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Abstract

In the forthcoming industry of technology, many people look for websites to purchase things online. When
people moving to smartphone app there are several app still uses website for their main transaction. One of the
benefit of using website is easy to access with smartphone, tablet, laptop, or personal computer. In this research,
we try to look for the effect of website quality on a purchase decision in a marketplace and the effect of ease of
use and electronic word of mouth as the mediating effect of website on purchase decision. Website quality is
examined with the mediating variable as the amplifier toward a purchase decision. An online survey was used to
collect respondents (300 valid responses) and PLS was used to analyze the relationship in the structural model.
Results suggest that website quality if important in a purchase decision. Second, ease of use and EWOM amplify
the effect of website quality on purchase decisions. With excellence website interface and positive online review
about the website will increase customer transaction on e-commerce website.
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INTRODUCTION

The importance of website is shown by the number of growing visit by the number of user
looking for ecommerce website looking for service and product via internet. Nowadays, Indonesia has
evolved rapidly over the last five years. Currently, online transaction have become people choices due
to pandemic and hectic lifestyle (Lim et al., 2021). Many customer still use website as deciding factor
to purchase product online. In the intense competition customer must monitor the price differences
between ecommerce, web quality in very important to develop efficiency and business volume for

Business to consumer and Business to business model (Khairusy et al., 2021).

In the digitalized industry, specially ecommerce industry when word of mouth and easiness to
use the platform determining the first step in customer online shopping experience (Bilgihan et al.,
2016). Chung (2019) found that ecommerce unreadiness to create adaptive user interface create

unsatisfied customer. The complex website interface will create bottleneck in the understanding
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customer purchasing behavior cause they cannot find the product. On the other hand online review like
people response after visiting the ecommerce website they will ease people understanding in using the
website (Carissa & Sobari, 2020). Customer had perceived ecommerce reputation and they can easily
adapt with the ecommerce interface and easily purchase product. Website although its not the best way
to access the marketplace compare application it can easily skim the image, videos, and audio while
surfing the internet (Abdelwahed et al., 2018). This is inline with Nusraningrum et al. (2019) that states

website quality plays important role for customer purchasing behavior.

Customer purchasing behavior in ecommerce website has been considered as the alternative
choices. Many still use application instead of website to purchase product in ecommerce (lhsan et al.,
2022). Baeshen et al. (2017) said that web quality supported with good comment will improve customer
decision to use and purchase product in website. Another study mentioned that website user interface
should be easy to use therefore it will improve customer intention to purchase product in website (Pelet
& Taieb, 2022). Ease of use become important when website dealing with different type of consumer.

All consumer should be able to easily understand the website interface.

To further study about the effect of web quality toward purchase decision we use Shopee as the
context of this study. Since Shopee is one of the biggest ecommerce in Indonesia and positioned as
number one place in the industry (Dewi & Giantari, 2020; Lim et al., 2021; Pratama Afrianto &
Irwansyah, 2021). To be more precise we also look for the effect of website quality and mediated by
EWOM and ease of use toward purchase decision. The purpose of this study was to find the effect of
web quality on purchase decision on ecommerce in Indonesia. Next, we also find the mediating affect
of EWOM and Ease of use from website quality toward purchase decision in Indonesia ecommerce

user.
Purchase Decision

Purchase decision is a cognitive process in selecting either product or services to fill the
purchaser needs (Nofal et al., 2020). Many information sources which customer may use to perceived
the value of the product or service from past experience, family, commercial, or friends (Jokhu &
Kawilarang, 2021; Nugraha & Nugraha, 2020; Rajini & Madhumita, 2017). In the Korean marketplace
customer purchase decision were highly influenced by website quality and word of mouth (Yoo et al.,
2015). A study in Pakistan shows that customer of an ecommerce influenced by website quality and
word of mouth to purchase a product and become loyal customer of the ecommerce (Munawar & Azam,
2016). In the other hand ease of use and website quality affect purchase decision in ecommerce
application (Pratama et al., 2019). In the study of ecommerce business by Ashraf et al., (2016), it found
that the purchase behavior comes from shopping experience mediate by perceived usefulness and ease

of use. They found that user tend to look for inside motives (utilitarian or hedonic motives) to purchase
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a product. Many research used ease of use or word of mouth as the antecedent of purchase decision.
There is still few research focused on using ease of use and word of mouth as the mediating variable
for website quality toward purchase decision.

