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Abstract. Introduction. Consumers should also carefully consider the purchase of a product online, as online buying and
selling cannot be separated from the issue of risk. This phenomenon mainly results from the fact that most transactions between
sellers and buyers are conducted over the internet, where fraud, lack of privacy, delivery risk, and lack of quality assurance of goods
are commonplace.

Purpose. This study aims to obtain empirical evidence by understanding and analyzing the impact of service quality with
trust as a moderating variable on purchasing decisions, the impact of service quality on purchasing decisions, the impact of safety
on purchasing decisions, and the impact of perceived risk on purchasing decisions at Shopee. This study used a sample of 160 18-
year-old male and female residents of South Sumatra who had used the Shopee application-selected using a sampling technique
for a specific purpose. The research was analyzed using descriptive statistical methods with data on the frequency of respondents’
responses regarding the given variables and Statistical Product and Service Solutions (SPSS).

Results. Results of the study indicating that the trust variable significantly moderates the effect of service quality on
purchasing decisions, service quality influences a positive effect on purchasing decisions, and security has a positive effect on
purchasing decisions.

Conclusions. Trust significantly moderates the effect of service quality on purchasing decisions at Shopee. Service quality
has a significant effect on purchasing decisions at Shopee. Security has a significant effect on purchasing decisions at Shopee.
Perceived risk has a significant effect on purchasing decisions at Shopee.

Keywords: service quality; trust; safety; perceived risk; purchase decision.

YAK 336
M. LnibxaMm Ak6Gap, acipadT ¢paky/ibTeTy eKoHOMikU YHiBepcuTteTy llpiBiss, [lasem6aHr

Axmap MayJjiaHa, JOKTOpP MapKETUHIOBOTO MEHEKMEHTY, GaKyJIbTeT eKOHOMiKH, YHiBepcuTeT Il piBiss,
[lasnem6aHr

Acnamisg Po3a, TOKTOp MapKeTHHIOBOTO MeHePKMeHTY, GaKyJbTeT eKOHOMiKH, YHiBepcuTeT llpiBiss,
[Tasiemb6aHr

fAkicTh 06c/1yroByBaHHA Ta AOBipa, AK MoJepyl4ya 3MiHHa, 6e3NeKa Ta NepeAGadyBaHUI PU3HUK pillleHb
npH 3icHeHHi NOKynok y Shopee

Jocaidicero, wo cnoxcusavi no8uHHI yeascHo cmasumucsi o nOKynok 8 IlnmepHemi, oCKiAbKU OHAQUH-Kynieas ma
npodadic He Modcymub 6ymu gidokpemeHi 8id pusuky. lle ssuwje 204108HUM YUHOM € HACAIOKOM MO20, WO OiabWicMb MpaH3akyitl
Midic npodasysamu ma nokynysimu 30iticHiorombcsi yepe3 [HmepHem, de waxpaticmeo, giocymHicmos KoHgideHYitiHocmi, pu3uk
docmassieHHs1 ma 8idcymHicms 2apaHmii skocmi moeapis € 36UYHUM 18U EM.

OcHosHOI0O Memolw cmammi € OMPUMAHHA eMnipu4Hux 0oKasie W.SAXOM pPO3YMIHHSI ma aHanizy enausy siKocmi
06C/1y208y8aHHS1 3 008IP0I0 1K MOOepy040t0 3MIHHOI0 HA pilleHHs1 NP0 NOKYNKY, 8NU8Y IKOCMI 06C1y208Y8AHHS HA PIWEHHS NPO
NOKynkKy, eniugy 6e3neku Ha pilleHHs1 NpO NOKYNKy ma en/augy nepedb6auye8aHo20 pusuky Ha piuleHHs1 npo NOKynky. Y ysomy
docnidxceHHl g8ukopucmosyeaaacsi eubipka 3i 160 18-piuHux uyososikie [ sciHok, xcumesie IliedeHHoi Cymampu, ski
Kopucmyeaaucsi npozpamor Shopee, gidibpaHux 3a donomozorw memody 8ubipku 04151 KOHKpemHoi memu. JlocaidxceHHs
aHanizyeaau 3a donoMoz20K ONUCOBUX CMAMUCMU4YHUX Memodie 3 daHuMu npo yacmomy eidnogideii pecnoHdeHmis uj00o
3a0aHux 3MIHHUX ma cmamucmu4Hux npodykmis i cepsicHux piueHs (SPSS),
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Pesyabmamu docaidxceHHs eka3ytome HA me, Wo 3MIHHA 008IpU 3HAYHO NOM SAKULYE 8NAUB AKOCMI 06C1Y208Y8AHHS HA
piweHHs Npo NOKYNKY, AKICMb 06¢.1Y208Y8AHHS NO3UMUBHO 8NAUBAE HA PiWEHHS NP0 NOKYNKY, a 6e3neka n03UmueHo 8N/a1uU8de Ha

