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INTRODUCTION

The development of internet
technology has a real impact on all
aspects of people's lives, especially
the  development of internet
technology, which provides much
convenience in communicating so
that it can change online lifestyles in
a part of society that continues to
increase, such as shopping activities
that were previously only known
through offline stores; now many are
switching to using online stores
(online shops). Trading systems that
previously required customers to
meet face-to-face are now limited to
clicking gadgets connected to the
internet. In Indonesia, the internet is
now the choice for the community
because of its convenience and
comfort. Based on the 2021-2022
Indonesia Internet Survey, the
number of internet users in Indonesia
has risen to 220 million, up from 175
million  pre-pandemic. As the
Association of Indonesian Internet
Service Providers (APJII) reported,
the internet penetration rate among
the Indonesian population is also
high at 77.02 percent. The COVID-
19 pandemic has significantly
impacted the surge in internet users
in Indonesia, as people have had to
rely on the internet for daily activities
such as working, learning, schooling,
and shopping online via internet-
connected marketplaces.

This phenomenon has become a
new business opportunity for
Indonesian entrepreneurs, who must
be able to capitalize on it by providing
or establishing an online store,
implementing strategies that will
benefit consumers, and encouraging
manufacturers to develop new
products that will enable consumers
to conduct transactions online. The

most common method of purchasing
is through the use of technology,
commonly referred to as e-
commerce (electronic trading).

E-commerce (electronic commerce)
is one of the fastest-growing
industries[l1] in the world today.
According to data released by
GlobalWeblindex in 2019, Indonesia
has the highest level of e-commerce
adoption globally. Approximately
90% of internet users aged 16-64
have made online purchases.
According to a McKinsey report, the
market capitalization value of
Indonesia’'s e-commerce market is
projected to reach USD 40 billion by
2022 (Developers.bri.co.id).
According to Rizeki (2022), E-
commerce refers to any form of trade
conducted online utilizing the internet.
According to Shabhriari et al. (2015),
E-commerce refers to technologies
such as mobile commerce, electronic
funds transfer, supply chain
management, Internet marketing,
online  transaction  processing,
Electronic Data Interchange (EDI),
inventory management systems, and
automated data collection systems.
In addition to shopping, many people
use the internet to browse various
information to compare prices and
view the latest products offered in the
market before engaging in the
purchasing process, whether
through online transactions or
directly at traditional stores (Khan,
2016). What is being discussed here
Is the growth of the e-commerce
sector in Indonesia from year to year,
as well as the volume of transactions
which has increased significantly in
the last five years. The graphs
illustrating the growth of online
business in Indonesia between 2018
and 2022 reveal the following facts:
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The Growth of E-Commerce
Transactions in Indonesia (2018-2022)
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Figure 1. The increase in online business sales in Indonesia 2018-2022
Source: Bank Indonesia (2021)

According to the Reasonable length
of time Bank Indonesia forecast for
2021, e-commerce transactions in
Indonesia will exceed IDR 403 trillion.
The forecast has increased by 51.6%
from the previous year, or about IDR
266 trillion. Furthermore, according
to Bank Indonesia's estimation, in
2022, e-commerce in Indonesia will
continue to grow. Reaching a high of
31.4%, or IDR 530 trillion (year on
year). This proves that Indonesia has
a thriving market, as evidenced by
the large number of Indonesians who
use e-commerce.

Online shopping applications are one
of the most popular marketplace
platforms in Indonesia. Marketplaces
are an integral part of the e-
commerce ecosystem in Indonesia.
Several platform options are
available for online shopping, such
as marketplaces, websites, and
social media. According to a study by
Sirclo (2020), most Indonesians
prefer using marketplaces as their
primary platform for online shopping,
followed by websites and then social
media. Furthermore, the research
also indicates that marketplaces are
the most trusted platform among

Indonesian consumers, with 97% of
respondents feeling confident when
shopping there.

On the other hand, 91% of
respondents trust shopping through
websites, and 82% trust shopping via
social media. The E-marketplace is
part of e-commerce. According to
Nathasya (2018), a marketplace can
be defined as a website or online
application that facilitates the buying
and selling process from various
stores. Marketplace shares a
concept that is somewhat similar to
traditional markets. Marketplace
owners are not responsible for the
goods being sold, as their task is to
provide a platform for sellers who
wish to sell and assist them in
connecting with customers and
conducting transactions more simply
and easily. These transactions are
regulated by the marketplace itself.
Once payment is received, sellers
will ship the goods to the buyers. The
E-marketplace is the second wave in
e-commerce, expanding the
combination of consumer
businesses (B2B, C2B, and C2C)
into B2B. This E-commerce platform
is a new online shopping platform
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first launched in Singapore. However,
it is well-known among Indonesians,
particularly those who enjoy
shopping online at low prices. This e-
commerce platform is well-known for
its flash sale double days program
(11.11 and 12.12) and free shipping
that can be wused for specific
purposes such as increasing website
traffic. Based on monthly traffic, this
e-commerce has reached
61.669.392 customers on its website.
Tech in Asia listed this online
shopping platform as one of the top
five e-commerce startups with
significant disruptive potential. This
online shopping platform also
continues to market various types of
goods and services through digital
platforms in the form of applications.
This is evidenced by the number of
marketplace app downloads which
have reached 50 million downloads.
On the other hand, this online
shopping platform's application has
been installed more than 18 million
times in Indonesia and has a user
base of over 60 million people. In
addition, there are still 750,000
active sellers on this
platform (Zahrah et al., 2022).

The reason for choosing the online
marketplace is due to several factors,
including the website's use of the
consumer-to-consumer (C20)
business model to empower users
and enable secure, practical, and
profitable mobile payments by
integrating platform features typically
found in social media. Due to this, the
online shopping app includes
features like live chat, social sharing,
and hashtags to facilitate
communication between sellers and
buyers and facilitate consumers'
product searches. In addition, buyers
can become drop shippers or
resellers on the e-commerce website

using bank transfers, Cash on
Delivery (COD), online payment
systems, and even through
convenience stores.

