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ABSTRACT

The purpose of the study is to explore the factoflsencing customer buying decision through Inégrn
shopping. Several factors such as information gydirm’s reputation, perceived ease of paymeitéss
design, benefit of online shopping, and trust thiiience customer decision to purchase from e-cernm
sites were analyzed. Factors such as those medti@nove, which are commonly considered influencing
purhasing decision through online shopping in ottmntries were hypothesized to be true in the chse
Indonesia. A random sample comprised of 171 Indiamepeople who have been buying goods/services
through e-commerce sites at least once, were tetleda online questionnaires. To test the hypashdise
data were examined using Structural Equations MoglelSEM) which is basically a combination of
Confirmatory Factor Analysis (CFA), and linear Reggion. The results suggest that information gualit
perceived ease of payment, benefits of online singppand trust affect online purchase decision
significantly. Close attention need to be placedtbese factors to increase online sales. The most
significant influence comes from trust. Indonegi@ople still lack of trust toward online commerse,it is
very important to gain customer trust to increases E-commerce’s business owners are encouraged t
develop sites that can meet the expectation ohpiatecustomer, provides ease of payment systeav,ge
detailed and actual information and responsiblecimtomer personal information and transactionrosco
This paper outlined the key factors influencingimelshopping intention in Indonesia and pioneeted t
building of an integrated research framework toarathnd how consumers make purchase decision toward
online shopping; a relatively new way of shoppingthie country.

Keywords: E-commerce; Online purchasing decision; Sructural Equations Modeling; Regression;
Confirmatory Factor Analysis

1. INTRODUCTION in technology also lead to the development of e-
commerce with ease because at this time there are a
Internet usage nowadays is no longer limited aslat of free applications to build e-commerce sites.
networking media, but it also has a role ao shop on Internet becomes an alternative for
marketing and transaction medium for some peopleonsumers since it is more comfortable than
By using Internet, people have the opportunity teonventional shopping which usually attributed
sell goods/services worldwide. Indonesia with 39.@&ith anxious, crowded, traffic jam, limited time,
million Internet users ranked fourth in Asia orparking space, etc. However, only 6% of
eleventh in the world. In 2089 the total value of Indonesia’s Internet users made a purchase from e-
online transactions reached approximately Rp. 3®»mmerce sites. For that reason, the main objective
trillion (Alam, 2010¥?. E-commerce nowadays canof this study was to test the model that will
be constructed easily as cheaper Internet accefstermine the factors that influence consumer
than ever before and there are many banks thaiying decisions through e-commerce. The result
provide the features of Internet Banking (e-bankingof the research is expected to be useful to help e-
that can help support the payment process in eemmerce’s sites owner to improve their online
commerce so that it can develop quickly. Advancesales by adjusting their strategies. This resealsth
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is expected to provide good results to the e-retdilom a group of college students enrolled in a

company so they can use the findings to engage thmndatory information system in a Dutch academic

customers to shop online. E-retailer can be moiastitution, took part in the survey. From the féesu

attractive to encourage the customers to dof the conducted survey, it is known that the

shopping on the Internet. perceived risk, which is part of the trust persiwect
and part of the technological perspectives, and

2. LITERATURE REVIEW perceived ease of use have direct impact on online

urchase behavior.

Research conducted by Sam et al. (268%f

8 respondents in Malaysia using multiple

Electronic commerce (e-commerce) is the buyin
and selling, marketing of products and serviced, an,,

roviding information via computer networks .
?O‘Brieng& maracas, 2008) Manypcompanies are regressions suggest.ed that.empathy qnd trustere th
' fagtors that most directly influential in predidin

now engaged in or sponsor three basic categories 0f. . :
9ag P 9 online purchase intentions. To enhance consumer

e-commerce applications, i.e., e-commerc - . . . . .
X PP . : B ying intentions online, service providers must
business-to-consumer, business-to-business, an

o . provide services with empathy and increase
conl_s;éneerttoa??n(sz%ml% (Céoir(ljir:;’tezng) study in customer confidence. Trust and empathy has a

L ; . mediating role in the relationship between the othe
Malaysia in 2010; the instrument used was - . .
. . . : ndependent constructs (usability, site design,
questionnaire survey using seven Likert scale. Data . : : .
; information quality and perception of risk) and the
collection method used was a snowball effect foy,

102 respondents. Throuah  rearession an(g]ependent variable (purchase intention online).
esp o 9 9 . A study in China on 35 respondents who carried

correlation analysis, it was found that percelve%ut by Su et al. (2008} showed that online

value, perceived ease of use, perceived usefulnegghS y '

firm's reputation, privacy, trust, reliability and umers are more concerned with the quality
> Tep , privacy, N y . attributes associated with the resulting qualitd an
functionality have a significant linear relationghi

) ; . customer service rather than the attributes
to online repurchase intentions.

