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INTRODUCTION

In recent years, the internet has been inseparable 
part of human life.  In 2018, the United Nations’ tele-
communication agency announced that by the end 
of 2018, the total internet users will reach 3.9 billion 
people.  This means that the total number of inter-
net users has exceeded one half of the global human 
population. Indonesia, as one of the most populated 
countries in the world, significantly contributes to 
those numbers. A survey done by Polling Indonesia 
in cooperation with the Indonesian Internet Service 
Provider Association or “Asosiasi Penyelenggara Jasa 
Internet Indonesia” (APJII) shows that Indonesia has 
171 million internet users from its total population 
of 264 million people.  This is equivalent to 64.8% 
of Indonesia’s total population (JakartaPost, 2019). 
Amongst the high volume of internet surfers, internet 
users in Indonesia are mostly the young generation, 
born 1980s to the early 2000s. Internet penetration 
for people aged 20-24 years old has reached 88.5%, 
aged 25-29 at 82.7%, 30-34 at 76.5%, and last but not 
least, 35-39 at 68.5% (Detikinet, 2019). Furthermore,  
APJII stated that the top three provinces with the 
highest internet penetration are Bengkulu (85%), 
West Sumatra (84.2%), and Capital City of Jakarta 
(80.4%). Aside from the top three provinces, other 
provinces with high internet users are West Java, 
Central Java, Bangka Belitung, Kepulauan Riau, and 
Jambi (Tempo.co.id, 2019).

The flabbergasting growth of the internet has 
increased the importance of e-commerce. According 
to Othman (2015), e-commerce stands for electronic 
commerce, which means to do business electronically. 
Electronic commerce includes all kinds of business or 

administrative transactions or exchange of informa-
tion that is done by means of using any information 
and communication technology (Bisrat, 2019). The 
statistics for global retail e-commerce sales from the 
year 2014 until the year 2017 and its predicted sales 
growth from the year 2018 up to the year 2023 are 
shown in figure 1 in which the sales are presented in 
billion US Dollars.

Figure 2 shows the top 5 world retailers, which 
are Amazon.com, JD.com, Apple.com, Suning.com, 
and Walmart.com.

Amazon, the largest E-Commerce in the US and 
JD (Jing Dong), the largest E-Commerce in China, 
are the two top players. Amazon reaches 77 billion 
USD in sales, and JD is following with 61 billion 
USD. Combined with sales of Apple.com, Suning.
com, and Walmart.com, those five companies have 
recorded global net sales of approximately 200 billion 
USD (Angelovska, 2019). 

For Indonesia, The Indonesian Central Bank has 
released data revealing the total value of online trans-
actions in Indonesia for 2018 which reached 77.766 
trillion Indonesia Rupiah (Daniel, 2019). For compar-
ison, Indonesia’s gross domestic product, according 
to the Indonesian Central Bureau of Statistics, for the 
same period, is 14,837.4 trillion Rupiah (BPS, 2019). 
Hence, the total online transaction in Indonesia con-
tributes 0.5% to the national GDP. This is a 151% rise 
compared to the last year total online sales of 30.942 
trillion Indonesia Rupiah. For 2019, the Central Bank 
has recorded 8.204 trillion Rupiah transactions for the 
first month of the year (Daniel, 2019).  

Purchase decision, according to Lovelock and 
Wirtz (2007), is the purchasing process of selecting, 
taking, and perceiving a service. There are three stages 
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customers, especially in the Greater Jakarta area.
The total online retail transaction in Indonesia is 

predicted to reach 7.3 billion USD or 4.4% contribu-
tion to total retail sales, but then the prediction jumps 
to 13 billion US Dollars or 8% of total retail sales. 
This increment is due to better data availability and 
the extreme growth of user numbers in e-commerce 
platforms all over Indonesia (Syarizka, 2019). Based 
on this data, it can be concluded that 92% of the retail 
purchases in Indonesia are still made offline rather 
than online. 

Furthermore, United Nations Conference on Trade 
and Development (UNCTAD) reveals Indonesia B2C 
e-commerce index is ranked 84 out of 152 countries 
and are considerably low (Sindo, 2019). Meanwhile, 
databoks (2020) shows the number of e-commerce 
users in Indonesia in 2017 were 139 million (51% 
from 261.89 million population), increased to 154.1 
million (58% from 263.94 million population) in 2018 
and 168.3 million (63% from 267 million popula-
tion in 2019.  This indicate that e-commerce still has 
great opportunity in Indonesia.  Thus, e-commerce is 
required to develop strategies to increase customers’ 
purchase intention  and purchase decision.  In order to 
develop the strategies, analyzing the factors influenc-
ing purchase intention in affecting purchase decision 
of e-commerce customers is important.   

The Ministry of National Development Planning 
of Indonesia, Bambang P.S. Brojonegoro said that 
the e-commerce transaction in Indonesia is mostly 
in Greater Jakarta.  Seventy percent of e-commerce 
customers live in Greater Jakarta (Putra, 2019).  
Meanwhile, kompas.com mentioned that 80% of 
e-commerce consumers are young people and woman 
(kompas.com, 2019).  This data are supported by 
detiknet (2019), which is showed that people born 
between the year 1980 to 2000 are the most internet-
penetration age range in Indonesia.  They are now in 
the age of 19-39 years old.

 These phenomena bring out a question on what 
drives the customer’s purchase intention in affect-
ing purchase decision of e-commerce customers in 
Greater Jakarta, especially people born between the 
year 1980 and the year 2000.

This research addresses 5 questions, which are: 1) 
Does purchase intention has  an effect on purchase 
decision? 2) Does perceived risk influence purchase 
intention?  3) Does perceived benefit influence pur-
chase intention?  4) Does trust influence purchase 
intention? And 5) Does brand image influence pur-
chase intention? By answering those questions, the 
researcher expects to find out how significant per-
ceived risk, perceived benefit, trust, and brand image 
are affecting purchase intention and then the signifi-
cance of purchase intention toward purchase decisions 
of e-commerce customers in Greater Jakarta born 
between the year 1980 and year 2000.

