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Abstract

This research is aimed to investigate how perceiugst, perceived risk and perceived ease of use
influence online purchase intention to consumergratdang. It was a causative research. The
population is citizens of Padang who knows abolihershopping and has been visited the online
store but never did an online purchasing. As mangG0 respondents are represented as a sample.
The data was collected by questionnaire. UsingcBiral Equation Modeling (SEM), the results
revealed that perceived trust and perceived eassehffect online purchase intention as long as
perceived risk affect perceived trust, while peredirisk did not show the effect towards online
purchase intention. Thus, the data reflects thasemers in Padang have an intention to shop
online.
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l. Introduction

Nowadays, the Internet development is growingdigpand helpfully helps and
facilitates our society in order to fulfill theiravious daily needs, starting from reading the
news to shopping. Shopping through the Internetl®y known as online shopping is one
of many activities that can be done using Interfibe online shopping activity is a form of
electronic commerce where there is a transactidwesn seller and seller or between
buyers and seller (Turbahal., 2012).

In 2014, Association of Internet Service Providefndonesia (APJIl) has conducted
a survey which shown that 34% Internet user in hedta use Internet to search for an
information about the product or service they aling to buy, 27% user confessed that
they have been shop online and the rest used témét for another needs. This situation
explains that more than half citizens of Indonesia the Internet to something related with
online shopping. However, the high intention to mnfine, in fact, does not meet the
proportion of user who has done an online shopping.

Research conducted by Brand & Marketing Instit@@16) showed only 24% from
total Internet user who has done an online shoppirigs is also supported by the
information accessed from alexa.com on Septembe2@25 who has summarized the
percentage of visitors who accessed several populare sites in Indonesia. It shows that
more than 50% user has visited the popular siteb si3 kaskus.co.id, bukalapak.com,
lazada.co.id, tokopedia.com, olx.co.id, or zalaadc Yet, the total of visitors who has
been done an online transaction less than a h#tiose who has been visited the sites. It is
necessary for the seller and the online shops’ ovatleat once to know the factors
influencing consumers’ intention to purchase online

Il. Teoritical Framework
Online Purchase Intention

Online purchase intention can be defined as a tiondivhen customer intend and
have the willingness to engage in an online tramma¢Pavlou, 2003). In this case, online
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transaction can be referred to an activity whefermation retrieval, information transfer
and product purchase are about to happen. Onlirehg@se intention is concerned about
the likelihood to purchase products online (Gangalhal., 2009). Based on definitions
above, it can be concluded that online purchasentian is customers’ willingness to
engage with purchasing transaction online througbrdine shop or a website.

The dimensions of online purchase intention consist(l) the willingness to
purchase products online, (2) providing time tocpase online, (3) the willingness to
purchase online in short time and (4) consideratimrshop online (Utomcet al. in
Prahardikatama, 2013).

Perceived Trust

Trust defined as the willingness to be vulnerabléhe actions of another party based
on the expectation that the other will perform atipalar action important to the trustor,
irrespective of the ability to monitor or contrblt other party (Mayest al. in Blttner &
Goritz, 2008). Using Mayeret al. terminology, we will refer to this belief-based
conceptualization of trust as perceived trust. &fwee, it can be concluded that perceived
trust is a firm belief or a hope from customer todgaa website or an online shop in a
purchase transaction, especially the online puechassaction.

There are four dimensions of perceived trust; @bilbenevolence, integrity and
predictability (Buttner & Gritz, 2008). Ability refers to the trustee’s compete to fulfil
promises given (in this case is the seller or theey of online shop). Benevolence denotes
that the trustee is interested in the trustor’sleing (it is mentioned customer), where
the seller will try to give the best service towaits customer. Integrity means that the
trustee follows a set of desirable principles wipitedictability is a prediction towards the
behavior that might be shown by a trustee.

H1: Perceived trust has positive influence towardsnentiurchase intention.