Before deciding to make a purchase,
there are several factors that need to

be considered in making a
purchasing decision behind
successful online buying and selling
through  E-commerce  websites
among Indonesian people.
According to Yusuf (2021),

purchasing decision is a thought
process in which individuals evaluate
various options and choose a
product from multiple alternatives. A
customer's purchasing decision is
related to the stage in the buying
cycle at which they finally choose to
purchase. When potential buyers
want to shop online, the main factor
that becomes a consideration for
buyers is whether the website that
provides the online shop can be
trusted, based on evidence,
experience, and intuition, whether
something is right or wrong. The
higher the comments or popularity of
an e-commerce site, the higher its
credibility, and buyers will be more
convinced that the site can be trusted.
So potential buyers are quick to buy
on the site. Therefore, sellers and
buyers must have a sense of mutual
trust. Trust is the primary key in all
business forms, both online and
offline.

The second factor is security, which
is a consideration for consumers
when making transactions online; in
this case, it is transactional security.
According to Sukma (2012), security
is the ability of an online store to
protect and control consumer data
when making transactions online.
Security assurance in transactions is
an expectation for consumers; when
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they get security assurance in
transactions, it will create a sense of
security for them to buy a product
online.

Price also greatly influences
consumer decisions. Consumers
expect prices in online stores to be
lower than offline (traditional) stores,
S0 consumers compare the prices of
products in offine stores and
products in online stores; in some
cases, the prices of products in
online stores are indeed lower than
in offline stores (Verina et al., 2014).
According to Habibah (2016), price is
an important product component, as
it affects the manufacturer's profits.
When consumers purchase a
product, their primary consideration
is the price and quality of the product.
Therefore, manufacturers set prices
according to the quality of the
product. Competitive prices are
attractive to consumers and can
influence their decision to purchase.
This is supported by Several studies,
including those conducted
by Yoeliastuti et al. (2021) and
Johan et al. (2021) which stated that
price has a positive and significant
effect on purchase decisions. The
findings of this study are also
consistent with the research
conducted by Latief (2022) which
indicates that price has a positive
and significant influence on purchase
decisions. It means that when the
price of a product or service is
affordable for consumers, their
purchase decision will increase.

Another important factor in online
shopping is the quality of service.
When sellers interact with buyers,
even without face-to-face contact,
they typically have a different service
system than their competitors.
Customers will choose a company

that provides the best service and
prioritizes their comfort, creating a
desire to shop. According
to Roselina & Niati (2019), Service
quality refers to the assessment of
how well the level of service offered
meets customers' expectations. The
better the quality of service, the more
satisfied customers will be with the
service provided by the E-commerce
site.

Another important factor in online
shopping is the perception of risk,
which is often a concern for visitors
to E-commerce, as reducing the risk
can strengthen consumer confidence
and vice versa when making online
purchase decisions. As stated
by Suresh et al. (2011), the notion of
risk perception refers to the
ambiguity experienced by
consumers when they are unable to
foresee the future outcomes of their
purchasing decisions. In
contrast, Featherman &  Pavlou
(2003) argue that perception of risk
iIs assessed as the level of a
customer's anticipation of negative
outcomes that may occur when
making transactions online. In this
case, it is based on consumer
experiences, such as the risk of
buying a product with a lengthy
delivery process or waiting for a
week, even though the E-commerce
site has set a schedule for when the
product will arrive at its destination.
There is also the risk of receiving
defective or damaged goods upon
arrival.

Based on the phenomenon
described earlier, the researcher
focuses on the purchase decisions of
e-commerce consumers located in
Bima. However, there still needs to
be more research that addresses this
object. Therefore, researchers see
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the gap as a novelty that allows for
research related to Bima's changing
consumer paradigm shift, from offline
shopping to deciding to make online
purchases by diving into the world of
e-commerce to respond to
purchasing decisions through e-
commerce. Empirical references in
this study include: Atmaja & Achsa
(2022); Dwiyanto (2019); Baskara &
Hariyadi (2014). The difference
between this research and previous
research lies in the research object,
the Variable analysis method, and
the research indicators. This is very
interesting for further research, and
thus, this study aims to gain a deeper
understanding of the determining
factors of purchase decisions among
e-commerce users, with a focus on
the importance of trust, security,
price, service quality, and risk
perception.

LITERATURE REVIEW

Trust

Trust in conducting online shopping
is a crucial factor in making
purchasing decisions. Consumer
trust refers to a consumer's belief
that others have integrity and can be
relied upon to fulfill their obligations
in transactions as expected (Maciej
Serda et al., 2015). Trust is defined
by Kotler & Keller (2017) as a
company's willingness to rely on
business partners, which depends
on several interpersonal and inter-
organizational factors, such as
competence, integrity, honesty, and
perceived sincerity. According to
Sullivan and Kim (2018), trust is a
belief held by individuals that other
parties are willing and able to act in
customers' interests, honest in
transactions, predictable, and

capable of delivering as promised
(Siti Nurjanah et al., 2022).

Security

According to Bailey and Pearson in
Setiawan & Fauziah (2017), security
refers to the online store's ability to
control and secure transactional data
from misuse or unauthorized
alteration. Park and Kim, as cited in
Alwafi & Magnadi (2016), define
security as the online store's ability to
control and safeguard transactional
data security. Furthermore, they
state that security assurance plays a
vital role in building trust by reducing
consumer concerns about personal
data misuse and transactional data
vulnerability. According to Malau
(2018), security is defined as the
ability of an online store to control
and safeguard the security of data
transactions. It can be concluded
that security in e-commerce
platforms is crucial for consumers to
feel safe and confident when
accessing and making online
purchases and transactions.

Price

According to Sudaryono (2016),
price is an exchange value that can
be equated with money or other
goods for the benefits obtained from
a particular product or service by an
individual or group at a specific time
and place. According to Alexander et
al. (2021), price is an expenditure or
sacrifice consumers must incur to
acquire desired products to fulfill their
needs and wants. Price is the
amount of money charged for a
product or service or the amount of
value transferred to gain access to or
use a product or service (Kotler &
Amstrong, 2016).

Service Quality
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According to Fandi (2017), service
quality is the effort to meet the needs
and desires of customers and the
accuracy of delivery to match the
expectations of consumers. The
company considers customers as
kings. Thus, excellent service
becomes the key to maintaining its
position amidst the increasingly tight
competition today. According to
Kurniasih (2021), quality of service is
defined as the response to the
services perceived by customers
based on what the company
provides. Service quality
measurement involves comparing
the perceived service received by
customers with the expected service
from the company. Service quality is
the level of presentation a seller
provides to satisfy customers by
delivering and providing what is
expected by the customer (Wirtz &
Lovelock, 2016); (Baskara &
Hariyadi, 2014). Service quality is a
statement that is generated from the
comparison between expectations
and results.

