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ABSTRACT 

The research objective is to analyze the factors that influence online consumer behavior in e-marketplace in 
Indonesia and its priorities. Questionnaires were distributed to 384 respondents who were users of one of 
the top five e-marketplaces in Indonesia. Data were analyzed using Structural Equation Modeling (SEM) 
and processed using SmartPLS. This research model describes 80.50% of online consumer behavior, where 
there are several factors, namely seller's reputation, trust in market-maker, perceived ease of use, perceived 
usefulness, perceived risk, after sales services, customer services, trust in the seller, and product quality. It 
can be concluded that the seller's reputation factor is a factor that must be prioritized in increasing online 
consumer behavior. 
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1. INTRODUCTION 
1.1 Background 

The growth of internet users in Indonesia reaches 
51% within a year, which far exceeds the average 
growth of internet users globally by 10% in 2017, 
the high growth of internet users is a good potential 
for the advancement of Indonesia's digital 
economy, which is marked with an increase in e-
commerce businesses and other online businesses, 
such as Lazada, Blibli, Tokopedia, Bukalapak, 
Elevenia, Rakuten and others [1], with a growth 
value of 97-201% [2], even in 2016 Tokopedia 
claimed the number of visitors reached 10 million 
and sell around 2 million products every month [3]. 
The 2017 data states that the top five online 
consumer goods retailers in Indonesia are occupied 
by e-marketplaces such as Lazada, Blibli, 
Tokopedia, Elevenia, and MatahariMall [2]. 

E-marketplace operates as an intermediary with a 
combination of internet, IT, services, procedures, 
and regulations to facilitate exchanges between 
consumers, the intended customers are sellers and 
buyers. E-marketplace also has a reputation system 
to assist buyers in making transaction decisions [4]. 

Along with the growth of the number of sellers in 
e-marketplace, especially in C2C e-marketplace, of 
course, there will be different levels of seller's 
reputation depending on customer services, after-
sales services, and quality of products [5] from each 

seller. However, there have been no studies that 
discuss how a seller's reputation mediates the three 
factors mentioned above with online consumer 
behavior in C2C e-marketplace, especially in 
Indonesia. In addition, this study also examines 
other factors that can mediate Seller’s Reputation 
with Online Consumer Behavior based on previous 
research, namely Trust in Market Maker and Trust 
in Seller [6] [7] [8][4][9] [10] [11], Perceived Risk 
[8] [4][12][13] [10],  Perceived Ease of Use [6] [7] 
[14] [15] [10] dan Perceived Usefulness [6] [7] [14] 
[15] [10]. 

Online Consumer Behavior is important to 
discuss because it is directly related to the decision 
making process of buyers in search, purchase, and 
repurchase, which is different from traditional 
consumer behavior, where online consumer 
behavior is very complex and shaped by many 
interdependent factors such as environmental 
factors where online transactions occur [16] [17],  
characteristics of consumers, product / service, 
market-maker / medium, merchant / intermediary 
[17], and other factors that come from various 
disciplines such as information systems, 
psychology, sociology, economics and others, 
while the factors of traditional consumer behavior 
are more derived from the discipline of marketing 
and economics [18]. 
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1.2 Research Problem 

      Based on the background and problems 
described above, the research problem will be 
formulated as follows: 
1) Do Customer Services, After Sales Services, 

Product Quality have an influence on Seller's 
Reputation on C2C e-marketplace in 
Indonesia? 

2) Does the Seller’s Reputation have an influence 
on Online Consumer Behavior on C2C e-
marketplace in Indonesia? 

3) How big are the influence of Seller's 
Reputation factor and other factors on Online 
Consumer Behavior on C2C e-marketplace in 
Indonesia? 

 
1.3 Scope of The Research 

The scope of this research focuses on, as 
follows:  
1) The population of data collection will be 

carried out on users of the top five C2C e-
marketplaces in Indonesia, namely Lazada, 
Blibli, Tokopedia, Elevenia, and MatahariMall. 

2) This study focuses on Customer Services, After 
Sales Services, Product Quality factors on 
Seller's Reputation, then Seller's Reputation, 
Trust in Market Maker, Trust in Seller, 
Perceived Risk, Perceived Ease of Use, 
Perceived Usefulness towards Online 
Consumer Behavior in the top five C2C e-
marketplace in Indonesia, Lazada, Blibli, 
Tokopedia, Elevenia and MatahariMall. 
 

1.4 Research Objectives  
The objectives of this research are as follows: 

1) Expanding knowledge to the market-maker and 
seller on the C2C e-marketplace about what 
factors influence Online Consumer Behavior 
on buyers.  

2) Providing information that can help the 
market-maker and seller to increase their value 
to buyers. 

3) Provide an overview and be a reference for 
future similar research in the future. 
  

2. THEORETICAL FRAMEWORK AND 
HYPOTHESIS DEVELOPMENT 

 
2.1 E-Marketplace  

The marketplace is a location where sellers and 
buyers meet to conduct a transaction, in a broader 
sense for the world of economy is a place that 
supports the activities of sellers and buyers to 
conduct transactions, then from the strength of 

supply and demand will be determined the price 
and allocation of resources. While the E-
Marketplace itself has the same meaning as the 
marketplace, however, sellers and buyers do not 
meet face to face directly but through internet 
media [4]. This research focuses on E-Marketplace. 

The focus of this research is e-marketplace 
which is characterized by online, many-to-many, 
C2C, and operates as a third party (market maker). 
E-marketplace like this uses the internet and a 
combination of various IT service services, 
procedures and regulations to facilitate meetings 
and exchanges between consumers, the consumers 
in question are sellers and buyers. 