This research is expected to contribute to two ben-
efits. First, the result of this research could be used by 
e-commerce companies in developing their strategies 
to increase the online consumers’ purchase intention 

in the purchasing decision, which are pre-purchase, 
service encounter, and post-purchase. Pre-purchase 
happens when potential customers observe and evalu-
ate their needs for product or services offered. Next, 
the service encounter stage is when customers and 
the business interacts to deliver the service. Last, 
the post-purchase stage is where customers evaluate 
their experience (Nugraha, Komalasari, & Dethionia, 
2018). A study done in Semarang by observing the 
E-Commerce Lazada shows that purchase decision 
is influenced by purchase intention (Puspitasari et 

al, 2018).
Kotler (2006) explained that purchase intention 

is the behavior of a consumer when they are inter-
ested in purchasing a product or service (Khairunnisa, 
Hafidhuddin, & Tanjung, 2018). Perceived risk, 
perceived benefit, and trust are factors that have a pos-
itive and significant effect on the purchase intention 
of Traveloka consumers (Rachbini, 2018). Zamrudi, 
Suyadi, and Abdillah argued that brand image and 
trust also have a significant impact on purchase inten-
tion (Zamrudi, Suyadi, & Abdillah, 2016). Hence, 
the authors have  created a framework on how per-
ceived risk, perceived benefit, trust, and brand image 
influence the purchase intention and how purchase 
intention influence purchase decision of e-commerce 

Figure 1. Retail E-commerce Sales Worldwide from 2014 to 
2023

Figure 2. Top 5 Ranked World E-Retailers

Source: statista.com (2020)

Source: Angelovska (2019)
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and purchase decision, especially for customers 
aged between 19 and 39 who live in Greater Jakarta.  
Second, this research provides a more in-depth insight 
into theoretical com-prehension and knowledge on the 
effect of customer purchase intention toward purchase 
decisions. It also shows the influence of perceived 
risk, perceived benefit, trust, and brand image on 
purchase intention.  

This research focuses on how does purchase inten-
tion influence purchase decisions, and factors affecting 
purchase intention, such as perceived risks, perceived 
benefit, trust, and brand image. This research studies 
active online buyers born between the year 1980 and 
2000 who currently live at Greater Jakarta.. 

Perceived Risk
Barnes (2007) explained perceived risk according 

to Dowling and Staelin (1994) means a consumer’s 
perception of uncertainty when they purchase a prod-
uct where it leads to doubt in purchasing and asking 
the consequences if they proceed to purchase. The 
consumers will be uneasy about the pre-purchase 
experience worrying for unexpected losses due to the 
purchase of a product (Tanadi, Samadi, & Gharleghi, 
2015). Perceived risk means a consumer’s doubt 
regarding the aftermath of their decision, and it is an 
important factor that influences purchase decisions 
(Nguyen & Gizaw, 2014). Garbarino and Strahilevitz 
(2004) mention perceived risk as to the effect of per-
ception of the probability that something might be 
wrong and perception of how fatal is the consequences 
(Mazhar, Jam, & Anwar, 2012). While according to 
Pries (2004) perceived risk is a feeling of doubt felt 
by consumers that the product they bought might 
not function as it is supposed to do (Khairunnisa et 
al., 2018). Perceived risk as said by Hoover et al. 
(1978) exists when the result of the purchase can’t 
be predicted, and nothing is certain, and by Engel, 
Blackwell, and Miniard (1995) it rather means the 
unexpected result related to a product or service 
(Wang & Tsai, 2014). In conclusion, perceived risk 
in this research paper means the risk felt by potential 
customers pre-purchase as there are uncertainty and 
the unknown result of the purchase.

There are seven types of risks, according to Jacoby 
and Kaplan (1972), they are financial risk, perfor-
mance risk, psychological risk, physical risk, social 
risk, time risk, and opportunity cost risk. While in 
the case of online shopping and transaction, three 
types of risk are dominant, according to Bhatnagar, 
Misra, and Rao (2000). The three dominant risks 
consist of financial risk, product risk, and informa-
tion risk in which information risk involves security 
and privacy (Rachbini, 2018). Risks correlated with 
online purchase intention are delivery risk, privacy 
risk, quality risk, and time risk (Tanadi et al., 2015). 
Different types of risks are explained by Nguyen and 
Gizaw as financial risk, functional risk, physical risk, 
and social risk. Financial risk is the financial loss 
suffered from the purchase decision. Functional risk 
represents that a product will not meet its function as 

expected, physical risk implies that a product will be 
hazardous for health and social risk is risks involved 
with the consumer’s status and image (Nguyen & 
Gizaw, 2014). 

Based on the previous explanation, there are many 
dimensions of perceived risk and they vary among 
researchers.  Some dimensions are the same and 
some are different.  After  identifying the explana-
tion of each dimension, they could be classified into 
six dimensions.  The six dimensions are financial 
risk, performance risk (included product risk, quality 
risk, and functional risk), time risk, psychological risk 
(included  privacy risk and social risk), source risk 
(included physical risk and opportunity cost risk), 
and delivery risk (included security risk).  Those six 
dimensions have covered all the dimensions which 
were used by previous researchers.   These six dimen-
sions are used in this research. 

Financial risk as explained by Ibrahim, Suki, & 
Harun (2014) is the risk in financial perspectives such 
as credit card information and costs. Performance 
risk is the thoughts that the product or service they 
purchase will have a gap between expectations from 
reality. While time risk is the risk that the process 
of purchase will consume a lot of time (Khairunnisa 
et al., 2018). Psychological risk, according to Lim 
(2003) means the risk associated with mental stress 
caused by the purchase. Cases (2003) and Lim 
(2003) also mentioned source risk, which is the risk 
where there are chances for consumers to purchase 
from unreliable businesses (Ibrahim et al., 2014). 
Meanwhile,  the delivery risk is the risks associated 
with the delivery process as the product may not be 
delivered well (Tanadi et al., 2015).