piWeHHs Npo NOKYNKy.

Jlogipa 3HA4HO nom'sIKWye 8naue sskocmi 06¢/1y208y8aHHS1 HA piweHHs npo nokynky 6 Shopee. flkicmb nocayz mae
3Ha4Hull 8nuU8 Ha piweHHs npo nokynky e Shopee. be3neka mae 3Ha¥HUll 8n/1u6 Ha piuleHHs Npo NOKynky & Shopee. YsisHull pusuk

Ma€ 3HaYHUll 8NUB HA piuleHHs npo noKynky 6 Shopee.

Kawouoei cnoea: sikicms 06cayzo8ysanHs; dosipa; 6e3neka; nepedbayyeanull pusuk; piuleHHs: Npo NOKYNKy.

JEL Classification: G01; G11; 051; 073

Formulation of the problem. Information and
communication technology is developing rapidly in
developed and developing nations, including Indonesia. The
internet is one of the developing information and
communication technologies. The presence of the internet
has altered the majority of human activities and ways of life
(Dzulkarnain, 2019). One indicator of internet growth in
Indonesia is the number of users. The following is data from
the Association of Indonesian Internet Service Providers
(APJII) regarding the number of internet users in Indonesia.

Analysis of recent research and publications. The
quality of service and trust when making purchases on the
Internet was carried out by many scientists, including: S. U.
N. Aisah [2], A. Y. Alghifari, Tri S. M. Rahayu [3], D. Bajuri [8],
C. Dessyaningrum [14].

Formulation of research goals. This study aims to
obtain empirical evidence by understanding and analyzing
the impact of service quality with trust as a moderating
variable on purchasing decisions, the impact of service
quality on purchasing decisions, the impact of safety on
purchasing decisions, and the impact of perceived risk on
purchasing decisions at Shopee. This study used a sample of
160 18-year-old male and female residents of South Sumatra
who had used the Shopee application-selected using a
sampling technique for a specific purpose. The research was
analyzed using descriptive statistical methods with data on
the frequency of respondents' responses regarding the given
variables and Statistical Product and Service Solutions (SPSS).

Outline of the main research material.

Table 1. Total Population and Internet Users in Indonesia

Year Total Population (persons) Internet Users (persons) Penetration(%)
2017 255 500 000 110 200 000 43,1
2018 258 700 000 132 700 000 51,3
2019 261 900 000 143 260 000 54,7
2020 264 160 000 171 170 000 64,8
2021 266911 000 196 700 000 73,7

Source: created by the author

According to the data above, the number of internet
users in Indonesia increased between 2017 and 2021. It is
evident from the increasing annual percentage of market
penetration. Internet penetration is the proportion of the
population that uses the Internet. The conclusion shown in
table 1.1 is that the number of internet users in Indonesia is

increasing yearly and is projected to increase in the future.
Internet services can be utilized in a variety of fields.
Economics is one field that utilizes the Internet (Mitha & Edy,
2018). According to data from the Association of Indonesian
Internet Service Providers (APJII), the following is the use of
the internet in the economic sector in Indonesia in 2021.
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Figure 1 — Use of the Internet in the Economic Sector

Source: created by the author
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Based on the data above, information is obtained that
32,19% of people use the internet to make purchases
online. According to the explanation (Liu & Tsai, 2010),
Technological advances from the internet cause changes
in consumer lifestyles. The large number of internet users
has caused various changes in behavior in Indonesian
society (Wijaya &Paramita, 2014). People who use the
internet for online selling account for 16.83% of the
population. These numbers indicate Indonesians are
becoming increasingly receptive to online shopping and
selling. The need to shift from purchasing goods in-store
to purchasing goods online influences behavior, namely

TEMPC
Prediksi Angka Pengguna E-commerce

shopping activities. It suggests that internet users in
Indonesia are beginning to engage in e-commerce.