 
2.2 Seller’s Reputation 

Reputation is the main indicator of trust, 
therefore trust can be manipulated through the 
seller's reputation on the basis of user feedback. 
Feedback mechanisms play a role in forming a 
trustworthy reputation, sellers who have a good 
reputation will be considered reluctant to damage 
their reputation. In other words, the seller's 
reputation has an influence on the buyer's trust. The 
seller with a high reputation will be more trusted by 
the buyer [12]. 

Reputation is broadly defined as the perception 
of the seller's past actions and future prospects. The 
seller's reputation is usually measured by the value 
of feedback from previous buyers, and from that 
value will build buyer confidence in the seller. 
Reputation also has an important role in predicting 
sales performance of sellers in e-marketplace [19]. 

In online commerce, the buyer does not 
directly assess the product and believes in the 
product description that the seller lists, the 
reputation of the seller and other information that 
affects the interest of buyer to pay [20]. Then in his 
research found that the seller's reputation has a 
positive influence on the desire or interest of buyers 
to pay. 

Reputation plays a major role in shaping 
cooperation, and trust, in other studies also found 
that reputation is determined by concentration, 
price and above all the quality of products and 
services [21]. 

Reputation is considered a measure, 
conceptualizing the buyer's perception of the 
seller's reputation. Where reputation is defined as 
the extent to which buyers trust sellers as honest 
and concerned with their customers, so reputation is 
a valuable asset that requires long-term investment  
[22]. 

In the previous study analyzed the factors that 
could improve the seller's reputation by using the 
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Fuzzy-AHP framework and distributed to 11 sellers 
in the three largest e-marketplaces in Indonesia. It 
was found that the three main factors to improve 
the seller's reputation were customer services, after 
sales services, quality of products [5]. 

2.3 Customer Services 
Customer service is a system consisting of 

several activities to support customers, receive 
complaints, speed in handling complaints, ease of 
reporting complaints and hospitality when receiving 
complaints. Satisfied customers can be determined 
based on the evaluation of services received from a 
particular brand [23]. 

When customer complaints are not handled 
properly, then customers will start looking for other 
brands. That happens because the customer service 
center cannot handle complaints properly according 
to the customer's wishes, customers don't want to 
wait too long until they finally lose their 
satisfaction with certain brands [24].   

Previous research states that customer service is 
very important because with good customer service 
will improve product quality, foster competitive 
advantage, grow profitable opportunities and the 
end result will increase sales and revenue [25]. 

2.4 Product Quality 
Product quality is related to customer 

satisfaction in the long run where customers will be 
satisfied when buying a good quality product, so 
customers will always be interested in buying it. 
Then in his research also found that the quality of 
products with customer service and prices affected 
customer satisfaction [26]. 
In addition, first, the reputation of a company or 
individual seller is determined based on the quality 
of the product produced by the company or 
individual in the past. Second, reputation is 
determined collectively based on the quality of the 
company's products or individuals in a group that 
sells the same product [27]. 
 
2.5 After Sales Services 

Customer satisfaction can be influenced by 
product quality, service quality, after sales service 
and others. After sales service itself is defined as a 
function that provides services after sales activities 
are completed. After sales service is an important 
factor in forming good relationships with 
customers. Then in his research also found that 
after-sales service had a strong influence on 
customer satisfaction [28]. 

The main purpose of online sellers is to get 
good reviews from buyers. Therefore they pay more 

attention to product appearance, seller attitude, 
logistical speed and so on without caring about the 
after sales service which makes it difficult for 
customers to get their rights which causes buyers 
not to buy, this causes the seller to improve product 
quality and after their sales service. After sales 
service has also been proven as a way to 
continuously improve product quality and design 
[29]. 

2.6 Trust 
Trust is defined as a matter of behavior, a state 

of mind, consisting of more than one belief, hope or 
confidence that has consequences on behavior, 
willingness to depend, which can be seen as a 
combination of the first two meanings or a 
combination of two or more elements above [4]. 

Online trust has become an important precursor 
factor before the use of e-commerce [14]. Online 
trust is defined to the extent that buyers believe that 
their personal and financial information will be safe 
in the hands of service providers. 

Online trust is more about buyers' confidence 
in sellers, formal control mechanisms, procedures, 
laws, contracts, infrastructure technology. The 
success of internet commerce relies heavily on 
trust, both trust in the seller and trust in the service 
provider [4]. 

Trust in e-commerce is defined as a person's 
willingness to make transactions with other parties, 
even though the other party can easily do something 
harmful, besides that trust is also important in 
influencing someone's behavior where the person 
can be more proactive when trusting someone or a 
particular community [30]. 

2.7 Trust in Market-Maker 
Market makers are the key to success of an e-

marketplace, market-makers must be able to build 
trust because internet users are not easy to want to 
do online transactions with partners they do not 
know [31]. 

The main role of a market maker is to build 
trust between the seller and the buyer and reduce 
the uncertainty of the transaction. Sellers and 
buyers need to believe that market makers act 
honestly, are competent and believe that market 
makers can benefit them. The dimensions that are 
most often used for trust in market-makers are 
competence, virtue, and integrity [32]. 

When an online marketplace is formed, service 
providers or market-makers form a regulation to 
limit behavior in transactions. Market makers also 
provide resolutions when there is a dispute between 
the seller and the buyer, if the buyer believes that 
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the market-maker has prepared and always applies 
fair rules, procedures, penalties in online 
transactions, they will trust the seller who will 
behave according to the rules applied by the 
market-maker, if not the seller will experience 
serious consequences such as fines in the form of 
money, dismissed as a seller, and until legal action 
[9]. 

2.8 Trust in Seller 
Trust is the most important factor in 

stimulating purchases through the internet, 
especially in the early stages of commercial 
development of an online store. It took a long time 
to realize that the biggest obstacle to online 
marketing is the lack of trust of buyers, both trust in 
the honesty of the seller and the competency of the 
seller [22]. 

