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Abstract

Consumer preferences for online purchases are increasing during the pandemic.
This paper aims to understand how customers perceive their values regarding online
shopping. Our study hypothesized that website design attractiveness, e-commerce
marketplace reputation, and perceived ease of transaction are the predictors for
customer-perceived value, influencing the online purchase decision. This study
employs a survey with a total sample of 225 respondents of Indonesian marketplace
consumers. Data is gathered through the distribution of Google-forms
questionnaires and analysed using the Structural Equation Modelling (SEM)
method. The findings revealed a significant direct relationship between the
website's design attractiveness, e-commerce marketplace reputation, and perceived
ease of transaction with the customer's perceived value and between perceived
value and the purchase decision. This study also found mediation effects of
perceived value on the relationships between website design attractiveness and e-
commerce marketplace reputation on online purchase decisions. Considering the
importance of website design attractiveness, e-commerce marketplace reputation,
perceived ease of transaction on customer-perceived value, and the role of
customer-perceived value on online purchase decisions, this study recommends
companies to strengthen their marketing strategies related to those three predictors
of customer-perceived value. A good perceived value is expected to increase
customers' online purchasing probability.
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Introduction

E-commerce development is exciting to discuss because the
telecommunications industry will continue to develop in terms of service
coverage and internet connection speed over time. Several research have used
the concept of e-commerce. E-commerce as an economic exchange in which
the parties exchange specified goods or services for a predetermined price and
agree to a delivery schedule using electronic means over the internet. The
exchange is then settled for delivery and payment of the goods or services
under the contract (Dash & Kumar, 2013). Kumbhar (2011) defines e-
commerce as the use of the internet and websites in conducting business
transactions, and e-commerce digitally can facilitate commercial transactions
between organisations and between organisations and individuals. Companies
worldwide have introduced e-commerce and enjoy the benefits of increased
operational efficiency and revenue generation by integrating e-commerce into
value chain activities (Vaithianathan, 2010). With the increase in buying
products through Internet media, electronic transactions or e-commerce
activities will continue to develop (Ribeiro et al., 2009). Online shopping is
complementary and does not replace traditional shopping methods because
consumers still want to have a traditional shopping experience and will
probably do online shopping to improve the shopping experience (Shi et al.,
2019).

The determining factors of online purchase decisions should be a
significant concern, especially for business people. People have relied on web-
based commercial information for electronic commerce (e-commerce)
transactions for all of their purchases. The existence of the internet makes
purchase decisions more than traditionally made. The influence of the internet
can change the purchase decision process compared to the era before the
internet. Information becomes very easy to obtain to help consumers determine
their purchase decisions (Flanagin et al., 2014).

Kotler et al. (2017b) suggest that an advertisement must have a
distinctive appeal that can attract potential consumers in the products offered.
One practical and trusted marketing technique for persuading potential
customers is the attraction of website design. A website design is one way to
realise the attractiveness of advertising. Research showed that website design
attractiveness influences consumers' purchase decisions (Khanna & Wahi,
2018). The attractiveness of website design, in addition to creating a sense of
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security that the vendor is a polite seller, also raises a sense of trust that the
seller will fulfil what is promised (Broekhuizen et al., 2009; Najafi et al., 2017).

Reputation is an identity that accumulates values from community
groups or consumers. Reputation is an image attached to the name or symbol
of a product or company that gives a strong impression of the word. Reputation
tends to reflect the competence and superiority of the product or company over
its competitors. Sellers with a track record, positive feedback, and good
testimonials are expected to strengthen consumer attitudes toward online
purchase transactions (Molinillo et al., 2022). Reputation is a commonly held
belief about the character or status of a person or thing. It is a collective trust
rating based on recommendations or ratings from members of the social media
community. Of course, in social e-commerce, buyers and sellers are critical
members of the community and can interact with each other through social
media platforms (Chuang et al. 2017).

The ease of shopping online makes potential consumers have no
difficulty shopping online and show that ease of transaction is an essential
factor in online shopping (Pikkarainen et al., 2004; VVenkatesh & Davis, 2000).
Apart from being easy to operate, this convenience can also reduce consumer
effort in terms of costs, time, and energy in conducting transactions (Tran,
2021).