E-commerce is like all purchasing and selling activities
conducted via electronic media. Although television and
the telephone are also used, the internet is increasingly
utilized for e-commerce today (Evans& Mckee, 2010). The
growth of e-commerce is supported by the rapid
development of consumer-friendly technologies. As
shown in Graph 1.1 below, the increasing number of e-
commerce users also implies a change in shopping
patterns.

di Indonesia 2024

Prediksi Penguna E-Comme

Figure 2 — Number of e-commerce users in Indonesia

Source: created by the author

Acording to (Data.tempo.co, 2022) regarding data on
e-commerce users in Indonesia since 2017, e-commerce
users have continued to increase until 2022 reaching
166.1 million users. It is predicted that this will continue
to increase until 2024. Competition between e-commerce
in Indonesia is very tight. A large number of e-commerce
competitors causes consumers to have many choices in

determining where to make purchases (Kotler &
Armstrong, 2020). This is evident from the numerous
competitors Shopee faces, such as Tokopedia, Bukalapak,
Lazada, Blibli, and numerous other e-commerce
platforms. There are currently four giant competitors
competing for supremacy (Dzulkarnain, 2019).

Situs E-Commerce dengan Kunjungan Terbanyak di Indonesia (Agustus 2022)
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Figure 3 — E-commerce site with the most visits in Indonesia (August 2022)

Source: created by the author
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Survey outcomes by (Databoks.katadata, 2022) shows
that Shopee is the most visited e-commerce community
compared to others. Currently, Shopee is the top-ranked
e-commerce platform, and more than 150 million
Indonesians are registered users. Shopee is an e-
commerce platform that was launched for the first time in
Indonesia in 2016. Shopee is a recipient of the top brand
awards (Aulia & Syahrani, 2019). In 2021, Shopee will be
in first place with a top brand index of 52.9%, and in 2022,
that index will increase to 59.2%. This indicates that
Shopee will be able to dominate the e-commerce market
in 2021 and 2022, surpassing competitors such as
Tokopedia and Lazada. Shopee is a commercial electronic
site (E-Commerce) that facilitates online buying and
selling and is easily accessible via smartphone.(Aisah,
2020). In 2021, Shopee will be in first place with a top
brand index of 52.9%, and in 2022, that index will increase
to 59.2%. This indicates that Shopee will be able to
dominate the e-commerce market in 2021 and 2022,
surpassing competitors such as Tokopedia and Lazada.
Shopee is a commercial electronic site (E-Commerce) that
facilitates online buying and selling and is easily accessible
via smartphone (Christy, 2022).

Based on this phenomenon, there are several factors
to consider in making online purchasing decisions,
including service quality and trust. Understanding the
importance of trust in online shopping sites is one of the
key factors in buying and selling activities online (Nurhadi
& Azis, 2018). To increase consumer trust and loyalty, e-
commerce owners must provide quality service, in this

case, namely, the quality of the website and convenience
that has a positive impression, thus giving rise to
consumer trust in e-commerce (Widianita, 2020). When a
company is able to persuade consumers that online
business transactions are secure, it will reap positive
results, including an increase in consumer purchasing
decisions (Masoud, 2020). It can be argued that the trust
factor can moderate the quality of service on purchasing
decisions in e-commerce (Bajuri, 2022).

According to (Dessyaningrum, 2020) namely,
regarding the effect of service quality, price, and product
quality, with customer trust as a moderating variable, on
purchasing decisions on the Shopee website, the results
indicate that trust moderates the effect of service quality
on purchasing decisions. It indicates that the trust factor
strengthens the impact of service quality on purchasing
decisions. It is in line with research (Suseno & Suddin,
2017) in his research shows that customer trust
moderates the effect of service quality on purchasing
decisions of Elpiji Restuaji Gas customers Surakarta. In line
with research on Tokopedia (Bajuri, 2022) there are
results from this indication that trust is considered
appropriate to be a moderating variable because the trust
variable is proven empirically to strengthen the
relationship between service quality and purchases. There
are differences in the results of research conducted by
(Prayitno, 2015).