Trust in the seller reflects the perception of 
trust in the transaction partner, this type of trust has 
been found to be the most important factor in 
purchasing both offline and online. There are three 
dimensions of trust in C2C e-marketplace, namely 
reliability, dependability, and honesty. Reliability 
refers to buyers who believe that the seller will be 
fully committed, Dependability means the buyer is 
sure that the seller will help and support when 
needed with full responsibility, Honesty refers to 
the buyer's confidence that the seller is open, honest 
and sincere [4]. 

2.9 Perceived Risk 
Trust is related to risk because both are based 

on perception, although some levels of risk really 
need trust, and trust becomes the hope that the 
seller will not behave fraudulently. Therefore, one 
consequence of high trust is reducing the risk 
perception of the seller's fraudulent behavior. Risk 
perception refers to the buyer's confidence in the 
possibility of a profit or loss when transacting with 
a seller [22]. 

The unfamiliarity between sellers and buyers, 
as well as the uncertainty of transactions through 
the internet, leads to the emergence of risks in e-
commerce elements. Perception of risk in C2C e-
marketplace is defined as a subjective belief that 
there is a possibility of suffering losses when 
making transactions in an e-marketplace. Therefore, 
the risk is not only for sellers and buyers but also 
risks associated with the function of the market-
maker itself [32]. 

Risk perception is an important factor 
influencing consumer behavior, especially in C2C 
e-marketplaces where sellers have the opportunity 
to cheat. However, in the process of C2C e-

marketplace transactions are not only influenced by 
the behavior of sellers but also brokers who run the 
transaction platform, so that the individual purchase 
behavior is usually influenced by perceptions of 
risks associated with sellers and intermediaries [4]. 

2.10 Perceived Ease of Use, Perceived Usefulness 
Determinants for measuring computer use. The 

model he made was perceived usefulness and 
perceived ease of use affect the attitude toward use 
which influences behavioral intention and then 
affects actual usage [33]. 

Perceived ease of use in an e-marketplace is 
defined as the extent to which sellers and buyers 
believe that using an e-marketplace can be done 
easily. Perceived usefulness in an e-marketplace is 
defined where buyers and sellers believe that using 
e-marketplace can improve their performance in 
conducting online transactions [32]. 

Perceived usefulness and perceived ease of use 
are very closely related to trust where trust is very 
important in B2B, C2C, and B2C transactions. 
Many studies have found that the preceding factor 
before e-commerce usage is trust [14]. 

2.11 Online Consumer Behavior 
There are three stages in online consumer 

behavior, namely purchase intention, purchase, and 
repurchase [17] with the model in Figure 2.1. 
 

 
Figure 2.1 Model Online Consumer Behavior 

2.12 Purchase Intention 
Factors that influence purchase intention such 

as attitudes, subjective norms, perceptions of 
behavioral control. Perceived ease of use and 
perceived usefulness in TAM models also have an 
influence on purchase intention. Trusts and 
perceived risks have been widely studied as 
important factors in purchase intention [17]. 

In online purchases, institutional certainty and 
structural consistency can increase trust in online 
vendors through trust and buyers' perceptions of 
online vendors. But besides that, the certainty and 
structure of the institution also affect purchase 
intention because customers get information from 
other people who have made transactions using the 
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vendor [11]. 
Purchase intention in e-marketplace can be 

seen as a complex IT system which does not only 
consist of hardware and software but is also 
supported by services, rules, and procedures. Other 
factors such as trust, perceived risks, WOM quality, 
perceived service quality and much more also affect 
purchase intention [32]. 

2.13 Purchase 
Factors affecting purchase have similarities 

with purchase intention, namely attitudes, 
subjective norms, perceptions of behavioral control, 
perceived ease of use, perceived usefulness, trust, 
and perceived risk. However, it has been further 
investigated that there are five other categories that 
influence it, namely demographics, age, gender, 
income, and education. In addition, trust in brokers 
for security and privacy also has an influence on 
purchase [17]. 

2.14 Repurchase 
Repurchase in the online context is defined as 

the reuse of online channels to buy products from 
retailers that have been done before [34]. 

The repurchase is influenced by psychological 
factors such as satisfaction, confirmation and 
loyalty incentives. But in some studies trust in 
sellers and brokers also has an influence on 
repurchase [17] 

In a repurchase situation, the mechanism of an 
online vendor can reduce the perception of risk 
from the buyer, for example online customers can 
suffer losses through theft of credit card data if they 
transact using public internet infrastructure, but if 
the transaction uses an independent vendor, the 
customer will take the risk to make a decision 
repurchase, through high trust and low-risk 
perception [11].  

2.5 Related Work 
Previous research that adopted perceived 

usefulness and perceived ease of use from the TAM 
model. Data collection was conducted with a survey 
conducted on buyers and sellers in the largest e-
marketplace in China (Taobao), obtained 110 
respondents and 133 sellers. Data analysis with 
PLS and modeling techniques with SEM 
techniques. It was found that, first, institution-based 
trust has an influence on the desires of seller 
transactions, second, perceived risk has an 
influence on the desires of transactions both sellers 
and buyers, thirdly, trust in market-makers have an 
influence on institution-based trust, fourth, 
perceived usefulness has affected the desires of 

transactions only on buyers while perceived ease of 
use has an influence on the desires of the 
transaction only to the seller.[32]  

Previous research proposed a trust model for e-
commerce, with the aim of research to measure the 
effect of party trust, control trust on risk perception 
and exchange behavior on B2B e-marketplace. The 
model was tested on 82 companies that had 
conducted transactions in B2B e-marketplace, the 
data were analyzed using PLS. It was found that 
party trust negatively affected perceived risk, and 
control trust positively affected information 
sharing, perceived risk negatively affected 
information sharing and information sharing to 
positively affect transactions. Information sharing 
functions as a mediator between trusts and 
transactions [35]. 

