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DETERMINANT OF PURCHASE
INTENTION ECOMMERCE CUSTOMERS
C2C IN MEDAN CITY

Sukardi, 2Eko Agus Darmadi , *Megasari Gusandra Saragih

ABSTRACT--This research tests the determinants of the purchase intention mediated by perceived use
fullness and trusts. The samples used in this study were 150 respondents who were customers of the largest online
shope consumer to consumer in Medan City, Tokopedia, Shopee and Bukalapak. Samples were taken with
nonprobability sampling techniques through a purposive sampling approach. The analysis method is SEM with
AMOS-20. It was found that Perceived easy to use (PEU) has a significant effect on perceived UseFulness (PUF),
trust and purchase intention (PI). Reputation and familiarity have a significant effect on trust. Trust has a
significant effect on PUFand purchase intention. Perceived use fullness a significant effect on purchase intention.
Trust is a partial mediation of the influence PEU, reputation and familiarity to purchase intention. PUF is a partial-
mediation effect Perceived easy to use, against a purchase intention.

Keywords--Perceived easy to use (PEU), Reputation, Familiarity, perceived UseFulness (PUF), Trust,

Purchase Intention.

.  INTRODUCTION

It is predicted that in the year 2020 retail e_commerce sales in Indonesia will continue to increase. This
development is supported by the rapid technological advances that have facilitated the ease of shopping for
consumers. The Birth of Generation Z (Gen Z) who was born in the digital era also contributed to the growth of
e_commerce in the homeland. Shopping online has also become one of the interesting activities because it provides
a new experience in shopping for consumers. This is one of the reasons consumers start switching from previous
to the market to buy an item (offline), and now start switching digitally by simply visiting the shopping site. The
opportunity of great open innovation and shifting people's lifestyles is becoming one of the strengths of the

e_commerce business.
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Figure 1: Projected E-commerce sales in Southeast Asian countries Source: Temasek, 2019

Google and Temasek research showed Indonesia to be the largest contributor to the digital economy in
Southeast Asia in 2019 to 2025. Indonesia's Digital economic value in 2019 is predicted to reach the US $ 40
billion and will grow more than tripled to US $133 billion in 2025. Thailand finished second with a digital
economic contribution of the US $16 billion in 2019. Thailand's digital economic value in 2025 will increase by
212.5% to the US $50 billion. Vietnam was third with a digital economic value of the US $12 billion in 2019 and
will reach the US $43 billion in 2025. The full ratings can be seen in the chart below. The E-commerce is the
leading driver of the digital economy in Southeast Asia thanks to a variety of exciting promotions, entertainment
available in the app, and faster delivery. The e-commerce market in Southeast Asia predicted to increase from the
US $38.2 billion in 2019 to the US $153 hillion in 2025.

Table 1: Online ranking of Shope in Indonesia

Bolili pukalapak  JDio LAZADA tokopedia

Good reputation 14.8% m

More product selection 6.5% 5.
Authentic products 3. 19% 7.2% 42% 43%
Good customer senvice [ RECE 89% 52% 65% 7.7% 8.8%
Fast delivery 7.4% 6.0% 8.6% 10.0% 7.6% 5.8%
Easy return policy 65% 5.7% 29% 54% 45% 53%
Easy navigation on site 4.6% 7.0% 3.3% 38% 35% | 9.“
More payment options 9.3% 8.9% 11.0% 13.4% 53% 8.4%
Better mobile app 4.6% ;ﬂ 57% 4.4% 6.8% | W
Loyalty program 0.0% 03% 0.0% 0.0% 0.1% 0.0%
More promo 0.9% 0.0% 0.0% 0.0% 0.2% 0.9%
More secure 0.0% 0.3% 0.0% 0.1% 0.0% 0.2%

Source: DailySocial dan elQ, 2019.

The list of top 6 players happens to have a balanced portion between the C2C (Consumer-to-Consumer)
Category: Bukalapak, Shopee, Tokopedia; and B2C (Business-to-Consumer): Blibli, Jd.id, Lazada. From a
reputation assessment, each has a fairly balanced number, Blibli and Tokopedia find the highest number. Valuation
of reputation is generally based on consumer confidence formed from several factors, including product assurance,

service quality, and the effectiveness of the system presented. JD.id and Shopee are the most recent players, both
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of which have different ways to mingle in competition with existing top-players. From the assessment table above,
Shopee has the top rankings in cheap product affairs and free shipping costs. While JD.id strengthened the brand
with the guarantee of genuine sales products.

