypothesis 1 supported).

Structural Equation 2

a. The coefficient of Trust's direct influence on Intention (repurchase intention) is 0.86,
while the error value is 0.069. If the direct coefficient / error value obtained t value is
12.53. The value of t arithmetic compared with the table value where 12.53 (t
arithmetic)> 2.04 (t table), the value of t arithmetic is greater than t table then the
coefficient of direct influence of Trust on Intention (repurchase intention) is
significant with error variance 0.12 and coefficient of determination (R2) equal to
0.89 (hypothesis 2 supported).

b. The coefficient of direct influence of Behavior on Intention (repurchase intention) is
0.16, while the error value is 0.045. If the direct coefficient / error value obtained t
value of 3.61. T count value compared to table value where 3.61 (t count)> 2.04 (t
table), t count value is greater than t table, the coefficient of direct influence of
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Behavior on Intention (repurchase intention) is significant with error variance 0.12
and coefficient of determination (R2) equal to 0.89 (hypothesis 3 supported)

Discussion and implications

A brand is more than a product because it has dimensions that are able to differentiate
from similar product designs from other competitors (Keller, 2013). A brand is a collection of
assets related to names and symbols aimed at adding value to products or services produced
by producers (Aaker, 1996). Brands also have an important role for consumers in avoiding
risks that are considered important for consumers in buying or consuming products,
according to Keller ( 2013) risks from the brand include, structural risk, physical risk,
financial risk, social risk, physical risk and time risk.

In this research, brand trust plays an important role in mediating consumer behavior
online and consumer satisfaction towards repurchase interest at the Hypermart online store.
Hypothesis 1 supports where online behavior has a positive and significant effect on brand
trust. The results of this study indicate that online consumer behavior has a significant effect
on brand trust. The habit of consumers interacting online is able to contribute positively to
forming trust in a brand (Bilgihan, 2016; Indarsin, 2017; Punyatoya, 2018).

Trust in the brand is the result obtained by consumers cumulated by online consumer
interactions such as social networks, online communities, information search and e-
commerce or digital shopping. This statement is in accordance with the results of the study of
Ha et al (2015) where one of the online behavior of consumers comes from digital
information obtained from social networks.

Online consumer behavior has a significant effect on repurchase intention (H2). The
initial stage in consumer interaction when shopping online in addition to consumer behavior
also requires the introduction and adaptation of an online shopping brand. It can be concluded
that consumers have no interest in shopping online in e-commerce or market places that are
not yet known. E-commerce and well-known market places certainly have a good reputation
in the minds of consumers and are more attractive (Casalo et al., 2007; Liu et al., 2019).
Based on this matter, it is certainly rather difficult for new business actors in the world of
online shopping to be able to attract consumers to buy instantly.

It's hard for players in the online shopping business without a strong brand. Online
shopping business has many sellers who are early in offering similar businesses, consumers
are also more familiar with e-commerce brands and market places that already exist. In
Indonesia, e-commerce brands and market places such as Bukalapak Tokopedia, Lazada,
Shopee, JD.id already exist and have a large market share. With this phenomenon as a new
online shop must have a promotion strategy and have a familiar brand in consumer memory
as a means of attracting interest. It is rather difficult for online shops that are just starting to
compete with market places and e-commerce that have already existed according to Kim
(2009).

With brand trust, it is certainly easier for consumers to determine their interests. In
this research, brand trust has a positive and significant relationship to repurchase intention
(H3). This research is in accordance with previous research conducted by Kim et al (2017),
Cazier et al (2017), Thomas et al (2018) found that trust plays an important role in creating
consumer interest to shop online.
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Limitations

This research is more focused on the offline side of retail, it is because in this study
aims to determine the effect of offline retail brand trust on consumer buying interest to shop
online on the retail store's official website or application. It is hoped that further research will
focus more on the side of the technology used, both web site quality, e-service quality and so
on. The discussion from the technology side is very important because the technology
continues to develop and these developments greatly affect consumers in their initial
purchase and repurchase interests.

