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Abstract: - The purpose of this study was to determine how NCT Dream's status as a brand ambassador and his
or her promotional attractiveness influenced consumers' purchasing choices. A quantitative, descriptive
research design was adopted for this study. The data for this study came from the 385 respondents who
answered questionnaires with certain criteria—living in Bandung, Indonesia, being aware of and buying items,
and having watched advertising with the brand ambassador. The data were processed using a variety of linear
regression analytic techniques. The results of several research demonstrate how advertising appeal and brand
ambassadors greatly influence consumer purchase decisions. It has a big impact on consumers' shopping
decisions as a precursor and brand ambassador. Advertising appeal has a big impact on consumer choice.
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1 Introduction
The beauty business is expanding nowadays,
regardless of gender or age, and individuals are
increasingly more concerned with preserving
healthy, glowing skin, [1]. The sudden rise was
brought on by the Covid-19 epidemic. In reality, by
the onset of the pandemic in 2020, the performance
of the beauty sector had declined. According to a
study by Statista.com, as of September 2020,
roughly 2% more individuals did not apply
cosmetics, [2]. The economy's recovery will cause
the beauty industry to grow in 2021. Statistics show
that the worldwide market for cosmetic and
aesthetic goods will expand by another 6.46 percent
in 2021. Online sales, which rose to 25.2% in 2021,
were a significant contributor to this. According to
Central ~ Statistics Agency (BPS) data, the
pharmaceutical, chemical, and traditional medicine
industries as well as the cosmetics sector all saw
growth of 9.61 percent in 2021, [3]. Additionally,
BPOM RI reported that there were up to 20.6%
more businesses in the cosmetics sector. Between
2021 and July 2022, there were 913 additional
cosmetic industries, bringing the total to 819, [4].
The beauty sector offers excellent business
potential, and Indonesians are beginning to place
more importance on beauty items. With a female
population of 133.5 million, 70% of whom are
working women between the ages of 15 and 64,
Indonesia has a market potential of 270.2 million
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people, [5]. However, the beauty market category,
which is dominated by women in both urban and
rural regions, also has men and even children as
targets. As a result, customers are eager to spend
money on skincare and cosmetics to feel and look
beautiful, [6].

Because local firms perceive enormous prospects
in it, many new enterprises focus on the beauty
sector, [7]. This Indonesian company provides a
wide range of beauty products at extremely
affordable costs to meet the demands of the younger
generation, who are concerned about face skin care
and want to appear attractive. These goods are of a
high caliber and conform to global quality
standards, [8]. The top 10 Best Selling Skincare
Brands in E-Commerce April-June 2022 are
presented in Figure 1.
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Fig. 1: Top 10 Best Selling Skincare Brands in E-
Commerce April-June 2022
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As presented in Figure 1, Scarlett and Ms. Glow
are ranked first among the Top 10 Best-Selling
Skincare Brands in E-Commerce, according to a
study from April to June 2022. Despite being a new
business, it has generated total sales of 53.2 billion
IDR by offering items made of premium materials
that are specific to Indonesian women's skin
problems. It also collaborates with several well-
known individuals to attract clients. Given the large
number of Korean Pop fans in Indonesia, one of
them is a Korean celebrity. NCT Dream was
introduced as their brand ambassador on January
Ist, 2022. A person who is well-known for their
accomplishments or others is considered a celebrity.
Brand ambassadors are people who have achieved
success with a product.

SM Entertainment is the host of the South
Korean boy band NCT Dream. Jisung, Jeno, Jaemin,
Mark, Renjun, Chenle, and Haechan, the seven
members of NCT Dream, made their debut in 2016.
Given its widespread success, this boy band from
SM Entertainment had a brilliant career. The
selection of this brand ambassador was influenced
by NCT Dream's numerous accolades and rise to
prominence as one of the most well-known boy
bands. At the 2022 Genie Music Awards, NCT
Dream won two of the three Daesang (grand prizes),
including the Top Artist and Top Album awards( for
their second studio album, "Glitch Mode."

Due to the support of devoted followers on social
media and the Indonesian fans’ enthusiasm for the
Korean Wave, NCT Dream was drawn to Marsela
Limesa as a brand ambassador, according to the co-
founder and president of the company. Because of
its tenacity and passion in realizing its various
dreams, NCT Dream is a character that motivates its
followers. NCT Dream, which consistently
motivates its followers in their work, shares similar
values. This is consistent with the fact that
consumers are always given priority when
implementing new technologies. observes that NCT
Dream has also given them a spirit, growth, and
loyalty, [9].