Perceived Benefit
Chen and Dubinsky (2003) explained per-

ceived benefit as a reward expected by consumers 
(Koohikamali, Mousavizadeh, & Peak, 2019). Kim, 
Ferrin, and Rao (2007) defined perceived benefit as 
to how far consumers believe that they will be better 
by doing an online transaction with a specific web-
site (Rachbini, 2018). Forsythe, Liu, Shannon, and 
Gardner (2006) described perceived benefit as what 
consumers will get in return of doing shopping online, 
while Kim et al. (2008) described it as how consum-
ers think that a certain online transaction is better 
when it is compared with another online transaction. 
Wu (2003) mentioned the perceived benefit in their 
research as the total benefit that satisfies consumer’s 
needs and wants (Tanadi et al., 2015).

Zhang, Long, Xu, Tan (2013), and Bhatnagar and 
Ghose (2004) proposed that in the context of online 
shopping, perceived benefits are basically researched 
on a utilitarian and hedonic base. Utilitarian benefit, 
according to Chaabane and Volle (2010) is related 
with functional and cognitive means that lead to con-
sumer value while in accordance with the statement of 
Hirschman and Holbrook (1982), the hedonic benefit 
is regarded as an experiential and emotional benefit 
(Sozer & Civelek, 2018). Khairunnisa, Hafidhuddin, 
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al., 2016). 
In conclusion, trust refers to the behavior of a 

consumer where he or she is willing to rely upon 
and believe in the product or services, and promises 
or information made by an online retailer. In this 
research, trust is measured through four key dimen-
sions which are integrity, competency, consistency, 
and transparency (Robbins & Judge, 2007).  Those 
four dimensions have covered the trustworthiness 
in e-commerce transaction.  Those are  honesty and 
truthfulness, competency in  knowledge and technical 
skill, reliability, and excellent promotion and services.

Brand Image
Brand image has been defined by Peter and Olson 

(2000) as the consumer’s perception and preference of 
a brand, and it is reflected by associations of variables 
of the brand that are memorized by the consumer 
(Arif, 2019).   Cannon, Perreault, and McCarthy 
(2009) explained brand image to be opinion and con-
sumer’s confidence in the product quality created by 
an organization and that the organization is honest in 
the products they offer to consumers. But further back, 
Keller (1993) defined brand image as the perception 
of product reflected in the memory of a consumer due 
to their subjective reasons and own personal emo-
tions. This is pretty similar to Malhotra (2010) that 
refers to brand image as the consumer perception of 
either logical or reasonable basis through emotions 
toward a brand. Pujadi (2010) explained the brand 
image in a psychological term that the image of a 
brand is subconsciously planted to the consumer’s 
mind through experiences and expectations..

Foster (2018) describe the brand image as anything 
associated with the brand and how much a consumer 
is confident about a particular brand. It is, according 
to Zhang (2015), the understanding of a consumer to 
a brand is based on any brand-related events held by 
the firm. Ilham (2018) explained that it is a reasoned 
or emotional perception of how much a consumer is 
affected by a brand (Gunawan et al., 2019). Keller, 
Prameswaran, and Jacob (2011) argue that brand 
image is the subjective perception toward a brand 
crafted in one’s memory because of involvement with 
a certain brand (Arslan & Zaman, 2014). Furthermore, 
Ferrell and Hartline (2011) described the brand image 
as a total final impression of a brand, whether it is 
positive or negative that consumer keeps in their 
mind. This involves everything that has been done 
by the company in the past, what they are currently 
doing and offers, and the forecast of what they will 
do in the future (Zamrudi et al., 2016). 

In conclusion, brand image is the perception a con-
sumer has in their mind regarding a brand that results 
from past experience and expectations.  According 
to Zamrudi, et al., (2016), brand image is measured 
through five dimensions, which are brand identity, 
brand personality, brand association, brand attitude 
and behavior, and brand benefit and competence. 
These dimensions have covered the practical func-
tion, positive symbolic meaning, pleasant experience, 

and Tanjung defined perceived benefit with compari-
son to an offline store. According to them, perceived 
benefit is the perception made by consumers on the 
benefit and convenience offered by e-commerce in 
comparison with brick and mortar stores (Khairunnisa 
et al., 2018). 

In conclusion, the perceived benefit in this research 
refers to the benefit felt by potential customers or 
customers due to the purchasing process and result.  
Perceived benefit is measured through shopping con-
venience, product selection, and shopping flexibility 
(Sozer & Civelek, 2018).

Shopping convenience is the ability to shop 
without being limited by time and place, where the 
customers will be able to purchase anywhere on 
anytime, within a short period of time, and simple 
shopping process (Tanadi et al., 2015). Product selec-
tion, explained by Dillon and Rief (2004) is the depth 
and width of products and the information available 
to support consumers in making a decision. Product 
selection provides the chance to compare, contrast, 
and select products or service among many options. 
Furthermore, Chabal (2013) described the ease of 
shopping or shopping flexibility to be the level of 
ease or efficiency to shop. Zaidi, Gondal, and Yasmin 
described the ease of shopping as the awareness of 
consumers in utilizing technology to decrease the 
effort and make shopping easier (Tanadi et al., 2015). 
Shopping flexibility is also incorporated with per-
ceived benefit as it means the flexibility of shopping 
online without time constraint, and to choose when 
to complete the transaction (Sozer & Civelek, 2018). 