Website Quality

Website quality plays important role in determining customer purchase preferences decision
(Dapas et al., 2019; Sfenrianto et al., 2018). Website quality define as users feels with the interface,
design, dashboard, and information of a business appeal in the customers eyes (Kropivsek et al., 2021;
Munawar & Azam, 2016). Some studies find the insight about website environment increase customer
feels on the intention to purchase (Qalati et al., 2021; Zhou et al., 2018). Burman (2019) added, website

quality help customer to decide their purchase orders online in ecommerce website.
Ease of use

Web site usability experience defined by the quality of the human to computer interactions
(Bilgihan et al., 2016). Perceived ease of use is important for user to understand the idea about the
company information (Cao et al., 2005). Based on Iriani & Andjarwati (2020), ease of use means the
better system interface in online shopping the bigger intention to purchase product in the website or
application. According to Tsai et al. (2021) reliable website has significant impact toward customer
purchase intention. Based on Khanna & Wahi (2017), ease of use in the website attract customer or user
purchase the product in the website. Based on lin and Chan (2009) ease of use affect customer
perception to purchase product in the website but their research ease of use works as factors affecting

purchase decision not mediating the effect of both variables.
Electronic Word of mouth

Word of mouth define as the most effective communication marketing skill to sell product using
personal and community information exchange (Camilleri, 2021; Pratama Afrianto & Irwansyah, 2021).
Based on Lim et al. (2021) word of mouth is an oral intrapersonal communication between individual
to another about product or service they encountered. With the development of digital technology
interpersonal communication become faster and sporadically. Many communities or people have their
saying on product or services. In digital aspect like website people or customer have perceive value of
the firm from the website quality and the circulation of information through electronic word of mouth.
In some case we found the effect of electronic word of mouth circulation in political view differences
during election might affect people purchase decision in the store. Tal et al. (2017)have found that word
of mouth of a certain political view of a store, like republican or democratic party, have a huge impact
on the customer political view without considering the product quality nor taste. In the other case

electronic word of mouth help shoes company to increase their customer loyalty (Jokhu, 2020). In the
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context of purchase decision and web quality Juliana et al. (2020) found that electronic word of mouth
(EWOM) affects customer purchase decision during pandemic since people can talk offline people tends
to look and validate information through social media or online forum.

Ease of Use

Web Quality Purchase

Decision

Figure 1. Research Framework

METHODS
This study is explanatory research that tries to introduce the position of variables studied
and the influence between each variable. This study was intended to investigate the impact of web
quality, ease of use, and E-WOM on customer purchase intention. an online survey was made to
collect responses from Shopee users. To maximize the number of respondents, the survey link was
distributed over different social media platforms such as Whatsapp, Instagram, Line, and
University Email group. To make sure this study draw the right respondent which is Shopee
Website visitors, our started by asking their experience on Shopee website. In total we collect 300
respondent from Jabodetabek Region (Jakarta, Bogor, Depok, Tangerang, and Bekasi).
Respondent were recruited with non probability sampling, since we pick our respondent from our
social media group. For measurement we use 5 likert scale (1 very disagree — 5 very agree).
Measurement indicator in this study was adopted from previous study of variables, as we can see

in table 1.
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Table 1 Indicators Measurement

Variables Indicators Dimension
wQ1 | found it easy to learn
Web Quality wWQ2 Attractive appearance

(Ashari & Tafiprios, 2021; WQ3 Accurate information
Samiono & Hanifati, 2021) WQ4 Easy interaction in website
WQ5 Simple access transaction
Ease of Use EQU1 Short transaction_tirr_le
(Abd El Halim & EOU2 Payment_sysftem is simple
Elbadrawy, 2021; Ghazali EOU3  Transaction is easy to _be done
ot ai. 201é) EOU4  Purchase can be done instant
’ EOUS Easy for new users
EWOML1 Popular in social media
EWOM2 People are recommending to use
EWOMS3  Positive comment in social media

Electronic Word of Mouth
(Bose et al., 2020;
Rusmayanti & Agustin,

2020) EWOM4 Info_rmatior_l about_ecommerce is buzzing in social rr_1edia
EWOMS5  Social media provide shortcut for Ecommerce website
Purchase PD1 I want to purchase through website
Decision(Indumathi & PD2 Website have more option to purchase
Ayubkhan Dawood, 2019; PD3 Quality product available in ecommerce
Jokhu & Armando, 2018; PD4 | feel satisfied with my purchase in website
Nugraha & Nugraha, 2020) PD5 Ecommerce website is an alternative for mobile app

RESULTS AND DISCUSSION

The questionnaire was spited into six part, the first is introduction and filter question, second
about demographic question like gender, age, education and monthly spends (table 2). Among the
respondents, 196 (65,3%) were male, and 104 (34,7%) were female. More than 277 (92,3%) were from
generation Z, and the second group from the millennial generation only 16 people. Lastly, most of our
respondents expenses is less than 1 million rupiah (41,3%), the second biggest group around 119
respondents had monthly expenses around 1 million to 3 million rupiah per month.