The rise of online sales encourages all businessmen to compete to provide quality online services with a variety
of convenience in shopping, speed of delivery and a wide range of products and services offered (Saragih, 2019a).
The amount of convenience provided by e-commerce C2C but does not indicate there is a doubt in the presence of
consumers to transact on the ecommerce website. This is because there are often scams when shopping online and
the products offered cannot be attempted directly by consumers (Razdan, 2014). In addition, when there is a lot of
extortion in the use of credit cards also cause separate unrest in the customer’s mind (Saragih, 2019b). The problem
of trust in C2C Ecommerce, the platform only serves as an intermediary between buyers and sellers, where the
increasing intent of customer purchases depends on the trust owned by the customer (Kwahk, Ge & Park, 2012;
Chen & Ching, 2013). In addition to the facilities perceived by the C2C e-commerce customers, PUF obtained also
becomes a high consideration of customers to want to transact in e-commerce C2C (Dachyar & Banjarnahor,
2017).

These problems are certainly causing a bad reputation for C2C e-commerce as well as a barrier to growth C2C
e-commerce. So a high understanding of the intent of purchase is crucial to effective C2C e-commerce transactions,
especially to know the customer's perspective on C2C e-commerce. The customer's degree of transaction in e-
commerce also greatly determines the level of customer confidence in shopping, the more frequent and familiar
with online transactions will minimize the chance of an error in the Transaction and easily detect any fraud in

online shopping.

Il. LITERATURE REVIEW

2.1 Perceived Ease of Use
In 1989, Davis developed the theory of the Technology Acceptance Model (TAM) to predict user behavior in

system acceptance and when using the system. User behavior when using a system is influenced by the PEU and
benefit Perception (Davis, 1989). This study was later widely used in e-commerce (Chandio et al, 2013, Dachyar

& Banjarnahor, 2017). This variable is measured using indicators developed by Dachyar & Banjarnahor (2017).

2.2 Reputation

Reputation is important element in the e_commerce business. Because the success of the company depends on
good bad in its reputation. Where customers are not meeting directly with the seller, then the good name of the
e_commerce company is very concerned by the consumer. The company's reputation is the basis of consideration
for the majority of consumers in taking various important decisions, such as buying goods or services produced by
the company, subscribing to and recommending company products to others (Sutojo, 2004). The reputation

variables in this study were measured according to the opinions of Dachyar & Banjarnahor (2017).
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2.3 Familiarity
Luhman says that familiarity is a prerequisite to the creation of the "(Dachyar & Banjarnahor, 2017).

Familiarity encourages the understanding of current entity activities while the trust manages beliefs surrounding
the activities of the future entities (Gefen, 2000). Familiarity is the understanding of buyers through the web (Kim

et al., 2008). The familiarity variable is measured according to the opinions of Dachyar & Banjarnahor (2017).

2.4 Perceived Usefullness (PUF)

PUF according to Davis in Surachman (2013) is a belief of someone that by using a certain information
technology system will improve its job performance. Furthermore, according to Venkatesh and Davis in Devi and
Suartana (2014), PUF is the level of individual belief that the use of technology will improve its performance. This

variable is measured according to the opinions of Dachyar & Banjarnahor (2017).

2.5 Trust

Trust is one of the factors that can create customer loyalty. To create a long-term relationship, trust proves to
be able to provide satisfaction to consumers (Gronrooss, 2000). Trust is also a process of calculating between costs
with the results perceived by the customer (Doney & Cannon in Aydin & Ozer, 2005). Trust is measured by 4

indicators according to the opinions of Dachyar & Banjarnahor (2017).

2.6 Purchase Intention

In an online sales, the intention to reuse a website is considered a major component of reuse intention. Based
on TAM literature, the consumer's intention to reuse a website is influenced by consumer attitudes towards the use
of existing technology on the website (Koufaris, in Kabadayi & Gupta, 2011). The consumer behavior to revisit
implies that website content is powerful enough to make consumers return. The Pl was measured according to the

opinions of Dachyar & Banjarnahor (2017).

