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A B S T R A C T 

The rapid growth of e-commerce requires a deeper understanding of the differences 
in consumer responses to online transactions. This study examines whether 
consumer trust and online purchase decisions differ based on gender, age, 
monthly expenditure, and online shopping experience in smartphone purchases 
through e-commerce platforms. A quantitative approach was employed using 
survey data from 385 students from private higher education institutions in 
Jakarta Province who had experience purchasing smartphones online. Data were 
collected using a five-point Likert-scale questionnaire and analyzed using 
descriptive statistics, independent-samples t-test, and one-way ANOVA with the 
SPSS software. The findings show that gender, age, and monthly expenditure do 
not produce statistically significant differences in consumer trust and online 
purchase decisions. Online shopping experience also did not produce a 
statistically significant difference in consumer trust (p = 0.141), but a 
statistically significant difference was found in online purchase decisions (p = 
0.044). The mean difference was relatively small, with a Cohen’s d of 
approximately 0.22. These findings suggest that online shopping experience may 
provide additional discriminatory value for online purchase decisions beyond 
basic demographic characteristics, although its practical effect is relatively small 
in this study.  
 
A B S T R A K 

Perkembangan e-commerce yang pesat menuntut pemahaman yang lebih 
mendalam mengenai perbedaan respons konsumen dalam transaksi online. 
Penelitian ini bertujuan untuk menganalisis apakah terdapat perbedaan 
kepercayaan konsumen dan keputusan pembelian online berdasarkan jenis 
kelamin, usia, pengeluaran bulanan, dan pengalaman belanja online dalam 
pembelian smartphone melalui platform e-commerce. Penelitian menggunakan 
pendekatan kuantitatif dengan data survei dari 385 mahasiswa perguruan tinggi 
swasta di Provinsi Jakarta yang memiliki pengalaman membeli smartphone 
secara online. Data dikumpulkan menggunakan kuesioner berskala Likert lima 
poin dan dianalisis menggunakan statistik deskriptif, independent-samples t-test, 
dan one-way ANOVA dengan bantuan SPSS. Hasil penelitian menunjukkan 
bahwa jenis kelamin, usia, dan pengeluaran bulanan tidak menghasilkan 
perbedaan yang signifikan secara statistik pada kepercayaan konsumen maupun 
keputusan pembelian online. Pengalaman belanja online juga tidak menunjukkan 
perbedaan signifikan pada kepercayaan konsumen (p = 0,141), tetapi 
menunjukkan perbedaan signifikan pada keputusan pembelian online (p = 0,044). 
Selisih rata-rata relatif kecil dengan Cohen's d sekitar 0,22. Temuan ini 
menunjukkan bahwa pengalaman belanja online dapat memberikan nilai 
diskriminatif tambahan dalam membedakan keputusan pembelian online 
dibandingkan karakteristik demografis, meskipun besarnya efek secara praktis 
relatif kecil. 
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1. INTRODUCTION 
The rapid development of information technology has significantly transformed consumer behavior 

in the digital marketplace (Erlangga et al., 2024). E-commerce platforms provide consumers with convenience 
in accessing information, comparing products, and making transactions without geographical limitations. 
Consequently, online purchasing activities have increased substantially, particularly among young 
consumers who are highly familiar with digital technologies. In the context of e-commerce transactions, 
consumer trust and purchase decisions are considered essential factors that determine the success of online 
transactions (Gupta et al., 2023) (Krisna, 2025). Trust becomes particularly important because consumers 
often face uncertainty and perceived risks when purchasing products online, such as concerns about product 
quality, data security, and transaction reliability (Handoyo, 2024). 

From a theoretical perspective, consumer behavior theories emphasize that purchasing decisions are 
influenced by various factors, including psychological, social, and demographic characteristics (Dhawan & 
Garga, 2025). Several previous studies have suggested that demographic variables, such as gender, age, and 
income level, may influence consumers’ online purchasing behavior and trust in e-commerce platforms. 
These studies argue that differences in demographic characteristics can shape consumers’ perceptions of risk, 
trust, and decision-making processes in online transactions (Indiani et al., 2024) (Leonov et al., 2023). 

However, in the current digital environment, especially among digital-native consumers, the role of 
traditional demographic factors may become less dominant. Digital-native consumers are generally 
characterized by high levels of technology adoption, digital literacy, and familiarity with online platforms. 
Consequently, differences in demographic characteristics may not necessarily lead to differences in consumer 
behavior in e-commerce (Jeong et al., 2026) (Adel, 2024) (Khusaini et al., 2019). This creates a research gap 
between das sollen, which assumes that demographic factors are associated with differences in consumer 
behavior, and das sein, where consumers with similar technological experiences may demonstrate relatively 
homogeneous purchasing behavior regardless of demographic differences. 

Several recent studies have examined the factors influencing consumer trust and online purchase 
decisions in e-commerce environments (Rolando, Benedictus; Chondro, 2025) (Firdaus Firdaus et al., 2023) 
(Hartanto et al., 2022). Previous research highlights the importance of trust in shaping online purchasing 
behavior and reducing perceived risks in digital transactions (Ratnasari et al., 2023) (Ramadhan, 2025). Other 
studies also emphasize the role of online experience and interaction with digital platforms in influencing 
consumer decision-making (Hamdani et al., 2022) (Chiguvi et al., 2025) (Najiatun & Firdaus, 2025). However, 
empirical studies that specifically analyze demographic differences in consumer trust and online purchase 
decisions, particularly for high-involvement products such as smartphones, remain limited. 

Therefore, this study aimed to examine differences in consumer trust and online purchase decisions 
across four consumer characteristics—gender, age, monthly expenditure, and online shopping experience—
in the context of smartphone purchases through e-commerce platforms. By examining these dimensions 
simultaneously among students from private universities in Jakarta Province, this study provides a more 
specific demographic perspective than general studies of e-commerce purchasing behavior. The novelty of 
this research lies in assessing whether traditional demographic characteristics remain useful for 
differentiating consumer trust and online purchase decisions among digitally familiar student consumers, 
while also examining whether online shopping experience produces different patterns of consumer 
responses. 

 
2. THEORETICAL FRAMEWORK AND HYPOTHESES 
2.1. Theoretical Framework 
2.1.1 Consumer Trust in Ecommerce 

Consumer trust is considered a fundamental element in online transactions because consumers 
cannot directly evaluate products or physically interact with sellers (Ingriana, 2024). Trust refers to 
consumers’ willingness to rely on a seller or platform based on the expectation that the transaction will be 
conducted reliably and securely (Ikhlash & Linda, 2024) (Slaton, 2025). Trust refers to the belief that the seller 
or e-commerce platform has the ability, honesty, and good faith to fulfill transaction commitments (Pavlou, 
2003). Trust in an online environment is formed through perceptions of security, integrity, and reliability of 
the platform (Florea et al., 2025) (Hasbiah & Hasdiansa, 2025). In the context of e-commerce, consumer trust 
plays an important role in reducing the perceived risks associated with online transactions (Rahmaningtyas 
et al., 2025) (Hipólito et al., 2025). 

Previous empirical studies have shown that consumer trust significantly influences consumers’ 
willingness to engage in online transactions (Hidayat et al., 2021) (Sulistyowati & Husda, 2023). Trust helps 
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consumers overcome uncertainty and increases their confidence in making purchasing decisions in digital 
spaces. Therefore, understanding the factors that may influence consumer trust remains an important topic 
in e-commerce research. 
 