Perceived Risk

Perceived risk is the uncertainty that consumecs fa&hen they cannot foresee the
consequences of their purchase decisions (Schifign&disenblit, 2015). Perceived risk
exists in a consumer’s decision process when hsher cannot foresee the purchase
outcome and then uncertainty takes place (Hoaveal. in Wang & Tsai, 2014). In
addition to lowering the online purchase intentiperceived risk also has a negative
relationship towards trust (Kimery and McCord, 2D6Rin this research it has a negative
relationship towards perceived trust. Higher lesktrust will affect to the lower level of
risk to be happened. In the same way, the reductigmerceived risk will influence the
trust level and attitude towards online purchaséjclv can increase the customers’
intention to buy online (Mansowt al., 2014).

In most situation, the consumers’ perception towaidk denotes the function of
several elements from perceived risk (ual., 2013). These elements are financial risk,
product risk, time risk and psychological risk. Bdon those elements of perceived risk,
then it will be the indicators for this research.

H2 : Perceived riskhas negative influence towards orgumehase intention.
H4 . Perceived riskhas negative influence towards pezddirust.

Perceived Ease of Use

The term perceived ease of use firstly introducgdavis (1989) in Technology
Acceptance Model (TAM). In this model, Davis introdd perceived ease use as one of
two variables which forms TAM, with perceived udetss as the second variable.
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Perceived ease of use refers to the degree to amanson believes that using a particular
system would be free of effort (Davis, 1989). Pete@ ease of use concept directly
explains the purpose of utilizing the informatiorstem and facilitating system utilization
so that it will fit the consumers’ need where inngsan online shopping site; there is no
need for the consumers to do more effort to undedsthe site and use it.

There are several indicators on perceived easseofar a shopping website such as
(1) easy to use, (2) easy to learn, (3) easy toorbecskillful and (4) clear or
understandable (Segars & Grover, 1993).
H3: Perceived ease of usehas negative influence towalthe purchase intention.

As the above explanation, the conceptual moddiisfresearch will be shown as below.

Perceived
Trust
(X1)

NiatPembelia
nsecar®nline

v)

Perceived
Risk
(X2)

Perceived
Ease of Use
(X3)

Figure 1: Conceptual Model

lll. Research Methods
This study employs causative research with one tiailection of information from

the respondents. Target population of this studgitizen in Padang which is knowing
about online shopping activities and have visitetine shop or online website yet they
still have not done an online purchase. The sam@e drawn using non-probability
sampling method and accidental sampling technigaeidental sampling is a technique to
draw a sample based on spontaneous factor wheséjgoespondents whose match with
the characteristic may become a respondent orvkereall them as a sample (Riduwan,
2008).

A research instrument i.e. questionnaire was coasd based on the past studies.
The questionnaire consists of three components hwhre respondents’ identity, pre-
statement and statement for research variablesast given in a list of question using
closed-ended questions system with five-point lilsealing techniques. Respondents may
respond to the questions by choosing one optian §everal alternative choices written in
the questionnaire.

For a brief explanation of operational definiticor feach variable, online purchase
intention is related to consumers’ plan or williegs to do an online transaction while
perceived trust was measured as consumers’ beledrtds the seller or the owner of
online shop to do an online purchase transactioarebVver, perceived risk measures
consumers’ perception towards uncertainty whicldaalt when the consequence of the
online purchase transaction cannot be predicte¢partkived ease of use was measured as
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how far the consumers feel that online purchasesaetion is not as difficult as it may
seem.

Data Analysis

A total of 200 questionnaires were distributed agtdieved from 200 respondents
in Padang. More than half of the respondents (63cpst) were female. The majority of
respondents were in the 21-25 age group (56.5q).dVlost (52 per cent) were student.
All respondents reported knowing the online shogpactivities and nearly 90 per cent
respondents (86 per cent) were having intentiorshop online. Almost half of the
respondents reported earnings IDR 1,000,000 — I[DBQ0O00 per month (22 per cent) and
IDR 2,000,000 — IDR 4,000,000 per month (20.5 pantk Lazada.co.id (16.89 per cent),
Tokopedia.com (13.46 per cent) and OLX.co.id (120@6 cent) were the most visited
online sites by respondents.

