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“The only person you are destined to become is 

the person you decide to be” 

– Ralph Waldo Emerson – 
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ABSTRAK 

 

 

Pertumbuhan angka penetrasi smartphone di Indonesia menyebabkan munculnya 

platform baru yaitu aplikasi mobile. Aplikasi mobile dijadikan media untuk 

mengembangkan bisnis ritel online yang lebih sering disebut mobile commerce 

(m-commerce). Perangkat smartphone sering dimanfaatkan pengguna untuk 

mencari informasi suatu produk, tetapi masih sedikit diantaranya yang berbelanja 

melalui aplikasi mobile. Jadi, penelitian ini membahas faktor emosional dan faktor 

rasional terhadap mobile shopping intention pada aplikasi mobile Zalora 

Indonesia. Faktor emosional ialah anxiety, dan faktor rasional ialah mobile apps 

skillfulness, usefulness, dan ease of access. 

 

Penelitian jenis deskriptif ini menggunakan metode non-probability sampling 

teknik judgemental sampling. Data dikumpulkan dengan menyebar kuesioner 

pada 143 responden yang merupakan konsumen Zalora. Data tersebut dianalisis 

menggunakan teknik structural equation model (SEM).  

 

Hasil penelitian ini menunjukan bahwa anxiety memiliki hubungan langsung 

dengan mobile shopping intention dan mobile apps skillfulness. Mobile apps 

skillfulness dan ease of access mempengaruhi mobile shopping intention secara 

tidak langsung melalui usefulness. Selain itu, ease of access tidak memiliki 

pengaruh langsung pada mobile shopping intention.  

 

 

 

Kata kunci : Mobile Commerce, m-commerce, Electronic Commerce, e-commerce, 

Anxiety, Mobile Apps Skillfulness, Usefulness, Ease of Access, Mobile Shopping 

Intention, Mobile Shopping, Aplikasi mobile Zalora Indonesia. 
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ABSTRACT 

 

 

The growth of smartphone penetration rate in Indonesia led to emergence of new 

platform i.e. mobile application. Mobile application has used as media to develop 

an online retail business which is called mobile commerce (m-commerce). 

Smartphone is often used to seek information about a product, however only few 

of them have been shopping through mobile application. Based on that, this 

research mainly discusses about emotional and rational factor which affect 

mobile shopping intention at mobile application Zalora Indonesia. The emotional 

factor is anxiety, and the rational factor is mobile apps skillfulness, usefulness, 

and ease of access.  

 

This research uses descriptive research design, which is use non-probability 

sampling applying judgemental sampling techniques. Data collected by spreading 

the questionaire to 143 respondents who are Zalora’s customer. Data analyzed by 

structural equation modeling.  

 

This study showed that anxiety has direct relationship with mobile shopping 

intention and mobile apps skillfulness. Mobile apps skillfulness and ease of access 

has indirect relationship with mobile shopping intention through usefulness. 

However, ease of access is not directly related with mobile shopping intention. 

 

 

 

 

Keywords : Mobile Commerce, m-commerce, Electronic Commerce, e-commerce, 

Anxiety, Mobile Apps Skillfulness, Usefulness, Ease of Access, Mobile Shopping 

Intention, Mobile Shopping, Mobile application Zalora Indonesia.  
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