Based on the above description, the framework for
this research can be constructed as follows:
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Figure 4 — Framework

Source: created by the author

A hypothesis is a temporary statement based on a
theory and framework that can be tested to determine
whether it is supported by empirical evidence from a
study (Sekaran & Bougie, 2017). For this study, there are
four hypotheses to be tested, namely:

1. Hypotheses 1 (H1) : Trust significantly moderates
the impact of service quality on purchasing decisions at
Shopee.

2. Hypotheses 2 (H2) Service quality has a
significant impact on purchasing decisions at Shopee.

3.  Hypotheses 3 (H3) : Security has a significant
impact on purchasing decisions at Shopee.

4. Hypotheses 4 (H4) Perceived risk has a
significant impact on purchasing decisions at Shopee.

The field of marketing management, which focuses on
purchasing decisions, is the focus of the research. Shopee
is the organization utilized by researchers in this instance.
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Service quality is studied as the first independent variable.
The second independent variable is safety, while the third
independent variable is perceived risk. This study's
moderating variable, trust, is anticipated to exert a unique
influence on the association between service quality and
Shopee purchase decisions. Last, the purchase decision is
the dependent variable in this study.

According to (Kuncoro, 2013) The sample represents a
subset of the population. In a study, it is impossible to
examine every member of the population; therefore, we
form a representative population, which we refer to as the
sample (Ferdinand, 2014). Here, the sample was taken
using a purposive sampling technique, in which the
sample was determined by considering certain criteria
according to the research objectives (Sugiyono, 2016). The
researcher employs the technique of purposive sampling
in the hopes that the sample criteria obtained are truly in
accordance with the research to be conducted and based
on the research objectives in order to learn more about
the relationship between variables. (Widianita, 2020). The
sample criteria are:

1. Respondents are men and women over the age
of 18 who live in South Sumatra

2. Respondents are consumers who have
transacted with the Shopee application at least twice in
the past year.

According to (Hill, 1998) states that a sample size
between 30-500 is sufficient. The ideal and representative
size of the respondent depends on the sum of all the
indicators in the variable multiplied by 5—10. In this study,

there were 32 question items. The minimum limit for
respondents for this study is (32 x 5 = 160), while the
maximum limit is (32 x 10 = 320); thus, 160 respondents
will be taken, which number is considered sufficient to
represent the population to be studied because it already
meets the minimum sample limit.

Types of data obtained by measuring the value of one
or more variables in a sample or population, differentiated
into quantitative and qualitative data(Kuncoro, 2013).
This study used quantitative data, i.e., data types that can
be measured or calculated directly, in the form of
numerical information or explanations or in the form of
numbers (Sugiyono, 2016). In this study, quantitative data
were obtained from questionnaires and Google forms
which were distributed and filled in by the sample.

Technical Analysis of Research Instruments to
test research instruments first to determine whether the
instruments are appropriate. The testing of this research
instrument was carried out through validity and reliability
tests in the Statistical Product and Service Solutions
program (SPSS).

This study's data analysis used the Statistical Package
for the Social Sciences (SPSS) program and began with a
description of the respondents, including their gender,
age, and level of education. 160 individuals who had
interacted with the Shopee application served as
respondents in this study. A questionnaire was directly
distributed to respondents in order to collect data.

Respondents based on gender aspects shown in table
2:

Table 2. Respondents Based on Gender

Gender Frequency Percentage (%)
Male 98 61,25%

Female 62 38,75%
Total 160 100%

Source: created by the author

Based on table 2, it is known that 98 (61.25%) of
consumer respondents who had transacted with the

shopee application were male and the remaining 62
(38.75%) were female.
Respondents by age can be seen in table 3:

Table 3. Respondents Based on Age

Age Frequency Percentage (%)
18-20y.0 18 11,25%
20-30y.0 66 41,25%
31-40y.0 42 26,25%
40-50y.0 34 21,25%

Jumlah 160 100%

Source: created by the author

Based on table 3, it is known that 18 consumer
respondents aged 18 to 20 years (11.25%), 66 consumer

respondents aged 20 to 30 years (41.25%), 42 consumer
respondents aged 31 to 40 years (26.25%), and 34
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consumer respondents aged 40 to 50 years (21.25%) used
the Shopee application. In order to shop online through
Shopee, consumers must attach an ID's number to their

personal information. In Indonesia, the minimum age for
obtaining an ID is 17.