Risk Perception

The concept of risk perception refers
to the ambiguity that consumers
encounter when they are unable to
forecast the future outcomes of their
purchasing decisions (Schiffman &
Kanuk, 2011). Zulfa & Hidayati
(2018) define risk perception as the
uncertainty consumers face when
they cannot predict the future
consequences of their purchasing
decisions. In online purchases, the
buying process and transactions do
not occur directly, which means
consumers can only view the
products through images and are
unable to touch them physically. Risk
perception is the  subjective
assessment by an individual of the

likelihood of an accident occurring
and the level of concern the
individual has about the
consequences or impacts of that
event. In online trading, the
perceived risk is considered higher
than in physical trading due to
consumers' limited physical contact
with the products. As a result,
consumers are unable to assess the
performance of the product before
making a purchase (Harto & Munir,
2021). According to Rizki & Utami
(2020), perceived risk refers to
consumers' negative perceptions of
various activities based on the
potential negative outcomes that can
occur.

Buying Decision

Consumers' purchase decisions
generally involve selecting their
preferred brand from available
alternatives. However, two factors
can affect their decision-making
process between purchase intention
and actual purchase. These factors
include the impact of others' attitudes
and situational factors, as stated
by Schiffman & Kanuk
(2008). According to Setiadi (2019),
purchasing decisions involve a
selection process that combines
knowledge to evaluate two or more
alternative behaviors and choose
one of them based on its strong
relationship with personal
characteristics, vendor or service,
website quality, and attitude at the
time of purchase, whether it is
intended for online buying or
decision-making.  According to
Simarmata et al. (2021), purchasing
decisions involve the process of
choosing from various existing
alternatives or reasoning processes
that can be influenced by factors
such as values and beliefs.
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E-commerce

According to Rintho (2018), e-
commerce is the arena or platform
where transactions and information
exchanges occur between sellers
and buyers in the virtual world.
According to Laudon & Traver (2016),
e-commerce is defined as the use of
the internet, web, mobile applications,
and browsers running on mobile
devices to conduct digital business
transactions. It involves external
parties of the company, such as
suppliers and consumers. According
to McLeod, e-commerce refers to the
utilization of communication
networks and computers to conduct
business processes (Putri Ghaisani
& Purbawati, 2020). According to
Turban et al. (2018), e-commerce
uses the internet to purchase, sell,
transport, or trade data, goods, or
services. Referring to Law No. 7 of
2014 on trade, Article 1 states that
Electronic Commerce (e-Commerce)
refers to trade transactions
conducted through electronic
devices and procedures.

Relationship between trust and
purchase decision

Trust can impact buying decisions. In
a web business, the purchaser's trust
is vital to guarantee that everything is
great and in genuine harmony while
exchanging. When customer trust is
established, it can guarantee that
they will make repeated purchases.
Several studies, including those
conducted by Lestari & lIriani
(2018) and Tajudin & Mulazid (2017),
indicate a significant correlation
between trust and purchasing
decisions. These studies suggest
that if customers consistently
perceive a company to meet their
expectations, it can enhance their
trust in the company and ultimately

affect their purchasing decisions.
Therefore, the proposed hypothesis
is as follows:

H1: trust has an influence on
purchase decisions

Relationship between Security
and purchase decision

Security can influence purchasing
decisions. If an online shop can
improve  security and provide
guarantees to consumers, it will
increase their confidence to shop.
There is a relationship between
security and purchasing decisions
that shows a significant influence, as
shown in studies conducted
by Saputri (2015), Turban (2015),
and Wijaya & Jasfar (2014). They
stated that if the level of security
assurance is satisfactory and fulfills
the consumer's expectations, they
may feel safe and willing to share
their personal information during the
purchasing process. Therefore, the
proposed hypothesis is as follows:

H2: security has an influence on
purchase decisions

Relationship between Price and
purchase decision

According to Tjiptono & Fandy
(2017), the price can be defined as
the amount of money (in monetary
units) and other non-monetary
aspects required to obtain a good or
service. Baruna et al.
(2017) explained in their research
that price is one of the important
factors that can attract consumers to
purchase a product. The better the
price offered, the more purchasing
decisions consumers make.
According to Nasar & Manoj (2015),
price significantly influences
consumers in making purchasing
decisions. In another study, Harahap
(2018) indicated a positive
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relationship between the price and
the decisions made by consumers
when purchasing a product or
service.

Previous research has stated that
price has a positive and significant
influence on purchasing
decisions (Rachmawati et al.,
2019; Fadli et al., 2022). Therefore,
the hypothesis proposed as follows:

H3: Price has an influence on
purchase decisions.

Relationship between Service
Quality and purchase decision

The quality of service provided is
defined as the point at which the
general public understands that the
service is of high quality (Fernando
et al., 2022). Tjiptono & Fandy
(2015) suggest that service quality is
crucial for consumers  when
purchasing. However, this finding
contradicts the results of Rivaldo et
al. (2022), Cahyati et al. (2023),
and Anggita & Ali (2017) found that
service quality has a positive and
significant impact on purchasing
decisions. Previous research has
indicated that service quality has a
significant and positive impact on
consumer purchase decisions. As a
result, there is a greater likelihood of
achieving customer satisfaction with
the quality of service provided in
tangible terms such as dependability,
timeliness, assurance, and empathy;
conversely, if the quality of service is
below standard, the likelihood of
achieving customer satisfaction will

decrease. Therefore, the hypothesis
proposed as follows:

H4: Service quality has an influence
on purchase decisions.

Relationship between Risk
Perception and purchase decision

The obstacle for consumers
considering making online
purchases is perceived risk. When
considering online transactions,
consumers tend to pay attention to
potential associated risks, which can
affect their purchasing decisions. If
consumers feel at risk when
shopping online, it can reduce their
interest in making a purchase.
Findings by Teo & Liu (2007) support
this, showing that risk perception has
a strong negative relationship with
the desire to purchase.