Table 2. Demographic Data

Category Amount Percentage
Gender Male 196 65,3
Female 104 34,7
18 — 25 Years old 277 92,3
Age 26 — 35 Years old 16 5,3
More than 35 Years old 7 2,4
<Rp1.000.000 123 41.3
Rp 1.000.000 — Rp. 3.000.000 120 39,7
Monthly Spends Rp. 3.000.001 — Rp. 5.000.000 41 13,7
>Rp. 5.000.000 16 5,3

To draw our respondent this study used purposive. Purposive sampling is a method to draw
our target using criteria from population (Jokhu & Armando, 2018). This study used Partial Least

Square (PLS) to predict the relationship within our research model and predict the relationship of
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mediating variable (Diantari & Jokhu, 2021; Jokhu, 2020). PLS SEM modeling (Structural Equation
Model) also able to find the direct and indirect relationship in this study (Jokhu & Kawilarang, 2021).

PLS was utilized in this work to determine the inner and outer model's reliability, validity, and
path analysis. According on Hair et al. (2019), the minimal values for Average Variance Extracted
(AVE) for validity and Composite Reliability (CR) are 0,7 and 0,5, respectively. Table 3 contains the
validity test and reliability test findings. All indicators reflect positive results that are dependable and
valid Before moving on to the next procedure, make sure that the Composite Reliability Score and
Average Variance Extracted both fulfill the minimum requirements.

Table 3. Construct Validity

Construct Items Factor Loading AVE CR

WQ1 0,726
WQ2 0,787

Web Quality wQs3 0,732 0,618 0,890
wWQ4 0,832
WQ5 0,845
EOU1 0,845
EQU2 0,856

Ease of Use EQU3 0,869 0,657 0,905
EOU4 0,814
EOU5 0,816
EwWOM1 0,775

Electronic Word of Mouth EWOM?2 0,801 0,657 0,923
EWOM3 0,812
EWOM4 0,831
EWOM5 0,831
PD1 0,731
PD2 0,816

Purchase Decision PD3 0,741 0,624 0,892
PD4 0,834
PD5 0,821

Fornell — Larcker criterion utilized to check discriminant validity of the variables (Zheng et al.,
2019). Each construct had good discriminant validity for all variables. Cross loading is also used in this
study to verify positive feeling, and a promotion indicator is used to validate discriminant validity.

Table 4. Discriminant Validity

EASEOF EWOM PURCHASE WEB

USE DECISION  QUALITY
EASE OF USE 0,840
EWOM 0,558 0,810
PURCHASE DECISION 0,700 0,608 0,790

WEB QUALITY 0,777 0,570 0,736 0,786
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Table 5. Cross Loading Discriminant Validity

PURCHASE
EASE OF USE EWOM DECISION WEB QUALITY
EOU1 0,845 0,439 0,611 0,691
EOU2 0,856 0,442 0,607 0,622
EOU3 0,869 0,501 0,618 0,677
EOU4 0,814 0,448 0,500 0,600
EOUS5 0,816 0,511 0,593 0,666
EWOM1 0,340 0,775 0,395 0,428
EWOM?2 0,396 0,801 0,481 0,368
EWOM3 0,539 0,812 0,568 0,524
EWOM4 0,494 0,831 0,550 0,513
EWOM5 0,455 0,831 0,436 0,450
PD1 0,586 0,464 0,731 0,539
PD2 0,600 0,443 0,816 0,587
PD3 0,407 0,526 0,741 0,479
PD4 0,579 0,516 0,834 0,631
PDS5 0,573 0,462 0,821 0,652
WQ1 0,621 0,376 0,473 0,726
WQ?2 0,594 0,532 0,578 0,787
WQ3 0,515 0,454 0,545 0,732
WQ4 0,603 0,390 0,614 0,832
WQ5 0,708 0,482 0,665 0,845