In addition to using brand ambassadors as a
promotional tool, also attracts the attention of
customers by serving advertisements, [10], [11].
Advertising is a form of a paid non-personal
presentation aimed at promoting ideas, goods, or
services. With an advertisement, it is hoped that the
public will know about a brand or product that
exists, [12].

With the times, many companies use social
media to advertise, [13]. Being one of the most
sought-after beauty brands displays its product
advertisements in the form of videos or images.
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NCT Dream as a brand ambassador participated in
the advertisements made, [14]. Based on the Official
Instagram account, presents exciting content and
activities to build engagement with fans. One of
them is releasing a video with an alternate universe
concept that shows NCT Dream members in
Indonesian school uniforms making skin care
formulas in the school laboratory.

This research focused on consumers of skincare
products in Bandung who have bought and seen
advertising impressions with the brand ambassador
NCT Dream on social media because Bandung is
one of the three cities that have the highest level of
online sales of goods in 2021, [15]. Based on the
description above, we as researchers are interested
in researching more about "The Influence of NCT
Dream Brand Ambassadors and Advertising Appeal
on Purchasing Decision (Case Study in Bandung
City)". The formulation of the problem to be studied
in this study is as follows.

1. Is there any influence of NCT Dream brand
ambassadors on  product  purchasing
decisions?

2. Does the appeal of advertising affect the
purchasing decisions of products?

3. Is there any influence of NCT Dream brand
ambassadors and advertising appeal on
product purchasing decisions?

2 Literature Review

2.1 Brand Ambassador

As of 2020, a celebrity is a person who is well-
known for their achievements or other things. Brand
ambassadors are well-known people's actions when
utilizing a product, [16]. One of the many
considerations when choosing a celebrity to
represent a company is whether or not they have an
image and personality that align with the campaign,
[17]. This factor is determined by an up-and-coming
celebrity. The company's finances are one of the
other factors to take into account, [18]. Brand
ambassadors are expected by businesses to
effectively represent their product brands.

The VisCAP (influencer effects in advertising)
model should be used to assess marketing activities,
including the use of celebrities in advertisements.
Rossiter and Percy claim that the VisCAP model is
made up of four components: 1) visibility, 2)
credibility, 3) attractiveness, and 4) power. Brand
ambassadors are considered visible if their visibility
character satisfies the requirements for public
display, [19]. For the advertised brand to gain
attention, brand ambassadors are typically well-
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known individuals who are well known to a large
audience, [20]. Consumer judgment considers brand
ambassadors to be credible when it comes to sharing
their knowledge, experience, and expertise, [21].
Can brand ambassadors offer useful information
distinctively and  impartially? = The  star's
attractiveness, specifically how likable, familiar, and
similar( similarity) it is to the personality the
product user wants( such as similarities in age,
hobbies, activities, etc. Celebrities use their power
of attraction to persuade and pique consumers'
interest in purchasing and using goods.

2.2 Advertising Appeal

The attractiveness of advertising affects emotions
and draws people's attention to a product or service
it is promoting. For viewers to be interested in the
product being advertised, there is a strategy for
delivering the message in creative and memorable
advertisements, [22]. The three characteristics of the
advertising appeal are: 1) meaningful, 2) believable,
and 3) distinctive, [3,4]. An advertisement that
promotes a product's advantages to make it
appealing and in demand by consumers is
considered meaningful. An advertisement that
makes consumers think the information and
message being conveyed is accurate is said to be
believeable, [23]. Distinctive is an advertisement
that shows and provides information that their
product has unique characteristics and is different
from other products, making consumers think that
the product is better than competing brands, [24].

2.3 Purchasing Decisions
Consumer decisions to buy are impacted by
elements such as money, technology, politics,
culture, the product, pricing, location, advertising,
tangible proof, people, and the purchasing process,
[25]. As a result, to develop a consumer mindset
that will allow them to digest all information and
come to conclusions that will help them choose
which product to purchase, [26]. There are six
indicators of purchasing decisions namely: 1) choice
of product, 2) choice of brand, 3) choice of dealer/
seller, 4) amount of purchase, 5) time of purchase,
6) method of payment. Product Choice is when a
consumer chooses a product from many product
offerings, various aspects must be considered, [27].
These factors come in the form of product
benefits, product advantages, and product choice.
Consumers' preference for one brand over another
depends on their interest in the brand, their brand-
related behaviors, and the brand's reasonable
pricing. Seller Choice is a process of choosing
which seller to choose the consumer when making a
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purchase, influenced by various factors that are
taken into consideration, namely the seller occasion,
the service obtained from the seller, the products to
be purchased available, and new stock or a lot of
stock at the seller, [27].