Delafrooz et al. (2011@ who conducted a study associated with web transactions. There are six

in Malaysia with 370 respondents obtained from gerceptlons of the quality perceived by customers

private _university in Selangor by using pathas follows: (1) information ease of use; (2) qualit

analysis found that the trust and consumer attﬂudég’) consumer service; (4) websites design; (5)

have the strongest direct effect on buying onlingroﬁieris Z(t)n;o”?gggﬁj%n%é%Sgttggm; il,:ilj'ty' of
intention. While the dtilitarian orientation, factors affec'éing the intention to searc% for
convenience, price, broade.r prodUCt selection, aNfformation online and online shopping intention in
earnings have glso strong |nd|_rect effect on Onl.'nF(orea. The research was conducted by distributing
shopping intentions through attitudes toward On“mauestionnaires to people who buy books online for

shopping as mediation. :
] at least once. Method of confirmatory factor
Kwek et al. (2010)' conducted a study of 242 analysis, descriptive statistical analysis, and

respondents in Malaysia by using mumpl.ecorrelation analysis was used to evaluate the

regression analysis and found that impulse buy'r\galidity and the structural equation model (SEM)
intentions, consumer orientation to quality, as uéed to test the hypothesis. The results of
customer orientation to brands, online trust an\réésearch stated that the value. of information
on_line purchasi_ng ex_perience _is positively related through Internet search utilitarian, hedonic vatfie
prlosrriaeur;naze g:]eenglo(ggggl Ilggllzlgé%mgfté by information retr_ieval via the Internet, the pgrmjy
éjeneﬁts of online shopping, online shopping risk

conducting surveys via e-mail randomly to 10 . . . .
respondents in New Zealand. Then, usin erception, and online shopping experiences affect

. nline information search intentions. The research
exploratory factor analysis and ANOVA found thatconducted also showed that online information

tsri]tee SSIE:n ddiist'gr;’afsg:e ;;'?Eg't%'c’)ufudsg?nr}}ne;nf?;\ég%earch intentions  positively influence online
’ y urchase intentions.

that influence consumer perceptions of onliné Becerra et al. (20143 conducted a study in the

purchz?\_ses. United States using multivariate analysis of
Heijden et al. (200@ conducted research on . . .
covariance, linear regression, and the Sobel test t

online purchase intentions using two different nalyze the hypothesis noted that the confidence in

perspect@ves, namely_ the technol(_)gy-orienteﬁle brand affect intentions to buy online, and d@ym
perspective ano_i trust-oriented perspective. ReBearBe necessary to increase online sales. Influence of
carried out having total of 228 students respondent '
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trust in the seller's beliefs varies with confidere reputation and social influence have an impact on a
the brands, products and services confidence to bastomer’s behavioral intentions.
influenced by faith trust in brands.

Yulihasri et al. (2011)* conducted a study of 3. RESEARCH METHO_DOLOGY ,
Factors that Influence Customers’ Buying Intention 1 NiS research used primary data collected using
on Shopping Online at Malaysia. Conveniencduestionnaires with the help of an online survey
sampling methods were used to gain the data frofg®! and propagated through the largest
226 respondents. The collected data were analyz&gmmunities  Forum — in Indonesia,  namely
by using multiple regression method and it showkaskus.co.id, and mailing-list (discussion group on
that Compatibility, usefulness, ease of use anipe Internet). The questionnaire is divided |_nt(o) tvy
security have been found to be important predictoRatS, namely A and B. Part A of the questionnaire
toward attitude in on-line shopping. contains questions about demographic profile _of

A research conducted by Weisberg et alfespondents such as: age, gender, occupation,
(2011 with sample of 115 working MBA monthly income, educational background, and
students using multivariate regression analysis fdomicile. Part B of the questionnaire comprised 33
analyze the collected data from 115 respondenfivestions about the responses to factors or the
showed that past purchasing predicts intentions {gtent variables within the theoretlcal framewofk o
purchase and that trust and social presence acttg Study (Figure 1) which are: three questions for
partial mediators to it. information quality, five for firm’s reputation, tee

A survey of 115 respondents in Indonesia walor ease of payment, seven for websites design,
conducted by Pujani (2011). The data were S€Ven for beneflt_s of online shopp_mg, five forstru
obtained by distributing questionnaires  to@nd three for online purchase decision. _
undergraduate students of Management Department | "€ measurement items or operational variables
in Andalas University who are attending'Vere _adapted _from_ previous stud|e_s and revalld_ated
Management Information Systems (SIM) class of°r this study, i.e., information quality and wetesi
Regular, Non-Regular and International Program&!€S!9n weéel]measured with |temsdadapted from Su
The study used Structural Equation Modelinft al. (2,00 and Chang et al (20 8), measures
(SEM) to analyze the data. The result from thidor fwrrg}s reputation were]adapted from Lee et al.
study shows that quality of system and information(;zonj and Hess (2008, ease of payment was
feature as well satisfaction influencing the use er_neasuzrg?d with items adapted from Harris & Goode
commerce website. (2010}_ , the measures for benefits of online