2.1.2. Online Purchase Decision 
 Online purchase decisions refer to the process through which consumers evaluate alternatives, select 
products, and complete purchases through digital platforms. Purchase decisions represent the stage in the 
consumer decision-making process in which consumers evaluate available alternatives and select the product 
that best meets their needs (Kotler & Keller, 2016). In an e-commerce environment, this process occurs 
through digital platforms and involves consumers evaluating product information, alternatives, perceived 
benefits and potential risks. 

Online consumer decision-making involves evaluating information and alternatives in social 
commerce environments, with online trust and perceived risk being relevant considerations in the 
purchasing process (Lăzăroiu et al., 2020). Similarly, the online purchase decision-making process across e-
commerce, mobile commerce, and social commerce platforms is associated with consumers’ digital 
experiences and purchasing behaviors (Petcharat & Leelasantitham, 2021). Furthermore, digital channels 
support consumers throughout the purchasing process, including information search and evaluation of 
alternatives before completing a purchase (Pires et al., 2022). 

Several studies have demonstrated that online purchasing behavior is influenced not only by system-
related factors such as security and usability but also by individual characteristics of consumers (Chen et al., 
2022) (Safitri et al., 2024) (Gobbilla & Sanjana, 2025). These characteristics may affect how consumers perceive 
risks and evaluate information when making purchasing decisions through e-commerce platforms. 
Therefore, online purchase decisions in the present study refer to consumers’ decision-making responses 
when evaluating, selecting, and purchasing smartphones through e-commerce platforms. 

  
2.1.3. Demographic Factors in Online Consumer Behavior 

Demographic characteristics are often used to explain differences in consumer behavior. Variables 
such as gender, age, and income level are frequently considered important determinants of purchasing 
behavior and trust in digital transaction. Some studies suggest that gender differences may influence 
consumers’ risk perception and trust in online transactions (Hariningsih et al., 2022) (Islam et al., 2026). For 
example, female consumers are often considered more cautious and information-oriented when evaluating 
products in e-commerce. 

Age is also frequently associated with differences in technology adoption and online purchasing 
behavior (Dawam et al., 2025) (Kráľ et al., 2025). Younger consumers are generally more familiar with digital 
technologies and may demonstrate higher levels of trust and engagement with online platforms (Ngo et al., 
2025) (Catană et al., 2025). In addition, economic factors, such as income or expenditure levels, may influence 
consumers’ purchasing power and purchasing decisions in online marketplaces. 

However, in the era of digital transformation, especially among digital native consumers, the 
influence of demographic characteristics may become less significant. Consumers who are accustomed to 
using digital platforms may demonstrate similar behaviors regardless of demographic differences. Therefore, 
examining demographic differences in consumer trust and purchase decisions remains relevant for 
understanding contemporary e-commerce behavior. 

2.2. Hypothesis Development 
2.2.1 Gender and Consumer Trust 

Gender has been examined as a demographic characteristic that may differentiate consumers’ 
perceptions and behavioral responses in online settings. Differences in perceived risk, privacy concerns, 
information processing, and shopping motivations may contribute to differences in how male and female 
consumers develop trust in e-commerce. A study conducted in a developing country found that gender was 
significantly associated with consumer trust and online purchase intention (Faqih, 2022). These findings 
suggest that male and female consumers may differ in their perceptions and evaluations of online 
transactions, particularly regarding trust and perceived risk. However, the role of gender may vary across e-
commerce contexts and consumer characteristics. Therefore, further empirical examination is needed to 
determine whether male and female consumers demonstrate significantly different levels of consumer trust 
in specific online purchasing contexts. 

This issue is particularly relevant in the present study because the respondents are university 
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students who purchased smartphones through e-commerce platforms. Although the respondents shared 
relatively similar educational and digital environments, gender may still be associated with differences in 
perceptions of online transactions and trust. Examining gender differences in this relatively homogeneous 
consumer group may therefore provide further evidence regarding whether gender has discriminatory value 
for consumer trust in e-commerce transactions. 

Based on the theoretical argument and empirical evidence regarding gender differences in online 
consumer trust, the following hypothesis is proposed: 

 
H1: Consumer trust in e-commerce transactions differs significantly according to gender. 

 
2.2.2 Gender and Online Purchase Decision 

Gender may be associated with differences in online purchase decision-making because male and 
female consumers may differ in their information evaluation, perceived risk, shopping motivations, and 
product preferences. These differences may influence how consumers evaluate alternatives and make 
purchasing decisions in e-commerce. 

The effects of gender and age on purchase intention and purchase behavior have been examined in 
the context of e-commerce in Indonesia, considering several motivational factors underlying online 
purchasing, including convenience, website quality, social influence, facilitating conditions, hedonic 
motivation, economic reasons, security, product variety, and delivery (Alfanur & Kadono, 2022). 

A study in a developing country context found that gender was significantly associated with 
consumer trust and online purchase intention (Safitri et al., 2024). The findings showed that gender was 
significantly associated with differences in actual online purchases using both bank-card and cash-on-
delivery transactions, indicating that male and female consumers may demonstrate different patterns of 
online purchasing behavior. 

However, this evidence does not necessarily indicate that gender produces uniform differences 
across all online purchasing contexts. A recent meta-analytic review of online purchase intention identified 
gender as an important demographic variable but also noted that previous findings regarding gender 
differences in online purchasing behavior were inconsistent. The review suggests that the role of gender may 
depend on consumers’ technological experience, purchasing context, and factors considered in the decision-
making process. 

These findings provide an empirical basis for further examination of gender differences in online 
purchase decisions. Although previous studies have investigated gender in relation to online purchasing 
behavior, limited evidence specifically addresses whether male and female university students differ in their 
purchase decisions when purchasing smartphones through e-commerce platforms. Therefore, this study 
examines whether online purchase decisions differ significantly based on gender among university students 
purchasing smartphones through e-commerce platforms. 

Based on the theoretical argument and empirical evidence regarding gender differences in online 
purchasing behavior, the following hypothesis is proposed: 

 
H2: Gender significantly influences online purchase decisions in e-commerce transactions.  
 

2.2.3 Age and Consumer Trust 
Age is a demographic characteristic that may shape consumers’ perceptions and behavioral 

responses to e-commerce transactions. Age-related differences may be associated with variations in digital 
familiarity, information processing patterns, perceived risk, and prior experience with online platforms. 
Accordingly, younger and older consumers may differ in their assessment of information, platform features, 
and potential risks when forming trust in online transactions. 

Previous studies have found that age may be associated with differences in consumer trust in online 
settings. The influence of age and gender on consumer-to-consumer e-commerce has been examined, with 
findings suggesting that the factors underpinning consumer trust vary by age group. Among consumers 
aged 40 and above, trust in buyers or sellers was an important factor, whereas consumers in their 20s and 30s 
exhibited different trust-forming mechanisms (Yoon & Occe˜na, 2015). These findings suggest that age may 
shape the way consumers develop trust in online environments. 