Predecessor factors of purchase intention such 
as online seller reputation, product category, and 
surcharge. In his research, he used five 
experimental designs to obtain seller reputation, 
product category and surcharge effects on Internet 
shopping. The author chooses one seller with a 
small reputation and one seller with a great 
reputation and then analyzes using ANOVA, it is 
found that first, a seller with a high reputation can 
provide a high surcharge to increase the total price 
to be paid by the buyer; second, a separate price 
will reduce purchase intention to low-reputable 
sellers, thirdly, consumers will need longer time to 
make purchasing decisions when buying goods 
with sellers with low reputations, fourth, the level 
of surcharge applied by sellers with low reputation 
will weaken increasing consumer doubts [12]. 

In previous studies with the aim of testing the 
level of e-commerce participation and attitudes of 
older people in America towards e-commerce. The 
questionnaire was distributed to the retired 
community in Pennsylvania, obtained 110 
respondents aged 52 to 87. It was obtained by 59% 
making online purchases in the last six months. 
Usefulness and trust are found to have a direct 
positive influence on usage. Ease of use has a 
significant influence on usefulness and trust has a 
significant influence on ease of use and usefulness 
[14]. 

This research has sought the role of the 
mechanism of e-commerce institutions on online 
repurchase with the perceived effectiveness of e-
commerce environment (PEEIM) as its moderator. 
The survey was conducted on 362 customers who 
returned to buy. It was found that PEEIM 
negatively moderated the relationship between 
online vendor trust and online customer repurchase 
intention, thereby reducing the importance of trust 
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influence in the repurchase behavior. His research 
also found PEEIM positively moderated the 
relationship between customer satisfaction and 
trust, so that past transaction experience had an 
influence on trust. PEEIM does not directly affect 
trust or repurchase intention [11]. 

In research that aims to analyze several factors 
that form a trust that influences the desire to 
transact on a C2C e-commerce website. The 
suspected factor is structural assurance, familiarity, 
perceived similarity, perceived reputation, and 
perceived risk. Data were collected through 
questionnaires from 109 respondents in the 
kaskus.com buying and selling forum and the data 
were analyzed using SEM, it was found that 
perceived reputation had a positive effect on trusts 
and trusts having a positive effect on participation 
[30].  

Research that has conducted an investigation of 
online customer repurchase intention on C2C e-
marketplace in Indonesia, the aim of the research is 
to find out the factors that influence online 
repurchase intention on customers who use e-
commerce platforms. The research model is an 
extension of the TAM model. Data were obtained 
from 476 respondents and it was found that e-
service quality affected repurchase intention [34].  

This research has proposed a model in which 
social relations facilitation mechanisms and trust 
development processes when transacting in the 
online marketplace. When C2C transactions are 
very risky, social relationships between sellers and 
buyers become more important for buyers in 
making transactions. Data were obtained from 104 
buyers at TaoBao.com and it was found that it was 
confirmed that social mechanisms effectively 
influence the building of trusts and social 
relationships in the online marketplace by being 
moderated by risk factors [9]. 

Research that has integrated trust market-makers 
and trust sellers in the e-marketplace. Surveys 
collected from 692 respondents and have been 
found that market maker characteristics and sellers 
characteristics have an important role in building 
buyer trust in market-makers and sellers and trust 
market-makers positively influence trust in sellers 
[36]. 

Previous research has examined the influence 
and reputation of an online store on trust in store, 
risk perception and the desire to use the store. 
Experimental surveys were carried out and obtained 
from undergraduate and MBA student groups in 
Australia with participants of 184. Data analysis 
with CFA with AMOS and found that perceived 
store size and perceived reputation affect trust 

differently depending on the type of store, the effect 
of perceived store size on trust may be influenced 
by what items consumers want to buy [22]. 

The research aims to find the influence of seller 
trust, intermediary trust, seller risk, and 
intermediary risk on attitude towards purchasing in 
C2C e-marketplace. The questionnaire was 
distributed to 3000 registered users in the eBay.com 
e-mail newsletter, as many as 450 respondents 
(15%) responded to the questionnaire. Then the 
data is analyzed by multiple regression which 
previously has been tested for validity and 
reliability. It was found that broadly the influence 
of seller trust and seller risk on attitude can be 
categorized strongly, while the effect of 
intermediary trust and intermediary risk on attitude 
is lower so there are differences in the concept of 
perception between intermediary and seller [4].  

In the model of one study with the aim to 
determine the effect of trust in online store and 
perceived risk on consumer online purchase 
intention. This study involved 180 internet users 
who had visited online shopping sites in Indonesia. 
It was found that trust in the online store had a 
negative effect on perceived risk, and trust had a 
positive effect on online purchase intention, then it 
was found that trust rates for women were greater 
than men [37].  

Previous research which aims to measure how 
much influence perceived ease of use and 
usefulness on attitudes toward usability to confirm 
previous research. Data collection is done using a 
questionnaire and distributed to consumers who 
have accessed the internet. Data were analyzed 
using SEM models, and it was found that perceived 
usefulness influenced attitudes toward usability 
more strongly than perceived ease of use and trust 
[15].  

In research with the aim of studying consumer 
behavior online in e-marketplace, by introducing a 
framework that integrates findings in previous 
studies, which where online consumer behavior can 
be influenced by changes in perception of 
usefulness, ease of use, trust and shopping 
enjoyment [6].  

In one of the research models carried out with 
the aim of analyzing how the model of trust 
formation between sellers and buyers in e-
marketplace, this study shows that buyer trust in 
market-makers positively influences the length of 
buyer relations with market-makers. For the seller's 
trust in the market-maker has a positive influence 
on the reputation of the market-maker [31].  

In a previous study with the aim of analyzing 
how buyers formed trust in market-makers and 
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sellers by being moderated by previous customer 
transaction experience, this study showed that 
customer trust in market-makers and sellers was 
moderated by previous transaction experience, in 

addition, characteristics of market-makers 
(reputation, website's usability, security) and the 
characteristics of the seller (expertise) have an 
important role in building buyer trust [38].  