Purchase amount is the quantity or quantity of
products to be purchased, of course, it is included in
the consideration, [28]. Decisions in determining the
number of purchases also vary, namely as follows
based on the number of products you want to buy or
as inventory (used for future use), [28]. Purchase
time is a consideration of time in buying a product.
Each consumer certainly has different time
considerations and the reasons are for the needs in
the near future, the benefits that consumers receive
at a certain moment (during promotions or
discounts), and personal reasons for consumers
(satisfying desires), [29]. Payment Method is a way
to decide which payment method to use when
making a purchase. The object of consideration is
convenience, whether it is efficient and effective,
and so on. Cash payments, credit cards, debit cards,
mobile banking, and online banking are all
acceptable forms of payment, etc, [30].

2.4 Hypothesis
A hypothesis is a temporary answer in a study. The
hypothesis proposed by the researcher is as follows.

H1l: NCT Dream brand ambassadors have a
significant influence on product purchasing
decisions.

H2: Advertising appeal has a significant effect on
the purchasing decision of products.

H3: NCT Dream brand ambassadors and
advertising appeal have a significant effect on
product purchasing decisions.

3 Methodology
3.1 Validity Test

Tablel. Brand Ambassador Validity Test (X1)

Variable No. r r Conclusion
Item | count | table

1 0,724 | 0,361 Valid

2 0,583 | 0,361 Valid

Brand 3 0,578 | 0,361 Valid
ambassador 4 0,435 | 0,361 Valid
X1) 5 0,556 | 0,361 Valid

6 0,792 | 0,361 Valid

7 0,536 | 0,361 Valid

Source: Processed by Researchers Using SPSS Software,
2023
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Table2. Ad Attractiveness Validity Test (X2)

Variable No. r count r Conclusion
Item table
1 0,779 | 0,361 Valid
’?;‘}f)ppeal > | 0773 0361 Valid
3 0,673 | 0,361 Valid

Source: Processed by Researchers Using SPSS Software,
2023

Table3. Purchase Decision Validity Test (Y)

Variable No. | r count r Conclusion
Item table
1 0,755 | 0,361 Valid
2 0,736 | 0,361 Valid
3 0,807 | 0,361 Valid
4 0,523 | 0,361 Valid
hasi 5 0,835 | 0,361 Valid
E‘;‘i;ﬁ;ﬂg 6 | 0,548 | 0,361 Valid
Y) 7 0,715 | 0,361 Valid
8 0,527 | 0,361 Valid
9 0,609 | 0,361 Valid
10 0,583 | 0,361 Valid
11 0,461 | 0,361 Valid
12 0,431 | 0,361 Valid

Source: Processed by Researchers Using SPSS Software,
2023

As presented in Table 1, Table 2 and Table 3,
the results of the brand ambassador validity test
(X1), advertising attractiveness (X2), and
purchasing decision (Y) using 30 respondents who
had filled out the questionnaire, showed that it was
valid because it met the validity test standard,
namely rating greater than rtable (rcalculate >
rtable) which was 0.361. It can be inferred from the
results of the validity test that this study is suitable
and qualified of testing.

3.2 Reliability Test

Table 4, Table 5 and Table 6 demonstrate the results
of the reliability test of the brand ambassador
variables (X1), advertising attractiveness (X2), and
purchase decision (Y) based on 30 respondents from
the Google form questionnaire that has been
distributed.

Table4. Brand Ambassador Reliability Test Results
(X1)
Reliability Statistics
Cronbach Alpha N of Items

.669 7
Source: Processed by Researchers Using SPSS Software,
2023
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Table5. Ad Appeal Reliability Test Results (X2)
Reliability Statistics
Cronbach Alpha N of Items

.616 3
Source: Processed by Researchers Using SPSS Software,
2023

Table6. Purchasing Decision Reliability Test
Results (Y)
Reliability Statistics
Cronbach Alpha N of Items

.799 12
Source: Processed by Researchers Using SPSS Software,
2023

Based on the results of the reliability test on the
brand ambassador variable (X1), advertising
attractiveness (X2) and purchase decision (Y) are
reliable because a calculate > 0.60 which can be
seen in Cronbach Alpha from the brand
ambassador, which is  0.669, the advertising
attractiveness is 0.616 and the purchase decision
shows 0.799. This suggests that the study is reliable
or trustworthy.