Respondents based on education can be seen in table
4:

Table 4. Respondents Based on Education

Education Frequency Percentage (%)
Doctoral degree 14 8,75%
Master degree 42 26,25%
Bachelor degree 46 28,75%
Diploma 40 25%
High School 18 11,25%
Total 160 100%

Source: created by the author

Based on table 4, consumers who have transacted with
the shopee application based on education, namely 14
people as Doctoral degree (8.75%), 42 people as Master
degree (26.25%), 46 people as Bachelor degree (28.75%),

Diploma 40 people (25%) and High school 18 people
(11.25%).
Respondents by occupation can be seen in Table 5 :

Table 5. Respondents by Occupation

Occupation Frequency Percentage (%)
BUMN/Private employees 30 18,75%
Civil Servant 30 18,75%
Entrepreneur 20 12,50%
Student 50 31,25%
Housewife 20 12,50%
Other 10 6,25%
Total 160 100%

Source: created by the author

Based on table 5, it is known that BUMN/Private
Employees account for 30 people (18.75%), Civil Servant
account for 30 people (18.75%), Entrepreneurs account
for 20 people (12.50%), Students account for 50 people
(31.25%), and Housewives account for 20 people
(12.50%).

A validity test was conducted to determine the
association between each item's score and the total score.

Item analysis is used to determine the validity of each item
by correlating the score of each item with the total score,
which is the sum of each item's score. For a questionnaire
to be considered valid, the Corrected Item-Total
Correlation must have a minimum value of 0.3, as shown
in Table 6.

Table 6. Validity Test Item-Total Statistics

Scale Mean if Item Deleted| Scale Variance if tem | Corrected Item-Total | Cronbach's Alpha if
Deleted Correlation Item Deleted
Trust (M)
M1 137.6313 156.536 .533 .958
M2 137.3313 161.770 414 .958
M3 136.7688 150.858 775 .956
M4 136.6063 154.857 .682 956
M5 137.0813 160.490 .460 .958
M6 136.5688 156.373 .656 957
Service Quality (X1)
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Scale Mean if Item Deleted| Scale Variance if tem | Corrected Item-Total | Cronbach's Alpha if
Deleted Correlation Item Deleted
X11 137.7313 156.852 .790 956
X12 136.5750 159.064 478 .958
X13 136.6875 155.612 .693 956
X14 137.0438 162.407 .385 .958
X15 137.2438 162.085 .455 .958
X16 136.5500 159.306 .564 957
X17 137.4375 156.109 723 .956
X18 136.5438 158.979 .592 .957
X19 137.5375 157.659 .698 956
X110 137.7563 156.965 746 .956
X111 137.5938 158.205 .654 957
Safety (X2)
X21 137.5875 158.420 .638 .957
X22 136.6688 156.399 718 956
X23 136.7188 155.964 611 .957
X24 136.7063 157.291 .584 957
X25 137.1375 156.157 474 .959
Perceived Risk (X3)
X31 136.6688 154.361 .866 955
X32 136.6750 154.409 .862 .955
X33 137.7563 156.060 .817 956
X34 136.9313 159.435 .558 .957
X35 137.1000 160.481 463 .958
X36 136.6688 154.361 .866 .955
Purchase decision (Y)
Y1l 137.5625 159.166 465 .958
Y2 137.3188 161.803 434 .958
Y3 136.6625 154.565 .851 955
Y4 136.7563 151.770 775 956
Y5 136.5500 157.721 .604 .957
Y6 137.0313 162.685 .392 .958

Source: created by the author

Based on table 6, the validity test of 160 respondents
with a Corrected Item-Total Correlation value of > 0.30 for
all question items (items) on the service quality variable,
trust as a moderating variable, security, risk perception,
and purchasing decisions indicates that the generated
data can be further analyzed.

Reliability is an indicator of a measuring instrument's
degree of dependability. Using Cronbach's alpha statistical
techniques, reliability testing was conducted. As shown in
Table 7, an instrument is considered reliable if its value of
a >0.60.