Consumers usually have many choices when making a purchase. Thus,
they must choose what products and services meet their needs. Purchase
decisions are thoughts in which individuals evaluate various options and decide
on choices for a product from many possibilities. Purchase decisions are stages
in the buyer's decision-making process where consumers perform a concrete
action in choosing products and services to be purchased. The purchase
decision is a problem-solving approach to human activities in buying a good or
service to meet their wants and needs (Kotler et al. 2017b).

Customer-perceived value is a consumer's overall assessment of the
utility of a product based on consumer perception of what is received and given.
Customer-perceived value is a trade-off between customer perception, the
product's quality or benefit, and the sacrifices made through the price paid. A
customer-perceived value has a positive influence that will create customer
loyalty. Customer-perceived value is an emotional bond between the customer
and the manufacturer after the customer uses the company's products and
services and finds that the product or service adds value (Alshibly, 2015).

This study aims to understand how customers form their perceived value
by considering several concepts: website design attractiveness, e-commerce
marketplace reputation, and perceived ease of transaction, which determine
their online purchase decision. This study set is a leading marketplace in
Indonesia. The study's novelty is the effect of customer-perceived value as a
mediator between website design attractiveness, e-commerce marketplace
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reputation, and the perceived convenience of transactions and online purchase
decisions that have not yet been discovered in any prior research in the same
context.

Literature review
Technology acceptance model (TAM)

This research uses the theory of the Technology Acceptance Model
(TAM) that analyses factors affecting an information system's acceptance.
TAM explains that the perception of benefits and ease of transaction will affect
the actual use of the technology. This theory determines computer users'
behaviour in accepting or rejecting computer technology and is also suitable
for other technology acceptance, such as e-commerce (Davis, 1986).

Customer-perceived value

A customer’s perceived value is a thorough assessment of product
usefulness based on the perception of what is received and given. Perception
of value can be in the form of a low price. It can also be in the form of whatever
the consumer wants from a product, the benefits received after making a
purchase, or what the customer gets from the sacrifice (Lovelock, 2017).

Website design attractiveness

One form of marketing communication is advertising, which must have
a distinctive attractiveness that can interest potential consumers in the products.
It is interesting if the website's appearance and content can attract potential
customers' interest. Website design attractiveness influences consumer
perceptions of online shopping activities. An elegant website design will be
attractive and satisfy visitors added that physical attractiveness could come
from an attractive product or solid customer experience designs (Shergill,
2014; Kotler et al., 2017a). Website design attractiveness can also attract
customers. In addition to bringing out a sense of security that the e-commerce
marketplace is a trusted seller, website design attractiveness also brings up a
sense of trust that the seller meets their promises. Therefore, the website design
attractiveness is also related to a consumer attitude toward shopping online
(Broekhuizen et al., 2009).

Website design quality is essential for an online store to attract customers
buying interest. Website design as a direct interface with customers is
indispensable in satisfying customers. Website design benefits customer
satisfaction and perceived service quality (Sebastian et al., 2021). If the
website's design is clear and concise, consumer will have a positive image and
perceive the company as professional (Ganguly et al., 2017; Liu et al., 2021;
Zhang et al., 2016). Concerning these ideas led to develop the following
hypothesis.

232 https://journal.unesa.ac.id/index.php/bisma/index


https://journal.unesa.ac.id/index.php/bisma/index

Fatmawati, I., Fathin, A.A., & Jaroenwanit, P.
Understanding how customers shape purchase decisions in the e-commerce
marketplace

H1: The website design attractiveness will positively affect the customer-
perceived value.

E-commerce marketplaces reputation

Reputation is an assessment of the potential desire of an entity. An
external group of people establishes this assessment as a public value.
Reputation reveals an identity that accumulates values from community groups
or consumers. Reputation generally relates to customer experience, consumer
talks, or media reports on the product or company (Aparicio, 2021). Milewicz
& Herbig (1994) stated that reputation reflects the competence and superiority
of the product or company over its competitors. Li et al. (2006) mentioned that
a reputation based on feedback can reinforce one's attitude toward online
shopping. Sellers with a track record, positive feedback, and good testimonials
are expected to strengthen consumer attitudes toward online purchase
transactions. Resnick et al. (2000) argued that a reputation system based on
customer feedback might make it easier for online buyers and sellers to
establish connections. In this case, reputation is related to the customer's
personal experience, information from other parties' conversations, or seeing
news through the media about the product or company. The rising number of
internet frauds causes consumers to become more careful, looking for
information about the vendor and considering it in the purchase decision
(Karahanna et al., 2013).