2.7 Conceptual Framework
The following conceptually illustrated in this study:

Perceived UseFulness

Perceived Ease
of Use

\

-

Familiarity

Purchase
Intention

Figure2: ConceptualFramework
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2.8 Hypothesis

PEU and PUF in using an information system will affect the intent of their behaviour to use certain technologies
(Hongyao, 2013). Further Javernpaa et al., (2000) states that a reputable company will maintain the trust of
consumers. It was also said that the customer’s purchase intent depended on the customer’s trust (Kwahk, Ge &
Park, 2012; Chen & Ching, 2013). When online websites can be trusted then customers will be able to benefit from
e_commerce (Chen & Ching, 2013). Lack of customer confidence can be the cause of customers not wanting to
transact in e_commerce (Kim et al., 2008).
The following hypotheses exist in this study:
PEU a significant effect on PUF e_commerce customer C2C in Medan city.
Trust a significant impact on PUF e_commerce customer C2C in Medan city.
PEU a significant effect on the trust of C2C e_commerce customer C2C in Medan city.
Reputation significant affects the trust of C2C e_commerce customer C2C in Medan city.
Familiarity a significant affects the trust of C2C e_commerce customer C2C in Medan city.
PEU has a significant effect on the PI e_commerce customers C2C in Medan City.
PUF a significant effect on the Pl e_commerce customer C2C in Medan city.

Trust a significant effect on Pl e_commerce customer C2C in Medan city.

© © N o g A~ w DR

Trust to process the influence of PEU to Pl e_commerce customer C2C in Medan city.
10. Trust dissemination of reputation influence to Pl e_commerce customer C2C in Medan city.

11. Trust dissemination of familiarity influence on PI e_commerce customers C2C in Medan City.

M. RESEARCH METHODOLOGY

Types of quantitative methods research with associative approaches. The population is the largest customer of
online shope consumer to consumer in Medan, Tokopedia, Shopee and Bukalapak. The Nonprobability sampling
method with a purposive sampling approach is used in sample determination. Hair (2009) said for the
determination of the sample in SEM between 100 to 200 Reponden. Where the number of indicators multiplied by
5-10.. In this study there were 27 indicators, 27 x 5 = 135. Plus 15 samples in case of outlier data. The number of
samples became 150 respondents.

Table 2: Number of samples

N Name of Online Shop—— Samples o
1 |Tokopedia 50 respondents
2 | Bukalapak 50 respondents
3~ [ Shopee 50 Tespondents
Tota 150 respondents

Data collection techniques use questionnaires with a Likert 5-1 scale. Data analysis techniques by using the
path analysis by using SEM through the help of Amos 20.0. The indices used to test the feasibility of the model

are as follows:
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Table 3: Model Feasibility Testing Index

Goodness Of Fit Index Cut-off Value
72 C-square Statistics df. a= 5%

Probability =0.05
CMIN/DF <2.00

GFI 20,90

AGFI >0,90

TLI >0,95

CFI 20,95

RMSEA <0.08

Sumber: Ghozali (2013)
Hypothesis test According to the opinion of Ferdinand (2014). The mediation test with Sobel Test (Barron &
Kenny, 1989) was developed by Preachers & Hayes (2001).

IV. RESULTS AND DISCUSSION

4.1 Results
4.1.1 Uji Confirmatory Factor Analysis (CFA)
The following will be presented indicator values of the CFA test results:

Table 4: CFA Test Results

No, Indicator Value Cut of value Description
1 |[X1.1[<--- PerceivedEas¢ofUse 178 0/60  Valid
2 TXI 21— PerceivedEasgofUse 788 0760 Vatd
3 [X1.3<--- PerceivedEasg¢ofUse 794 0,60  Valid
T XITA<—= PerceivedEasgofUse ;80T 0760 vatid
5 |X15<--- PerceivedFasgofUse 804 0,60 \/alid
6 | XZ.I[<--- Reputation 760 | 0,60 ard

7 X2 2l<--- Reputation 799 0,60 Valid

8 [ X2.3[<--- Reputation (43 0,60 ahd

9 [X2Al< . Reputation 739 | 060 Valid

10 [ X3.1]<--- Familiarity (14 0,60 alid

111 X3.21< Familiarity +62 0,60—\alid

12 [X3.3|<--- Familiarity ,788 0,60  Valid

13- X34 Famitiarity 87 6;60—\akhd

14 |Z71.1 k---RerceiveduseFulness 791 0,60  Valid
15712 Percetvedtsertiness 755 8,660—Vatid

16 |Z1.3 x---RerceiveduseFulness 770 0,60 _ Valid
17124 r—HerceiveduseFulness 751 0,60 Vatid