4 Results and Discussion

4.1 Descriptive Analysis
According to the study's findings, 385 respondents
with a variety of characteristics—including gender,
age, and occupation—were surveyed. Female
respondents made up 324 respondents, or 79.2% of
the total, while male respondents made up just 85,
or 20.8%, as seen by the characteristics of
respondents broken down by gender in this study.
Although can be utilized by everyone,
independent of gender, there are still a lot of
consumer gaps, [31]. Age-based features of
respondents were dominated by those between the
ages of 17 and 22 (65.3%). Last but not least, there
are traits of respondents depending on job where
students or students make up 53.5% of the
workforce. It can also be concluded that most of the
respondents to this study are students or students
aged level of 17-22 years who know and have
purchased products and watched advertisements
with the brand ambassador NCT Dream.
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4.2 Multicollinearity Test

Table7. Multicollinearity Test Results

CoefMeients”

254
" 1M 234

Source: Processed by Researchers Using SPSS Software,
2023

The results from Table 7 show that this study
did not have multicollinearity problems because of
the tolerance value < VIF, in this study the tolerance
value was 0.912 and the VIF value was 1.091.
Additionally, if the Variance Inflation Factor (VIF)
value is less than 10 and the tolerance value is
higher than 0.1, the data may be considered to be
free from multicollinearity. Given that the two
independent variables in this investigation had VIF
values less than 10 and tolerance values greater than
0.1, it can be said that they did not have
multicollinearity issues, [32].

4.3 Heteroskedasticity Test

Vit
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Fig. 2: Heteroskedasticity Test Results
Source: Processed by Researchers Using SPSS Software,
2023

As presented in Figure 2, it can be seen that the
dots in the figure form randomly, the absence of a
certain pattern depicted from the point. Thus, there
is no heteroskedasticity in the regression model,
[33].
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4.4 Normality Test

Table8. Kolmogorov-Smirnov Normality Test

Results
One-Sample Kolmogorov-Smirnov Test

Unstandardiz

ed Residual

I 385
Mormal Parametars®? Mean .0oooooo
Std. Deviation 2.56097611

Most Extreme Differences  Absolute 044
Positive 035

MNegative -.049

Test Statistic .044a
Asymp. Sig. (2-tailed) .028°
Exact Sig. (2-tailed) .aa7

Foint Probabhility .000

a. Testdistribution is Narmal.

b. Calculated from data.

c. Lilliefors Significance Correction.

Source: Processed by Researchers Using SPSS Software,
2023

Based on Table 8, normality test results are
using Kolmogorov Smirnov methodology so that the
exact sig value results are obtained, [31]. of 0.307,
according to the existing criteria, shows that the data
is normally distributed with the exact sig value. i.e.
.307 is greater than 0.05.

Harcgrarm
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Megresainn Standardized Residusl

Fig. 3: Histogram Chart
Source: Processed by Researchers Using SPSS Software,
2023

We can tell if the data is regularly distributed or
not by looking at the histogram's graph shape. The
graph that precisely resembles a mountain or bell
has no left or right leaning and moves in the same
direction as the diagonal line. Figure 3's histogram
graph demonstrates that it shapes a mountain and
moves in the diagonal line's direction, indicating
that the data is regularly distributed.
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Fig. 4: Probability Plot Graph
Source: Processed by Researchers Using SPSS Software,
2023

The probability plot graph based on Figure 4
reveals that the data is regularly distributed. Because
the points on the line may follow the diagonal line's
direction without deviating, it can be claimed that
the data is regularly distributed, [34].

4.5 Multiple Regression Analysis

Table9. Results of Multiple Regression Analysis

Coefficients”

12403
254 3385 ap0 12

051 13¢ i3 7063 am #2

4 Capandent Vanatoe Y

Source: Processed by Researchers Using SPSS Software,
2023

Based on the results of the multiple regression
test found in Table 9, the following equation can be
obtained.