Xu & Yadav (2003) show that reputation based on feedback can build
consumer interest in online purchases. A good reputation means the company
gives good service to consumers. A seller with a good reputation can reduce
consumer concerns about fraud and increase the value of customer perceptions
of the company. Hansen et al. (2008) found that consumers purchase based on
the company's reputation, not just the goods or services purchased. Consumer
will discover the e-commerce marketplace behind a product or service and how
the company runs the business. The following results also support the idea of
company reputation on customer-perceived value (Chang, 2013; Han et al.,
2015; Su et al., 2016). Based on these notions, this study proposes the following
hypothesis.

H2: E-commerce marketplace reputation has a positive effect on customer-
perceived value.

Perceived ease of transaction

Perceived ease of use is a variable of the technology acceptance model
(TAM), which is the foremost theory to predict an individual’s adoption of a
technology. Consumers who perceive convenience conduct transactions
without being distracted by other activities. The individual's perception of how
simple it is to conduct business online is called the perception of ease of online
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transactions. Potential customers engage in minor transactions that could be
more involved, making deciding whether to buy a product online simpler
(Davis, 1989; Sembada & Koay, 2021).

The perception of ease refers to the degree to which the user expects a
system to be used free of effort/problems (Davis, 1989). Pikkarainen et al.
(2004) and Venkatesh & Davis (2000) argued that this perceived ease of
transaction is essential in online shopping. The more effortless the customer
assessment using online transactions, the higher value of the customer's
perception. Other findings also support the idea that the perception of ease of
use (transaction) promotes a better customer-perceived value (Davis, 1989;
Chairina, 2021; Amin et al., 2014). Thus, this study develops the following
hypothesis.

H3: Perceived ease of transaction in online shopping has a positive influence
on customer-perceived value.

Online purchase decision

Online purchase decision is a broad concept and has been widely
understood. Our concept of online purchase decisions refers to how people
judge which products or services to buy and use online. This concept is derived
from the purchase decision, which according to, defines as several stages by
consumers before deciding to buy a product. Consumer purchase decisions are
the cognitive process by which consumers seek product information and collect
knowledge to choose between the many available alternatives. Consumers are
usually faced with many choices when making a purchase, so they must
determine what products and services to choose that are tailored to their needs.
Thus, the online purchase decision-making process is the process that the user
of online trading products or services goes through before the final process is
to decide to buy (Kotler et al., 2017a; Petcharat & Leelasantitham, 2021).

In the online context, online purchasing is a dynamic and highly
adaptable process in which choice-makers respond to choice tasks in an
adaptable manner (Karimi et al., 2015). This process comprises numerous
stages: information search, alternatives evaluation, buy choice, and post-
purchase evaluation. During the information search stage, consumers gather
information about the product or service they are interested in through various
sources such as websites, reviews, and social media. In the evaluation of
alternatives stage, they compare the features, benefits, and prices of different
products to make an informed decision. Purchase decision stage involves the
actual transaction, while the post-purchase evaluation stage involves assessing
the product or service's performance and satisfaction (Karimi et al., 2018;
Lazatoiu, et al., 2020).

The traditional concept of customer’s perceived value is focused only on
the top products and services provided by the company (Woodruff, 1997). This
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concept s in line with a previous study which stated that the perception of value
is the buying and selling between quality and price, the ratio of profit to
sacrifice, and the difference (surplus) between benefits and costs (Naylor &
Frank, 2000; Monroe, 1987). The concept of value perception is focused only
on functional value. Consumers purchase for fulfilling valid values, lifestyles,
social symbols, and social gains (Ben & Soltani, 2021). Results of previous
studies support the idea of customer-perceived value as the antecedent of
purchase decisions (Monroe, 1987; Ali et al., 2013; De Medeiros et al. 2016).
Based on these discussions, this study develops the following hypothesis.