Table 7. Reliability Test Item-Total Statistics

Variabel Scale Mean if Item | Scale Variance if Corrected Item- | Cronbach's Alpha if Item
Deleted Item Deleted Total Correlation Deleted
Trust 16.6826 2.452 .656 .906
Service Quality 16.8397 2.649 .815 .874
Safety 16.6482 2.403 .770 .877
Perceived Risk 16.6529 2.363 .798 .871
Purchase decision 16.6644 2.525 .788 .874

Source: created by the author
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Based on table 7, it shows that the reliability test with
Cronbach's Alpha value > 0.60 for all questions (items) on
all variables is reliable.

Table 8. Multicollinearity Test

Model CollinearityStatistics
Tolerance VIF
Service Quality (X1) 0.310 3.227
Safety (X2) 0.403 2.484
Perceived Risk (X3) 0.512 1.954

Source: created by the author

Based on Table 8:

a) Service Quality (X1) tolerance value 0.310 >
calculated tolerance value 0.10 and VIF value 3.227 <
calculated VIF value 10.00, then there is no
multicollinearity between independent variables.

b) Safety (X2) tolerance value 0.403 > calculated
tolerance value 0.10 and VIF value 1.954 < calculated VIF

value 10.00, then there is no multicollinearity between
independent variables.

c) Perceived Risk (X3) tolerance value 0.512>
calculated tolerance value 0.10 and VIF value 2.484 <
calculated VIF value 10.00, then there is no
multicollinearity between independent variables.

Table 9. Heteroscedasticity Test

Coefficients?
Model Unstandardized Coefficients| Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 0,055 0,269 0,205 0,838
Service Quality 0,006 0,119 0,008 0,053 0,958
Safety -0,018 0,081 -0,028 -0,225 0,822
Perceived Risk 0,000 0,067 0,001 0,006 0,996
a, Dependent Variable: ABS_Res

Source: created by the author

Based on table 9 with the Glejser test showing the
significance value between independent variables with an

absolute residual > 0.05, there is no heteroscedasticity
problem.

Table 10. Normality Test

One-Sample Kolmogorov-Smirnov Test

Unstandardized Residual
N 160
Normal Parameters?b Mean 0003231
Std. Deviation .31664859
Absolute .061
Most Extreme Differences Positive .059
Negative -.061
Kolmogorov-Smirnov Z 775
Asymp. Sig. (2-tailed) .585

a. Test distribution is Normal.

b. Calculated from data.

Source: created by the author
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Based on table 11 the significance value of Asymp, Sig
is 0.585 > 0.05, then based on the Kolmogorov-Smirnov
normality test. The data is normally distributed, thus the

normality requirements in the regression model have
been fulfilled.

Table 11. Moderation Test X1, M, X1*M against Y

Coefficients?

Model Unstandardized Standardized t Sig.

Coefficients Coefficients

B Std. Error Beta
(Constant) 1.234 .262 4,713 .000
1 Service Quality .025 .070 .022 .356 722
Trust .551 .073 .621 7.536 .000
Service Quality with Trust .031 .011 .263 2.695 .008
a. Dependent Variable: Purchase decision

Source: created by the author

According to the results of testing the service quality
variable (X1) with the moderating variable Trust (M),
service quality has a positive and statistically significant
impact on purchasing decisions (Y). This is evident from

the t-statistic of 2.69 with a significance 0.008 (< 0.05).
Trust variable significantly moderates the effect of service
quality on purchasing decisions at Shopee, Hypothesis 1
(H1) is accepted.

Table 12. Regression Analysis Results Coefficients

Model Unstandardized Coefficients Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.128 .270 4,184 .000
1 Service Quality .295 .119 .257 2.477 .014
Safety .289 .081 .325 3.564 .000
Perceived Risk .160 .067 .193 2.386 .018

Source: created by the author

The results in Table 12 can be used as a reference for
compiling the regression equation for each hypothesis. In
this study, the Beta value in the Standardized Coefficients
column was used as the value of the variable regression
coefficient. It is because the function of this regression
equation is to determine the influence exerted by the
independent variable on the dependent but only applies
at that time with the sample. The first equation involving
Service Quality (X1) and Purchase Decision (Y) is stated as
follows :

Y=1,128 + 0,295 Xa+ e (1)

The constant value of 1.128 suggests that if the value
of X1 is 0, the Purchase Decision has a value of 1.128. It
shows that the Purchase Decision will continue to exist
despite the absence of Service Quality in the donation
decision.