3. METHODOLOGY 
 

3.1 Research Model 

Based on the theoretical foundation and 
previous research in the previous section, the 
research model can be formed as follows in Figure 
3.1:

 

 

 
Figure 3.1 Online Consumer Behavior Model 
 

The research model in Figure 3.1 focuses on 
purchase intention, purchase and repurchase, these 
three factors are grouped into online consumer 
behavior because all three have similar predecessor 
factors [17].  

Perceived risk is an important factor in online 
transactions because the sellers and buyers do not 
know which causes sellers to easily cheat, so 
perceived risk is one of the preceding factors of the 
online consumer behavior. The main precursor 
factor of perceived risk is trust, wherein e-
marketplace itself there are two types of trust, 
namely: trust in market maker, the extent to which 
the buyer is sure of the competency, virtue, and 
integrity of the market maker; and trust in seller, the 
extent to which the buyer believes in the reliability, 
dependability and honesty of the seller. Trust in 
market maker is also a precursor of a trust in the 
seller, because when a buyer believes and believes 
in a particular e-marketplace, the buyer will also 
trust and believe in the seller in the e-marketplace. 
Both trusts in market makers and trust in sellers can 
be manipulated by the seller's reputation because 
when the sellers who are in a certain e-marketplace 

have a good reputation, the buyer can directly trust 
the e-marketplace, the trust in the seller is also 
determined by the seller's reputation from the seller 
himself.  

Perceived ease of use as a factor that illustrates 
the extent to which buyers believe that e-
marketplace can be used easily if the buyer has that 
belief, then there is a possibility the buyer has the 
intention to find and buy goods in the e-
marketplace.  

Perceived usefulness is a factor in the extent to 
which buyers believe that the e-marketplace 
improves their performance in finding and buying 
the items they want. Based on previous research, 
perceived ease of use has an influence on perceived 
usefulness, where buyers who believe that e-
marketplace can be easily used, they are also 
convinced that e-marketplace can improve their 
performance in finding and buying the items they 
want. Both perceived ease of use and perceived 
usefulness are formed by a factor of trust, therefore 
trust in market makers can be a precursor of both 
factors, where when buyers trust a particular e-
marketplace, then new applications or features 
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launched by e-marketplace it can be directly 
believed to be easy to use and useful for buyers. 

Seller's reputation is an indicator or main 
measure of the trust that has been given by other 
buyers. Therefore, reputation can be a direct factor 
that influences a person's purchasing decisions. 
Seller's reputation has three main factors, namely 
customer services, after-sales services and product 
quality [4]. 
3.2 Hypotheses 
Based on the model of research formed, it can be 
put forward the following hypothesis: 
H1: Customer Services has a significant positive 
effect on Seller’s Reputation. 
H2: After Sales Services has a significant positive 
effect on Seller's Reputation. 
H3: Product Quality has a significant positive effect 
on Seller's Reputation. 
H4: Seller's Reputation has a significant effect on 
Trust in Market-Maker. 
H5: Seller's Reputation has a significant positive 
effect on Trust in Seller. 
H6: Trust in Market-Maker has a significant 
positive effect on Trust in Seller. 
H7: Trust in Market-Maker has a significant 
negative effect on Perceived Risk. 
H8: Trust in Seller has a significant negative effect 
on Perceived Risk. 
H9: Trust in Market-Maker has a significant effect 
on Perceived Usefulness. 
H10: Trust in Market-Maker has a significant effect 
on the Perceived Ease of Use. 
H11: Perceived Ease of Use has a significant effect 
on Perceived Usefulness. 
H12: Perceived Ease of Use has a significant effect 
on Online Consumer Behavior. 
H13: Perceived Usefulness has a significant effect 
on Online Consumer Behavior. 
H14: Perceived Risk has a significant negative 
effect on Online Consumer Behavior 
H15: Seller's Reputation has a significant effect on 
Online Consumer Behavior. 
 
3.3 Population and Data Collection Technique 

The population is the object of research as a 
whole, the population used in this study are C2C e-
marketplace users, especially the top five C2C e-
marketplaces in Indonesia namely Lazada, Blibli, 
Tokopedia, Elevenia, and MatahariMall. 

While the sample is part of the population, the 
calculation of the number of samples in this study 
using the following formula [39]: 

 

n =   = 384 
The sampling technique used is probability 

sampling, which provides equal opportunities for 
each member of the population to be selected as 
part of the sample. Based on the above calculations, 
the number of samples obtained is 384 which 
already represents the population and also not too 
large because it uses a safe proportion (p) value that 
is equal to 0.5. In addition, this number has far 
exceeded the rule of thumb, which is 10 times the 
highest number of structural paths that lead to latent 
variables [40] or 10 times the highest number of 
indicators in one latent variable [41]. 

Data collection by distributing questionnaires to 
consumers or users in one of the top five C2C e-
marketplaces in Indonesia, namely Lazada, Blibli, 
Tokopedia, Elevenia, and MatahariMall. 
Questionnaires will be collected using Google 
Form, and distributed through the online buying 
and selling community both forums and social 
media such as Facebook, besides the questionnaire 
will also be disseminated through instant messaging 
such as WhatsApp and Line. Questionnaire 
questions using a Likert Scale and distributed by 
random sampling technique. The purpose of 
collecting data using a questionnaire is to obtain 
quantitative data from independent variables and 
dependent variables which will then be analyzed to 
answer the research questions. 