Similarly, generational cohorts differ in the way they transfer trust from company-generated and 
user-generated information to social commerce websites (Herrando et al., 2019). Based on an online survey 
of 715 social commerce users aged 16–55 years, Generation X relied more on company-generated information, 
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whereas Generation Z relied more on user-generated information. Generation Y also demonstrates a distinct 
pattern of trust formation. These findings suggest that differences in age or generational cohorts may 
influence how consumers evaluate information and develop trust in digital commerce platforms. 

However, empirical evidence regarding the role of age in online consumer behavior is inconsistent. 
A study of Indonesian online consumers found that age was not a significant predictor of actual purchases, 
indicating that demographic differences do not necessarily translate into differences in online purchasing 
behavior (Safitri et al., 2024). Similarly, demographic characteristics did not moderate the relationship 
between online purchase intention and actual purchase, although demographic factors were relevant to the 
relationship involving trust and purchase behavior (Luh et al., 2024). These findings indicate that the role of 
demographic characteristics in digital consumer behavior remains context-dependent. 

This issue is particularly relevant in the present study because the respondents are students from 
private universities in Jakarta, who are generally exposed to digital technologies and e-commerce platforms. 
Although respondents may belong to different age groups, their relatively similar educational and digital 
environments may reduce the extent to which age differentiates their perceptions of trust. Therefore, this 
study examines whether consumer trust differs significantly across age groups in the context of smartphone 
purchases through e-commerce platforms. 

Based on the theoretical argument and mixed empirical evidence regarding the role of age in online 
consumer trust, the following hypothesis is proposed: 
 

H3: Consumer trust in e-commerce transactions differs significantly by age. 
 
2.2.4 Age and Online Purchase Decision 

Age may be associated with differences in online purchase decisions because consumers from 
different age groups may differ in their digital familiarity, online shopping experience, information 
processing patterns, and purchasing preferences. These differences may be particularly relevant for products 
such as smartphones, which generally require consumers to search for information, compare alternatives, 
and evaluate product attributes before making a purchase. 

Recent empirical studies have provided evidence that age may be relevant to online purchase 
decision-making. Research involving consumers aged 18 to 60 years examined the role of age in browsing 
habits and factors affecting online purchase decisions, demonstrating the relevance of age as a demographic 
characteristic in understanding consumers’ online purchasing behaviors (Mammen et al., 2021). Similarly, a 
study of 433 Facebook consumers in Hungary found significant differences in online purchase behavior 
across age groups, particularly between younger consumers and those over 50 years old, indicating that age 
may differentiate online purchasing behavior and decision-making (Farkas et al., 2021).  

However, recent evidence also indicates that the role of age in online purchasing is not always 
consistent. Previous research examining demographic characteristics, including age, gender, occupation, 
income, and trust, found that these characteristics do not uniformly differentiate actual online purchasing 
behavior among Indonesian consumers (Safitri et al., 2024b). However, Similarly, demographic 
characteristics do not consistently moderate the relationship between consumer trust and online purchase 
behavior (Indiani et al., 2024). These mixed findings provide a basis for further examination of age differences 
in online purchasing decisions. 

This study is particularly relevant because the respondents are students from private universities in 
Jakarta, who generally share relatively similar educational and digital environments. Although the 
respondents belong to different age groups, their common exposure to digital technologies and e-commerce 
platforms may reduce the extent to which age differentiates their purchasing decisions. Therefore, this study 
examines whether online purchase decisions differ significantly across age groups in the context of 
smartphone purchases through e-commerce platforms. 

Based on the theoretical argument and mixed empirical evidence regarding the role of age in online 
purchasing behavior, the following hypothesis is proposed: 

 
H4: Online purchase decisions differ significantly by age group in e-commerce. 

 
2.2.5 Monthly Expenditure and Consumer Trust 

Monthly expenditure represents an economic characteristic that may be associated with consumers’ 
financial capacity and their evaluation of risk and reliability in e-commerce transactions. Consumers with 
different financial capacities may perceive and respond to online transaction risks differently, potentially 



Journal of Economics, Business, and Accountancy Ventura Vol. 29, No. 2, August 2026, Pages 100 - 118 
 

 105 

resulting in differences in consumer trust. 
Recent research provides evidence that consumers’ spending characteristics may be relevant to the 

formation of trust in online shopping. Previous research indicates that e-shopping spending may be 
associated with differences in consumer trust levels. E-shopping spending significantly moderated the 
relationship between product variety and customer trust, with the effect of product variety on trust being 
stronger among consumers with lower e-shopping spending; however, the relationship was not significant 
among consumers with higher e-shopping spending (Mofokeng, 2023). These findings indicate that 
consumers’ spending levels may shape the contribution of specific characteristics of online shopping 
environments to trust formation. 

Similarly, (Indiani et al., 2024) found that income, as an economic characteristic, played a moderating 
role in the relationship between consumer trust and online purchase behavior. Their findings suggest that 
the role of trust in digital purchasing may vary across consumers with different economic characteristics. 

However, the evidence is inconclusive. A meta-analysis found no significant difference in the effect 
of consumer trust on e-commerce purchase decisions between high- and low-income countries (Handoyo, 
2024). This finding suggests that the importance of consumer trust in e-commerce may remain relatively 
consistent across different socioeconomic contexts. 

These mixed findings provide a basis for further examination of economic characteristics in relation 
to consumer trust. Moreover, previous studies have examined e-shopping spending or income in relation to 
trust and trust-related purchasing behavior; however, limited evidence is available regarding whether 
consumer trust differs across monthly expenditure groups. Therefore, the present study examines whether 
consumer trust differs significantly across monthly expenditure groups among university students 
purchasing smartphones through e-commerce platforms. 

Based on the theoretical argument and mixed empirical evidence regarding the role of economic 
characteristics in consumer trust, the following hypothesis is proposed. 

 
H5: Consumer trust differs significantly according to the monthly e-commerce expenditure level. 

 
2.2.6  Monthly Expenditure and Online Purchase Decision 

Monthly expenditure represents an economic characteristic that may be associated with consumers’ 
purchasing capacity and their evaluation of price, affordability, and product value. Consumers with different 
levels of financial resources may evaluate online purchasing alternatives differently, particularly when 
purchasing relatively high-involvement products such as smartphones, which require information searches, 
price comparisons, and evaluations of product benefits. 

Previous research provides mixed evidence regarding the role of consumers’ financial characteristics 
in online purchasing behavior. Average monthly spending on mobile commerce was found to be positively 
associated with consumers’ purchase intentions, suggesting that spending behavior may be related to 
consumers’ willingness to purchase through digital platforms (Xiong, 2022). In contrast, no significant 
difference in online purchase decisions was found based on average monthly income among university 
students (Nomcharoen et al., 2025).  This mixed evidence is also reflected in the broader literature. A recent 
meta-analytic review of online purchase intention identified income as a relevant demographic characteristic 
but noted that previous findings regarding its role in online shopping behavior have been inconsistent. These 
findings suggest that the relationship between consumers’ financial characteristics and online purchases may 
depend on the specific measure of economic capacity, consumer characteristics, and purchasing context. 
Moreover, previous studies have generally examined income, spending behavior, or purchase intention, 
while limited evidence is available regarding whether monthly expenditure specifically differentiates online 
purchase decisions among university students purchasing smartphones through e-commerce platforms. 
Therefore, the present study examines whether online purchase decisions differ significantly across monthly 
expenditure groups in the context of smartphone purchases through e-commerce platforms. 