Trust
Whinston Zhang (2003), Beatty, Mayer, Coleman, 

Reynolds, and Lee (1996), Urban, Sultan, Qualls 
(2000), and McKnight and Chervany (2002) agrees 
that trust is a subjective belief, where an individual is 
consciously willing to be vulnerable and rely on others 
(Rachbini, 2018). Mayer, Davis, and Schoorman 
(1995) argue that trust is the tendency where an 
individual with their own will, accept the attitude of 
another individual although the first individual doesn’t 
have control over the second one and is not protected 
by the second individual (Puspitasari et al., 2018). 
The concept of trust by Alamsyah, Trijumansyah, 
and Hariyanto (2017) can mean an expectation of 
consumers toward a store, people, and or products 
that they will fulfill their promise, be reliable, and 
dependable (Gunawan et al., 2019). E-trust is defined 
by Gefen (2002) that it is an attitude, a consumer’s 
own perception of belief while making transactions 
online from an online retailer (Jonsson et al., 2019).

In an online transaction, McCard (2002) defined 
trust as the willingness of the consumer to accept the 
disadvantages of online transactions because they 
have positive expectations for the online store behav-
ior in the future (Rafsandjani, 2018). Rotter (1971) 
defined e-interpersonal trust. It is an expectation held 
by an entity that words, promises, verbal and written 
statements of another entity is reliable (Zamrudi et 
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consumers’ good perception, and e-commerce 
attributes.

Purchase Intention
The theory of planned behavior is used to under-

stand behavior and predict it. It is determined by 
behavioral intention., which is affected by attitudes 
toward the behavior, subjective norms, and perceived 
behavioral control (Kan & Fabrigar, 2017).  The 
theory of planned behavior  has been used success-
fully to predict and explain a shopping behavior.   A 
planned behavior  where customers are willing to buy 
a product is known as purchase intention (Ajzen, 2992 
in (Nguyen & Gizaw, 2014).

Eagly and Chaiken (1993) argued that intention is 
an individual’s motivation to consciously plan to do 
an action or behavior (Jonsson et al., 2019). Intention 
to buy defined by Talha (2006), relates to the state 
of mind reflecting the plan of a buyer to purchase a 
certain brand within a certain period (Rafsandjani, 
2018). Online purchase intention is explained by 
Pavlou (2003) as the situation when customers are 
willing and have the intention to be involved in a 
transaction online. While the online transaction is 
the activity with processes such as retrieving infor-
mation, transferring information and purchasing the 
product (Rafsandjani, 2018). Kotler (2006) defined 
purchase intention to be consumer’s behavior when 
they are interested in purchasing a product or service 
(Khairunnisa et al., 2018). 

Paramita and Yasa (2015) explained  that purchase 
intention is the mental activity preceding the action of 
a person before using a product or service (Puspitasari 
et al., 2018). Purchase intention is also studied by 
Zaman and Arslan, in which they defined it as the 
possibility of a consumer to purchase a product or ser-
vice, a positive purchase intention is when the actual 
purchase happens and vice versa, negative purchase 
intention is when the actual purchase didn’t happen 
(Arslan & Zaman, 2014). Quite recently, Zamrudi, 
Suyadi, and Abdillah also did research on purchase 
intention, and according to them, purchase intention 
is collected from all learning and thinking process 
that causes perceived feeling toward a certain product 
(Zamrudi et al., 2016). 

In conclusion, this research defines purchase 
intention as a subject’s motivation and intention to 
have a conscious plan or consideration to expectedly, 
willingly, and likely perform a purchase.  Ferdinand 
(2006) stated that purchase intention could be mea-
sured through indicators like transactional interest, 
referential interest, preference interest, and explor-
atory interest. Transactional interest is the tendency of 
a consumer to purchase a product. Referential interest, 
is the tendency to refer/recommend the product to 
other people. Preference interest is where a person 
will have a primary preference for a certain product. 
And exploratory interest is when a person continu-
ously search for information related to a product to 
support the positive characteristic of the product 
(Rafsandjani, 2018). While Ajzen (2010) stated that 

intention includes several concepts such as expec-
tations, likelihood, and willingness. Intention to 
purchase can mean a person’s intention to perform 
an act of purchasing or expects to make a purchase 
(Jonsson et al., 2019).

Purchase Decision
Salem (2018) explained that purchase decision is 

the process where customers are encouraged to iden-
tify needs, create options, and to select specific brands 
or products. It means a series of choices before the pur-
chase happens. This could come in the shape of where 
to purchase certain products, what brands or models 
to buy, when to buy, how much should the customers 
spend, what payment method to use, etc. (Gunawan et 
al.,, 2019). A similar definition is stated by Lovelock 
and Wirtz (2007). They described purchase decision 
as the purchasing process, in which customer will 
have an experience to select, take, and perceive a ser-
vice through three steps which are pre-purchase stage, 
encounter of service stage, and post encounter stage 
(Nugraha et al., 2018). Purchase decision according 
to Kotler and Levy (1969) is the behavior shown by 
the decision-maker as they buy, use or dispose of 
goods and services, while David and Albert (2002) 
argued that purchase decision is a long process in 
which customers evaluate, acquire, use or dispose 
of goods or services (Khuong & Duyen, 2016). In 
conclusion, purchase decision in this research means 
the process of selecting, taking, and perceiving a prod-
uct or service, in which the consumer will search for 
information regarding the product, evaluate it before 
making the purchase, decide to do the purchase and 
feel satisfaction or dissatisfaction for the purchase.  

There are three stages in the purchase decision 
(Nugraha et al., 2018). The first stage is the pre-pur-
chase stage, which takes place before the purchase 
happens. At this stage, the customers will observe and 
calculate the product or service offered to make the 
purchase decision. The second stage is the encounter 
of the service stage. Here, customers will have contact 
and interact with the service provider. There are two 
kinds of contact services which are high and low. 
High contact service is when customers and service 
providers meet, usually face to face, to make the pur-
chase, while low contact service is when customers 
and service providers usually communicate through 
media such as website, phone, email, etc. The last 
stage is post-encounter stage, this is where the pur-
chase is made, they have experienced the purchase 
and evaluate their satisfaction towards the service 
based on their expectations and perceptions. 

