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Abstract 
This study examines the influence of product quality, service quality, price, 

familiarity, reputation, and application quality on purchase intention by going 

through Shopee e-commerce to evoke consumers buying interest. Sampling 

techniques conducted in this study are non-probability purposive sampling by 

the criteria of respondents were an active student of UII and have shopped at 

Shopee. The data were collected by using questionnaire based on Likert scale. 

The total samples obtained in this study were 217 respondents. The data were 

then analyzed by using Structural Equation Modeling analysis and calculated 

by using AMOS software. The final results of this study found that positive 

and significant influence of the product quality, price, familiarity, reputation, 

and application quality on purchase intention. However, service quality does 

not have positive effect on purchase intention. 
Keywords: Product Quality, Service Quality, Price, Familiarity, Reputation, 

Application Quality, Purchase Intention 

 

Abstrak 
Penelitian ini menguji pengaruh kualitas produk, kualitas layanan, harga, 

pengenalan terhadap produk, reputasi, dan kualitas aplikasi pada niat beli 

melalui e-commerce Shopee untuk membangkitkan minat beli konsumen. 

Teknik pengambilan sampel yang dilakukan dalam penelitian ini adalah non-

probability purposive sampling dengan kriteria responden adalah mahasiswa 

aktif UII dan pernah berbelanja di Shopee. Pengumpulan data dilakukan 

dengan menggunakan kuesioner berdasarkan skala Likert. Jumlah sampel 

yang diperoleh dalam penelitian ini sebanyak 217 responden. Data tersebut 

kemudian dianalisis dengan menggunakan Structural Equation Modelling dan 

dihitung dengan menggunakan software AMOS. Hasil akhir penelitian ini 

menemukan pengaruh positif dan signifikan kualitas produk, harga, 

pengenalan terhadap produk, reputasi, dan kualitas aplikasi terhadap niat 

beli. Namun, kualitas layanan tidak berpengaruh positif terhadap niat beli. 
Keywords: Kualitas Produk, Kualitas Layanan, Harga, Pengenalan Terhadap 

Produk, Reputasi, Kualitas Aplikasi, Niat Beli 
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INTRODUCTION 

 
In this modern era, technology directly and indirectly encourages various system changes, such 

as the trading systems, the ways of trading, and the marketing systems. In the past, if we bought a 

product or item, we had to meet the seller first, the seller and the buyer had to meet face to face until 

both parties reached an agreement, that is usually called as transaction. With the presence of the internet, 

companies, business people can run their business quickly, easily, and efficiently by creating an online 

shop or online store. So, communication and marketing will be faster and easier even though they are 

in different locations. Tian and Stewart (2007) stated that e-commerce or electronic commerce, also 

known as e-business, refers to the transaction of goods and services through the electronic commerce 

or internet. 

According to Kemp (2021) from WeAreSocial.com it was revealed that in January 2021 internet 

users worldwide have reached 4,66 billion people, it added up by 316 million (7.3 percent) since this 

time last year. Report from Lidwina (2019) at Katadata.co.id stated that Indonesia is the largest e-

commerce market in Southeast Asia. In 2018, the total transactions in Southeast Asia reached US$ 23,3 

billion. With that amount, 52 percent of transactions came from Indonesia with the worth US$ 12,2 

billion. According to a report from Rizaty (2021) at Databoks.Katadata.co.id, regarding a report by 

Bank Indonesia, e-commerce transactions in Indonesia are projected to touch Rp. 403 trillion in 2021. 

This number grew by 51.6% from the previous year which was Rp. 266 trillion. Hermawan (2021) in 

the report The Map of E-commerce in Indonesia that was published by Iprice.com through Pikiran-

Rakyat.com, in Q2 2021, stated that Shopee was ranked first out of 5 e-commerce in Indonesia. Shopee 

is one of the most popular e-commerce in Indonesia that was first established in 2015 in Singapore by 

Forrest Li. Shopee in Indonesia brings a new shopping experience that facilitates sellers to sell their 

product easily and provides buyers with a secure payment process and also integrated logistics 

arrangements. 