Y= o+b1X1+b2X2
Y=29.395+0.365X1+0.961X2

where: Y =
Decision)

o = Constants

b1= Independent variable coefficient 1

b2= Independent variable coefficient 2

X1=  Independent  variable (Brand

ambassador)

X2= Independent variable (Ad Appeal)

Dependent variable (Purchase

Based on the equation above, it can be
concluded that the results of the double regression
analysis are as follows.

a. The constant value (o) is 29.395 which

means that if the brand ambassador
variable (X1) and advertising attractiveness
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(X2) are worth 0, then the purchase decision
variable (Y) is 29,395 units.

b. The value of bl is 0.365 which means that
the brand ambassador variable influences
purchasing decisions, if the brand
ambassador variable ( X1) increases then it
can affect the purchase decision variable
(Y) by 0.365.

c. The value of b2 is 0.961 which means that
the wvariable of advertising attractiveness
influences purchasing decisions, if the
variable of advertising attractiveness (X2)
increases then it can affect the purchase
decision variable (Y) also by 0.961

4.6 Partial Test (t)

Tablel0. t Test Results

Coefficlents”

154 5385 am 12

i34 7063 am #2

4 Capandent vanatoe Y

Source: Processed by Researchers Using SPSS Software,
2023

Based on Table 10, conclusions can be drawn
from the results of data processing to partially test
the hypothesis as follows.

1. The results of the t-test show that the sig
value. the influence of the brand
ambassador (X1) on the purchasing
decision of 0.00 < 0.05 and the calculated t
value of 5.385 > the table t value of 1.966.
It can be inferred from these results that HO
is rejected and H1 is accepted, meaning that
NCT Dream brand ambassador influence
on purchasing decisions is partial.

2. The t-test findings demonstrate that the sig
value. The estimated t value of 7.088 > the
table t value of 1.966 indicates that the
influence of advertising attractiveness (X2)
on purchase decisions is 0.00 0.05. These
findings suggest that HO is rejected and H1
is accepted, indicating that advertising
attractiveness has a partial impact on
purchase choice.
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4.7 Simultaneous Test (f)

Tablell. Test Results f
ANOVA"

J63 658 554617 oop®
2510 502 182
Total 3255818
a Depanden! Vanable ¥

b. Predittors: (Constarf) X2 X\

Source: Processed by Researchers Using SPSS Software,
2023

The results of the f test indicate that it received
a sig value based on Table 11. It is also known that
the value of F Table 3.019 F count 55.917 for the
impact of brand ambassadors and advertising
attractiveness on purchase choices, namely 0.00
0.05. It is evident that H1 is accepted and HO is
denied. This can demonstrate how the dependent
variable of purchase decisions (Y) is influenced
concurrently by the independent variable of brand
ambassadors (X1) and the attractiveness of
advertising (X2).

4.8 Coefficient of Determination Test

Tablel2. Coefficient of Determination Test Results
Model Summar|1h

Adjusted R
Square

222

Std. Errar of
Model R R Square the Estimate
1 4767 226

a. Predictors: (Constant), X2, X1

b. Dependent Variable: ¥

2.568

Source: Processed by Researchers Using SPSS Software,
2023

From Table 12’s demonstration, it can be seen
the influence of brand ambassadors and advertising
attractiveness on purchasing decisions based on the
r-value, which is worth 0.476 so that the magnitude
of the result is that the value of the coefficient of
determination in the form of percent can be
calculated through the following formula.

Kd =7r%x100%
Kd = 0,266 x 100%

Kd =22,6%
Where: Kd = Coefficient of Determination
r2 = Coefficient of correlation of free

variables with bound variables
Based on the results of the calculations above, it

can be concluded that the value of the influence of
NCT Dream brand ambassadors and advertising
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attractiveness on product purchase decisions is
22.6%. While the remaining 77.4% was influenced
by other variables that were not studied in this
study.

5 Conclusions and Suggestions

5.1 Conclusion

Based on the results of research and data processing
on "The Influence of NCT Dream Brand
Ambassadors and Advertising Attractiveness on
Purchasing Decisions, the author can draw several
conclusions to answer some formulations of existing
problems. Here are the conclusions obtained in this
study.

1. NCT Dream brand ambassadors have a
significant  influence on  purchasing
decisions by 90.3% and fall into the
excellent category.

2. Advertising appeal has a significant
influence on purchasing decisions by 89.8%
and falls into the excellent category.

3. According to the findings of the coefficient
of determination test, NCT Dream brand
ambassadors and advertising appeal had a
substantial impact on purchase decisions by
22.6%. Additional factors that were not
examined in this study had an impact on the
remaining 77.4%.

5.2 Suggestion
Practical Advice
1. With the results obtained, NCT Dream
brand ambassador and advertising appeal
influenced purchasing decisions by only
22.6%. We recommend that the company
carry out a marketing strategy in addition to
the use of NCT DREAM brand
ambassadors and attractiveness to further
improve the purchase decision of products.
2. Based on the results of multiple linear
analysis tests that show the value of the
influence of advertising attractiveness under
brand ambassadors, is recommended to
further increase the value of advertising
attractiveness.
Theoretical Suggestions
1. Researchers should then add other variables
besides the brand ambassador variable and
advertising appeal to find another factor of
77.4% that was not studied in this study that
influenced the purchasing decision of
products. Other variables that can be used
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such as product quality, brand image, price,
and so on.