After doing a validity check, we used Smart PLS to evaluate the theory. The findings from all

of the hypotheses are shown in Figure 2. To analyze the hypothesis association between all variables,

we performed bootstrapping. According to Table 6, all hypothesis are accepted. Based on the overall

model, H1, H2, and H3 were accepted (table 6). Web Quality influenced purchase decision and both

mediating variables, Ease of Use and EWOM are significantly influence web quality toward purchase

decision.
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Table 6. Hypothesis Summary

Hypothesis T-value Sig. Result
H1 : Web Quality — Purchase Decision 5.829 0.00 Accepted
H2 : Web Quality — Ease of Use — Purchase Decision 3.631 0.00 Accepted
H3 : Web Quality — Electronic Word of Mouth- Purchase Decision 3.766  0.00 Accepted

The present study shows the relationship between web quality whether directly and indirectly
toward that mediating by ease of use and EWOM. There are very few research exploring the influence
of web quality of ecommerce in Indonesia. Based on the analysis it shows that web quality showed
positive effects on purchase decision (t value = 5.829; p<0.05). Thus, the result supported hypothesis
1. Second, of use as mediating variable showed significantly positive effect for the effect of web quality
toward purchase decision (t value = 3.431 p<0.05). the effect of ease of use as mediating variable play
important role for purchase decision. Thus, the result supported hypothesis 2. Last, Electronic Word of
Mouth as mediating variable showed significantly positive effect for the effect of web quality toward
purchase decision (t value = 3.431 p<0.05). the effect of electronic word of mouth as mediating variable
play important role for purchase decision. Thus, the result supported hypothesis 3.

Based on previous research, web quality has been proven to be an important factor that support
to a positive purchase decision. A customer online purchase behavior would be based on the store
website quality (Yeo et al., 2017). Website plays important role as the front layer of the company. The
way they conveniently access by the user that using multi device will increase customer attentive in
ecommerce click-to-pay ratio. Website assurance will help Shopee user purchasing goods in the
website. This result also supported by Ashari & Tafiprios, (2021) that found having good quality
website will improve customer time preferences using the website compare of using the application.
Consumer perception will become positive when they can easily open a new tab in their browser while
working and open their shopping cart with the same device. Having open two tab instead of two

application improves costumer time when doing shopping (Khairusy et al., 2021).

Second finding in this research shows ease of use positively influence the relationship between
web quality and purchase decision. The results have shown that a customer easiness to use the website
will improve their decision to purchase in Shopee site. Previous research found that good quality
website should not only judge by its cover (Pratama et al., 2019). The easiness for costumer will increase
customer perception on the website quality and it will lead to purchase decision (Camilleri, 2021; Li et
al., 2017). Therefore the website quality supported with ease of use interface will increase customer

decision to purchase in Shopee website.

The last findings is the Electronic word of mouth (EWOM) significantly mediate the positive

effect of website quality toward purchase decision. In the era of social media word of mouth play
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important role for the social assurance. People review will lead to the rise or fall of ecommerce(lhsan
et al., 2022). Website experience will easily find in any social media so word of mouth will easily
review the value of ecommerce website. Study from Usman and Dyanti (2019) shows that successfully
manage the word of mouth will improve customer purchase decision in eCommerce website. Previous
research from Loureiro et al. (2018) shows that website experience review help customer decides the
website quality of the ecommerce that will lead to purchase decision.

From this research we have found that website quality still important for ecommerce to
penetrate the market. Although the smartphone users are increasing there still people prefers of using
website instead of mobile application. This research provides insights to ecommerce to keep using
website as the alternative for smartphone layout. As mentioned by Kian et al. (2017) ecommerce in
Malaysia has developed into social networking media and website helps into creating community
between consumer. Therefore, website plays important role into making customer purchase decision
and community helps creating circulation of review that makes consumer wants to purchase product in
the website. Another important issues as mentioned by lyer and Siddhartha (2021) and Khanna and
Wahi (2017) easiness of using website plays important role. For ecommerce like Shopee that expanding
their market in Indonesia better they focused on the website quality into better layout rather that adding
another facilitation or service. The ecommerce must focused on their competitive advantage that makes
easy to access marketplace with ease of usage and positive word of mouth by the user so it will increase

transaction traffic in marketplace.