Kotler and Armstrong (2001), described decision 
making as a process of solving problems that con-
tain five stages. The stages are problem recognition, 
the search of information, alternatives evaluation, 
purchase decision, and the behavior after purchase 
(Puspitasari et al., 2018). Davis and Bagozzi (1989) 
revealed that several types of research in human 
behavior has developed models such as the Theory 
of Planned Behavior and the Technology Acceptance 
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Model, those models have shown that there is an 
assumption that intention or interest preceded behav-
ior and thus, purchase intention influences purchase 
decision (Puspitasari et al., 2018). The intention, 
according to Ajzen (2005), is characterized as the 
antecedent of behavior, this means intention is the 
actual effort to do a certain behavior like purchase 
(Jonsson et al.,  2019). In the e-commerce study, 
Pavlou and Fygenson (2006) found that many 
researches of e-commerce have similar findings that 
consumer’s intention to do online transaction is a 
significant factor in predicting their actual purchase 
(Rachbini, 2018).

Theoretical Framework
In accordance with the literature review presented 

below, this research has developed a theoretical 
framework as shown on Figure 3.  It shows how the 
perceived risk, perceived benefit, trust, and brand 
image influence  purchase intention and how purchase 
intention influences purchase decision of e-commerce 
customers in Greater Jakarta

Based on the theoritical framework above, it can 
be formulated some hypotheses as follow:

Hypothesis 1 (H1):
Perceived risk influences purchase intention

Kim, Ferrin, and Rao (2007) argue that perceived 
risk is one of the biggest barriers for consumers who 
want to make an online purchase or consider making 
online purchases as they believe there are potential 
negative outcomes and uncertainty in online transac-
tions. It is very usual for consumers to feel reluctant 
to purchase online as the risk in online shopping is 
overwhelmingly larger than offline shopping. The 
impact of perceived risk toward purchase intention is 
negative; the less the perceived risk is, the more prob-
able that the consumer will make online purchases 
(Rachbini, 2018). Bhatnagar, Misra, and Rao (2000) 
also agree that perceived risk has a negative impact on 
purchase intention in both product and services. While 
information risk and product risk strongly influences 
perceived risk, risk of security in payment and per-
sonal data is greatest threat that influences purchase 
intention through internet media. This means that 
the relationship between perceived risk and purchase 
intention is negative, yet very significant (Khairunnisa 
et al., 2018). Naiyi (2004) stated that the growth of the 
internet has made consumers more concerned about 

their purchase decision as they will definitely think of 
the risk involved. Thus it is the most significant factor 
that affect purchase intention (Tanadi et al., 2015). But 
on the other hand, a study done on Lazada in 2018, 
shows that risk perception and intention of online 
purchase has not been significantly related as risk 
didn’t impact online purchase intention (Puspitasari 
et al., 2018).

Hypothesis 2 (H2)
Perceived benefit influences purchase intention

Margherio (1998) found that consumers who 
purchase online, choose the online mode because 
they experience many benefits rather than shopping 
offline. Kim, Ferrin, and Rao (2007) stated that oppo-
site to perceived risk, perceived benefit is one of the 
greatest causes of online purchase intention. The 
relationship between perceived benefit and purchase 
intention is positive and highly significant (Rachbini, 
2018). Ciptaningsih (2011) made a statement that the 
low online purchase amongst high internet user in 
Indonesia is due to the consumers haven’t experience 
the benefit, comfort, and usefulness online transac-
tion offers. This is supportive to Davis (1989), who 
says that in online shopping when consumers felt the 
benefit, they will have a higher purchase intention. For 
many people, they preferred online shopping because 
of the benefit provided, and thus perceived benefit 
strongly influences purchase intention (Khairunnisa 
et al., 2018). In Y-Generation, the online purchase 
intention is experiencing an increase, and this is due to 
the perceived benefit being greater than the perceived 
risk, internet shopping benefit is significantly related 
with intention to shop online (Tanadi et al., 2015).

Hypothesis 3 (H3)
Trust influences purchase intention

Several researchers who have done research on trust 
are studied by Bhattacherjee (2002), it is shown that 
many of them have proved the relationship between 
trust and purchase intention in the context of online 
shopping. Trust is a really crucial factor in online 
purchase intention as consumers will have a higher 
probability of being engaged in an online transaction 
when trust is high (Rachbini, 2018). E-trust, according 
to Das (2016), has taken a major contribution to the 
e-retailer industry because the primary consequence 
of e-trust would be purchase intention (Jonsson et 
al., 2019). But, the research done by Jonsson et al. 
(2019) later found out that their hypothesis of e-trust 
affecting purchase intention is rejected. Hu, Ding, 
Li, Cheng, and Yang (2019), on the other hand, sug-
gest that there should be a sufficient amount of trust 
in the fin-tech industry because the impact is really 
enormous (Meyliana, Fernando, & Surjandy, 2019). 
Research has been done to find out the purchase inten-
tion in Lazada e-commerce, and the result shows that 
trust is the most affecting and positive factor with the 
greatest result in SEM processing (Puspitasari et al., 
2018). This argument is also supportive of Zamrudi, 
Suyadi, and Abdillah’s research, where they found out 

Figure 3. Theoritical Framework
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intention toward the actual decision of the online pur-
chase (Puspitasari et al., 2018).

RESEARCH METHOD

This research employs quantitative method to mea-
sure each variable studied. The population of this 
research is e-commerce customers living at Greater 
Jakarta aged between 19 and 39 years old.   The rea-
sons are  e-commerce transactions in Indonesia are 
mostly in Greater Jakara (Putra, 2019) and 80% of 
e-commerce customers are young people and woman 
(kompas.com, 2019).  