Researchers can then conduct research with
the same variables, but with other
methodologies and with other products as
objects.

References:

[1]

(2]

(3]

(4]

[3]

(6]

Hasbi, 1., Fakhri, M., Saragih, R., Kurnia, B.,
Aini, A.G. (2020). Determinant factors of
consumer preferences on electronic wallet
users in Bandung. Proceedings of the
International ~ Conference on  Industrial
Engineering and Operations Management,
2020, 59, pp. 914-919

Devi, K., Kartawinata, B. R., Wijayangka, C.,
& Nugraha, D. W. (2021, March). Financial
knowledge and financial behavior to financial
satisfaction to the millennial generation in the
city of Bandung. In Proceedings of the
International ~ Conference on  Industrial
Engineering and Operations Management
Vol. 1, pp. 5530-5539.

Putri, A. A., Wardhana, A., & Pradana, M.
The Influence of Service Quality and
Consumer Trust on Consumer Loyalty of
Carousel Apps. (2021). Proceedings of the
International ~ Conference on  Industrial
Engineering and Operations Management, pp.
854-859.

Farida, D. A., Wardhana, A., Kumalasari, A.
D., Wijaksana, T. 1., Pradana, M., & Renaldi,
R. (2021). The Influence of Service Quality
and Consumer Trust on Consumer Loyalty of
Sociolla. Proceedings of the International
Conference on Industrial Engineering and
Operations Management, pp. 2884—2889.
Jaya, D., Fakhri, M., Madiawati, P. N,
Nurnida, 1., & Luturlean, B. S. (2021). The
effect of transformational leadership style on
employee performance with job stress as
intervening variables in PT. Pos Indonesia. In
Proceedings of the International Conference
on Industrial Engineering and Operations
Management, pp. 5692-5700.

Humbani, M., & Wiese, M. (2018). A

Cashless Society for All: Determining
Consumers’ Readiness to Adopt Mobile
Payment Services. Journal of African
Business, 19(3), p.409-429.

https://doi.org/10.1080/15228916.2017.13967
92

Le, X. C. (2021). The diffusion of mobile QR-
code payment: An empirical evaluation for a

E-ISSN: 2415-1521

359

[8]

[9]

[11]

[12]

Nadya Tri Handayani, Mahir Pradana

pandemic. Asia-Pacific Journal of Business
Administration, 14(4), p.617-636.
https://doi.org/10.1108/APJBA-07-2021-0329
Salsabila, A. A., Fakhri, M., Silvianita, A.,
Wardhana, A., & Saragih, R. (2021, March).
The effect of organizational culture and work
motivation on employee job satisfaction. In
Proceedings of the International Conference
on Industrial Engineering and Operations
Management, Vol. 8, pp. 5724-5731.
Rahmawaty, S., Kartawinata, B. R., Akbar,
A., & Wijaksana, T. I. (2021, March). The
effect of e-service quality and E-trust on E-
customer loyalty through  E-customer
satisfaction as an intervening variable (Study
on gopay users in bandung). In Proceedings of
the International Conference on Industrial
Engineering and Operations Management ,
Vol. 7, No. 11, pp. 5495-5506.

Kartawinata, B. R., Pradana, M., Akbar, A.,
Trenggana, A. F. M., & Cahyaningrum, S. D.
(2020, March). The effect of easy perception
and risk of users of financial technology
services in SMES of Bandung, Indonesia. In
Proceedings of the International Conference
on Industrial Engineering and Operations
Management, Vol. 59, pp. 997-1007.