However, according toKim &
Hoonyoung (2016), The perception
of risk does not have a significant
relationship with the absence of
transactional intention. In their
research, risk perception did not
affect consumers' willingness to
purchase. However,J Kim et al.
(2008) found that risk perception
does affect consumers' purchase
decisions. Therefore, it is important
to consider consumers'  risk
perception when designing an
optimal online shopping experience.
Therefore, the hypothesis proposed
as follows:

H5: risk perception has an influence
on purchase decisions
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Figure 2. Hypothesized Framework
Source: Data Processed by Author (2023)

RESEARCH METHODS
Research Approach

The quantitative research method is
the one employed. Quantitative
approaches  emphasize  testing
theories by quantifying study factors
and statistically analyzing
data (Husain, 2017). The study was
carried out in January 2022.

Data and Sample

This study used an explanatory
research design to explain and clarify
the causal relationship between
predetermined variables. The study
population consisted of users of an
online buying and selling platform
through E-commerce in Bima,
Indonesia. The purposive sampling
method was used to select the
sample based on specific
considerations made by the
researcher. A questionnaire was
used as the data collection
instrument and distributed to 100
respondents. Researchers used 100
respondents based on the opinion of
Sugiyono (2018), stating that the
appropriate sample size in research

is between 30 and 500 respondents.
The number of 100 respondents is
considered representative as it
exceeds the minimum sample limit.

Data Collection Techniques

The primary data for this study was
collected through a survey method,
where guestionnaires were
distributed to online marketplace
customers via Google Forms on
various social media platforms. The
operational variables used in this
study were adapted from prior
research. To measure the variables,
a five-point Likert scale was used,
starting from number 1 up to 5, with
number 1 indicating  strong
disagreement, number 2 indicating
disagreement, number 3 indicating
neutrality, number 4 indicating
agreement, and number 5 indicating
strong agreement.

Data Analysis Techniques

Multiple linear regression was the
data analysis technique utilized in
this study, and the hypotheses were
tested through SPSS version 23.
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RESULTS AND DISCUSSION

Table 1. Results of validity test

Variable KMO value Result
Trust 0.786 Valid
Security 0.609 Valid
Price 0.672 Valid
Service quality 0.640 Valid
Risk Perception 0.616 Valid
Buying decision 0.802 Valid

Source: Data Processed by Author (2023)

The Kaiser Meyer Olkin (KMO) test is
utilized to determine the validity of a
guestionnaire. For each variable to
be deemed valid, the KMO value
should exceed 0.50. Conversely, if

the value is below 0.50, it is
considered invalid. As a result, it can
be inferred that all variables in this
study are valid since they exceeded
the 0.50 KMO value threshold.

Table 2. Results of Reliability Test

Variable Cronbach Alpha Result
Trust 0.755 Reliable
Security 0.89 Reliable
Price 0.769 Reliable
Service quality 0.741 Reliable
Risk Perception 0.806 Reliable
Purchase Decision 0.822 Reliable

Source: Data Processed by Author (2023)

A reliability test is conducted to
determine the consistency of a
measuring instrument when used
repeatedly at different times. In this
study, the reliability test shows that

the variable is considered reliable if
the Cronbach's Alpha value is >0.6.
Therefore, all variables in this study
are considered reliable.

Table 3. Results of Normality test

One-Sample Kolmogorov-Smirnov Test

N

Normal Parameters, b Means
std. Deviation

Most Extreme absolute
Differences Positive

Negative
Test Statistics

asymp. Sig. (2-tailed)

Unstandardized Residuals
100

.0000000

1.96828549

056

056

-.043

056

.200c,d

Source: Data Processed by Author (2023)

A normality analysis is conducted to
determine whether data is normally
distributed. The data is considered

normal if there is a significant level of
>0.05. From the table above, it can
be concluded that the data is
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normally  distributed with a
significance level of 0.200 which is

higher than the standard threshold of
0.05.

Table 4. F-Test Statistical Results

ANOVA?
Model Sum of Squares df  Mean Square F Sig.
1 Regression 460.569 5 92.114 22.576 .000°
Residual 383.541 94 4.080
Total 844.110 99

Source: Data Processed by Author (2023)

The determined F-value is 22.578
with a significance level of 0.000,
which is smaller than 0.05 based on
the calculation using the regression
analysis model. Therefore, it can be

said that the purchasing decision of
E-commerce users is jointly
influenced by factors such as price,
service quality, trust, security, and
perceived risk.

Table 5. Results of Multiple Linear Regression Analysis Processing

Variable Reg. Coeff Std. Error Beta t Sig
C = Constant 1,882 1,757 1,071 0,287
X1 = Trust 0,279 0, 092 0,272 3,021 0,003
X2 = Security -0,485 0,133 -0, 305 -3,643 0,000
X3 = Price 0,158 0,114 0,125 1,392 0,167
X4 = Service Quality 0,141 0, 110 0,122 1,278 0,204
X5 = Risk Perception 0,727 0,127 0, 493 5,733 0,000

Source: Data Processed by Author (2023)

The table above shows that the
multiple linear regression equation in
this study is as follows: Y= 1,882 +
0,279X; - 0,485X, + 0,158X; +
0,141X, + 0,727X;s + e.

In the multiple linear regression
model equation, the calculated t-
value for the variable Trust in
Purchase Decision is 3.021, with a
significance level of 0.003. The
significance value is >0.05 (5%),
indicating that trust has a direct effect
on Purchase Decision. The t-score
value of the Security variable in
Purchase Decision is -3.643. The
result is statistically significant, with a
p-value of 0.000, indicating that
security has a direct effect on
Purchase Decision. The significance
value is <0.05 (5%). The variable
"Price” in the "Purchase Decision"

has a t-score of 1.392. The p-value of
0.167 indicates that the result is
statistically  significant, but the
significance level is >0.05 (5%),
indicating that price does not have a
significant effect on Purchase
Decision. The t-score value for the
"Service Quality" variable in the
Purchase Decision is 1.278.
Although the result is statistically
significant with a p-value of 0.204,
the significance level is >0.05 (5%),
indicating that Service Quality does
not have a significant effect on
Purchase Decision. On the contrary,

the Risk Perception variable in
Purchase  Decision shows a
significant impact on Purchase

Decision with a t-score value of 5.733
and a p-value of 0.000, which is
greater than the significance level of
0.05 (5%).
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This test shows that trust impacts
buying decisions at the electronic
business stage. This is because the
higher the client's confidence in a
brand or item, the more probable
they will choose to purchase
merchandise on the online business
stage. This research's results are in
line with a study carried out
by Agustiningrum &  Andjarwati
(2021), which demonstrated that
trust has an effect on buying choices.
According to a study by Adityo
(2017), the most critical factor for
buyers to consider while shopping
online is their trust in the e-
commerce website that provides
online shopping services and the
registered sellers on the platform.
The website's popularity level is a
crucial factor that determines the
level of trust buyers place in online
shopping services. The higher the
comments or popularity of an e-
commerce site, the higher its
credibility, and buyers will be more
confident that the site can be trusted.