The questionnaire was distributed to 300 samples 
(respondents) and selected  by purposive snowball-
ing sampling method. It is a method in which one 
participant will encourage other potential participants 
to take part in the study. 

A questionnaire was developed to measure all 
variables: perceived risks (PR), perceived benefits 
(PB), trust (T), and brand image (BI), purchase inten-
tion (PI) and purchase decision (PD). Each variable 
is measured by some indicators/statements using 
the interval scale, from 1 (strongly disagree) to 7 
(strongly agree). 

Perceived risks (PR) are measured through finan-
cial risk, performance risk, time risk, psychological 
risk, and time risk by adjusting a questionnaire made 
by Ibrahim et al. (2014) and adding adjusted question-
naire by Javadi et al. (2012) to measure delivery risk. 
In the questionnaire, PR is measured by 13 indicators.

For perceived benefits (PB), it is measured through 
shopping convenience, pro-duct selection, shopping 
flexibility, and shop-ping enjoyment. Shopping 
enjoyment, product selection, and shopping flexibil-
ity adjust questionnaire by Sozer & Civelek (2018) 
while shopping enjoyment adjusts questionnaire from 
Khairunnisa et al. (2018).  In this research, PB is 
measured by eight indicators.

Trust (T) is measured by using two questionnaires 
from previous researches, which are Zamrudi et al. 
(2017) and Che, Cheung, & Thadani (2017). To mea-
sure brand image, adjusted questionnaires from Rahi 
et al. (2020) and Suhaily & Darmoyo (2017). There 
are 5 indicators are used to measure T (trust).

Purchase intention is measured through adjusted 
questionnaires made by Che et al. (2017) and Nugraha 
et al. (2018).  There are five indicators also used to 
measure PI (purchase intention).

 Last but not least, to measure purchase deci-
sion (PD), the researcher use questionnaires made 
by Nugraha et al. (2018) and Fadlurrohman (2018) 
with adjustment to suit the purpose and target of this 
research. There are four indicators are used to mea-
sure PD.

The questionnaire was developed with English 
as the main language, however as the population is 
e-commerce customers aged between 19 and 39 from 
Greater Jakarta, Bahasa Indonesia was added as the 
description for each question to help the samples 
better understand the question.

trust is significant and has a strong effect on purchase 
intention (Zamrudi et al., 2016).

Hypothesis 4 (H4)
Brand image influences purchase intention

Brand image has a positive and yet significant 
effect on purchase intention. Jalilvand (2012) also 
found that brand image has decisive role in purchase 
intention (Torlak, Ozkara, Tiltay, Cengiz, & Dulger, 
2014). A consumer will have a higher preference to 
purchase from brands with a good image, an incre-
ment in the brand image will cause enhancement in 
the purchase intention. Graeff (1997) mentioned that 
in tight competition, brand image plays an important 
role compared to the physical characteristic of the 
brand. Ekinci and Hosany (2006), Kleijnen, Ruyter, 
and Andreassen (2015) and Nguyen and Leblanc 
(2001) argued that creating an image is essential 
to attract and retain consumers (Arslan & Zaman, 
2014). Brand should be treated like a human being 
with attitude, people will appraise the attitude through 
outcomes such as purchase intention. Arista (2011) 
and Prabowo (2014) also agreed that brand image has 
a strong and significant impact on purchase intention 
(Zamrudi et al., 2016).

Hypothesis 5 (H5)
Purchase intention influences purchase decision

Pavlou and Fygenson (2006) found that there have 
been many studies in the e-commerce industry that 
show how consumer intention to be engaged in trans-
actions online will be a significant predictor of the 
consumer’s actual participation in the online trans-
action. Ajzen and Fishbein (1980) also found that 
the relationship between intention and behavior is 
basically based on the assumption that mankind tried 
to have a rational decision by calculating available 
information. Hence, a person’s behavioral intention 
and decision to do or not do behavior is the direct 
and immediate determinant of the person’s actual 
behavior. In the case of purchase intention, Kim, 
Ferrin, and Rao (2007) found that purchase intention 
is a strong predictor to purchase decision (Rachbini, 
2018). Purchase intention is said by Keller (2001) 
to be connected to a consumer’s behavior, percep-
tion, and attitude. When a person decides to purchase 
something from a store, it is because they are driven 
by intention (Jonsson et al., 2019). Kinnear and Taylor 
(1995) found that a study done by Esthi Dwityanti 
shows purchasing interest is the stage where the 
respondents have a tendency to act, just before the 
decision to purchase is created (Rafsandjani, 2018). 
A study has also been done in Vietnam towards the 
C-Generation buying intention on Korean products. 
The result proves that behavioral intention is a strong 
driver of purchase decisions (Truong, 2018). This 
is consistent with Takhire and Joorshari's (2015) 
research that says purchase intention significantly 
influences purchase decisions. A case was also stud-
ied for Lazada e-commerce, and the result shows a 
positive and significant influence of online purchase 
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The questionnaire was made by using Google 
Form and it is spread through social media, mainly 
Line, WhatsApp, Instagram stories, and direct mes-
sages. The data gathered was exported into Microsoft 
Excel documents to be analyzed with statistical soft-
ware to measure the validity, reliability, and to test 
the hypotheses. To verify that respondents of this 
research are eligible to answer the questionnaire, the 
respondents have to answer through a few screening 
questions so that only respondents who fulfill the cri-
teria of research can proceed to fill the questionnaire.

The data were processed and analysed by using 
Structural Equation Model (SEM) Analysis, to exam-
ine the influence of perceived risk, perceived benefit, 
trust, and brand image to purchase intention and the 
influence of purchase intention to purchase decision.  