CONCLUSION AND SUGESTION

Brand trust is an important key in mediating repurchase interests for offline retailers
in order to attract consumers to buy products that are offered online by these retailers.
Without brand trust, it is difficult for a new business format owned by the retailer to compete
in the field of online shop. This is certainly more influenced by competitors who already exist
in online businesses and have the advantage of experience in running e-commerce and market
places longer.

Trust in e-sellers has the ability to increase consumer repurchase interest (Fang et al.,
2014). Trust plays an important role in making consumer decisions to shop both offline and
online (Winch, 2006). This concept needs to be unique for retail stores that also have online
stores. Consumer experience will not change in shopping at the retail store because the brand
trust and customer satisfaction has been owned by consumers, only the form has changed
from offline to online.

Based on research that has been done, the researcher formulates conclusions based on
the results of data processing that has been done in the previous chapter. The conclusions as
follows:

1. This research proves that online consumer behavior has a significant positive effect on
brand trust. Consumers tend to search for information and shop online for brands that
are familiar products and online shops. The brand is a guarantor for consumers to
move in the digital world because a good brand certainly guarantees consumers from
various risks.

2. Research found online consumer behavior has a significant effect on repurchase
interest.

3. Brand trust has a significant effect on repurchase interest. Consumers tend to have an
interest in a product or service that has a familiar brand. The trust of the brand is
important for consumers because the consumer brand is able to assess the
performance of a product or service offered to him (consumers).

Suggestion

Based on the results of the analysis and discussion have been explained and the
conclusions, the authors provide suggestions that can be used as consideration for the parties
concerned as follows:

Academic

Future studies are expected to examine other variables used in examining consumer buying
interest in physical stores as well as having online stores. These variables such as service
quality, price, promotion and so on are used as a complement and develop research that has
been done with the variables that have been used / examined in this thesis. Rarely there is a
physical store that already exists before doing online shopping business with a success rate
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refers to the physical store which is the main business of the retail. Because consumer
behavior certainly will not be the same, physical stores are found consumers are accustomed
to visiting the store directly, while online stores where consumers can simply use a
smartphone in shopping.

Practical

Having a physical store that also has an online store should be a real advantage for the
physical store. Pre-existing physical stores are very important capital in building brand
satisfaction and trust to be distributed to new products or services such as online shopping to
consumers. As for suggestions - suggestions that can be submitted in order to increase
repurchase interest at the Hypermart online store namely:

1. Improve the quality of information such as accuracy, speed (up to date) regarding
product information sold by seller / online store. The quality of information that is
valid and fast makes consumers always able to know immediately about the latest and
verified product information that sellers sell. It is able to improve consumer behavior
to always look for product information at trusted sources with access to up to date
information that consumers always receive. Plus the information obtained tends to be
valid and fast, of course, able to attract consumers to buy back the online store. Of
course the whole thing can be implemented by utilizing search engine optimizer
(SEO) accompanied by artificial intelligence (Al) which is designed to adopt the
needs of products sought by consumers via the internet so that it is captured in the big
data that the Hypermart online store has.

2. Through the existing physical retail store network, information on the presence of
Hypermart online store services is delivered to consumers in a sustainable manner that
is incessantly communicating information about Hypermart online store service
products from time to time. The information will later become a memory and
consideration for consumers to be interested in making purchases back through the
online store. Information that is continuously consumers can be indirectly stored in
consumer memory as a memory in the selection of online stores. This memory will
later help Hypermart online store in competing with online stores that already exist
and are more familiar in the minds of consumers.

3. Implement the approach and method that forms the credibility of the Hypermart
online store as a reputable and competent retailer in running an online retail business.
Through these steps can create brand trust in order to attract consumers to buy back.
High brand trust creates an increase in repurchase interest because consumers have
trusted the products offered are of good quality in accordance with consumer
expectations as a reflection of brand trust (Hypermart brand) with a good level of
credibility in the minds of consumers. Brand trust really must be considered because it
can provide the strongest impact in increasing repurchase interest (in accordance with
the results of research that has been done).
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