Consequently, the regression coefficient X1 equals
0.295%. For every addition of 1 X1 value, the value of the
Purchase Decision increases by 0.295, so an increase in
Service Quality on e-commerce sites will also increase the
respondent's purchasing decision. Following is the second
equation involving Safety (X2) and Purchase Decision (Y):

Y=1,128 + 0,289 X2+ € (2)

The constant value in the equation is 1.128, which
means that if the value of X2 is 0, the Purchase Decision
has a value of 1.128. This value indicates that the
respondent's purchase decision will be made regardless of
the influence of the security dimensions used in this study.

Consequently, the regression coefficient Xz is 0.289%.
This means that for each addition of 1 X, value, the value
of the Purchase Decision increases by 0.289, indicating
that an increase in Security on e-commerce sites will also
increase the respondent's purchasing decision. Following
is the third equation involving Perceived Risk (X3) and
Purchase Decision (Y):

Y=1,128+0,160 X3+ e (3)

The constant value in the equation shows 1.128, which
means that if the value of Xz is 0, then the value of the
Purchase Decision is 1.128. This value indicates that the
respondent will still make the purchase decision even
though it is not influenced by the perceived risk with the
dimensions used in this study.

Then, the value of the regression coefficient Xs is
0.160. It means that for every addition of 1 X3 value, the
value of the Purchase Decision increases by 0.160, so the
increased Risk Perception on e-commerce sites will
further increase the respondent's purchasing decision.
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The following is a table of the regression coefficients
used as the basis for the partial test,

Tabel 13. Coefficients?

Model t Sig. Information
(Constant) 4.184 .000 Significant
Service Quality 2.477 .014 Significant
Safety 3.564 .000 Significant
Perceived Risk 2.386 .018 Significant

Source: created by the author

Ttable depends on the probability a and degree of
freedom (df), where df = number of samples-number of
variables, so we get df = 160- 4 = 156 Thus, if we use a =
5%, we get ttable (a, df )=t(0.05, 156) = 1.65468.

Results of testing the regression coefficient value of
the interaction between service quality and trust in
purchasing decisions at Shopee is positive, so it can be
concluded that the Trust variable significantly moderates
the effect of service quality on purchasing decisions at
Shopee, Hypothesis 1 (H1) is accepted.

The higher the level of service quality provided by
Shopee will increase consumer confidence, thereby
increasing consumer purchasing decisions at Shopee, and
the lower the level of service quality provided by Shopee
will decrease consumer trust, thereby decreasing
consumer purchasing decisions at Shopee.

The results of this study support research that has
been conducted by (Dessyaningrum, 2020), (Suseno &
Suddin, 2017), (Bajuri, 2022), (Masoud, 2020) The results
of their research also show that trust can moderate the
effect of service quality on consumer purchasing decisions
online. The higher the level of service quality will increase
the level of consumer confidence in online purchases;
conversely the lower the level of service quality will
reduce the level of consumer trust in online purchases.

The results of testing the hypothesis in this study
which states that service quality has a positive effect on
purchasing decisions at Shopee, the results of the analysis
show that Hypothesis 2 (H2) is accepted.

The magnitude of the influence caused by the service
quality factor shows that currently, most consumers are
starting to make demands for information about products
provided to consumers. In this case, the service quality is
in the form of an application display, an attractive form of
application display can also influence consumers to make
purchases on e-commerce. Consumers also demand to be
given a response when serving the questions raised by
consumers. By knowing this, e-commerce can improve the
service quality to consumers so that it can create
consumer purchasing decisions. It can be concluded that
good service quality factors will increase purchasing
decisions through e-commerce.

The results of this study support research that has
been conducted by (Fatimah & Nurtantiono, 2022),
(Fahrevi & Satrio, 2022), (Fatimah & Nurtantiono, 2022)

and (Fajrin & Gunadi, 2022) which shows that the service
quality variable significantly influences purchasing
decisions.