This research indicates that security
influences purchasing decisions on
the e-commerce platform. These
findings are consistent with Turban
et al. (2018) theory that security
influences online purchasing
decisions. If security in e-commerce
is very high, consumers will be more

confident in making purchases online.

Security is crucial when making
online purchases because
consumers' data should not be
leaked or distributed. This study is
consistent  with Yunita et al.
(2019) research, which found that
security partially affects purchasing
decisions. This is because the e-
commerce platform provides security
guarantees to consumers through
enhanced security features such as
security when interacting with sellers

and security when conducting
transactions, as well as ensuring the
security of wusers' personal data
stored on the e-commerce platform.

This research indicates that price
does not have an influence on
purchasing decisions on the e-
commerce platform. This suggests
that consumers always consider
price when buying goods online. If
prices on e-commerce increase,
consumers' desire to buy goods on
E-commerce is likely to decrease.
This is consistent with the findings of
a study conducted by Prilano et al.
(2020), which stated that price has a
negative and significant effect on
purchasing decisions on the Lazada
online store. However, this research
contradicts the findings of Laily &
Ekowati (2023), which show that
price has a positive and significant
effect on purchasing decisions in E-
commerce. Consumers  expect
online store prices to be cheaper
than offline (traditional) stores, so
they look for a comparison of product
prices in offline stores and online
stores.

In some cases, online store product
prices are indeed cheaper than
offline stores (Verina et al., 2014). In
this study, the price offered by the E-
commerce application has not
become the primary factor
consumers consider in purchasing
decisions in Bima. This may be
because of the presence of various
other online shopping applications
that are more diverse, such as
Lazada, Tokopedia, and Bukalapak.

The results of this test show no
correlation between the quality of
service and purchasing decisions in
the online marketplace. This means
that the lower the quality of service
provided, the more likely the
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purchasing  decision  will  be
negatively influenced and decrease.
According  to Abdullah (2022),
consumers are unsatisfied with E-
commerce sites’
services. Mothersbhaugh & Hawkins
(2016) state that it is very important
for companies to provide consistent
and responsive service to customer
complaints. Therefore, this study
contradicts the findings of Khalaf
Alharthey (2019) show that service
quality significantly affects online
purchasing decisions. Fahrevi &
Satrio (2018) state that good service
will create a positive impression on
consumers and have the potential to
solidify their confidence in making a
purchase.

The research results indicate that
Risk Perception influences
purchasing decisions on the e-
commerce platform. This means that
the lower the consumer's perception
of risk when buying products on E-
commerce, the higher the likelihood
of them making a purchase. These
findings are consistent with the
research conducted by Suhir et al.
(2014), which showed that risk
perception significantly influences
online purchasing decisions. In this
case, risk perception may refer to
concerns or uncertainties that
consumers may feel when buying
products online, such as the risk of
products not  matching the
description or image, the risk of
personal data security, or the risk of
not being able to return products if
they are not suitable. Consumers
feel confident that the products they
buy are not potentially harmful to
themselves, and E-commerce
customers consider the site to be
truly safe or free from risk.

CONCLUSION

Based on the research findings and
data processing that have been
conducted, it can be concluded that
trust, security, and risk perception
have a significant determinant on
purchasing decisions among E-
commerce users in Bima. This
indicates that consumers prefer
shopping on E-commerce sites that
they consider safe and free from
fraud risks. However, price and
service quality are not the
determining factors in purchasing
decisions on E-commerce.
Therefore, sellers and e-commerce
managers need to strengthen trust
and security and reduce risk
perception on their platform to attract
more consumers and increase sales.

REFERENCE

Abdullah, rio andika. (2022).
Kecewa terhadap Pelayanan
Kurir dan Customer Service
Shopee. 21 Maret.
https://mediakonsumen.com/20
22/03/21/surat-
pembaca/kecewa-terhadap-
pelayanan-kurir-dan-customer-
service-shopee

Adityo, B. (2017). Analisis Pengaruh
Kepercayaan, Kemudahan Dan
Kualitas Informasi Terhadap
Keputusan Pembelian Secara
on Line Di Situs Kaskus.
Fakultas Ekonomi Universitas
Dlponegoro., 1(1).

Agustiningrum, D., & Andjarwati, A. L.
(2021). Pengaruh Kepercayaan,
Kemudahan, dan Keamanan
terhadap Keputusan Pembelian
di Marketplace. Jurnal Ilimu
Manajemen, 9(3), 896-906.
https://doi.org/10.26740/jim.vOn

110



Jurnal Dinamika Manajemen dan Bisnis Vol. 6 No. 1 April, 2023

3.p896-906

Alexander, W. A. S., Mardia, M. Y. T.,

Hengki  Mangiring  Parulian
Simarmata, S., Lalu Adi
Permadi, B. P., Diena
Dwidienawati Tjiptadi, D. L., &
Fajrillah, S. O. M. (2021).

Manajemen Pemasaran
Perusahaan — KITA MENULIS.
Kita Menulis.

https://kitamenulis.id/2021/02/0
1/manajemen-pemasaran-
perusahaan/

Alwafi, F., & Magnadi, R. H. (2016).

Pengaruh Persepsi Keamanan,
Kemudahan Bertransaksi,
Kepercayaan terhadap Toko
dan Pengalaman Berbelanja
Terhadap Minat Beli Secara
Online Pada Situs Jual Beli
Tokopedia.com. DIPONEGORO
JOURNAL OF MANAGEMENT,
5(2).