RESULT AND DISCUSSION

This research involved 300 respondents, mostly 
aged between 19 – 25 years old. It amounts to 225 
people or 75% of the total respondents. The respon-
dents aged between 26 – 32 years old amount to 42 
people, which is 14% of the total respondents. The 
percentage is followed closely by respondents aging 
between 33 – 39 years old at 11% (33 people).

Most of the respondents to this research purchase 
from e-commerce at a frequency of less than once-
per-month. With a total of 300 respondents, 143 
people (47.7%) shopped less than once a month, 80 
people (46.7%) shopped once a month, and 77 people 
(25.6%) shopped more than once-per-month.

The respondents of this research mostly (118 out 
of 300) prefer Shopee as their e-commerce platform. 
The second favorite e-commerce is Tokopedia, with 
62 respondents (20.7%) agreeing that Tokopedia 
is their favorite platform. As for the next favor-
ite e-commerce, are followed by JD.id (10%), 
Traveloka (5.6%), Lazada (5%), Zalora (4.3%), OLX 
(3.3%), Berrybenka (2.3%), and 9.5% prefer other 
e-commerces

All variables used in this research are valid based 
on the result of  Kaiser-Meyer-Olkin (KMO) of 
Sampling Adequacy and Bartlett’s test. The KMO 
of Sampling Adequacy showed the result of 0.925 in 
the test, which is above 0.6 as the minimum value to 
be valid. The Bartlett’s significance in this research 
has a value of 0.000, which is less than 0.05 as maxi-
mum value for validity.

All variables studied in this research were mea-
sured reliably with the measurements. The minimum 
value of Cronbach’s Alpha should exceed 0.6 to be 
considered as reliable. In this research, perceived 
risk’s Cronbach’s Alpha has passed with a the value 
of 0.960, perceived benefit of 0.869, trust of 0.894, 
the brand image of 0.859, purchase intention of 0.836, 
and purchase decision with a score of 0.837.

Model Test
There are some criterias to determine whether the 

model is fit or not. Table 1 shows the summary output 

of the goodness of fit test of this research. 
The model fit of this research is determined 

by several parameters such as CMIN/DF (Chi-
square/Dedgree of Freedom), GFI (Goodness of Fit 
Index), AGFI (Adjusted Goodness of Fit Index),  
TLI (Tucker Lewis Index), CFI (Comparative Fit 
Index), and RMSEA (Root Mean Square Error of 
Approxi-mation).

The result of SEM analyis shows that the value of 
CMIN/DF is 1.545. The GFI and AGFI have a score 
of 0.859 and 0.824 consecutively. For TLI and CFI, 
the scores are 0.961 and 0.960, and the RMSEA score 
is 0.043. To be considered that the model is fit or 
not, the CMIN/DF should be between 1.5 to 2, GFI, 
AGFI, TLI, and CFI above 0.9, and RMSEA below 
0.08. The CMIN/DF, TLI, CFI, and RMSEA have 
passed the requirements. Hence, it can be concluded 
that the model is fit because it passed at least four of 
the measurements.

Hypothesis Testing
Figure 4 shows the hypothesis path diagram based 

on SEM analysis.  Each variable was measured by 
some indicators as follows:

(1)Variable PR (perceived risk) was measured 
by 13 indicators, (2)Variable PB (perceived benefit) 
was measured by 8 indicators, (3)Variable T (trust) 
was measured by 5 indicators, (4)Variable BI (brand 
image) was measured by 5 indicators, (5)Variable PI 

(purchase intention) was measured by 5 indicators, 
(6)Variable PD (purchased decision) was measured 
by 4 indicators

Table 2 shows that perceived risk (PR) toward 
purchase intention (PI) has a P-value of 0.007 and 
estimate value of -0.048. Since the P-value is below 
0.05, it can be concluded that perceived risk has a 
significant influence on the purchase intention of 
e-commerce customers in Greater Jakarta. So, the 
hypothesis 1 is accepted. The negative value 0f 
-0.048 means that perceived risk has negative influ-
ence to purchase intention. It means that the higher 
the perceived risk the lower the purchase intention of 
e-commerce customers in Greater Jakarta.

For the regression weight of perceived benefit 
(PB) to purchase intention (PI), it is shown that the 

Table 1. Summary of Goodness of Fit Test
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P-value is ***, it means the P-values is below 0.001, 
with a positive value estimate (0.282). This result 
indicates that the influence of perceived benefit is 
positive significant towards purchase intention. When 
the perceived benefit increases, the purchase intention 
will also effectively increase. Therefore, the hypoth-
esis 2 is accepted.

Moving to the regression weight of trust (T) to 
purchase intention (PI), the tables show P-value below 
0.001 and the estimate value of 0.282. The result rep-
resents a significant and positive influence of trust on 
purchase intention. As the customers gain more trust, 
it will strongly increase the purchase intention, and 
vice versa, the purchase intention will decrease when 
the customers lack trust. That is why the hypothesis 
3 is also accepted.

Next, the table 2 shows the regression weight of 
brand image (BI) toward the purchase intention (PI). 
The P-value of brand image (BI) is below 0.001, and 
the estimate  value is 0.368. Since the P-value is below 
0.05, it indicates that brand image has significant 
influence to purchase intention. When an e-commerce 

company has a good brand image in their consum-
ers’ mind, it will push the purchase intention to a 
significant increment. It means that the hypothesis 4 
is accepted also.

Last but not least, the table 1 also shows the regres-
sion weight of purchase intention (PI) toward the 
purchase decision (PD). The P-value shown is below 
0.001, and the estimate value is 0.612. Since  the 
P-value is below 0.05, a conclusion can be drawn 
that purchase intention has significant influence to 
purchase decision. Furthermore, the estimate value 
of PI is 0.612 means that purchase intention is having 
significat influence on purchase decisions in a positive 
manner. As the purchase intention of e-commerce 
customers in Greater Jakarta increases, the purchase 

decision will grow stronger too. Therefore the hypoth-
esis 5 is accepted.