Based on the theoretical argument and mixed empirical evidence regarding the role of economic 
characteristics in online purchasing, the following hypothesis is proposed: 

 
H6: Online purchase decisions differ significantly based on monthly e-commerce expenditure levels. 

 
2.2.7 Online Shopping Experience and Consumer Trust 

The online shopping experience represents consumers’ accumulated experience when interacting 
with e-commerce platforms, including searching for products, evaluating sellers, completing transactions, 
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making payments, and receiving products. Repeated interactions may increase familiarity with online 
shopping procedures and reduce uncertainty, potentially contributing to the development of consumer trust 
in the seller. 

Previous research provides evidence that online shopping experiences may be associated with 
consumer trust. A study of Indonesian consumers using Shopee found that online shopping experience had 
a positive and significant relationship with customer trust (Sofiani & Sagir, 2022).  This finding suggests that 
previous experience with an e-commerce platform may contribute to trust formation as consumers become 
more familiar with the platform and its transaction processes. Similarly, online shopping experience was 
found to significantly moderate the relationship between product variety and customer trust (Mofokeng, 
2023). This finding indicates that consumers’ accumulated experience may be associated with differences in 
how they evaluate the characteristics of an online shopping environment when developing trust. 

However, the empirical evidence is inconsistent. A study of 247 Indonesian e-commerce consumers 
found that online shopping experience did not significantly moderate the relationship between consumer 
trust in e-retailers and purchase intention (Amarullah et al., 2022). Similarly, a meta-analysis found no 
significant difference in the relationship between trust and purchasing decisions between Internet users and 
online shoppers, suggesting that online shopping experience may not always be associated with substantial 
differences in trust-related behavior (Handoyo, 2024). 

These mixed findings indicate that the role of online shopping experience in consumer trust may 
depend on the nature of the experience, the level of familiarity with the platform, and the specific context of 
e-commerce. Moreover, previous studies have predominantly examined the online shopping experience as 
a predictor or moderating variable rather than directly comparing consumer trust across different experience 
groups. Therefore, this study examines whether consumer trust differs significantly based on the online 
shopping experience of university students purchasing smartphones through e-commerce platforms. 

Based on the theoretical argument and mixed empirical evidence regarding the role of online 
shopping experience in trust formation, the following hypothesis is proposed: 

 
H7: Consumer trust differs significantly based on the online shopping experience in e-commerce 

transactions. 
 
2.2.8  Online Shopping Experience and Online Purchase Decision 

Online shopping experience represents consumers’ accumulated interactions with e-commerce 
platforms, including searching for products, evaluating alternatives, interacting with sellers, completing 
transactions, making payments, and receiving purchased products. Previous experiences may increase 
consumers’ familiarity with online shopping procedures and platform features, which may subsequently 
affect how they evaluate alternatives and make purchase decisions. 

Previous empirical studies have provided evidence that the online shopping experience is associated 
with consumers’ purchase decisions. A study on students with experience purchasing through Shopee and 
JD.ID found that the online shopping experience was significantly related to customer purchase decisions 
(Kristiawan et al., 2021).  Similarly, online shopping experience was found to have a positive and significant 
relationship with purchase decisions among millennial consumers in Jakarta (Rahmayanti, 2020).   

More recent research also supports the relevance of online shopping experiences in digital 
purchasing behavior. The online shopping experience was found to contribute to future purchase intentions 
among online consumers, indicating that consumers’ accumulated experience may be associated with 
subsequent purchasing responses (Saha et al., 2023). In addition, several dimensions of the digital shopping 
experience, including website aesthetics, accessibility, trust, price offerings, security, delivery, and quality, 
were found to be positively associated with digital purchase decisions (Patro, 2023). 

However, previous studies have predominantly examined online shopping experiences as predictors 
of purchase decisions or purchase intentions using regression or structural equation modeling. Limited 
evidence is available on whether consumers with different levels of previous online shopping experience 
demonstrate significantly different purchase-decision scores. This distinction is important because the 
present study classifies respondents according to their previous online shopping experience and compares 
their purchase decision scores rather than estimating the causal effect of experience. 

This issue is particularly relevant to smartphone purchases because smartphones are relatively high-
involvement products that require consumers to search for information, compare alternatives, evaluate 
sellers, and consider prices and product benefits before making a purchase. Therefore, consumers with 
different levels of online shopping experience may demonstrate different patterns in evaluating and deciding 
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on smartphone purchases through e-commerce platforms. 
Based on the theoretical argument and empirical evidence regarding the role of previous online 

shopping experience in consumer purchasing behavior, the following hypothesis is proposed: 
 
H8: The online shopping experience in e-commerce transactions significantly affects online purchase 

decisions. 
 
3. RESEARCH METHOD 

This study employed a quantitative research approach using a survey method to examine the 
differences in consumer trust and online purchase decisions across demographic characteristics in e-
commerce. This study used a cross-sectional design and analyzed primary survey data using descriptive 
statistics, independent-samples t-tests, and one-way analysis of variance (ANOVA). 

The population consisted of students from private universities in Jakarta Province who had 
experience purchasing smartphones through e-commerce platforms. Students were selected because they 
represent consumers who are familiar with digital technologies and online transactions. The inclusion criteria 
were as follows: (1) currently enrolled at a private university in Jakarta Province; (2) having purchased a 
smartphone through an e-commerce platform; and (3) willingness to complete the questionnaire. 

This study used a combination of proportionate stratified and convenience sampling. The sampling 
frame consisted of 29 large private higher education institutions (PTS) in Jakarta Province, distributed across 
five administrative areas: Central Jakarta, South Jakarta, West Jakarta, East Jakarta, and North Jakarta. Large 
PTS were defined as private higher education institutions with at least 3,000 active students in the 2024/2025 
academic year, based on data obtained from the Higher Education Database (PDDIKTI) of the Ministry of 
Higher Education, Science, and Technology (Kemdiktisaintek). The selected institutions represented the five 
administrative areas of Jakarta Province. 

The exact number of students who met all individual inclusion criteria was unknown; the minimum 
sample size was determined using the Lemeshow formula for an unknown population: 
n = Z²P(1−P)/d² ............................................................................................................................................................(1) 
 
Using a 95% confidence level (Z = 1.96), P = 0.50, and a 5% margin of error (d = 0.05), the calculation yielded 
n = 384.16. The minimum sample size was therefore rounded up to 385 respondents. 
Sample allocation was conducted in two stages. First, the total sample of 385 respondents was distributed 
across the five administrative areas based on the number of eligible PTS in each region. The allocation was 
calculated using the following formula: 
nₖ = (Uₖ / U) × 385........................................................................................................................................................(2) 
 
where nₖ represents the sample allocated to an administrative area, Uₖ represents the number of eligible PTS 
in that area, and U represents the total number of eligible PTS (29 institutions) in the country. Based on this 
calculation and the proportional allocation presented in Table 1, 93 respondents were allocated to Central 
Jakarta (7 PTS), 133 to South Jakarta (10 PTS), 53 to West Jakarta (4 PTS), 93 to North Jakarta (7 PTS), and 13 
to East Jakarta (1 PTS), resulting in a total of 385 respondents in the study. 
Second, within each administrative area, the allocated sample was distributed proportionally among the PTS 
based on the number of active students enrolled in each institution during the 2024/2025 academic year. The 
formula used was: 
nᵢ = (Nᵢ / Nₖ) × nₖ..........................................................................................................................................................................................(3) 
 
where nᵢ represents the number of respondents allocated to a particular PTS; Nᵢ represents the number of 
active students in that PTS; Nₖ represents the total number of active students in all selected PTS within the 
respective administrative area; and nₖ represents the sample allocated to that administrative area. 
For example, in Central Jakarta, seven PTS were included with a total of 79,667 active students, and 93 
respondents were allocated to the area. The 93 respondents were subsequently distributed among the seven 
PTS according to the proportion of students enrolled in each institution. The same procedure was applied to 
the other four administrative areas. Institutional student data were obtained from PDDIKTI and processed 
by the researcher. 