CONCLUSION
Nowadays, companies are moving more digitized communication to introduce their

ecosystem and market, where they can increase their potential customer from internet user
(Sokolova & Perez, 2021). This study shows how web quality still are related to purchase decision
in the era of social media and mobile application ecommerce. Additionally, we learn the indirect
relationship of web quality was affected by two paths, first mediated by ease of use, and second,
mediated by EWOM. The result of this study could be beneficial for ecommerce helping them to
fix their web quality into more adaptive user experience and ease to use.

From theoretical perspective, our results suggest the need for further studies on EWOM into
more scrutinize effect on passive user and active user of the ecommerce. As we already know both
have different saying on the ecommerce web quality. We have found that ease of use still have
room to explore. The level of ease of use may be different with certain age therefore it is important
to re-conceptualization regarding different target respondent on that subject.

Lastly, there are some limitations related to its specificness on one retail ecommerce. There

are several different type of ecommerce that have different type of customer. We cannot generalize
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the result of this research on every web based ecommerce. Future work could consider to investigate
to web-based ecommerce that solemnly provide service through website instead of mobile
application.

REFERENCE

Abd EIl Halim, H., & Elbadrawy, R. (2021). Examining drivers affecting E-learning system quality
during COVID-19. In Total Quality Management and Business Excellence. Routledge.
https://doi.org/10.1080/14783363.2021.1962704

Abdelwahed, N., Letaifa, A. B., & Asmi, S. E. (2018). Content based algorithm aiming to improve the
WEB_QOoE over SDN networks. In O. M. R. J. N. B. L. T. M. Ogiela L. Enokido T. (Ed.),
Proceedings - 32nd IEEE International Conference on Advanced Information Networking and
Applications Workshops, WAINA 2018 (Vols. 2018-Janua, pp. 153-158). Institute of Electrical
and Electronics Engineers Inc. https://doi.org/10.1109/WAINA.2018.00079

Ashari, A., & Tafiprios. (2021). Effect of Service Quality , Electronic Word of Mouth , Web Quality ,
and Trust in Consumer Purchasing Decisions (Study On Mataharimall.com). International
Journal of Innovative Science and Research Technology, 6(4), 665-674.

Ashraf, A. R., Thongpapanl, N. (Tek), & Spyropoulou, S. (2016). The connection and disconnection
between e-commerce businesses and their customers: Exploring the role of engagement, perceived
usefulness, and perceived ease-of-use. Electronic Commerce Research and Applications, 20, 69—
86. https://doi.org/10.1016/j.elerap.2016.10.001

Baeshen, Y., Al-Karaghouli, W., & Ghoneim, A. (2017). Investigating the effect of website quality on
eWOM and customer purchase decision: Third parties hotel websites. In B. D. E. Hamdan H.
Hidoussi F. (Ed.), ACM International Conference Proceeding Series. Association for Computing
Machinery. https://doi.org/10.1145/S3109761.3109766

Bilgihan, A., Kandampully, J., & Zhang, T. (Christina). (2016). Towards a unified customer experience
in online shopping environments: Antecedents and outcomes. International Journal of Quality
and Service Sciences, 8(1), 102-119. https://doi.org/10.1108/1JQSS-07-2015-0054

Bose, R., Dey, R. K., Roy, S., & Sarddar, D. (2020). Sentiment Analysis on Online Product Reviews.
In Advances in Intelligent Systems and Computing (Vol. 933, pp. 559-569). Springer Verlag.
https://doi.org/10.1007/978-981-13-7166-0_56

Burman, F. A. (2019). The Effect of Website Quality and Brand Image on Consumer Purchase
Decisions with Trust as an Intervening Variable (Case Study at Bukalapak.com). European
Journal of Business and Management, 76-82. https://doi.org/10.7176/ejbm/11-28-09

Camilleri, M. A. (2021). E-commerce websites, consumer order fulfillment and after-sales service
satisfaction: the customer is always right, even after the shopping cart check-out. Journal of
Strategy and Management. https://doi.org/10.1108/JSMA-02-2021-0045

Cao, M., Zhang, Q., & Seydel, J. (2005). B2C e-commerce web site quality: An empirical examination.
Industrial Management and Data Systems, 105(5), 645-661.
https://doi.org/10.1108/02635570510600000



Jokhu, J.R. Care About The Way You Look? Website Quality Impact ... 303

Carissa, R., & Sobari, N. (2020). The effect of perceived web reputation, perceived web quality and e-
WOM on trust, attitude and repurchase intention. In Contemporary Issues in Finance, Accounting,
and Consumers’ Behavior: Lessons from Indonesia. Nova Science Publishers, Inc.
https://www.scopus.com/inward/record.uri?eid=2-s2.0-