IV . Result And Discussion

This research model was tested with StructurakbEign Modeling using SMART-
PLS 3.0. This section included validity test, riiity test, hypotheses testing and indirect
effect. We represent each items in these partswbelo

Validity Test

In this test, we will measure how well an instruinémat is developed measures the
particular concept it is intended to measure (Samkat Bougie, 2013). A construct is
considered to be distinctive from another conssrifdihe square root of Average Variance
Extracted (AVE) from it is greater than its cort&as with other latent constructs (Fornell
& Larcker, 1981). The following table presents Hogiare root values of each constructs.

Table 1. Square Root of Average Variance Extracte(AVE)

Online Purchase Perceived Ease  Perceived Perceived

Items Intention of Use Risk Trust
(Y) (X3) (X2) (X1)
Online Purchase Intention ( 0.80¢
Perceived Ease of Usej) 0.531 0.73:
Perceived Risk (¥ -0.089 -0.083 0.722
Perceived Trust (¥ 0.470 0.439 -0.212 0.716

The correlations indicate the internal consistesicgach construct. It is shown that
the square root values of AVE are higher than threetation values below it. Therefore,
the estimated model can be assumed valid.

Reliability Test

Reliability is a test of how consistently a measgrinstrument measures whatever
concept it is measuring (Sekaran & Bougie, 201&JiaRility can be measured by seeing
the value of Composite Reliability and Cronbachlgha which is shown below.

Table 2. Composite Reliability and Cronbach’s Alpha

Items Composite Reliability Cronbach’s Alpha
Online Purchase Intention (YY) 0.850 0.73¢
Perceived Trust (X 0.863 0.814
Perceived Risk (¥ 0.922 0.911

Perceived Ease of Use X 0.873 0.83(
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Table 2 shows the value of both Composite Religbdnd Cronbach’s Alpha of
each construct. From the table above it can be the¢reach construct has value over 0.7.
Refer to the rule of thumb of Composite Reliabibtyd Cronbach’s Alpha value that must
be bigger than 0.7 (Haat al., 2006) it can be stated that the measurement iastds
research is reliable.

Hypotheses Testing

This research evaluates four hypotheses for da@ctlation between independent
variables towards dependent variables. The testdeas using SMART-PLS version 3.0
and the followings are summary of hypotheses tetgiud of all variables in this research.

Table 3. Output of Hypotheses Testing

Hypothese: Sig. Resull
HL Perce_ived trusthas positive influence towards enlipurchse 0.000 Supported
intention. o .
HD. E?gr:]?igﬁd risk has negative influence towards enlpurchas 0.933 Not Supported
H3. E?gr:]?igﬁ.d ease of usehas positive influence towamtise purchas 0.000 Supported
H4. Perceived riskhas neive influence towards perceived tri 0.03¢ Supporte

Based on the output above, the correlation betvpegoeived trust and online purchase
intention is positive. The result revealed that pla¢h between these two constructs was
indeed positive[§=0.000, p < 0.05) and lead H1 as a supported hgsahThe proposed
positive relationship also can be seen on perceeask of use and online purchase
intention as H3[§=0.000, p < 0.05) which make it as the second Hg®$ supported.

For perceived risk, H4 hypothesizes the negatilaiomship between perceived risk
and perceived trusp£€0.035, p < 0.05) and it was also supported. Medawihe negative
relationship between perceived risk and online ipase intention (H2) found to be not
supported [{=0.933, p < 0.05). Thus, it can be concluded tha#t af four hypotheses
proposed, three hypotheses are supported and poghegis is not supported.

Indirect Effect

The addition of a third variable to the independeatiable and dependent variable
relationship, which enables the independent vagiabl cause the mediator and the
resulting mediator variable to cause the dependantble is called indirect effect or
mediation model. It should be noted that the refetinip between independent variable and
dependent variable is via the direct and mediafégtteindirectly causing independent
variable to affect dependent variable through ntediaariable (Jenatabadi, 2015). The

following is the output of indirect effect found this research.
Table 4. Output Indirect Effect

Original Sample Standard T =
Items Sample Mean Error Statistics values
(O) (M) (STERR) (|O/STERR]))
Perceived Ease of Use3) — Online Purchas
Intention ()
Perceived Risk (;) — Online Purchas -0.062 -0.068 0.034 1.855 0.064

Intention ()

Perceived Risk (,) — Perceived Trust ()
Perceived Trust (¥ — Online Purchase
Intention ()
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The result shown in the table above indicates peaiteived risk does not have
indirect effect towards online purchase intentibrotigh its mediator variable, perceived
trust 3=0.064, p < 0.05). In summary, perceived trust oame a mediator variable for
perceived risk and online purchase intention.