Al-Maghrabi & Dennis (2011Y! conducted a shopplgg were _adapted from] Delafrooz et al.
study of 465 respondents. Survey respondents wel@P11) and Hui et al. (2008f! and trust was
people who were actively engaged in Internet an@easulrgd with items adapte]d from Beccera et al.
online shopping in Saudi Arabia. Questionnaire§2011524]* Chiu et al. (20085, and Gefen et al.
use 1to 7 Likert scales and build based on variod§0035 - The measurement for these conceptual or
construct from previous literature. The method ofétent variables was based on a five-point Likert
Structural Equation Model was used to confirmcale with “ssale anchors from “1" — strongly
model fit. The results from this study are percdivediSagree to “5” — strongly agree. To test the valid

usefulness, enjoyment, and social pressure apé the questionnaires, a pilot survey of 10
determinants of online shopping continuance ifespondents was first conducted to ensure that the

Saudi Arabia. guestionnaire was uniformly understood.

A study in Jordanian on 181 respondents who Data were analyzed using Structural Equations
conducted by Nuseir et al. (20¥8) analyze the Modeling (SEM) with Maximum Likelihood
collected data with multiple regression analysi&stimation (MLE). The first step under SEM is to
shows that promotion and security are the mossure that predetermined indicators or operational
influential factors on customer purchase decisioMariables are indeed reliable measures of the tlaten
through Internet. The infrastructures for Internevariable they represent. This measurement model
and product and service characteristics were¢ere implemented using Confirmatory Factor
moderately related to consumers’ decision processAnalysis (CFA), that is, to confirm the reliabjliof

Research that conducted by Abadi et althe measures and to determine the weight or
(2011519] using structural equation modeling tocontribution of each indicator to the latent valeaib
analyze the data that collected from 250epresents (factor loading). The following is the
respondents chosen randomly in Iran shows thdescription of the model for latent variable
perceived enjoyment, perceived usefulness, firfinformation Quality” (see Figure 1) which can
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similarly be expanded for the other latent variable

as well:
KI1=,11KI +eKI1
KIZ:iZKI +eKI2
KI3=,13KI +eKI3
Where,

Kl Kl Kl = Information quality
Indicators
A .4, . k= Factor Loadings

eKIl, eKI2 ,eKIS:error terms

PO ®@
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)

Information Firm's. Ease of
Quality Reputation Payment
1 4 1 )

EDEDEDED EP) D EP) CRPD EED @D @D ED @D & D @

Figure 1.Model of the Relationship Among Variablies the
Research

Hypotheses 3: Ease of payment will have a
positive influence on customer buying
decisions through e-commerce.

Hypotheses 4: Websites design will have a
positive influence on customer buying
decisions through e-commerce.

Hypotheses 5: The benefits of online shopping
will have a positive influence on customer
buying decisions through e-commerce.

Hypotheses 6: Trust will have a positive
influence on customer buying decisions
through e-commerce.

4. RESULTS

4.1. Descriptive Analysis

Among the respondents there were 82 (47.95 %)
females and 89 (52.05%) males. A majority of the
respondents 134 (78.37%) were in 19-25 age
category, while approximately 57 respondents
(33.33%) indicated a monthly income of Rp.
2,000,001,- to Rp. 4,000,000,-. Their highest
educations have completed, with bachelor’'s degree
133 (77.78%), 9 (5.26%) with master’'s degree, 23
(13.45%) with senior high school and 6 (3.51%)
with diploma level. A sizeable number, i.e., 113
(66.08%) of the respondents are employed, 46

From the relationship between dependent an@6.9%) of the respondents are students, self-
independent latent variables, multiple regressioamployed 10 (5.85%) and 2 (1.17%) unemployed
analysis, the second step under SEM, was used wigspondents.

the following model:
KM = BiKI + f:RP + fKP + TS+ fsB + fT +
Where,

KM = Online Purchase Decision
Kl = Information Quality

KP = Perceived Ease of Payment

RP = Firm’s Reputation

TS = Websites design

B = Benefits of online shopping

T = Trust

e = Disturbance Error

Pi, ....,[s = regression parameters

The hypotheses for the study are as follows:

4.2 Reliability Analysis

Reliability test using Cronbach’s Alpha was
conducted on most variables to measure the inter-
reliability. According to Gliem et al. (2003} and
Sekaran et. al. (2009, pp.388)an instrument has
an acceptable level of reliability when Cronbach’s
Alpha is greater than 0.70. That statement is not
absolute because the most decisive is the intuition
of researchers. In this research of the sevenndsea
variables, firm’s reputation (0.565) and ease of
payment (0.691) have a Cronbach’'s alpha
coefficient of less than 0.70, thus less relialne f
the study. However, according to (Lee et al.,
2011§” the firm's reputation is a significant factor
while the payment convenience factor has a
Cronbach’s alpha coefficient close to 0.7 so it

Hypotheses 1: The quality of information will Should be held close to a further analysis of both
have a positive influence on customer buyindactors.

decisions through e-commerce.