85125352197 &partnerlD=408&md5=77916543d12cee8ddfb249f7¢1d90209

Chung, K. C. (2019). Transaction utility perspective of customer satisfaction towards M-commerce in
Taiwan. ACM International Conference Proceeding Series, 1-5.
https://doi.org/10.1145/3332324.3332335

Dapas, C. C., Sitorus, T., Purwanto, E., & lhalauw, J. J. O. I. (2019). The effect of service quality and
website quality of zalora.Com on purchase decision as mediated by purchase intention. Quality -
Access to Success, 20(169), 87-92.

Dewi, K. A. P., & Giantari, I. G. A. K. (2020). The Role of Brand Image in Mediating the Influence of
E-Wom and Celebrity Endorser on Purchase Intention. American Journal of Humanities and
Social Science Research (AJHSSR), 4(1), 221-232.
https://doi.org/10.5373/JARDCS/V12SP5/20201887

Diantari, N. P. E., & Jokhu, J. R. (2021). The Impact of Instagram as a Social Media Tool on Consumer
Purchase Decision on Nike. Firm Journal of Management Studies, 07(01), 116-127.
https://doi.org/10.29228/as0s.41889

Ghazali, E. M., Mutum, D. S., Chong, J. H., & Nguyen, B. (2018). Do consumers want mobile
commerce? A closer look at M-shopping and technology adoption in Malaysia. Asia Pacific
Journal of Marketing and Logistics, 30(4), 1064-1086. https://doi.org/10.1108/APJML-05-2017-
0093

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results
of PLS-SEM. European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-
0203

Ihsan, B. W., Abidin, Z., & Kuleh, J. (2022). The Effect of Electronic Word of Mouth Communication
and Website Quality on Purchase Decisions through Trust as a Mediation Variable at
Ruparupa.Com in Samarinda. Budapest International Research and Critics Institute (BIRCI-
Journal): Humanities and Social Sciences, 5(2), 12776-12785.
https://doi.org/10.33258/BIRCI.V512.5119

Indumathi, N., & Ayubkhan Dawood, D. (2019). Organic consumers’ view on brand equity: Effects of
brand awareness, perceived quality brand loyalty, brand association, and brand image.
International Journal of Advanced Science and Technology, 28(7), 303-315.

Iriani, S. S., & Andjarwati, A. L. (2020). Analysis of perceived usefulness, perceived ease of use, and
perceived risk toward online shopping in the era of Covid-19 pandemic. Systematic Reviews in
Pharmacy, 11(12), 313-320. https://doi.org/10.31838/srp.2020.12.50

lyer, K. V., & Siddhartha, A. (2021). Brand placement in Web Series: Assessing consumer attitudes in
India. Innovative Marketing, 17(2 May 2021), 33-44. https://doi.org/10.21511/im.17(2).2021.04

Jokhu, J. R. (2020). Adaptasi New Entrants Menggunakan Strategi Marketing Dengan Word of Mouth



304  Journal llmiah Manajemen dan Bisnis, Volume 8, No. 3, November 2022, 293-306

Terhadap Loyalitas Pelanggan. Jurnal Muara IImu Ekonomi Dan Bisnis, 4(1), 77.
https://doi.org/10.24912/jmieb.v4i1.7568

Jokhu, J. R., & Armando, A. (2018). Perspektif Baru dalam Teori Kualitas Pelayanan : Pentingnya
Intensi Studi pada Perusahaan Fintech di Indonesia. Jurnal Manajemen Bisnis, 13(2), 223-236.

Jokhu, J. R., & Kawilarang, M. H. (2021). Apakah Pelanggan Indonesia Peduli Terhadap Harga dan
Kualitas Produk: Efek Mediasi Dari Brand Awareness Pada Industri Otomotif (Studi Kasus
Honda). Jurnal Doktor Manajemen (JDM), 2(1), 172. https://doi.org/10.22441/jdm.v3i2.10203

Juliana, Pramono, R., Djakasaputra, A., & Bernarto, I. (2020). Observational learning and word of
mouth against consumer online purchase decision during the pandemic COVID-19. Systematic
Reviews in Pharmacy, 11(9), 751-758. https://doi.org/10.31838/srp.2020.9.106

Khairusy, M. A., Hurriyati, R., Dirgantari, P. D., & Suprayogi, Y. (2021). The Correlation of Value
Chain, Service Quality, and Web Quality on Consumer Satisfaction. Jurnal Administrare: Jurnal
Pemikiran Ilmiah Dan Pendidikan Administrasi Perkantoran, 8(2), 347—358.

