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Perceived Usefulness  0.933 0.934 0.949 0.789 

Purchase intention 0.920 0.921 0.940 0.758 

Shaping Consumer Be-

havior 
0.944 0.944 0.957 0.818 

Trust 0.931 0.932 0.948 0.783 

 

Fornel-Lacker 

 Compatibility Perceived 

Ease of 

Use 

Perceived 

Usefulness 

Purchase 

Intention 

Shaping 

Consumer 

Behavior 

Trust 

Compati-

bility 

0.878      

Perceived 

Ease of 

Use 

0.845 0.913     
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Perceived 

Usefulness 

0.868 0.927 0.888    

Purchase 

Intention 

0.870 0.875 0.902 0.871   

Shaping 

Consumer 

Behavior 

0.905 0.861 0.883 0.886 0.904  

Trust 0,887 0.915 0.920 0.894 0.892 0.885 

 

Cross-Loading 

 

  

Compatibil-

ity 

Perceived Ease of 

Use 

Perceived Useful-

ness 

Purchase inten-

tion 
Shaping Consumer Behavior Trust 

C1 0.830 0.713 0.717 0.710 0.751 0.768 

C2 0.901 0.792 0.800 0.784 0.813 0.827 

C3 0.889 0.764 0.793 0.806 0.798 0.798 

C4 0.892 0.713 0.743 0.763 0.816 0.743 

C5. 0.873 0.723 0.753 0.753 0.792 0.756 
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CB1 0.854 0.791 0.818 0.814 0.926 0.830 

CB2 0.811 0.763 0.804 0.774 0.890 0.764 

CB3 0.808 0.813 0.802 0.811 0.899 0.819 

CB4 0.795 0.758 0.779 0.816 0.894 0.812 

CB5 0.823 0.768 0.789 0.788 0.912 0.807 

PE1 0.754 0.915 0.839 0.777 0.760 0.811 

PE2 0.761 0.907 0.859 0.798 0.774 0.836 

PE3 0.748 0.912 0.842 0.790 0.777 0.838 

PE4 0.817 0.923 0.848 0.824 0.838 0.856 

PE5 0.772 0.907 0.846 0.803 0.777 0.833 

PI1 0.785 0.838 0.848 0.891 0.793 0.827 

PI2 0.744 0.720 0.782 0.863 0.734 0.744 

PI3 0.733 0.727 0.756 0.879 0.747 0.754 

PI4 0.762 0.683 0.705 0.840 0.781 0.743 

PI5 0.762 0.836 0.834 0.879 0.797 0.820 

PU1 0.738 0.823 0.888 0.800 0.737 0.817 

PU2 0.759 0.826 0.869 0.768 0.787 0.809 

PU3 0.792 0.809 0.887 0.816 0.816 0.818 

PU4 0.790 0.855 0.901 0.825 0.798 0.833 

PU5 0.773 0.804 0.894 0.797 0.778 0.807 

T1 0.783 0.774 0.760 0.777 0.769 0.883 

T2 0.771 0.813 0.816 0.755 0.759 0.870 

T3 0.770 0.822 0.838 0.788 0.788 0.884 

T4 0.814 0.801 0.799 0.821 0.823 0.889 

T5 0.786 0.838 0.856 0.815 0.805 0.900 
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Reliabilitas Komposit 

 

  Cronbach's Alpha rho_A Composite Reliability 

Average Variance Extracted 

(AVE) 

Compatibility 0.925 0.926 0.944 0.770 

Perceived Ease of Use  0.950 0.951 0.962 0.833 

Perceived Usefulness  0.933 0.934 0.949 0.789 

Purchase intention 0.920 0.921 0.940 0.758 

Shaping Consumer Be-

havior 
0.944 0.944 0.957 0.818 

Trust 0.931 0.932 0.948 0.783 

 

R-square 

 

  

R 

Square 

R Square Ad-

justed 

Purchase intention 0.784 0.783 

Shaping Consumer Behav-

ior 
0.866 0.863 
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BOOTSTRAPING 

 

 

Pengaruh Langsung 

 

  Original Sample (O) 

Sample Mean 

(M) 

Standard De-
viation 

(STDEV) 

T Statistics 

(|O/STDEV|) P-Values 

Compatibility -> Shaping Consumer Behavior 0.472 0.461 0.097 4.881 0.000 

Perceived Ease of Use  -> Shaping Consumer Be-

havior 
0.072 0.076 0.086 0.830 0.430 

Perceived Usefulness  -> Shaping Consumer Behav-
ior 

0.205 0.205 0.096 2.146 0.021 

Shaping Consumer Behavior -> Purchase intention 0.886 0.885 0.031 28.954 0.000 

Trust -> Shaping Consumer Behavior 0.219 0.226 0.109 2.005 0.057 
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LAMPIRAN JURNAL ACUAN 
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