4. RESULT AND DISCUSSION 
 

4.1 Respondent Demographics 
Table 4.1 is a demographic of 384 respondents 

based on questionnaires that have been distributed. 
Table 4.1 Respondent Demographics 

Profile Frequency Percentage 
Gender:   
Male 207 54% 
Female 177 46% 
Age:   
< 25 133 35% 
25-30 194 50% 
31-40 31 8% 
41-50 7 2% 
> 50 19 5% 
Education:   
High school 54 14% 
Bachelor 280 73% 
Master 42 11% 
Other 8 2% 
Income (Rp.):   
< 5 mil 84 22% 
5-10 mil 193 50% 
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10-15 mil 46 12 % 
> 15 mil 61 16% 
Frequency 
visit: 

  

Everyday 49 13% 
> 3 per week 96 26% 
< 3 per week 142 37 % 
> 5 per month 21 6% 
< 5 per month 76 19% 
Brand visit:   
Blibli 31 8% 
Tokopedia 267 70% 
Lazada 32 8 % 
Elevenia 23 6% 
MatahariMall 31 8% 

 
In Table 4.1, there is no significant difference 

between the number of male and female 
respondents. 

Based on these data, the highest age group of 
respondents is the age group of 25 to 30 years. This 
happens because the age group is a millennial 
generation, where most of these generations must 
have been aware of information and internet 
technology [42]. 

The majority of respondents have a bachelor 
degree in education, this can be due to the demand 
for information technology and the internet [43]. 

The majority of respondents have income 
between 5 to 10 million rupiahs as many as 193 
people or 50%, this is in line with the education 
level of a bachelor degree [44]. 
 
4.3 Regression Analysis 
Table 4.2 Summary Results of Regression Analysis 

  

Origin
al 
Sampl
e (O) 

Sampl
e 
Mean 
(M) 

Standar
d 
Deviati
on 
(STDE
V) 

T 
Statisti
cs 
(|O/ST
DEV|) 

P 
Value
s 

 
Decisions 

AS -> SR 0.382 0.386 0.043 8.893 0.000 
H2 supported 
 

CS -> SR 0.257 0.259 0.056 4.594 0.000 H1 supported 

PEOU -> 
OCB 

0.155 0.155 0.053 2.920 0.004 H12 supported 

PEOU -> 
PU 

0.755 0.754 0.035 21.880 0.000 H11 supported 

PQ_ -> 
SR 

0.196 0.193 0.046 4.268 0.000 H3 supported 

PR -> 
OCB 

-0.260 -0.258 0.036 7.150 0.000 H14 supported 

PU -> 
OCB 

0.475 0.476 0.047 10.100 0.000 H13 supported 

SR -> 
OCB 

0.132 0.133 0.037 3.575 0.000 H15 supported 

SR -> TM 0.653 0.656 0.030 21.820 0.000 H4 supported 

SR -> TS 0.491 0.492 0.027 17.920 0.000 H5 supported 

TM -> 
PEOU 

0.669 0.671 0.037 18.150 0.000 H10 supported 

TM -> PR -0.298 -0.302 0.056 5.358 0.000 H7 supported 

TM -> PU 0.140 0.142 0.041 3.383 0.001 H9 supported 

TM -> TS 0.522 0.521 0.028 18.540 0.000 H6 supported 

TS -> PR -0.558 -0.553 0.052 10.790 0.000 H8 supported 

 
Based on Table 4.2 and with a significant level 

of α = 5%, the hypothesis can be explained as 
follows: 

 
 

Hypothesis 1 
The value of the coefficient parameter from the 

Customer Services to Seller Reputation is 0.257 
with P-value <0.05 (5%), it can be concluded that 
Customer Services has a significant positive effect 
on Seller's Reputation. 

These findings are in accordance with previous 
research, where customer service is one of the main 
factors forming the seller's reputation [5], so the 
better the seller's service level, the higher the 
seller's reputation in the eyes of the buyer. With 
good customer service such as supporting 
customers, receiving complaints, speed and ease of 
complaining will make buyers feel satisfied [23] 
[24] which causes the seller's reputation to be 
higher in the eyes of the buyer. For e-marketplaces 
in Indonesia, on average, they already have this 
customer service feature, buyers can receive service 
support from sellers through the seller's chat feature 
and from market-makers through the feature, 
contact us. 

 
Hypothesis 2 

The coefficient parameter value After Sales 
Services to Seller's Reputation is 0.382 with P-
value <0.05 (5%), it can be concluded that After 
Sales Services has a significant positive effect on 
Seller's Reputation. 

These findings are in accordance with previous 
research, where after-sales service is one of the 
main factors forming the seller's reputation [5], so 
the better the level of after-sales service, the higher 
the seller's reputation in the eyes of the buyer. Good 
after-sales service will cause easy buyers to get 
their rights and will grow a sense of wanting to 
repurchase [29] to the same seller. e-marketplace in 
Indonesia also has several after-service features 
such as return and warranty features when the 
product received by the buyer is not in accordance 
with what was promised by the seller. 

 
Hypothesis 3 

The coefficient parameter value of Product 
Quality to Seller Reputation is 0.196 with P-value 
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<0.05 (5%), so it can be concluded that Product 
Quality has a significant positive effect on Seller's 
Reputation. 

These findings are in accordance with previous 
research, where product quality is one of the main 
factors forming the seller's reputation [5], so the 
better the level of product quality, the higher the 
seller's reputation in the eyes of the buyer. The 
seller's reputation in the eyes of the buyer is 
determined based on the quality of the product he 
has bought in the past, the seller's reputation can 
also be determined collectively based on the quality 
of similar products sold by other sellers [27]. 

 
Hypothesis 4 

The coefficient parameter value of Seller's 
Reputation to Trust in Market-Maker is 0.653 with 
P-value <0.05 (5%), so it can be concluded that 
Seller's Reputation has a significant effect on Trust 
in Market-Maker. 

These findings are in accordance with previous 
research, where the higher the reputation of sellers 
in an e-marketplace, the higher the buyer's trust in 
an e-marketplace[22]  [36]. 