Khanna, S., & Wahi, A. K. (2017). Website attractiveness in e-commerce sites: Key factors influencing
the consumer purchase decision. In Mobile Commerce: Concepts, Methodologies, Tools, and
Applications (Vol. 1, pp. 394-403). IGI Global. https://doi.org/10.4018/978-1-5225-2599-
8.ch021

Kian, T. P., Boon, G. H,, Fong, S. W. L., & Ai, Y. J. (2017). Factors that influence the consumer
purchase intention in social media websites. International Journal of Supply Chain Management,
6(4), 208-214.

Kropivsek, J., Groselj, P., Oblak, L., & Jost, M. (2021). A comprehensive evaluation model for wood
companies  websites based on the ahp/r-topsis method.  Forests, 12(6).
https://doi.org/10.3390/f12060706

Li, L., Peng, M., Jiang, N., & Law, R. (2017). An empirical study on the influence of economy hotel
website quality on online booking intentions. International Journal of Hospitality Management,
63, 1-10. https://doi.org/10.1016/J.1JHM.2017.01.001

Lim, K. B., Sook Fern, Y., & Singh, A/l Bhajan Kler, H. S. (2021). The Study of Customer Satisfaction
of Shopee Customers In Malaysia. International Journal of Entrepreneurship, Business and
Creative Economy, 1(2), 30-44. https://doi.org/10.31098/ijebce.v1i2.602

Lin, J., & Chan, H. C. (2009). Understanding the beliefs and intentions in search and purchase functions
in an e-commerce web site. IEEE Transactions on Engineering Management, 56(1), 106-114.
https://doi.org/10.1109/TEM.2008.922641

Loureiro, S. M. C., Cavallero, L., & Miranda, F. J. (2018). Fashion brands on retail websites: Customer
performance expectancy and e-word-of-mouth. Journal of Retailing and Consumer Services, 41,
131-141. https://doi.org/10.1016/J.JRETCONSER.2017.12.005

Munawar, M., & Azam, H. Bin. (2016). Impact of interactivity of electronic word of mouth systems
and website quality on customer e-loyalty. Pakistan Journal of Commerce and Social Sciences,
10(3), 486-504.



Jokhu, J.R. Care About The Way You Look? Website Quality Impact ... 305

Nofal, R., Calicioglu, C., & Aljuhmani, H. Y. (2020). The impact of social networking sites
advertisement on consumer purchasing decision: The mediating role of brand awareness.
International  Journal of Data and  Network  Science, 4(2), 139-156.
https://doi.org/10.5267/j.ijdns.2020.2.003

Nugraha, A. C., & Nugraha, H. S. (2020). Pengaruh Promosi dan Kualitas Pelayanan Terhadap
Keputusan Pembelian Mobil Merek Toyota (STUDI PADA KONSUMEN PT NASMOCO
MAJAPAHIT, SEMARANG). Jurnal Illmu Administrasi  Bisnis, 9(2), 60-65.
https://ejournal3.undip.ac.id/index.php/jiab/article/view/27189

Nusraningrum, D., Pangestu, P. R., & Alaydrus, L. L. (2019). Web-based ticket’s purchase.
International Journal of Recent Technology and Engineering, 8(2 Special Issue), 326-333.
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85070684310&partnerlD=40&md5=e53a56056e90fad45ff5e9a0b066b0be

Pelet, J.-E., & Taieb, B. (2022). Context-aware optimization of mobile commerce website interfaces
from the consumers’ perspective: Effects on behavioral intentions. Computers in Human Behavior
Reports, 7. https://doi.org/10.1016/j.chbr.2022.100225

Pratama Afrianto, A., & Irwansyah, |I. (2021). Eksplorasi Kondisi Masyarakat Dalam Memilih Belanja
Online Melalui Shopee Selama Masa Pandemi Covid-19 Di Indonesia. Jurnal Teknologi Dan
Sistem Informasi Bisnis, 3(1), 10-29. https://doi.org/10.47233/jteksis.v3i1.181

