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ABSTRACT

The purposes of this study were to study influence of technology acceptance
and the value perception of websites on purchasing decisions in B2C E-commerce
consumers. The samples were consumers with 20 years up of age and had purchased
through the B2C e-commerce websites, with the total number of 400 samples. The
research tool was an electronic questionnaire that passed reliability of questions from
the experts and measured alpha coefficient and of reliability coefficient. The statistics
used in analyzing data comprised means, percentage and standard deviation,
analyzed the relationship between variables through multiplication relationship
analysis to analyze the relationship between variables and regression coefficients.

The results showed that technology acceptance and the value perception of
website quality had a positive relation with consumers' purchasing decisions with
statistical significance at .01. The service quality and user interface quality had a
positive and significant impact on consumer purchasing decisions in B2C e-commerce

with statistical significance at .01

Keywords: Technology Acceptance, Value Perception, B2C E-commerce,

Purchasing Decisions
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