18 |71.5 x---RerceiveduseFulness 741 0,60 _ Valid

19— Z2- 1 <-——=Trust——,69% 0,60 Vatid

20] Z2.2<---TTrust  ,688 0,60 Valid

272 A TFryst—777— 0.6 Vahid

22| Z2.4<---Trust ,727 0,60 Valid

231 Purchaselntention 5% ;60— Valie
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24 Y2 <--- Purchaselntention , 781 0,60 Valid
25 Y3 <--- Purchaselntention ,726 0,60  Valid
26 Y4 <--- Purchaselntention , 783 0,60 Valid
27 Y5 <--- Purchaselntention 777 0,60  Valid

According to Table 4 it can be noted that the indicators of each variable are valid, judging by their value greater

than 0.60. Therefore this model is worth testing for the next stage.

4.1.2 Model Conformance Test
A model conformance test is done to see how far the construct can meet the Goodness of Fit (GOF) criteria.

The following will be presented images of model conformance tests:

D@ ED e

a (54 56 £ 23
o Bos LERL BN 1

Perceived use
Fuliness

Purchase
Intention

00w

Fit Values

Chi Square = 150,433

df = 131

GFI = 002

AGFI = 956

TLI = 991

CFI = 093

RMSEA = ,036
NORMEDCHISQ = 1,141
p-value = 138

x
W
-

PO00O00000000

Figure 3: Model Conformance Test

In Figure 3 It can be seen that the construct used to form this research model has fulfilled the criteria of GOF.

This indicates that the model is eligible for use.

4.2 Discussion

Ferdinand (2014) says if the value of probability (P) is smaller than 0.05 is said to be significant and the C. R
(Critical Ratio) C. R value greater than 2.58 means that the hypothesis was accepted. To see how large the impact
of independent variables (PEU, Reputation and Familiarity) or dependent (PUF and purchase intention) is

displayed in the following table 5:
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Table 5: Hypothesis test Results
Std.EstimateS.EC.R.P

Estimate
Trust <--- Familiarity ,243 ,261  ,051 5,189 ***
Trust <--- Reputation ,209 ,200 ,067 3,034 ***
Trust <---PerceivedEasyofUse ,324 347 061 5,775 ***
PerceiveduseFullness <---Trust ,296 346,070 4,944 ***
PerceiveduseFullness <---PerceivedEasyoflse ,737 ,813 1,091 8,977 ***
Purchaselntention <--- Trust ,233 240,052 4,603 ***
Purchaselntention <---PerceivedEasyofUse ,591 ,577 ,080 7,180 ***
Purchaselntention <---PerceiveduseFullness ,206 ,182 1,048 3,801 ***

Table 5 will be used to answer this research hypothesis:

Influence PEU against PUF
According to table 5 PEU a significant effect on usefulness perceived with standardized estimate value of 0.737
(73.7%), CR value of 8.977 and probability value (*** or 0.0001). This proves that PEU has a significant effect

on the PUF of C2C e_commerce customers in the city of Medan.

Influence trust against PUF
According to table 5 trusts it has a significant effect on PUF with estimate standardized value of 0.296 (29.6%),
CR value of 4.944 and a probability value (*** or 0.0001). This proves that the trust has a a significant impact on

PUF the C2C e_commerce customer in Medan City.

Influence PEU against the trust
According to table 5 PEU has a significant effect on the trust with estimate standardized value of 0.324 (32.4%),
CR value of 5.775 and probability value (*** or 0.0001). This proves that PEU has a significant effect on the trust

of C2C e_commerce customers in Medan City.

Influence Reputation against the trust
According to table 5 reputation It has a significant effect on the trust with estimate standardized value of 0.209
(20.9%), CR value of 3.034 and probability value (*** or 0.0001). This proves that reputation have a significant

effect on the trust of C2C e_commerce customers in Medan City.

Influence familiarity against the trust
According to table 5 familiarity has a significant effect on the trust with a value of standardized estimate of
0.243 (24.3%), CR of 5.189 and a probability value (*** or 0.0001). This proves that familiarity a significantly

affects the trust of C2C e_commerce customers in Medan City.
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Influence PEU against PI
According to table 5 PEU has a significant effect on Pl with standardized value estimate of 0.591 (59.1%), CR

value of 7.180 and probability value (*** or 0.0001). This proves that PEU has a significant effect on the PI

e_commerce customers C2C in Medan City.