After proportional allocation was determined, individual respondents were recruited using 
convenience sampling. Respondents were eligible if they were active students at the selected PTS and had 
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purchased a new smartphone online through an e-commerce platform at least once. The questionnaire was 
distributed online through Google Forms and disseminated through WhatsApp. Thus, stratification and 
proportional allocation were used to determine the distribution of the sample across PTS, while convenience 
sampling was used to recruit eligible individual respondents within each predetermined institutional 
stratum. The distribution of the selected PTS and the proportional allocation of the 385 respondents are 
presented in Table 1. 

 
Table 1. Distribution of Private Universities and Respondents by Campus Location 

Campus Location Number of Private 
Universities Proportion Respondents 

Central Jakarta 7 24.14% 93 
South Jakarta 10 34.48% 133 
West Jakarta 4 13.79% 53 
North Jakarta 7 24.14% 93 
East Jakarta 1 3.45% 13 

Total 29 100% 385 
 

Table 1 shows the distribution of the 29 selected private higher education institutions across five 
administrative areas in Jakarta Province. South Jakarta had the largest proportion, with 10 institutions 
(34.48%), followed by Central and North Jakarta, each with seven institutions (24.14%) and 93 respondents. 
West Jakarta comprised four institutions (13.79%), and East Jakarta had one institution (3.45%) and 13 
respondents. In total, the proportional distribution resulted in 385 respondents across the five administrative 
areas. 

Data were collected using a structured online questionnaire distributed through Google Forms and 
shared via WhatsApp Messenger. All responses were measured using a five-point Likert scale ranging from 
1 (strongly disagree) to 5 (strongly agree). Demographic and product-related questions were included to 
describe the respondents and the smartphone purchases represented in the sample. 

Consumer trust (CTS) was operationalized by synthesizing and adapting established trust measures 
from (Mayer, Roger C; Davis, James H; Schoorman, 1995) and (Yee & Yeung, 2010). The construct comprises 
five dimensions: ability, integrity, benevolence, willingness to depend, and competence, which reflect 
consumers’ perceptions of the capability, reliability, integrity, and good intentions of e-commerce vendors.  

E-commerce purchase decision (EPD) was measured using six dimensions adapted to the context of 
smartphone purchases through e-commerce platforms: information search, benefit association, purchase 
reason, distributor choice, purchase timing, and buying habits. The selection of these dimensions was 
informed by the purchasing-decision literature summarized by (Yulianingsih et al., 2023), which identifies 
information search, association benefits, action because of product superiority, choice of dealer, habits in 
buying products, and time of purchase as dimensions of purchasing decisions. 

Specifically, information search refers to consumers’ activities in seeking, researching, and 
evaluating relevant product information before making a purchase (Firmasyah, 2018). Firmansyah explains 
consumer behavior as a process closely related to purchasing, including activities of searching, researching, 
and evaluating products and services. The purchase decision process also includes information search as one 
of the stages preceding the final purchase decision. Benefit association refers to consumers’ association of a 
product with the benefits or value expected from the purchase, while purchase reason reflects the rationale 
underlying consumers’ selection of a product, including perceived product superiority. Distributor choice 
refers to consumers’ selection of the seller or distributor from which the product is purchased. Purchase 
timing refers to consumers’ decision regarding when to make a purchase, while buying habits represent 
established patterns in purchasing products. These dimensions are consistent with the purchasing-decision 
dimensions synthesized by Yulianingsih et al. (Yulianingsih et al., 2023), particularly association benefits, 
action because of product superiority, choice of dealer, habits in buying products, and time of purchase. 

Subsequently, the six dimensions were adapted to the context of smartphone purchases through e-
commerce platforms while maintaining their original conceptual meaning. In this study, information search 
captures consumers’ efforts to obtain product-related information before purchasing; benefit association 
reflects the benefits consumers associate with the smartphone; purchase reason represents the rationale for 
selecting the smartphone; distributor choice concerns the selection of the seller or distributor; purchase 
timing concerns when the purchase is made; and buying habits reflect consumers’ established purchasing 
patterns. The conceptual foundation of the consumer purchase-decision process is also supported by 
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(Firmasyah, 2018), whose work specifically discusses consumer decision-making and the stages of 
purchasing decisions. 

The demographic variables analyzed were sex, age, monthly expenditure, and online shopping 
experience. Information on smartphone brand and purchase price was also collected to provide descriptive 
context regarding the purchasing characteristics of the respondents. 

The data were analyzed using descriptive and inferential statistics. Descriptive statistics included 
frequencies, percentages, and mean scores. The validity of the questionnaire items was assessed using 
Pearson product–moment correlations, while internal consistency was assessed using Cronbach’s alpha. 
Independent-samples t-tests were used for binary grouping variables, while one-way ANOVA was used for 
grouping variables with more than two categories. Statistical significance was assessed at p ≤ 0.05, and all 
analyses were conducted using SPSS version 26. 

Prior to the main analysis, the questionnaire was evaluated for its validity and reliability. An item 
was considered valid when the calculated Pearson correlation exceeded the critical r-value, while Cronbach’s 
alpha values above 0.60 were considered to indicate acceptable internal consistency (Ghozali, 2016). 

Accordingly, independent-samples t-tests were used to compare consumer trust and online purchase 
decisions by gender and online shopping experience, as each of these variables contained two categories. 
One-way ANOVA was used for age and monthly expenditure, which contained more than two categories. 
This specification made the statistical procedure consistent with the number of groups in each categorical 
variable. 
 
 
4. DATA ANALYSIS AND DISCUSSION 
4.1. Characteristics of Respondents 

Table 2 presents the demographic profiles of the respondents who participated in this study. The 
respondents consisted of 385 students from private universities in Jakarta Province who had experience 
purchasing smartphones through e-commerce platforms. 

Based on gender composition, female respondents represented 52.7% of the sample, while male 
respondents accounted for 47.3%, indicating relatively balanced participation between the two groups. This 
distribution suggests that both male and female students are actively involved in online purchasing activities 
on e-commerce platforms. 

In terms of age distribution, the largest proportion of respondents fell within the 20–22 years age 
group, followed by those aged 17–19, 23–25, and 26–28 years. This age structure reflects the dominance of 
young consumers, who are highly accustomed to using digital technologies and engaging in online shopping 
activities. 

Regarding monthly expenditure, most respondents reported spending between IDR 2,000,001 and 
IDR 3,000,000 per month, indicating a moderate financial capacity among student consumers. This finding 
suggests that students constitute an important consumer segment in the e-commerce market, particularly for 
technology-related products, such as smartphones. 