Pradana, M., Wahyuddin, S., Syarifuddin, S.,
& Putra, A. (2019). Gap analysis of
Indonesian state-owned bank internet banking
website. In Proceedings of the International
Conference on Industrial Engineering and
Operations Management, pp. 1235-1244.
Page, M. J., McKenzie, J. E., Bossuyt, P. M.,
Boutron, 1., Hoffmann, T. C., Mulrow, C. D.,
Shamseer, L., Tetzlaff, J. M., Akl, E. A,,
Brennan, S. E., Chou, R., Glanville, J.,
Grimshaw, J. M., Hrdbjartsson, A., Lalu, M.
M., Li, T., Loder, E. W., Mayo-Wilson, E.,
McDonald, S., ... Moher, D. (2021). The
PRISMA 2020 statement: An updated
guideline for reporting systematic reviews.
International Journal of Surgery, 88, 105906.
https://doi.org/10.1016/].ijsu.2021.105906
Rahman, D., & Susanto, P. (2022). Adoption
of QRIS payment system on the intensity of
interest in use on micro, small and medium
enterprises. Operations Management and
Information System Studies, 2(4), Article 4.
https://doi.org/10.24036/omiss.v2i4.93

Bhatti, A., Saad, S., & Gbadebo, S. M. (2018).
Convenience Risk, Product Risk, and
Perceived Risk Influence on Online Shopping:
Moderating Effect of Attitude. Science Arena
Publications International Journal of Business

Volume 11, 2023



[17]

[18]

[20]

[22]

WSEAS TRANSACTIONS on COMPUTER RESEARCH
DOI: 10.37394/232018.2023.11.32

Management ,
WWww.sciarena.com
Bregashtian, B., & Herdinata, C. (2021). The
Effect of Perceived Ease of Use, Usefulness
and Risk on Intention to Use the Go-Food
Application in Surabaya and Sidoarjo. KnE
Social Sciences, 169—-183-169—183.
https://doi.org/10.18502/KSS.V515.8807
Kartawinata, B. R., Wardhana, A., Akbar, A.,
& Dewi, A. R. C. (2021). The Effect of
Confidence, Motivation, and Innovation on
the Interest in Entrepreneurship of Indonesian
Students (Case Study on Students at Telkom
University). In  Proceedings of the
International ~ Conference on  Industrial
Engineering and Operations Management, pp.
2055-2063.

Denaputri, A., & Usman, O. (2019). Effect of
Perceived  Trust, Perceived  Security,
Perceived Usefulness and Perceived Ease of
Use on Customers’ Intention to Use Mobile
Payment. = SSRN  Electronic  Journal.
https://doi.org/10.2139/SSRN.3511632

Phan, D. H., Narayan, P. K., Rahman, R. E.,
& Hutabarat, A. R. (2020). Do financial
technology firms influence bank
performance? Pacific-Basin finance journal,
62, 10120.

Devi, K., Kartawinata, B. R., Wijayangka, C.,
& Nugraha, D. W. (2021). Financial
knowledge and financial behavior to financial
satisfaction to the millennial generation in the
city of Bandung. In Proceedings of the
International ~ Conference on  Industrial
Engineering and Operations Management, pp.
5530-5539.

Hong, C., Choi, H. (Hailey), Choi, E. K.
(Cindy), & Joung, H. W. (David). (2021).
Factors affecting customer intention to use
online food delivery services before and
during the COVID-19 pandemic. Journal of
Hospitality and Tourism Management, 48,
p.509-518.
https://doi.org/10.1016/J.JHTM.2021.08.012
Joshi, A., Kale, S., Chandel, S., & Pal, D. K.
(2015). Likert Scale: Explored and Explained.
British Journal of Applied Science &
Technology, BJAST(®4), 396-403.
https://doi.org/10.9734/BJAST/2015/14975
Krishnan, A., Williams, L. J., McIntosh, A.
R., & Abdi, H. (2011). Partial Least Squares
(PLS) methods for neuroimaging: A tutorial
and review. Neurolmage, 56(2), p.455-475.
https://doi.org/10.1016/j.neuroimage.2010.07.
034

3(2), p.1-11.

E-ISSN: 2415-1521

360

[23]

[24]

[25]

[26]

[27]

[28]

[29]

Nadya Tri Handayani, Mahir Pradana

Lu, Y., Yang, S., Chau, P. Y. K., & Cao, Y.
(2011). Dynamics between the trust transfer
process and intention to use mobile payment
services: A cross-environment perspective.
Information & Management, 48(8), p.393—
403. https://doi.org/10.1016/J.1IM.2011.09.006
Mamman, H., Maidawa, M., & Saleh, M.
(2015). Effects of Perceived Risk on On-Line
Shopping Perceived Risk View project
Database Design View project. Proceedings of
the 1st Management, Technology, and
Development Conference, p.318-323.
https://www.researchgate.net/publication/306
547085

Masoud, E. Y. (2013). The Effect of
Perceived Risk on Online Shopping in Jordan.
European  Journal of Business and
Management Www.liste.Org ISSN, 5(6).
https://www.researchgate.net/publication/340
438323

Naiyi, Y. (2004). Dimensions of Consumer’s
Perceived Risk in Online Shopping. Journal of
Electronic Science and Technology, 2(3),
p-177-182.
https://www.academia.edu/download/5507718
8/0403-32.pdf

Putri, Y. I, Pradana, M., Utami, F. N.,
Nugraha, D. W., & Karnovi, R. (2021). The
influence of brand ambassador on e-
commerce purchase intention. In Proceedings
of the International Conference on Industrial
Engineering and Operations Management, pp.
6848-6855.