Influence PUF against PI
According to table 5 PUF a significant effect on Pl with standardized estimate value of 0.206 (20.6%), CR
value of 3.801 and probability value (*** or 0.0001). This proves that PUF a significant impact on the PI

e_commerce customers C2C in the city of Medan.

Influence trust against PI
According to table 5 trusts it has a significant effect on the Pl with a estimate standardized value of 0.233
(23.3%), CR value of 4.603 and a probability value (*** or 0.0001). This proves that the trust has a a significant

effect on the PI e_commerce customers C2C in the city of Medan.

Trust mediates the effect of easy to use on PI
To know the mediation of trusts against the influence of PEU with PI, the results of test Sobel test:

Input: Test statistic: Std. Error: p-value:
a |0.324 Sobel test: 3.42436423 0.02204233 0.00061511
b |0.233 Aroian test: 3.36994356 0.0222694 0.00069907
55 (0.061 Goodman test: |3 4608868 0.02181291 0.0005384
Sp |0.052 Reset all Calculate

Figure 4: Sobel test Results

Based on table 5 and Figure 4, the significance of the A-line (0.0001), path — b (0.0001), C-Line (0.0001), and
C-line ' (0.0006) was found. This means the trust is a partial mediation of the influence of PEU with PI
e_commerce customers C2C in Medan City. The Trust not only has direct effect to increase the Pl e_commerce
customers C2C in the city of Medan but also can be an intermediary between PEU with a Pl C2C e_commerce

customers in Medan City.

Trust mediates the effect of reputation on Pl
To know the mediation of trusts on the influence of reputation with PI, follow the test results Sobel test:

Input: Test statistic: Std. Error: p-value:
a |0.209 Sobel test: 2.56010558 0.01902148 0.01046404
b |0.233 Aroian test: 2.51821342 0.01933792 0.01179518
55 0.067 Goodman test: | 2.60416051 0.01869969 0.00920996
S (0.052 Reset all Calculate

Figure 5: Sobel test Results
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According to table 5 and Figure 5 found significance of the line-a (0.0001), line-B (0.0001), line-C (0.0001),
and C-line ' (0.0105). It was concluded that the trust is a partial mediation of reputation influence on the PI
e_commerce customers C2C in Medan City. The Trust not only directly affects the Pl e_commerce customers
C2C in the city of Medan but also can be an intermediary between the reputation of the PI C2C e_commerce

customers in Medan City.

Trust mediates the effect of familiarity on Pl
To find out the brand trust mediation against familiarity influence with purchase intention, can be seen in the

following image test results:

Input: Test statistic: Std. Error: p-value:
a (0.243 Sobel test: (3.26414717 0.01734573 0.00109794
b |0.233 Aroian test: |3.2266526 0.01754729 0.00125247
53/0.051 Goodman test: | 3.30297996 0.01714179 0.00095663
Sp (0.052 Reset all Calculate

Figure 6: Sobel test Results

Based on table 5 and Figure 6, the significance of the A-line (0.0001), path — b (0.0001), C-Line (0.0001), and
C-line ' (0.0010) was found. It was concluded that the trust is a partial mediation of familiarity influence on the Pl
e_commerce customers C2C in Medan City. Trust not only directly affect the Pl e_commerce customers C2C in
the city of Medan but also can be an intermediary between familiarity to the Pl e-commerce customers C2C in the

city of Medan.

V. CONCLUSION

Conclusions based on the results of the analysis in this study, among others: 1) PEU has a significant effect on
PUF e-commerce customers C2C in the city of Medan; 2) The Trust has a significant effect on the PUF e-commerce
customers C2C in the city of Medan, 3) PEU a significantly affect the Trust e-commerce customers C2C in the
city of Medan; 4) Reputation a significant impact on the trust e-commerce customers C2C in the city of Medan, 5)
Familiarity a significantly affects the trust e-commerce customers C2C in the city of Medan; 6) PEU has a
significant effect on the PI e-commerce customers C2C in Medan City; 7) PUF A significant effect on the Pl e-
commerce customers C2C in City of Medan 8) a a significant impact on the Pl e-commerce customers C2C in
Medan City, 9) Trust to the effect of PEU against Pl e-commerce customers C2C in the city of Medan, 10) Trust
the dissemination of reputation influence on the Pl e-commerce customers C2C in the city of Medan; and 11)

Trust radiated familiarity influence on the PI ecommerce customers C2C in the city of Medan.
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