The results of testing the hypothesis in this study
which states that security has a positive effect on
purchasing decisions at shopee, the results of the analysis
show that Hypothesis 3 (H3) is accepted.

The magnitude of the influence caused by the security
factor shows that with sufficient technical capacity, it will
guarantee that hackers will not change personal
information sent by consumers. In contrast, consumers
will only make purchases with security guarantees.
Because without adequate security guarantees, it will
cause concern for consumers, which will ultimately
prevent them from making purchases. Moreover, vice
versa when e-commerce can improve safety and provide
guarantees to consumers, consumer trust in shopping will
also increase. Consumers assume that the store has a
policy of keeping personal data confidential and will not
misuse it. Shopee has a clear privacy policy and
guarantees the security of transactions on social
networking websites. It can be concluded that a high
safety factor will increase purchasing decisions at Shopee.

The results of this study support research that has
been conducted by (Basalamah & Naufal, 2022), (Putri,
2021), (Agustiningrum & Andjarwati, 2021), (Puanda &
Rahmidani, 2021), (llmiyah & Krishernawan, 2020) which
shows that the safety variable significantly influences
purchasing decisions.

The results of testing the hypothesis in this study,
which states that perceived risk has a positive impact on
purchasing decisions, the results of the analysis show that
Hypothesis 4 (H4) is accepted.m

Based on the respondents' responses, it is known that
most respondents stated that they would still think about
the various risks that would occur. The main reason is that
purchases through e-commerce give consumers a feeling
of fear, where when consumers make purchases for the
first time and are satisfied, repeat purchases will occur.
When consumers make repeat purchases, and they are
still satisfied and do not find significant problems for
them, the perception of risk will disappear, and ultimately
trust will be formed. Understanding the perception of risk
is needed, especially when making online purchases. This
purchase is unlike the buying process in a store that is
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directly face-to-face between the seller and the buyer. So
that consumers are required to be more prepared for the
consequences that consumers cannot anticipate with a
definite estimate. It can be concluded that understanding
perceived risk will be able to influence purchasing
decisions through e-commerce.

The results of this study support research that has
been conducted by (Suresh & Shashikala, 2011),
(Rahmadhana & Ekowati, 2022), (Alghifari & Rahayu,
2021), (Makhdum & Aminah, 2022) which shows that the
perceived risk variable significantly influences purchasing
decisions.

Statistical research tests show a significant influence of
Service Quality, Safety, and Perceived Risk on the
Purchase Decision of respondents on the Shopee
platform. The existence of good service quality and safety
guarantees in such a way can foster purchasing decisions,
coupled with a good consumer experience on the first
purchase that will reduce the perceived risk when
subsequent purchases. The influence caused by the
service quality factor shows that most consumers
currently demand attention when transacting. High
security certainly influences consumers to make
purchases through social networks. Even though
consumers already feel safe and know e-commerce well,
it is still being determined that consumers will buy in e-
commerce. It can happen because the services quality

provided is lacking, which makes consumers hesitate to
make purchases on e-commerce.

The results of this study support research that has
been conducted by (Sari & Fermayani, 2020), (Baskara &
Hariyadi, 2020), (Nawangsari & Pramesti, 2019), (Asrizal &
Indrayani, 2020) which shows that the variable Service
Quality, Safety and Perceived Risk significantly influence
purchasing decisions.

Conclusion. Based on the analysis results in Chapter IV,
several conclusions can be drawn as follows: 1. Trust
significantly moderates the effect of service quality on
purchasing decisions at Shopee. 2. Service quality has a
significant effect on purchasing decisions at Shopee. 3.
Safety has a significant effect on purchasing decisions at
Shopee. 4. Perceived risk has a significant effect on
purchasing decisions at Shopee.

Based on the research results, several suggestions can
be given for this research: 1. To improve purchasing
decisions, e-commerce companies must pay attention to
several factors, namely service quality, trust, and security.
The importance of trust in online shopping sites is one of
the key factors in conducting buying and selling activities
online. 2. The perceived risk variable has the lowest direct
influence on purchasing decisions compared to service
quality and security. It is suggested that e-commerce
companies can pay special attention to risk perception in
online shopping.
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