Consumers usually have some considerations before making a purchase, such as product quality, 

price, and reputation of the e-commerce. According to Dapas et al. (2019), purchase intention means 

cognitive plans or desires for a specific item or brand. Companies need to pay attention to what factors 

that can influence the purchase intention of their consumers. A number of studies argue that the first 

factor that influences purchase intention is product quality. According to Mirabi et al. (2015), product 

quality is a key factor in assessing purchase intention. It is a continuous process of improvement that 

the continuous changes increase product performance and consequently the satisfaction of consumers’ 

needs. The second factor that influences purchase intention is service quality. Service quality can play 

a crucial role in a consumer's purchase intention. The customer may want to know about the things such 

as the procedures of delivery of goods, the e-commerce response to the consumers’ request, insurance 

of goods during delivery, and packaging of goods when they are delivered. Third factor that influences 

purchase intention is price. Price is an important motivation to attract consumers to make shopping on 

e-stores, a below market price for products in e-stores have reinforced and abolished the effect of 

leaving the online shop (Khan et al., 2015). The fourth factor that influences purchase intention is 

familiarity. Familiarity is a set of consumer experiences that are associated with a product. Experiences 

to a product include advertising, information seeking, interaction with sales persons, selection, and 

decision making (Adi & Indriani, 2017). The sixth factor that influences purchase intention is 

reputation. Reputation can be defined as the picture of mind, that is as an image in someone’s mind. A 

good reputation is important for a company because it helps to differentiate with the competitor, and 

even be a determining factor in whether consumers choose a company over competitors. The last factor 

that influences purchase intention is application quality. According to Chen (2013), in order to 

participate with m-commerce, retailers must develop mobile websites that are optimized for various 

operating systems and their application must be able to sync across devices to convey product 

information to customers while enabling customers to effectively complete transactions.    

https://issn.lipi.go.id/terbit/detail/1609736743
https://issn.lipi.go.id/terbit/detail/1609736498
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RESEARCH METHOD 

 
This study used a quantitative method by collecting questionnaires based on Likert scale. The 

population is students from Universitas Islam Indonesia that have Shopee account and actively use 

Shopee. The sample used in this study is a non-probability technique where the sampling technique 

from the population is found or determined by the researcher itself. The sample selected for this study 

were students of the Universitas Islam Indonesia in Yogyakarta represented by 217 students from all 

faculties who have accounts and actively shop at Shopee. Based on this technique, certain criteria for a 

respondent in this study are based on the number of samples.  

 Minimum Sample Size = 5 x total question items = 5 x 31 = 155 respondents 

 Maximum Sample Size = 10 x total question items = 10 x 31 = 310 respondents 

 

Table 1 Research Variables 

No. Name of Variable Function Variable 

1 Product Quality Independent 

2 Service Quality Independent 

3 Price Independent 

4 Familiarity Independent 

5 Reputation Independent 

6 Application Quality Independent 

7 Purchase Intention Dependent 

 

 

RESULT AND DISCUSSION 

 
The next stage is to make the shape of the research model on AMOS 23 software, the model 

created in this study is adjusted to the theory and framework of though in previous research. The model 

in this study is presented in Figure using AMOS 23 software. 

Figure. 1 Research Model with AMOS 23 

 

https://issn.lipi.go.id/terbit/detail/1609736743
https://issn.lipi.go.id/terbit/detail/1609736498
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Figure 2 Research Model with AMOS 23 

 
 

Hypothesis Testing 

  

The findings of hypothesis testing will be reported after the description of the relationship 

between the variables in this study is identified. The results of the SEM analysis will present the path 

coefficient values between the variables, and the significance of the hypothesis test results is shown in 

Table below. 

Table 2 Hypothesis Test Results 

Connection Between Variable Estimate S.E. C.R. P Status 

PI ← PQ 0,088 0,045 1,977 0,048 Accepted 

PI ← SQ -0,008 0,051 -0,159 0,874 Rejected 

PI ← P 0,166 0,048 3,493 *** Accepted 

PI ← F 0,447 0,046 9,741 *** Accepted 

PI ← R 0,229 0,049 4,637 *** Accepted 

PI ← AQ 0,116 0,047 2,440 0,015 Accepted 

PI ← PQ, SQ, 

P, F, R, 

AQ 

0,874 0,084 10,373 *** Accepted 

 

The results of hypothesis testing of Table shows the relationship between product quality, price, 

familiarity, reputation, and application quality variables have significant effects on purchase intention. 

Meanwhile, service quality shows a coefficient value of -0.008 and a p value of 0.874 which is greated 

than 0.1 (10%). So, it can be concluded that service quality has no significant effect on purchase 

intention.  