 
Hypothesis 5 

The coefficient parameter value of Seller 's 
Reputation to Trust in Seller is 0.491 with P - value 
<0.05 (5%), so it can be concluded that Seller' s 
Reputation has a significant positive effect on Trust 
in Seller. 

These findings are in accordance with previous 
research, where the seller's reputation is higher, the 
higher the level of trust the buyer will have towards 
the seller himself [36] [38] [11] because reputation 
is actually an indicator of trust. [12]. 

 
Hypothesis 6 

The coefficient parameter value of the Trust in 
Market-Maker to Trust in Seller is 0.522 with P-
value <0.05 (5%), it can be concluded that Trust in 
Market-Maker has a significant positive effect on 
Trust in Seller. 

These findings are in accordance with previous 
research, where the higher the trust in e-
marketplace, the higher the trust in the seller will 
be. So when the buyer is accustomed to and 
believes in using a particular e-marketplace, the 
buyer will also trust the sellers in the e-marketplace 
[9] [36] [38]. 

 
Hypothesis 7 

The coefficient parameter value of the Trust in 
Market-Maker to Perceived Risk is -0.298 with P-
value <0.05 (5%), it can be concluded that Trust in 

Market-Maker has a significant negative effect on 
Perceived Risk. 

These findings are in accordance with previous 
research, where if the buyer already believes in an 
e-marketplace, the perceived risk of the buyer will 
be small [31] [14]. In addition, the findings are also 
in line with the previous model of trust [22]  [36] 
[35] [32][37]. 

 
Hypothesis 8 

The coefficient parameter value of the Trust in 
Seller to Perceived Risk is -0.558 with P-value 
<0.05 (5%), it can be concluded that Trust in Seller 
has a significant negative effect on Perceived Risk. 

These findings are in accordance with previous 
research, where if the buyer has trusted the seller in 
an e-marketplace, the perceived risk perception will 
be small  [32] [30]. In addition, the findings are also 
in line with the previous model of trust [22]  [36] 
[35] [32][37]. 

 
Hypothesis 9 

The coefficient parameter value of the Trust in 
Market-Maker to Perceived Usefulness is 0.140 
with P-value <0.05 (5%), it can be concluded that 
Trust in Market-Maker has a significant effect on 
Perceived Usefulness. 

These findings are in accordance with previous 
research, where when buyers believe in an e-
marketplace, the buyer will have a high perception 
of usefulness in terms of the rules, terms, and 
features applied by the e-marketplace [32] [14]. 

 
Hypothesis 10 

The coefficient parameter value of the Trust in 
Market-Maker to Perceived Ease of Use is 0.669 
with P-value <0.05 (5%), it can be concluded that 
the Trust in Market-Maker has a significant effect 
on Perceived Ease of Use. 

These findings are in accordance with previous 
research, where when a buyer believes in an e-
marketplace, the buyer will have a high perception 
of ease of use both in terms of the rules, terms, and 
features applied by the e-marketplace [32] [14]   

 
Hypothesis 11 

The coefficient parameter value of Perceived 
Ease of Use to Perceived Usefulness is 0.755 with 
P-value <0.05 (5%), it can be concluded that 
Perceived Ease of Use has a significant effect on 
Perceived Usefulness. 

These findings are in accordance with previous 
research, where the perception of ease of use 
influences perceptions of usability because when 
buyers feel that e-marketplace is easy to use [6] 
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[14] [18] [32], buyers will also find it useful 
looking for and buying the items he wants. 

 
Hypothesis 12 

The coefficient parameter value of the 
Perceived Ease of Use to Online Consumer 
Behavior is 0.155 with P-value <0.05 (5%), it can 
be concluded that Perceived Ease of Use has a 
significant effect on Online Consumer Behavior. 

These findings are in accordance with previous 
research, where the perception of ease of use 
influences online consumer behavior, when buyers 
feel e-marketplace is easy to use, the buyer will 
have the intention to purchase, make purchases and 
repurchases through the e-marketplace [6] [17] [14] 
[18] [15] [32] [34] .  

 
Hypothesis 13 

The coefficient parameter value of Perceived 
Usefulness to Online Consumer Behavior is 0.475 
with P-value <0.05 (5%), it can be concluded that 
Perceived Usefulness has a significant effect on 
Online Consumer Behavior. 

These findings are in accordance with previous 
research, where the perception of usability affects 
online consumer behavior, when the buyer feels the 
e-marketplace is useful for him, then the buyer will 
have the intention to purchase, make purchases and 
repurchases through the e-marketplace [6] [17] [14] 
[18] [15] [32] [34]. 

 
Hypothesis 14 

The coefficient parameter value of Perceived 
Risk to Online Consumer Behavior is -0.260 with 
P-value <0.05 (5%), it can be concluded that 
Perceived Risk has a significant negative effect on 
Online Consumer Behavior. 

These findings are in accordance with previous 
research, where the higher the risk perception of 
buyers, the lower the intention to buy, to buy and 
repurchase through the e-marketplace [22] [36] [31] 
[4] [9] [35] [32] [37] [30]. 

 
Hypothesis 15 

The coefficient parameter value of the Seller's 
Reputation to Online Consumer Behavior is 0.132 
with P-value <0.05 (5%), so it can be concluded 
that Seller's Reputation has a significant effect on 
Online Consumer Behavior. 

These findings are consistent with the 
expectations of researchers with reference to 
previous research [12], where the seller's reputation 
in an e-marketplace has a direct influence on 
purchase intentions, making purchases and 
repurchases through the e-marketplace, this can 

occur because when the buyer does search for 
goods in an e-marketplace that has a reputable 
seller, it is likely that buyers will be interested in 
making transactions in the e-marketplace, basically 
reputation is a leading indicator of trust, where trust 
has proven to influence online consumer behavior 
in many previous studies[22] [6] [36] [14] [31] [38] 
[4] [9] [35] [15] [32] [11] [30] [34] [37] . 