Furthermore, in terms of online shopping experience, most respondents indicated that they had 
purchased smartphones through e-commerce platforms more than once. This indicates that most participants 
were already familiar with the procedures of online transactions and had prior experience interacting with 
e-commerce platforms. 

Overall, the demographic characteristics of the respondents represent digital native consumers who 
frequently interact with digital platforms and online marketplaces, making them an appropriate group for 
examining consumer trust and online purchase decisions in the e-commerce context. Table 2 presents the 
demographic characteristics of 385 respondents, including gender, age, monthly expenditure, and online 
shopping experience. 

Table 2 presents the demographic characteristics of the 385 respondents, including gender, age, monthly 
expenditure, and online shopping experience. Overall, the demographic characteristics of the respondents 
represent digital native consumers who frequently interact with digital platforms and online marketplaces, 
making them an appropriate group for examining consumer trust and online purchase decisions in the e-
commerce context. In addition to the respondents’ demographic characteristics, information on the 
smartphones purchased through e-commerce was also collected to provide a clearer description of the 
purchasing context. The study did not restrict respondents to a particular smartphone brand or type, 
allowing all brands and types to be included. The purchase price was recorded using predefined price ranges. 
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These characteristics are presented descriptively and are not treated as research variables or sampling 
criteria. The distribution of smartphone brands and purchase price ranges is presented in Table 3. 

 

Table 2. Characteristics of Respondents 
Variable Category Frequency Percentage 

Gender Male 182 47.3% 
Female 203 52.7% 

Age 

17–19 years 46 11.9% 
20–22 years 173 44.9% 
23–25 years 113 29.4% 
26–28 years 53 13.8% 

Monthly Expenditure 

< IDR 1,000,000 6 1.6% 
IDR 1,000,000–2,000,000 48 12.5% 
IDR 2,000,001–3,000,000 167 43.4% 
IDR 3,000,001–4,000,000 104 27.0% 

> IDR 4,000,000 60 15.6% 

Online Shopping Experience 1 time 244 63.4% 
More than 1 time 141 36.6% 

Table 3. Characteristics of Smartphone Purchases 
Characteristics Category Frequency Percentage 

Smartphone Brands Samsung 90 21.03% 
Oppo 128 29.91% 

iPhone 126 29.44% 
Realme 76 17.76% 

Others (Vivo, Infinix, Poco, Techno) 8 1.87% 
Smartphone Purchase 
Price Range 

Rp.1.000.000,- -Rp.3.000.000,- 64 16.62% 
Rp.3.000.001,- -Rp.5.000.000,- 126 32.73% 
Rp.5.000.001,- -Rp.7.000.000,- 115 29.87% 
Rp.7.000.001,- -Rp.10.000.000,- 61 15.84% 

> Rp.10.000.000,- 19 4.94% 

Table 3 presents the respondents’ smartphone purchase characteristics. The study did not restrict 
respondents to a specific smartphone brand or type, and they were allowed to select more than one brand. 
Oppo accounted for the largest share of brand responses (29.91%), followed by iPhone (29.44%), Samsung 
(21.03%), Realme (17.76%), and other brands (1.87%). Because multiple responses were permitted, the total 
number of brand responses was 428, exceeding the 385 respondents in the survey. Regarding purchase price, 
the largest proportion of respondents purchased smartphones priced at IDR 3,000,001–5,000,000 (32.73%), 
followed by those priced at IDR 5,000,001–7,000,000 (29.87%). 

4.2. Validity Test Result 
Table 4 presents the results of the validity tests for all questionnaire items. The validity test was 

conducted using Pearson’s product–moment correlation with a significance level of α = 0.05 and r-table = 
0.100 (df = 383). An item is considered valid if the correlation coefficient (r-count) exceeds the r-table value. 

The results indicate that all consumer trust (CTS) indicators have correlation coefficients ranging 
from 0.453 to 0.756, while the e-commerce purchase decision (EPD) indicators range from 0.196 to 0.751. 
Because all r-count values were greater than the r-table value, all 25 questionnaire items (10 CTS indicators 
and 15 EPD indicators) were considered valid and suitable for further analysis. 

4.3. Reliability Test Result 
A reliability test was conducted using Cronbach’s alpha to assess the internal consistency of the 

measurement instruments. An instrument is considered reliable when the Cronbach’s alpha value exceeds 
0.60 (Ghozali, 2016). 

As shown in Table 5, the consumer trust (CTS) variable obtained a Cronbach’s alpha value of 0.764, 
while the e-commerce purchase decision (EPD) variable obtained a value of 0.746. Since both values are above 
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0.60, the instruments used to measure the variables are considered reliable and suitable for further analysis 
 
 

Table 4. Validity Test Result 
Indicators Consumer Trust E-Commerce Purchase Decision 

CTS1 0.453  
CTS2 0.619  
CTS3 0.598  
CTS4 0.668  
CTS5 0.741  
CTS6 0.675  
CTS7 0.729  
CTS8 0.719  
CTS9 0.756  
CTS10 0.697  
EPD1  0.550 
EPD2  0.590 
EPD3  0.524 
EPD4  0.653 
EPD5  0.751 
EPD6  0.697 
EPD7  0.694 
EPD8  0.702 
EPD9  0.718 
EPD10  0.680 
EPD11  0.661 
EPD12  0.646 
EPD13  0.740 
EPD14  0.196 
EPD15  0.337 

Table 5. Reliability Test Result 
Variable Cronbach’s alpha 

Consumer Trust 0.764 
E-Commerce Purchase Decision 0.746 

 
4.4. Results of Difference Tests 

Independent-samples t-tests and one-way ANOVA were conducted to examine differences in 
consumer trust and online purchase decisions across the selected consumer characteristics. An independent-
samples t-test was conducted to examine whether consumer trust (CTS) and e-commerce purchase decisions 
(EPD) differed significantly between male and female respondents. The analysis was performed at a 5% 
significance level (α = 0.05). The results of the independent-samples t-test are presented in Table 6. 

 
 Table 6.  Independent-Samples t-Test for Gender  

Variable Gender N Mean Std. Dev t Sig 
Consumer Trust Male 182 45.90 3.365 -.149 0.882ns* 

Female 203 45.95 3.252   
E-Commerce Purchase 

Decision 
Male 182 67.07 4.671 -.188 0.851ns* 

Female 203 67.16 4.892   
        Note: p ≤ 0.05; ns = not significant. 
 

The results of the independent samples t-test based on gender are presented in Table 6. The mean 
consumer trust score was 45.90 (SD = 3.365) for male respondents and 45.95 (SD = 3.252) for female 
respondents. Levene's test indicated that the variances between the two groups were not significantly 
different (F = 0.325, p = 0.569); therefore, the equal variances assumed result was used. The t-test showed no 
statistically significant difference in consumer trust between male and female respondents (t = −0.149, df = 
383, p = 0.882). Therefore, H1 is rejected. 

Similarly, the mean e-commerce purchase decision score was 67.07 (SD = 4.671) for male respondents 
and 67.16 (SD = 4.892) for female respondents. Levene's test indicated that the variances between the two 
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groups were not significantly different (F = 1.593, p = 0.208). The t-test showed no statistically significant 
difference in e-commerce purchase decisions between male and female respondents (t = −0.188, df = 383, p = 
0.851). Therefore, H2 is rejected in this study. 