Discussion
The hypothesis 1 (H1) is accepted. The perceived 

Figure 4. Hypothesis Path Diagram

Table 2. Regression Weight

risk has a negative significant influence to purchase 
intention of e-commerce customers. This result is in 
line with some pieces of research done by Rachbini 
(2018), Khairunnisa et al. (2018), and Tanadi et al. 
(2015) which states the negative impact of perceived 
risk toward purchase intention of online shopping. 
This might be due to the behavior of the custom-
ers before they perform the purchase. Millenials, in 
Indonesia Millennial Report 2019 as a report done 
by IDN Times has found that millennials will have 
a lot of information gathering and consideration to 
do before they purchase, and hence will feel secure 
about their purchase. Furthermore, having a bad 
experience in online shopping will stop them from 
the online shopping activity, but rather stop shop-
ping from stores that caused the bad experience 
(Wicaksono, 2019). Christin Djuarto, the Director 
of Shopee Indonesia also mentioned that customers 
tend to search for information such as warrant, seller 
image, and review as an important aspect before they 
purchase online (Tashandra, 2018). 

The hypothesis 2 (H2), which is perceived ben-
efit influences purchase intention, is also accepted in 
this research. Perceived benefit positively and signifi-
cantly influences purchase intention. This finding is 
in terms of the findings of Khairunnisa et al. (2018), 
who found the positive and significant influence of 
perceived benefit towards online purchase intention of 
Islamic fashion in Indonesia. It is also in accordance 
with Rachbini (2018) that found the significance of 
perceived benefit toward the purchase intention of 
e-commerce customers in Indonesia. Furthermore, 
it is also in line with the findings of Tanadi et al. 
(2015) in which perceived benefit would positive and 
significantly influence the online purchase intention 
of Gen-Y in Malaysia. This means that it is very 
important for e-commmerce companies to offer more 
benefit to their customers, as it can have a significant 
impact on their intention to purchase.

The hypothesis 3 (H3) in this research is also 
accepted. The test has shown a positive and significant 
influence of trust to purchase intention. This result is 
similar to research done by Puspitasari et al. (2018), in 
which they have found that trust is the most affecting 
factor of purchase intention in e-commerce. It also 
supports the findings of Meyliana et al. (2019) that 
trust significantly influences the intention in the Fin-
Tech industry. It is also agree with Rachbini (2018), 
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and Zamrudi et al. (2017) that state the significance 
of trust toward purchase intention. Thus, it is in con-
tradiction with the findings of Jonsson et al. (2019) 
that prove trust doesn’t make a significant effect on 
the purchase intention of e-retailer customers.   In 
some cases, especially for product with strong brand 
image, the effect of trust on purchase intention could 
not be significant.  For some reasons, a strong brand 
image is a guarantee that customer can rely on.  It is 
important to note this finding, that even in some cases 
trust does not significant influence purchase  inten-
tion, e-commerce should set a strategy to create and 
maintain their customer’s trust.

The hypothesis 4 (H4) mentions the influence of 
brand image towards purchase intention. The test 
result has shown that brand image indeed significantly 
influences purchase intention in a positive manner. 
This finding is in terms of the research by Torlak et al. 
(2014), who have found that brand image significantly 
influences purchase intention of young cell-phone 
customers in Turkey. It is also supported by Arslan & 
Zaman (2014) in the retail industry, where they prove 
the significance of brand image towards purchase 
intention. With this finding, e-commerce companies 
must be able to set a good brand image in the custom-
er’s mindset, since the brand image can significantly 
affect their purchase intention.

The hypothesis 5 (H5) of this research is accepted. 
It is supported that purchase intention has a positive 
and significant influence on the purchase decision. 
This is in line with previous researches done by 
Rachbini (2018), and Puspitasari et al. (2018), which 
stated the significant influence of purchase inten-
tion toward purchase decisions in the e-commerce 
industry at Indonesia. Furthermore, it also supports 
previous research of Truong (2018) that concludes 
the significance of purchase intention toward the pur-
chase decision of Korean products for generation C 
in Vietnam.

CONCLUSION

In the perspective of perceived benefit, the respon-
dents of this research mostly agrees that large product 
range and availability of many brands and stores are 
benefits they experienced the most in online shop-
ping . Therefore,  it is recommended for e-commerce 
companies to broaden their product and service 
availability, and to cooperate with more brands and 
stores so that they can channel their products through 
e-commerce. For trust, respondents agree that they 
trust information posted on e-commerce sites to be 
true. It is recommended that e-commerce compa-
nies can provide true information and to make sure 
that the information posted by sellers and brands are 
reliable. The respondent agreed that they think their 
e-commerce have a brand image that is liked by con-
sumers. Hence, it is notable for e-commerces to be 
consumer-friendly. 

For e-commerce companies, with all the hypoth-
eses answered, it is important to note that once the 

customer has the intention to purchase, it is likely that 
the intention will turn into a purchase decision. This 
means it is very important to increase the customer’s 
purchase intention. Increment of purchase intention 
can be done by making the customers feel benefited, 
especially in terms of shopping convenience, product 
selection, and shopping flexibility and by increasing 
customer trust and building a better brand image. 

This research studies the influence of perceived 
risk, perceived benefit, trust, and brand image toward 
purchase intention and the influence of purchase 
intention towards purchase decision of e-commerce 
customers in Greater Jakarta.  In the future, research-
ers may study this subject in different area or in 
Indonesia as a country, since different area with dif-
ferent internet penetration and level of development 
might have a different result.

Although the result might or might not be appli-
cable to different industries, areas, locations, and 
subjects, it might be used as a reference for further 
studies. This research is also limited by several factors 
such as time, number and area of respondents, and 
access to related researches due to the researchers’ 
financial conditions.
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