Pratama, R. I., Megadini, D. D., & Kusriandini, T. (2019). Effect of Perceived Ease of Use, Word-of-
Mouth Communication, and Brand Image on Decision to Use Lazada E-Commerce Services.
International Journal of Multicultural and Multireligious Understanding, 6(1), 173.
https://doi.org/10.18415/ijmmu.v6i1.533

Qalati, S. A., Vela, E. G., Li, W., Dakhan, S. A., Hong Thuy, T. T., & Merani, S. H. (2021). Effects of
perceived service quality, website quality, and reputation on purchase intention: The mediating
and moderating roles of trust and perceived risk in online shopping. Cogent Business and
Management, 8(1). https://doi.org/10.1080/23311975.2020.1869363

Rajini, G., & Madhumita, G. (2017). Imperative variables, discriminating the influence of dermatologist
towards the usage of facial cream brands. Man in India, 97(22), 51-59.

Rusmayanti, D. S., & Agustin, S. (2020). The Influence of The Electronic Word of Mouth in Tiktok on
Consumer Buying Interest in Shopee in The era of the Covid-19 Pandemic in Bandung City.
International Journal Administration, Business & Organization, 2(3), 31-38.

Samiono, B. E., & Hanifati, U. M. (2021). Purchase Decision pada E-commerce Tiket Travel dan
Reservasi Hotel di Indonesia. Jurnal Al Azhar Indonesia Seri Illmu Sosial, 2(2), 79.
https://doi.org/10.36722/jaiss.v2i2.548

Sfenrianto, Gunawan, W., Kelly, D. S., & Tarigan, R. E. (2018). The use of quality, security and trust
factors to improve the online purchase decision. Journal of Theoretical and Applied Information
Technology, 96(5), 1436-1445.

Sokolova, K., & Perez, C. (2021). You follow fitness influencers on YouTube. But do you actually
exercise? How parasocial relationships, and watching fitness influencers, relate to intentions to



306  Journal llmiah Manajemen dan Bisnis, Volume 8, No. 3, November 2022, 293-306

exercise.  Journal of Retailing and  Consumer  Services,  58(September).
https://doi.org/10.1016/j.jretconser.2020.102276

Tal, A., Gvili, Y., Amar, M., & Wansink, B. (2017). Can political cookies leave a bad taste in one’s
mouth?: Political ideology influences taste. European Journal of Marketing, 51(11-12), 2175-
2191. https://doi.org/10.1108/EJM-04-2015-0237

Tsai, W. H., Wu, Y. S., Cheng, C. S., Kuo, M. H., Chang, Y. T., Hu, F. K., Sun, C. A, Chang, C. W.,
Chan, T. C., Chen, C. W., Lee, C. C., & Chu, C. M. (2021). A technology acceptance model for
deploying masks to combat the COVID-19 Pandemic in Taiwan (My Health Bank): Web-based
cross-sectional  survey study. Journal of Medical Internet Research, 23(4).
https://doi.org/10.2196/27069

Usman, O., & Dyanti, N. S. (2019). Effect of Advertising, Word of Mouth, Website Quality, and Risk
Perception on Buying Interest (Study on Consumer E-Commerce Shopee). SSRN Electronic
Journal. https://doi.org/10.1088/1751-8113/44/8/085201

Yeo, V.C.S,, Goh, S. K., & Rezaei, S. (2017). Consumer experiences, attitude and behavioral intention
toward online food delivery (OFD) services. Journal of Retailing and Consumer Services, 35(July
2016), 150-162. https://doi.org/10.1016/j.jretconser.2016.12.013

Yoo, C. W., Kim, Y. J., & Sanders, G. L. (2015). The impact of interactivity of electronic word of
mouth systems and E-Quality on decision support in the context of the e-marketplace. Information
and Management, 52(4), 496-505. https://doi.org/10.1016/j.im.2015.03.001

Zheng, X., Men, J., Yang, F., & Gong, X. (2019). Understanding impulse buying in mobile commerce:
An investigation into hedonic and utilitarian browsing. International Journal of Information
Management, 48(October 2018), 151-160. https://doi.org/10.1016/j.ijinfomgt.2019.02.010

Zhou, W., Tsiga, Z., Li, B., Zheng, S., & Jiang, S. (2018). What influence users’ e-finance continuance
intention? The moderating role of trust. Industrial Management and Data Systems, 118(8), 1647—
1670. https://doi.org/10.1108/IMDS-12-2017-0602