A one-way analysis of variance (ANOVA) was conducted to examine whether consumer trust (CTS) 
and e-commerce purchase decisions (EPD) differed significantly across respondents’ age groups. The 
analysis compared four age categories: 17–19 years, 20–22 years, 23–25 years, and 26–28 years, using a 
significance level of 0.05. The results of the one-way ANOVA are presented in Table 7. 

 
Table 7. One-Way ANOVA Test for Age 

Variable Age N Mean Std. Dev F Value Sig 
Consumer Trust 17-19 Years Old 46 45.02 3.059 1.581 .194 

20-22 Years Old 173 45.98 3.230 
23-25 Years Old 113 46.26 3.375 
26-28 Years Old 53 45.79 3.516 

E-Commerce Purchase 
Decision 

17-19 Years Old 46 65.65 4.537 1.665 .174 
20-22 Years Old 173 67.37 4.848 
23-25 Years Old 113 67.30 4.846 
26-28 Years Old 53 67.15 4.542 

 
The results of the one-way ANOVA based on age groups are presented in Table 7. The analysis 

showed no statistically significant difference in consumer trust across age groups (F = 1.581, p = 0.194). The 
mean consumer trust scores ranged from 45.02 among respondents aged 17–19 years to 46.26 among those 
aged 23–25 years. Although the mean scores varied slightly across age groups, the differences were not 
statistically significant. Therefore, H3 is rejected. 

Similarly, no statistically significant difference was found in e-commerce purchase decisions across 
age groups (F = 1.665, p = 0.174). The mean purchase-decision scores ranged from 65.65 among respondents 
aged 17–19 years to 67.37 among those aged 20–22 years. Despite these differences in mean scores, age did 
not significantly differentiate online purchase decisions. Therefore, H4 is rejected. 

These findings suggest that age has limited discriminatory value for consumer trust and online 
purchase decisions within the present sample. The relatively homogeneous educational and digital 
environment of the university students may contribute to similar levels of familiarity with e-commerce 
platforms and online purchasing processes. However, this explanation was not directly tested in the present 
study. 

A one-way analysis of variance (ANOVA) was conducted to examine whether consumer trust (CTS) 
and e-commerce purchase decisions (EPD) differed significantly across respondents’ monthly expenditure 
groups. The analysis compared five expenditure categories, ranging from less than IDR 1,000,000 to more 
than IDR 4,000,000, using a significance level of 0.05. The results of the one-way ANOVA are presented in 
Table 8. 

 
Table 8. One-Way ANOVA Test for Monthly Expenditure 

Variable Monthly Expenditure N Mean Std. Dev F Value Sig 
Consumer Trust <1.000.000 6 47.83 2.317 1.752 0.138 

1.000.000-2.000.000 48 45.90 3.211 
2.000.001-3.000.000 167 45.60 3.185 
3.000.001-4.000.000 104 45.89 3.566 

> 4.000.000 60 46.70 3.201 
E-Commerce 
Purchase Decision 

<1.000.000 6 67.83 3.869 0.425 0.791 
1.000.000-2.000.000 48 67.63 4.205 
2.000.001-3.000.000 167 66.84 4.812 
3.000.001-4.000.000 104 67.03 5.194 

> 4.000.000 60 67.53 4.542 
 

The one-way ANOVA results presented in Table 8 show no statistically significant difference in 
consumer trust (CTS) across expenditure groups (F = 1.752, p = 0.138). Similarly, the analysis of e-commerce 
purchase decisions (EPD) reveals no statistically significant differences across expenditure groups (F = 0.425, 
p = 0.791). 

These findings indicate that there are no statistically significant differences in consumer trust or 
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online purchase decisions across monthly expenditure groups. This may be explained by the relatively 
similar economic conditions of the respondents, who were predominantly university students. Therefore, H5 
and H6 are rejected. 

An independent-samples t-test was conducted to examine whether consumer trust (CTS) and e-
commerce purchase decisions (EPD) differed significantly based on respondents’ online shopping 
experience. The analysis compared respondents who had purchased smartphones once with those who had 
purchased more than once, using a significance level of 0.05. The results of the independent-samples t-test 
are presented in Table 9. 
 Table 9. Independent-Samples t-Test for Online Shopping Experience  

Variable Online Shopping 
Experience N Mean Std. Dev. t Sig. 

Consumer Trust 1 time 244 46.11 3.300 1.477 0.141 
More than 1 time 141 45.60 3.291   

E-Commerce 
Purchase Decision 

1 time 244 67.49 4.628 2.023 0.044 
More than 1 time 141 66.47 4.783   

 
The results of the independent-samples t-test based on online shopping experience are presented in 

Table 9. The analysis shows no statistically significant difference in consumer trust (CTS) between 
respondents who had purchased smartphones once and those who had purchased them more than once (t = 
1.477, df = 383, p = 0.141). The mean consumer trust score was 46.11 (SD = 3.300) for respondents who had 
purchased smartphones once and 45.60 (SD = 3.291) for those who had purchased them more than once. 
Because the significance value is greater than 0.05, H7 is rejected. 

In contrast, the results show a statistically significant difference in e-commerce purchase decisions 
(EPD) based on the online shopping experience (t = 2.023, df = 383, p = 0.044). Respondents who had 
purchased smartphones once reported a higher mean purchase decision score (M = 67.49, SD = 4.628) than 
those who had purchased more than once (M = 66.47, SD = 4.783), with a mean difference of 1.02 points. 
Although the difference is statistically significant, the relatively small mean difference indicates that the 
difference between the two experience groups is modest and not practically significant. Therefore, H8 is 
accepted in this study. 
 
5. Discussion  

The results show no statistically significant difference in consumer trust between male and female 
respondents (p = 0.882). The mean scores indicate that male and female respondents reported relatively 
similar levels of trust in e-commerce platforms. This finding suggests that gender has limited discriminatory 
value for consumer trust in the present sample. Previous studies have shown that trust in online 
environments is associated with perceptions of product quality, service quality, institutional mechanisms, 
and system reliability (Gefen, 2000) (Kim et al., 2008) (Haekal, 2023) (Muharam et al., 2021) (Wahyu Iriandy, 
Sufrin Hannan, 2024). These factors are discussed as possible explanations based on the previous literature 
rather than direct determinants tested in the present study. 

Similarly, there was no statistically significant difference in e-commerce purchase decisions between 
male and female respondents (p = 0.851). The findings indicate that male and female respondents reported 
relatively similar purchase-decision scores when purchasing smartphones through e-commerce platforms. 
This result suggests that gender had limited discriminatory value for online purchase decisions within the 
present sample. Previous research has indicated that online purchasing behavior may be associated with 
factors such as information availability, website quality, perceived service quality, and consumer trust 
(Syachrony et al., 2023) (Hanaysha et al., 2025). These factors may provide possible explanations for consumer 
decision-making in e-commerce, although they were not directly tested in this study. 

The results show no statistically significant difference in consumer trust across age groups (F = 1.581, 
p = 0.194). Similarly, no statistically significant difference was found in e-commerce purchase decisions across 
age groups (F = 1.665, p = 0.174). These findings suggest that age has limited discriminatory value for 
consumer trust and online purchase decisions within the present sample. 