Anggita, R., & Ali, H. (2017). The

Influence of Product Quality,
Service Quality and Price to
Purchase Decision of SGM
Bunda Milk (Study on PT.
Sarihusada Generasi Mahardika
Region Jakarta, South
Tangerang District). Scholars
Bulletin (A Multidisciplinary
Journal), 3(6), 261-272.
https://doi.org/10.21276/sb

Baruna, H. B., Shilvana Husani, &

Hapzi Ali. (2017). The Influence
of Quality Products, Price,
Promotion, and Location to
Product Purchase Decision on
Nitchi At PT. Jaya Swarasa
Agung in Central Jakarta. Saudi
Journal of Business and
Management Studies, 2(4B),
433-445.

https://doi.org/10.21276/sjbms

Baskara, I. P., & Hariyadi, G. T.
(2014).  Analisis  pengaruh
kepercayaan, keamanan,
kualitas pelayanan dan persepsi
akan resiko terhadap keputusan
pembelian melalui situs jejaring
sosial (social networking
websites) (Studi Pada
Mahasiswa di Kota Semarang).
Jurnal Fakultas Ekonomi Dan
Bisnis Universitas Dian
Nuswantoro.

Cahyati, R., Koranti, K., Sukarno, A.,
& Rosyada, F. Y. (2023). The
effect of social media marketing
and service quality on purchase
decisions on Netflix streaming
services with perception
mediation. Jurnal Ekonomi,
12(01), 743-749.
http://ejournal.seaninstitute.or.id
/index.php/Ekonomi/article/view
/1245

Developers.bri.co.id. (n.d.). Tiga
Faktor Kunci Kesuksesan Bisnis
E-Commerce - BRIAPI.
Retrieved May 25, 2023, from
https://developers.bri.co.id/id/ne
ws/tiga-faktor-kunci-
kesuksesan-bisnis-e-commerce

Fadli, Rivaldo, Y., Victor Kamanda,
S., & Yusman, E. (2022). The
Effect Of Products, Promotions
And Prices On Mizon’s
Purchasing Decision At Alfamart
Sungai Harapan. Jurnal Mantik,
6(2), 2393-2399.

Fahrevi, S. R., & Satrio, B. (2018).
Pengaruh Harga, Promosi, dan
Kualitas Pelayanan terhadap
Keputusan Pembelian Online di
Shopee.co.id. Jurnal lImu Dan
Riset Manajemen, Vol. 7, No(3).

Fandi, T. (2017). Straregi
Meningkatkan Kualitas layanan.

111



Jurnal Dinamika Manajemen dan Bisnis Vol. 6 No. 1 April, 2023

In Strareqi Menngkatkan
Kualitas layanan (Vol. 53, Issue
9).

Featherman, M. S., & Pavlou, P. A.
(2003). Predicting e-services
adoption: A perceived risk facets
perspective. International
Journal of Human Computer
Studies, 59(4), 451-474.
https://doi.org/10.1016/S1071-
5819(03)00111-3

Fernando, Bintoro, B. P. K., Lutfiani,
N., Haryanto, & Julianingsih, D.
(2022). Analysis of the Effect of
Service Quality on Company
Reputation on Purchase
Decisions for  Professional
Recruitment Services. APTISI
Transactions on Management
(ATM), 7(2).
https://doi.org/10.33050/atm.v7i
1.1736

Guay, D., & Ettwein, J. (1998).
Internet  Commerce Basics.
Electronic Markets, 8(1), 12-15.
https://doi.org/10.1080/1019678
9800000004

Habibah, U. (2016). Pengaruh
kualitas produk dan harga
terhadap keputusan pembelian
produk kosmetik wardah di kota
Bangkalan Madura (Vol. 1,
Issue 1).

Harahap, N. Z. (2018). Pengaruh
Kualitas Produk, Harga, Dan
Promosi Terhadap Keputusan
Pembelian Mie Instan Merek
Sedaap Pada Mahasiswa
Asrama Putri Universitas .... In
Departemen Manajemen USU.

Harto, B. R., & Munir, Z. (2021).
Analisis Kepercayaan, Persepsi
Resiko Dan Keamanan
Terhadap Keputusan Pembelian
Konsumen Pada Situs Jual Beli

Shopee. Jurnal Sistem
Informasi Dan Manajemen, 9(1).

Husain, T. (2017).  Analisis

Determinan Faktor-Faktor yang
Mempengaruhi Niat
Penggunaan Software Audit. In
Jurnal llmiah MATRIK (Vol. 19,
Issues 2, Agustus).
https://doi.org/https://doi.org/10.
33557/jurnalmatrik.v19i2.381

JKim, D. ., Ferrin, D. L., & Rao, H. R.

(2008). A trust-based consumer
decision-making  model in
electronic commerce: The role
of trust, perceived risk, and their
antecedents. Decision Support
Systems,  44(2), 544-564.
https://doi.org/10.1016/j.dss.20
07.07.001

Johan, A., Rosadi, B., & Anwar, T. A.

(2021). Product ranking:
measuring product reviews on
the purchase decision. Journal
of Business Studies and
Mangement  Review, 4(2).
https://doi.org/10.22437/jbsmr.v
4i2.13566

Khalaf Alharthey, B. (2019). Impact

Of Service Quality On Customer
Trust, Purchase Intention And
Store Loyalty, With Mediating
Role Of Customers’ Satisfaction
On Customer Trust And
Purchase Intention: Study Of
Grocery Shopping. In British
Journal of Marketing Studies
(BIMS) (Vol. 7).
www.eajournals.org

Kim, G., & Hoonyoung, K. (2016).

The causal relationship between
risk and trust in the online
marketplace: A bidirectional
perspective.  Computers in
Human Behavior, 55.
https://doi.org/10.1016/j.chb.20

112



Jurnal Dinamika Manajemen dan Bisnis Vol. 6 No. 1 April, 2023

15.11.005

Kotler, P., & Amstrong, G. (2016).
Prinsip-Prinsip Pemasaran, Jilid
1. Edisi Ke-16. In Manajemen
Pemasaran (Vol. 7).

Kotler, P., & Keller, K. L. (2017).
Manajemen Pemasaran, Edisi
12, Jilid 1, PT.Indeks,. Jakarta.
In e — Jurnal Riset Manajemen
(Vol. 000, Issue November
2016).

Kurniasih, D. (2021). Kepuasan
Konsumen Studi Terhadap
Word Of Mouth, Kualitas
Layanan dan Citra Merek(A.
Rozi Ed.). Bintang Sembilan
Visitama.