 
4.4 Direct, Indirect dan Total Effect 
 

Table 4.3 Direct, Indirect and Total Effect 

Variable Direct Indirect Total 

Customer 
Services 

  0.147 0.147 

Product 
Quality 

  0.112 0.112 

After Sales 
Services 

  0.218 0.218 

Seller’s 
Reputation 

0.132 0.439 0.571 

Trust in 
Market-Maker 

  0.563 0.563 

Trust in Seller   0.145 0.145 

Perceived Ease 
of Use 

0.155 0.359 0.514 

Perceived 
Usefulness 

0.475   0.475 

Perceived Risk -0.26   -0.260 

 
Based on direct, indirect and total effect 

analysis in Table 4.3, it can be concluded that the 
factor that most influences Online Consumer 
Behavior in e-marketplace is Seller's Reputation, 
which is then followed by Trust in Market-Maker, 
Perceived Ease of Use, Perceived Usefulness, 
Perceived Risk, After Sales Services, Customer 
Services, Trust in Seller, and Product Quality. 

Seen in Table 4.3, that Seller's Reputation has 
an indirect effect that is stronger than the direct 
effect on Online Consumer Behavior, it indicates 
that Online Consumer Behavior buyers are not 
directly manipulated by Seller's Reputation itself, 
but there are other factors that increase the Seller's 
Reputation value, such as Trust in Market Maker, 
Trust in Seller, Perceived Risk, Perceived Ease of 
Use and Perceived Usefulness. This proves that 
Online Consumer Behavior is a complex variable 
and is formed by many interdependent factors [16] 
[17]. 
 
4.5 Coefficient of Determination 

The coefficient of determination is used to 
determine the contribution of exogenous variables 
to endogenous variables. In accordance with the 
focus of this study, the coefficient of determination 
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of the Online Consumer Behavior variable will be 
shown in Table 4.4 below. 
Table 4.4 R Squared Online Consumer Behavior 

 
 
 
 

Based on Table 4.4 above, it can be concluded 
that the Online Consumer Behavior variable can be 
explained by Seller's Reputation variable, Trust in 
Market-Maker, Perceived Ease of Use, Perceived 
Usefulness, Perceived Risk, After Sales Services, 
Customer Services, Trust in Seller, and Product 
Quality is 80.50%, while 19.50% is explained by 
other variables not examined in this study. 

5 CONCLUSION AND RECOMMENDATION 

5.1 Conclusion 
Based on the results of the research in the 

previous chapter, it can be concluded as follows: 
1. Customer Services, After Sales Services, 

Product Quality has an influence on Seller's 
Reputation on C2C e-marketplace in Indonesia. 

2. Seller's Reputation has an influence on Online 
Consumer Behavior in C2C e-marketplace in 
Indonesia. In addition, Seller Reputation also 
has an indirect influence on Online Consumer 
Behavior, namely through Trust in Market-
Maker, Trust in Seller, Perceived Ease of Use, 
Perceived Usefulness, and Perceived Risk. 

3. Priority based on the influence of Seller's 
Reputation factors and other factors on Online 
Consumer Behavior in C2C e-marketplace in 
Indonesia in the sequence is Seller's 
Reputation, Trust in Market-Maker, Perceived 
Ease of Use, Perceived Usefulness, Perceived 
Risk, After Sales Services, Customer Services, 
Trust in Seller, and Product Quality. Online 
Consumer Behavior cannot be formed by 
independent factors, but there are many 
interdependent factors that are interrelated in 
shaping the value of Online Consumer 
Behavior. 
 
Based on the results of the above conclusions, 

then several factors that must be considered by the 
market-maker and seller in e-marketplace in 
improving the buyer's Online Consumer Behavior 
are as follows: 

The e-marketplace must provide an assessment 
team that evaluates the sellers, this is done to 
maintain the reputation value of sellers in the e-
marketplace, besides that the e-marketplace can 
impose sanctions on sellers who obtain a value 
below the predetermined value standard 

Assessment must include customer services, after-
sales services, and product quality. 

The e-marketplace must continue to use the 
buyer orientation in developing their applications, 
both in terms of rules in transactions and 
application features, this is done in order to 
improve the ease and usefulness of e-marketplace 
for buyers in finding, purchasing and repurchasing. 

The e-marketplace must maintain the integrity 
of the rules and improve the security of their 
applications, which is useful in reducing the 
perception of risks and trust of buyers when making 
transactions. If there is a security breach, then as 
much as possible the e-marketplace keeps the issue 
from spreading. 

The seller must improve customer service, 
after-sales service and the quality of their products, 
this is aimed at keeping buyers from buying 
repeatedly. Some things that sellers can do to 
ensure these three things are always active and fast 
in responding to buyers, ensuring product quality 
before being sent, and being willing to accept 
returns and complaints when there are problems in 
shipping. 
 
5.2 Recommendation 

It is hoped that future research can develop 
factors that influence buyers' Online Consumer 
Behavior in C2C e-marketplace, especially on 
factors not discussed in this study, such as gender, 
age, education, income, culture, region, ethnicity, 
race and religion factors so that this research model 
become more comprehensive and deep. 

This research focuses on buyers, the next 
research is expected to be able to form a research 
model that focuses on online behavior from sellers 
in C2C e-marketplace. 

 

6 LIMITATIOS AND ASSUMPTIONS 

This research is limited to e-marketplace in 
Indonesia as the object of research and all 
respondents are Indonesian. In addition, there are 
several other factors not discussed in this study 
such as gender, age, education, income, culture, 
region, ethnicity, race and religion. So that in this 
study has the assumption that other factors other 
than those discussed in this study have no influence 
on Online Consumer Behavior. 

 
 
 
 
 
 

  Original Sample (O) 

OCB 0.805 
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