One possible explanation is the relatively homogeneous characteristics of the respondents, who were 
university students with similar educational and digital environments. Although the respondents belonged 
to different age groups, their exposure to digital technologies and e-commerce platforms may have been 
similar. Such similarities may reduce the observable differences in trust perceptions and purchase decisions 
across age groups. 
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The technology acceptance model (TAM) provides a possible theoretical perspective for 
understanding why users with similar perceptions of technology usefulness and ease of use may demonstrate 
relatively similar behavioral responses. However, because perceived usefulness and perceived ease of use 
were not directly tested in this study, TAM should be considered as a supporting theoretical perspective 
rather than an empirical explanation of the present findings. Previous studies have also suggested that online 
trust may be associated with platform-related factors, including service quality and reliability (Pasaribu et 
al., 2022) (Gani & Maulianza, 2025) (Ahmad Algi Saputra et al., 2022). 

Furthermore, there is no statistically significant difference in consumer trust across monthly-
expenditure groups (F = 1.752, p = 0.138). Similarly, no statistically significant difference is found in e-
commerce purchase decisions across expenditure groups (F = 0.425, p = 0.791). These findings indicate that 
monthly expenditure has limited discriminatory value for consumer trust and purchase decisions within the 
present sample. 

The absence of statistically significant differences may be related to the relatively similar economic 
and educational contexts of the respondents, who were predominantly university students. In addition, 
students may rely on similar sources of information, such as product specifications, price comparisons, online 
reviews, and seller ratings, when evaluating smartphone purchases. However, these possible explanations 
were not directly tested in this study. Previous research has highlighted the importance of information 
quality, transaction security, and privacy protection in online consumer behavior (Tiurmaida, 2025) (Novi 
Julianti & Helmy Ivan Taruna, 2024). 

Finally, online shopping experience did not show a statistically significant difference in consumer 
trust (p = 0.141), whereas a statistically significant difference was found in e-commerce purchase decisions 
(p = 0.044). Respondents who had purchased smartphones once reported a higher mean purchase-decision 
score (M = 67.49, SD = 4.628) than those who had purchased more than once (M = 66.47, SD = 4.783). The 
mean difference of 1.02 points is relatively small, and the standardized effect size is also small (Cohen's d ≈ 
0.22). Therefore, although the difference is statistically significant, its practical magnitude is limited. 

This finding should not be interpreted as evidence that a greater shopping experience causes lower 
purchase-decision scores. Rather, it indicates that the two experience groups differed statistically in their 
observed purchase-decision scores. One possible explanation is that previous online shopping experiences 
may expose consumers to different levels of familiarity with platform features, seller evaluation mechanisms, 
and payment procedures (Azmi & Patrikha, 2021). 

These findings provide a distinction between demographic and experiential characteristics in 
differentiating online purchasing decisions. Although gender, age, and monthly expenditure did not produce 
statistically significant differences in online purchase decisions, online shopping experience showed a 
statistically significant difference between the two experience groups. This suggests that within the relatively 
homogeneous population of university students examined in this study, experiential characteristics may 
provide additional discriminatory value beyond basic demographic characteristics when differentiating 
online purchase decisions. 

However, the small effect size (Cohen's d ≈ 0.22) indicates that this discriminatory value is modest 
in size. Therefore, the online shopping experience should not be regarded as a strong determinant of online 
purchase decisions or as a standalone basis for consumer segmentation. Rather, it may serve as a 
supplementary characteristic for distinguishing purchase decision patterns among student consumers. This 
finding provides a nuanced perspective on e-commerce consumer segmentation by considering experiential 
and demographic characteristics. 

 
6. CONCLUSION, IMPLICATION, SUGGESTION, AND LIMITATIONS 

This study examines whether consumer trust and online purchase decisions differ across gender, 
age, monthly expenditure, and online shopping experience in smartphone purchases through e-commerce 
platforms. Based on survey data collected from 385 students from private universities in Jakarta Province, 
the findings provide evidence regarding the extent to which these characteristics differentiate consumer 
responses in a relatively homogeneous university student population. 

The findings show no statistically significant differences in consumer trust or online purchase 
decisions based on gender, age, or monthly expenditure. These results indicate that these characteristics have 
limited discriminatory value for consumer trust and online purchase decisions in the present sample. The 
findings should not be interpreted as evidence that demographic characteristics are universally irrelevant to 
digital consumer behavior. Rather, they suggest that differences in gender, age, and monthly expenditure 
may not be sufficient to distinguish consumer responses among university students who share relatively 
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similar educational and digital environments. 
The online shopping experience presents a different pattern. The results show no statistically 

significant difference in consumer trust between respondents who had purchased smartphones once and 
those who had purchased more than once (p = 0.141). However, a statistically significant difference was 
found in e-commerce purchase decisions (p = 0.044). Respondents who had purchased smartphones once 
reported a higher mean purchase-decision score (M = 67.49, SD = 4.628) than those who had purchased more 
than once (M = 66.47, SD = 4.783). Nevertheless, the mean difference of 1.02 points is relatively small, with a 
Cohen's d of approximately 0.22. Therefore, although the difference is statistically significant, its practical 
magnitude is limited. This finding demonstrates a difference between experience groups rather than 
evidence that greater shopping experience causes lower purchase-decision scores. 

From a theoretical perspective, this study contributes to the literature on digital consumer behavior 
by providing empirical evidence that demographic characteristics may have limited discriminatory value 
within a relatively homogeneous population of digitally familiar university students. This study also 
demonstrates that online shopping experience may distinguish purchase-decision scores even when it does 
not distinguish consumer trust. This finding provides a more nuanced understanding of demographic and 
experiential segmentation in e-commerce consumer research, particularly in the context of smartphone 
purchases. 

From a managerial perspective, the findings suggest that e-commerce platforms and online sellers 
should be cautious about relying exclusively on gender, age, or monthly expenditure when segmenting 
university student consumers. Online shopping experience may be considered as a supplementary 
segmentation characteristic, particularly when developing customer-journey strategies for consumers with 
different levels of familiarity with e-commerce transactions. Platform security, information transparency, 
product information, seller ratings, and customer reviews may also remain important considerations in e-
commerce management based on previous literature; however, these factors were not directly tested in the 
present study and therefore should not be interpreted as direct empirical determinants of the findings. 

This study had several limitations. First, the respondents were limited to students from private 
universities in Jakarta, which may limit the generalizability of the findings to broader consumer populations. 
Second, this study focused specifically on smartphone purchases through e-commerce platforms, and 
consumer responses may differ for other product categories with different levels of involvement or perceived 
risk. Third, the recruitment process involved convenience sampling within proportionally allocated strata, 
which may have limited the representativeness of the sample. Fourth, the EPD14 indicator showed a 
relatively low item-level correlation (r = 0.196), although the overall EPD construct demonstrated acceptable 
internal consistency. Finally, statistical analysis identifies group differences but does not establish causal 
relationships. 

Future studies should involve more diverse respondent groups from different demographic 
backgrounds, educational institutions, and geographical regions. Future studies may also examine additional 
factors, such as perceived risk, digital literacy, platform usability, social influence, transaction security, and 
information quality, to investigate whether these factors may help explain differences in consumer trust and 
online purchase decisions that are not captured by demographic and experiential characteristics. 
Comparative studies across different product categories may also provide deeper insights into the conditions 
under which demographic and experiential characteristics differentiate consumer responses in digital 
purchasing contexts. 
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