 

Discussion 

  

After the researcher has tested the hypothesis based on the findings of the research, the following 

discussion can be drawn. 

https://issn.lipi.go.id/terbit/detail/1609736743
https://issn.lipi.go.id/terbit/detail/1609736498
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a) Product Quality has a positive effect on Purchase Intention 

Based on the results of data analysis that led to the CFA SEM test, product quality has 

a positive and significant effect on purchase intention, and the results of H1 were 

accepted. It means the higher the quality of the product, the higher the user's interest in 

buying the product. The results of this study are consistent with the previous studies by 

So et al. (2015) which shows that consumers' perceived quality also has strong influence 

to increase consumer purchase intention.  

b) Service Quality has a positive effect on Purchase Intention 

Based on the results of data analysis that led to the CFA SEM test, service quality has 

a negative and no significant effect on purchase intention, and the results of H2 are not 

accepted. Therefore, poor service quality will reduce the company’s performance, so that 

it affects consumer buying interest. The results of this study are not in line with the 

previous studies by Dapas et al. (2019) which shows that purchase intention is positively 

influenced by service quality. 

c) Price has a positive effect on Purchase Intention 

Based on the results of data analysis that led to the CFA SEM test, price has a positive 

and significant effect on purchase intention, and the results of H3 were accepted. That is, 

if the price offered is in accordance with the consumer’s expectations, the consumer will 

buy the product. The results of this study are consistent with the previous studies by 

Victor et al. (2018) which shows that purchasing a product at the lowest price (showing 

the highest value) certainly increases the consumer’s satisfaction. 

d) Familiarity has a positive effect on Purchase Intention 

Based on the results of data analysis that led to the CFA SEM test, familiarity has a 

positive and significant effect on purchase intention, and the results of H4 were accepted. 

Therefore, products that are already familiar will be easily recognized by consumers, so 

that it can also increase consumer buying interest. The results of this study are consistent 

with the previous studies by Azam and Aldehayyat (2018) which shows that well-known 

brands provide better memory and decrease levels of perceived risk, which can increase 

attitude and purchase intention toward brands. 

e) Reputation has a positive effect on Purchase Intention 

Based on the results of data analysis that led to the CFA SEM test, reputation has a 

positive and significant effect on purchase intention, and the results of H5 were accepted. 

Therefore, a good reputation for the seller will greatly affect the buyer’s purchase 

intention. The results of this study are consistent with the previous studies by Zhen et al. 

(2021) which shows that consumers may be aware of online reputation sellers. They also 

revealed that perceived reputation has a high correlation with online purchase intention.  

f) Application Quality has a positive effect on Purchase Intention 

Based on the results of data analysis that led to the CFA SEM test, application quality 

has a positive and significant effect on purchase intention, and the results of H6 were 

accepted. Therefore, the higher level of application quality, will lead to the increase of 

purchase intention. The results of this study are consistent with the previous studies by 

Chen (2013) which shows that the quality of mobile shopping plays an important role in 

influencing purchase intention and organizational performance.   

g) Product Quality, Service Quality, Price, Familiarity, Reputation, and Application Quality 

have a positive effect on Purchase Intention 

Based on the results of data analysis that led to the CFA SEM test, product quality, 

service quality, price, familiarity, reputation, and application quality have a positive and 

significant effect on purchase intention, and the results of H7 are accepted. It shows that 

good reputation, service quality, varying price, ease of using application, and product 

quality greatly influence consumer buying intention. The results of this study are 

consistent with the previous study by Yulisetiarini et al. (2017) which stated that  

https://issn.lipi.go.id/terbit/detail/1609736743
https://issn.lipi.go.id/terbit/detail/1609736498
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purchase intentions are significantly affected by price and service quality in online shopping. Sari and 

Giantari (2020) mentioned that to increase the intention to repurchase it is necessary to pay attention to 

product quality. Das (2018), the influence of familiarity and trust are especially strong on people’s 

purchase intention. Peng (2020) explained that a good seller reputation has a positive impact on buyer’s 

purchase intention. Lastly, a study from Nursyirwan  and Ardaninggar (2020) stated that the higher 

level of website quality, will lead to higher purchase intention. 

 

CONCLUSION 
 

This study examines effects that can influence purchase intention through product quality, service 

quality, price, familiarity, reputation, and application quality in E-Commerce. Therefore, the following 

conclusions can be drawn: 

1) Through the results of the study analysis, the analysis that have been carried out shows 

the effect of positive relationship between product quality, price, familiarity, reputation, 

and application quality on purchase intention. It can be concluded that almost all of the 

hypotheses that have been formulated can be accepted. From all of the results, service 

quality has no significant effect on purchase intention. 

2) From the results, this study is expected to provide insight to Shopee and seller who are 

members of Shopee in order to develop their business network by paying attention to 

factors that will have an impact on consumers purchase intention. Understanding the 

existing factors can help Shopee to be able to plan and implement useful marketing 

strategies to increase consumers’ purchase intention in Shopee. 

3) Through the study results that were obtained, it was found that familiarity and reputation 

are a strong factor to influence consumers’ purchase intention. Therefore, it is important 

for Shopee and sellers who are members of Shopee to keep paying attention to their brand 

image. This can be done by continuing to be consistent in company advertising, 

educating the sellers regarding the product description, customer service, and ease of use 

the application. This will increase consumers repurchase intention. 
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