Laily, N. M., & Ekowati, V. M. (2023).
Pengaruh harga dan citra merek
terhadap keputusan pembelian
melalui marketplace shopee
dengan rating penjualan toko
sebagai variabel moderasi.

Jurnal Lentera Bisnis, 12(1), 101.

https://doi.org/10.34127/jrlab.v1
2i1.690

Latief, F. (2022). Keputusan
Pembelian Konsumen Catering
Rumahan di Makassar Melalui
Promosi di Instagram, Harga
dan Ragam Menu. Jesya, 5(2).
https://doi.org/10.36778/jesya.v
5i2.724

Laudon, K. C., & Traver, C. G. (2016).

E-commerce 2016: business.
technology. society. In Global
Edition.

Lestari, N. A., & Iriani, S. S. (2018).
Pengaruh Kepercayaan Dan
Kemudahan Transaksi
Terhadap Keputusan Pembelian
Secara Online Pada Situs
Mataharimall.Com. Jurnal limu
Manajemen, 6(1), 1-8.

Maciej Serda, Becker, F. G., Cleary,
M., Team, R. M., Holtermann, H.,
The, D., Agenda, N., Science, P.,
Sk, S. K., Hinnebusch, R.,
Hinnebusch A, R., Rabinovich, 1.,
Olmert, Y., Uld, D. Q. G. L. Q.,
Ri, W. K. H. U,, Lq, V., Frxqwu,
W. K. H., Zkltk, E., Edvhg, L.V,
... )2015. (z, k& Pengaruh

kemudahan penggunaan,
kenikmatan berbelanja,
pengalaman berbelanja dan
kepercayaan konsumen
terhadap minat beli konsumen di
situs jual beli online
Bukalapak.com. Diponegoro

Journal of Management, 0(0).

Malau, H. (2018). Manajemen
pemasaran teori dan aplikasi
pemasaran era tradisional
sampai era modernisasi global /
Harman Malau. //senayan.iain-
palangkaraya.ac.id/index.php?p
=show_detail&id=13803&keywo
rds=

Mothersbaugh, D. L., & Hawkins, D.
I. (2016). Consumer Behavior:
Building Marketing Strategy,
Thirteenth Edition. In Mc Graw

Hill Education .
Nasar, K. K., & Manoj, P. K. (2015).
Purchase Decision for

Apartments: a Closer Look Into
the Major Influencing Factors.
International Journal of
Research in Applied, Natural
and Social Sciences, 3(5).

Nathasya. (2018). Mengenal
Marketplace, Jenis, dan
Berbagai Contohnya.

https://www.dewaweb.com/blog
/apa-itu-marketplace/

Prilano, K., Sudarso, A., & Fajrillah.
(2020). Pengaruh Harga
Keamanan dan Promosi

113



Jurnal Dinamika Manajemen dan Bisnis Vol. 6 No. 1 April, 2023

Terhadap Keputusan Pembelian
Toko Online Lazada. Journal of
Business  and Economics
Research (JBE), 1(2).

Putri Ghaisani, F. A., & Purbawati, D.
(2020). Pengaruh citra merek
(brand image) dan kualitas
website (website quality)
terhadap keputusan pembelian
(purchase decision) melalui
kepercayaan (e-trust) sebagai
variabel intervening (studi pada
konsumen e-commerce
Zalora.co.id di kota Semarang).
Jurnal llmu Administrasi Bisnis,
9(2).
https://doi.org/10.14710/jiab.20
20.26328

Rachmawati, D., Shukri, S., Ferdous
Azam, S. M., & Khatibi, A.
(2019). Factors influencing
customers’ purchase decision of
residential property in selangor,
malaysia. Management Science
Letters, 9(9), 1341-1348.
https://doi.org/10.5267/J.MSL.2
019.5.016

Rintho, R. R. (2018). E-Commerce,
Menciptakan Daya  Saing
Melalui Teknologi Informasi -
Rintho Rante Rerung - Google
Buku. In E-Commerce,
Menciptakan Daya  Saing
Melalui Teknologi Informasi.

Rivaldo, Y., Sabri, Amang, A., &
Syarifuddin. (2022). Influence of
marketing strategy, trust, and
perception service quality of
purchasing decisions.

Rizki, A., & Utami, H. (2020).
Pengaruh presepsi kemudahan,
kegunaan dan kepercayaan
terhadap minat menggunakan
e-commerce. Prisma (Platform
Riset Mahasiswa Akuntansi),

1(6).

Roselina, M. A., & Niati, A. (2019).
ANALISIS PENGARUH
KUALITAS PRODUK,
KUALITAS PELAYANAN DAN
PROMOSI TERHADAP

KEPUASAN KONSUMEN ELSA
HIJAB SEMARANG. Solusi,
17(3).
https://doi.org/10.26623/slsi.v17
i3.1636

Saputri, A. F. B. A. (2015). Pengaruh
Keamanan, Kemudahan, dan
Resiko Kinerja terhadap
Keputusan Pembelian secara
Online di Tokopedia.com (Studi
pada Pengguna Situs Belanja
Online Tokopedia.com). Skripsi.

Schiffman, L. G., & Kanuk, L. L.
(2008). Consumer behavior
(10th ed.). Prentice Hall.

Schiffman, L. G., & Kanuk, L. L.
(2011). Consumer behavior
(10th ed.). Pearson Prentice
Hall. http://katalog.ub.uni-
bamberg.de/InfoGuideClient.ub
gsis/start.do?Login=igubgtb3&
Query=540=%22978-0-13-
700670-0%22

Setiadi, N. J. (2019). Perilaku
konsumen: konsep dan
implementasi untuk strategi dan
penelitian pemasaran. Jakarta:

Kencana.
Setiawan, E. H., & Fauziah, A. (2017).
Pengaruh Keamanan,

Kemudahan, Kepercayaan, dan
Resiko Kinerja Terhadap
Keputusan Pembelian Secara

Online (Studi Kasus
Tokopedia.com di Kabupaten
Lumajang. Jurnal lImu

Manajemen Advantage, 01(1).
Simarmata, H. M. P., Revida, E.,

114



Jurnal Dinamika Manajemen dan Bisnis Vol. 6 No. 1 April, 2023

Kato, I., Sari, H., Simatupang, S.,
Sudarso, A., Faisal, M., Tjiptadi,
D. D., Sisca, Anggusti, M., &
Muliatie, urila E. (2021).
Manajemen Perilaku Konsumen
dan Loyalitas. In Yayasan kita
menulis.