Susanty, A. L., Yuningsih, Y., & Anggadwita,
G. (2018). Knowledge management practices
and innovation performance: A study at
Indonesian Government apparatus research
and training center. Journal of Science and
Technology Policy Management.

Willayat, F., Saud, N., [jaz, M., Silvianita, A.,
& El-Morshedy, M. (2022). Marshall-Olkin

Extended Gumbel Type-II Distribution:
Properties and Applications. Complexity,
2022.

Zhao, Y., Wang, L., Tang, H., & Zhang, Y.
(2020).  Electronic  word-of-mouth  and
consumer purchase intentions in social e-
commerce. Electronic Commerce Research
and Applications, 41, 100980.
https://doi.org/10.1016/J. ELERAP.2020.1009
80

Asghar, F., Mahmood, S., Khan, K. L,
Qureshi, M. G., & Fakhri, M. (2021).
Eminence of leader humility for follower
creativity during COVID-19: the role of self-

Volume 11, 2023


http://www.sciarena.com/
https://doi.org/10.18502/KSS.V5I5.8807
https://doi.org/10.2139/SSRN.3511632
https://doi.org/10.1016/J.JHTM.2021.08.012
https://doi.org/10.9734/BJAST/2015/14975
https://doi.org/10.1016/j.neuroimage.2010.07.034
https://doi.org/10.1016/j.neuroimage.2010.07.034
https://doi.org/10.1016/J.IM.2011.09.006
https://www.researchgate.net/publication/306547085
https://www.researchgate.net/publication/306547085
https://www.researchgate.net/publication/340438323
https://www.researchgate.net/publication/340438323
https://www.academia.edu/download/55077188/0403-32.pdf
https://www.academia.edu/download/55077188/0403-32.pdf
https://doi.org/10.1016/J.ELERAP.2020.100980
https://doi.org/10.1016/J.ELERAP.2020.100980

[34]

WSEAS TRANSACTIONS on COMPUTER RESEARCH

DOI: 10.37394/232018.2023.11.32

efficacy and proactive personality. Frontiers
in Psychology, 12.

Rachmawati, W. 1., Kartawinata, B. R.,
Wijayangka, C., & Hasbi, 1. (2020). Factors
Analysis that Affecting the Intention to Use
Digital Payment (Case Study on OVO Users
in Jakarta, Bogor, Depok, Tangerang, Bekasi).
KnE Social Sciences, p.290-302.

Dewi, W. S., Pradana, M., Sari, D., Nugraha,
D. W., & Adiputri, L. C. (2021). The
influence of knowledge, social media
utilization and motivation on entrepreneurial
intention (Case study: Telkom university
students). In Proceedings of the International
Conference on Industrial Engineering and
Operations Management, pp. 6840-6847.
Wardhana, A., Pradana, M., Syarifuddin, S.,
Alves, A., & Firmansyah, 1. (2023, April).
Marketing mix analysis of an Internet service
provider in Indonesia. In International
Conference on Mathematical and Statistical
Physics, Computational Science, Education,
and Communication (ICMSCE 2022), Vol.
12616, pp. 75-79. SPIE.

E-ISSN: 2415-1521

361

Nadya Tri Handayani, Mahir Pradana

Contribution of Individual Authors to the

Creation of a Scientific Article (Ghostwriting

Policy)

- Nadya Tri Handayani carried out the field survey,
data analysis, and optimization.

- Mahir Pradana was responsible for the field
survey and supervision.

Sources of Funding for Research Presented in a
Scientific Article or Scientific Article Itself
The authors report no source of funding.

Conflict of Interest
The authors have no conflict of interest to declare.

Creative Commons Attribution License 4.0

(Attribution 4.0 International , CC BY 4.0)

This article is published under the terms of the

Creative Commons Attribution License 4.0

https://creativecommons.org/licenses/by/4.0/deed.en
US

Volume 11, 2023


https://creativecommons.org/licenses/by/4.0/deed.en_US
https://creativecommons.org/licenses/by/4.0/deed.en_US