Hypotheses 2: Firm's reputation will have a

positive influence on
decisions through e-commerce.

4.3Regression Results
The regression was carried out to determine the

customer  buyingye|ationship between Firm's Reputation (RP), Ease

of Payment (KP), Trust (T), Benefits of online
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shopping (B), Websites design (TS), andmportance of the impact. Similarly, firm’s
Information Quality (KI) as independent variablesreputation and websites design do not have a
with online purchase decision (KM) as dependergtignificant impact on customer online purchase
variable. The regression output is presented in ttdecision.
following equation: The findings in this study are consistent with
research conducted by Su et al., (2888)Pujani
KM = .056 KI - 304RP + 760 KP + 511 TS+.144B +.144T  (2011f'®, and Sam et al., (2004} which stated
that the quality of information has little influesc
Further detail of the result of the regression i®n purchasing decisions through e-commerce. To
presented in Table 2, including standard errorg (SEnhance the competitive strength, e-commerce sites
and significancy of the coefficient of the regressi should give more attention to the quality of

in terms ofp-value ). information because the quality of information may
give influence on a person's decision to buy thhoug
Table 2. Regression Results e-commerce (Sam et al., 2089)

For hypotheses 2, the finding in this study is
different with the result of the study conducted by

Estimat SE .

stimate D Lee et al., (2011, Abadi et al. (2011%” and Hess
KM <- RP 056 | .148 | .704 (2008*" which stated that the firm's reputation
KM<- KP -304 | .142 | 032 affects a person's decision to purchase
KM <- T 769 202 | 006 products/services through e-commerce. This could

— be because of the cultural differences and

KMm<-B 511 | 172 | .003 philosophies in the countries. Different cultures a
KM<- TS 144 146 325 philosophies can lead to the view of certain values
KM<- KI 144 | 086 | .003 to be different,

The findings of this research showed that the
ease of payment influences on customer buying
decisions through e-commerce in Indonesia has a
significant influence. These results are consistent
with the research conducted by Harris & Goode

It can be seen from Table 2 that Firm's(2010$*” which stated that the e-commerce’s
reputation does not significantly influence purehasconsumer emphasis on security and ease of
decision withp-value p = 0.7. Ease of payment payment online than offline services.
however does significantly affect purchasing This research also found that websites design
decision through e-commerce at 5 % significankas no influence on the decision of a person in
level with p-valuep = 0.032. Similarly, Trust iS making a purchase through e-commerce. These
significant at 1 %, with p-value p = 0.00, Benefitsindings are consistent with research that was done
of online shopping is significant at 1% significantby Sam et al. (2008Y, and Kim & Kim (2004§"
level with p-value p = 0.03, and Information qualit put contrary to a study by Shergill et al. (200%) [
is significant at 10% significan level wifitvaluep  Nuseir et al. (2018 Perception of aesthetics and
= 0.093. On the other hand, Websites design is Nfunction can have different views from one
significant havingp-valuep =0.325. individual to other individual. Maybe for people

In other words, four of the hypotheses, i.e., Hlwho are less aware of the technology, the disptay o
H3, H5, and H6 are accepted, and the other twy simple site is just enough for them. As longhes t
hypotheses, i.e., H2 and H4 are rejected. It can Isjte is easily accessible and the purchase prisess
concluded that Ease of Payment, TrUSt, Benefits 1easy then these peop|e will make a purchase' But
online shopping, Information Quality, havefor certain people who like technology, the display
significant impact on customer online Purchasmay become a site for their assessment of the
Decision. The estimated coefficients afase of quality of services to be obtained. Because the
paymentlS =.304,Brrus; IS . 769, Beeneiits of oniine shoppinkS  different perceptions that lead to appearance ®f th
.511, andBInformationquaity is .144. This indicates sjte had little influence on a person's judgment in
that there is linear relationship between thimaking purchases online.
dependent variable (online purchase decision) and Based on the results of the research, the benefits
four of predictor variables (ease of paymentof online shopping have an influence on the
information quality, benefits of online shopping,customer purchase decision through e-commerce.
trust). Because the calculation is using standaddiz The findings in this study are consistent with
data, the coeffients also reflects the degree of
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research conducted by Delafrooz et al. (2B%1) significant impact on customer online Purchase
Al-Maghrabi & Dennis (2011)", Abadi et al. Decision.
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