Sirclo. (2020). Jumlah Pengguna E-
Commerce Indonesia di Tahun
2020 Meningkat Pesat.
https://www.sirclo.com/blog/jum
lah-pengguna-e-commerce-
indonesia-di-tahun-2020-
meningkat-pesat/

Siti Nurjanah, Agung Kresnamurti
Rivai Prabumenang, & Shandy
Aditya. (2022). Understanding
Repurchase Intention of Online
Marketplace  Customers in
Jakarta with Trust as Intervening.

JURNAL DINAMIKA
MANAJEMEN DAN BISNIS,
6(2).

https://doi.org/10.21009/jdmb.0
6.2.1

Sudaryono. (2016). No
TitleManajemen Pemasaran
Teori dan Implementasi. In
Yogyakarta: C.V Andi Offset.

Sugiyono. (2018). Prof. Dr. Sugiyono.

2018. Metode Penelitian
Kuantitatif, Kualitatif, dan R&D.
Bandung: Alfabeta. Prof. Dr.
Sugiyono. 2018. Metode
Penelitian Kuantitatif, Kualitatif,
Dan R&D. Bandung: Alfabeta.

Suhir, M., Suyadi, |., & Riyadi. (2014).

Pengaruh  Persepsi  Risiko,
Kemudahan Dan  Manfaat
Terhadap Keputusan Pembelian
Secara Online (Survei Terhadap
Pengguna Situs Website
Www.Kaskus.Co.ld). Jurnal
Administrasi Bisnis (JAB), 8(1),
1-10.

Sukma, A. A. (2012). Analisis Faktor-
Faktor yang Mempengaruhi
Keputusan Pembelian melalui
Social Networking Website.
Jurnal Ekonomi Manajemen.

Suresh, A., Shashikala, R., & Sagar,
D. (2011). Identifying Factors of
Consumer  Perceived Risk
towards Online Shopping in
India.

Tajudin, M. H., & Mulazid, A. S.
(2017). Pengaruh  promosi,
kepercayaan dan kesadaran
merek terhadap keputusan
nasabah menggunakan produk
tabungan haji (mabrur) Bank
Syariah Mandiri KCP Sawangan
Kota Depok. Islamiconomic:
Jurnal Ekonomi Islam, 8(1).
https://doi.org/10.32678l/ijei.v8il
.64

Teo, T. S. H.,, & Liu, J. (2007).
Consumer trust in e-commerce
in the United States, Singapore
and China. Omega, 35(1).
https://doi.org/10.1016/j.omega.
2005.02.001

Tjiptono, & Fandy. (2015). Strateqgi
Pemasaran, edisi keempat. In
Edisi I. Yogyakarta: Andi.

Tjiptono, & Fandy. (2017). Starteqgi
pemasaran. Journal, 53(9).

Turban, E. (2015). Electronic
commerce - A Managerial and
Social Networks Perspective. In
Computer Law & Security
Review (Vol. 19, Issue 5).
http://www.sciencedirect.com/s
ciencel/article/pii/S02673649030
05041

Turban, E., King, D., Liang, T. P,,
Outland, J., Lee, J. K., & Turban,
D. C. (2018). Electronic
Commerce 2018 “A Managerial

115



Jurnal Dinamika Manajemen dan Bisnis Vol. 6 No. 1 April, 2023

and Social Networks
Perspective.” In ISSN 2192-
4333 ISSN 2192-4341
(electronic) Springer Texts in
Business and Economics.

Verina, E., Yulianto, E., & Latief, W.

A. (2014). Faktor-faktor yang
mempengaruhi keputusan
pembelian pada toko fashion di
jejaring sosial Facebook (Survei
pada Konsumen Toko Fashion
di Jejaring Sosial Facebook
yang berlokasi di Indonesia).
Jurnal Administrasi Bisnis, 10(1),
1-10.

Wijaya, M., & Jasfar, F. (2014).

Pengaruh rancangan situs,
harga, kepercayaan dan
keamanan terhadap pembelian
produk fashion melalui online
shopping. Jurnal Manajemen
Dan Pemasaran Jasa, 7(2).
https://doi.org/10.25105/jmpj.v7i
2.798

Wirtz, J. and, & Lovelock, C. (2016).

Service Marketing :
People, Technology,Strategy.
Paper Knowledge . Toward a
Media History of Documents.

Yoeliastuti, Y., Darlin, E. &

Sugiyanto, E. (2021). Pengaruh
citra merek, harga dan promosi
terhadap keputusan pembelian
melalui aplikasi penjualan online
Shopee. Jurnal Lentera Bisnis,
10(2).
https://doi.org/10.34127/jrlab.v1
0i2.425

Yunita, N. R., Sumarsono, H., &

Farida, U. (2019). Pengaruh
persepsi risiko, kepercayaan,
dan keamanan terhadap
keputusan pembelian online di
Bukalapak (Studi Kasus Pada
Komunitas Buka Lapak
Ponorogo). ISOQUANT : Jurnal
Ekonomi, Manajemen Dan
Akuntansi, 3(2).
https://doi.org/10.24269/is0.v3il
243

Yusuf, A. (2021). The Influence of

Product Innovation and Brand
Image on Customer Purchase
Decision on Oppo Smartphone
Products in South Tangerang
City. Budapest International
Research and Critics Institute
(BIRCI-Journal): Humanities
and Social Sciences, 4(1).
https://doi.org/10.33258/birci.v4i
1.1629

Zahrah, A., Mayasari, M., & Tayo, Y.

(2022). Pengaruh pengunaan
aplikasi belanja online terhadap
perilaku konsumtif. JISIP (Jurnal
llImu Sosial Dan Pendidikan),
6(2).
https://doi.org/10.58258/jisip.v6i
2.2887

Zulfa, L., & Hidayati, R. (2018).

Analisis pengaruh  persepsi
risiko, kualitas situs web, dan
kepercayaan konsumen
terhadap keputusan pembelian
konsumen e-commerce Shopee
di kota Semarang. Diponegoro
Journal Of Management, 7(3).

116