Discussion

Based on the result of hypotheses testing, perddnust found to give a significant
and positive influence towards intention to purehasline. This indicates that the higher
consumers’ perceived trust the higher the custodmetantion to purchase goods and
services online. This signifies that in online ghasing context, consumer has a good level
of trust which can affect their online purchaseemion. This research was confirmed the
initial researches which explained that perceivagstt has positive significant effect
towards intention to purchase online (Bittnek&i&, 2008; Setiawan&Achyar, 2012).
The result above also proved that the consumetention to do an online transact
positively related to trust (Pavlou, 2003).

Another result found in this research is perceivesk did not influence the
consumers’ online purchase intention. In generatcqived risk should have a negative
influence towards online purchase intention whéeeshigher the risk perceived, the lower
the consumers’ intention to purchase online will iecan be said although the online
shopping seems to contain risk, the consumersaohaRg will keep their intention to shop
online. To support this research there was previiugdy proved that online purchase
intention did not significantly influenced by penssd risk (Wang & Tsai, 2014).

Even though the relationship between perceived ars online purchase intention
has no influence, perceived ease of use reportbdve significant and positive influence
towards online purchase intention. The result rieeedéhat perceived ease of use can
become an important factor which can increase titeniion to purchase online to
consumer in Padang. It is also supporting the megohypothesis where the more
consumers find an ease on using online shop on@nliebsite, the more they will have
intention to shop online. The significant influergigen by perceived ease of use towards
online transaction suggesting that Technology Atanege Model (TAM) could also extend
into consumer online behavior to explain acceptaotebusiness-to-consumer (B2C)
ecommerce (Pavlou, 2003).

Finally, the result provided from the last hypoibke®sting showed that there are
negative and significant influence on consumers'cgwed risk towards consumers’
perceived trust in Padang. This supports the obsiervthat the more online risk perceived
by consumers it will reduce their perceived truseveral risks such as financial risk,
product risk, psychological risk and time risk mapgpear as consideration towards
consumers in Padang. It is also quite possibletti@telationship between risk and trust
may be non-recursive and each my cause each othéeidecision making process of
organizations and consumer in online transactioAlf@3sandroet al., 2012).An indirect
effect also found in this research although it doatsgive any contribution towards online
purchase intention.

V. Conclusion

This research shows that perceived risk does ane Any influence towards online
purchase intention. It shows that even online simgpperceived to be risky, most citizen
in Padang tend to continue their online shoppingeernce. On the other hand, perceived
trust and perceived ease of use showed to haveiveosiorrelation towards online
purchase intention which means the more trustedeaster an online website, the more
intention to purchase online increases. This rebealso proved that perceived risk
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inversely reflect perceived trust or it can be dhiak it has negative relationship towards
perceived trust. It can be concluded that the amess’ trust will perceived higher if the
risk perceived to be low.

There are several limitations for this research thay differ the previous research.
The overall smaller size of sample may cause tlg@ lsampling error that would be
expected.The results obtained from 200 respondeats lack generality, although they
were retrieved from the population which met tharelteristic for this research. Other
than that, since this research was conducted iargadhe findings found here may not
generalize to other areas such as big cities iorfesdia or even the cities abroad. In order
to enhance the better result, a rigorous study Imeayeeded to improve the findings of this
research in the future. Furthermore, it is necgssaadd several suitable factors that may
give a better effect and performance towards thientron of purchasing online (e.qg.
interview or else). Future researchers are encedrag exploreonline shopping activities
since this is a next interesting topic to be disedsand the expansion seems to be more
rapid than today.
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