H4: Customer-perceived value will positively influence online purchase

decisions.

The website design should also consider the information displayed
(Ganguly et al., 2017). The website's attractiveness will create a sense of
security and trust that the seller will fulfil what was promised (Broekhuizen et
al., 2009). Therefore, more attractive the website design will solidify online
purchase decisions. Other studies' findings also support the notion that website
design promotes consumer purchase decisions (Huang & Benyoucef, 2017;
Tang & Zhu, 2019; Khanna & Wahi, 2018). Hence, this study proposes the
following hypothesis.

H5: The website design attractiveness will positively influence online
purchasing decisions.

Wangenheim & Bayon (2004) revealed that if there is information on the
value of the benefits of a product or a company, potential consumers will
perceive the product as high. Prospective consumers will feel more confident
in purchase decisions online if a product's value is good. Xu & Yadav (2003)
explained that a bad reputation would reduce or raise consumer concerns when
buying a product. Kim & Ahn (2007) and Xu & Yadav (2003) stated that
reputation influences online purchasing decisions. The results of previous
studies followed these ideas (Kaur et al.,2017; Jadil et al. 2022; Kim et al.
2023). Therefore, based on previous findings, this study proposed the following

hypothesis.
H6: E-commerce marketplace reputation positively affects online purchase
decisions.

Customers will appreciate their online shopping experience because
finding products or making payments is typically straightforward. The
advantages of online purchasing for customers will come with this ease of
transaction. Previous research shows that perceived ease of transaction is the
main factor in deciding to make an online purchase (Kim et al., 2008; Suleman
et al., 2022; Puteri et al., 2022; Acelian & Basri, 2021). Therefore, based on
previous findings, this study proposed the following hypothesis.
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H7: Perceived ease of transaction in online shopping has a positive influence
on online purchase decisions.

Website design attractiveness is a form of marketing communication in
advertising. Every advertisement must have appeal to persuade consumers to
be willing to buy. Consumers will act to search the online store website to
choose which services match their consumer criteria. Consumers will choose a
website with an attractive design, easy-to-use, and precise information.
Consumers will also prefer an online store website with high and good
customer value because consumers want to feel satisfied with the website's
service, and online purchase decisions will be increase. This idea aligns with
previous research findings (Fang et al., 2016; Liu et al., 2021; Monfared et al.,
2023). This study developed the following hypothesis.

H8: Customer-perceived value mediates the effect of website design
attractiveness on online purchase decisions.

Reputation can be connected to online buying and selling sellers with a
proven track record, positive feedback, and testimonials, which will draw
customers to shop for products in their stores successfully, compared to online
stores with no solid internet reputation or history. Previous study found that
consumers purchase based on the company's reputation, not just because of
products or services knowledge. When the company's reputation is good,
customer believes that the company will secure transaction process and provide
good products and services. If the customer's perception of value is high, online
purchasing decisions will likely occur (Ponte et al., 2015; Kim et al., 2017,
Miao et al., 2022). Thus, this study proposes the following hypothesis.

H9: Customer-perceived value mediates the effect of e-commerce
marketplace reputation on online purchase decisions.

Online shopping is also associated with ease of transaction. Perceived
ease of transaction is the level at which users believe they can use technology
efficiently (Davis, 1989; Sembada & Koay, 2019). According to Turban
(2010), ease of transactions should be used as efficiently as possible without
going through a process that can make it difficult for users in the transaction
process. In this case, perceived ease of transaction will improve the customer-
perceived value, affecting online purchase decisions (Kumar et al., 2022; Zeqiri
etal., 2022; Yen, 2022). Therefore, this study developed following hypothesis.
H10: Customer-perceived value mediated the relationship of perceived ease of

transaction on online purchasing decisions.

The research framework is presented by Figure 1. Figure 1 integrate
website design attractiveness, vendor reputation, and perceived ease of
transaction which influence customer perceived value and online purchase
decision.
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Figure 1.
Research framework
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Research method

This study employed a quantitative approach with an explanatory
research design. One of the famous Indonesian marketplaces served as our
research setting. Respondents are marketplace buyers. The sample was chosen
based on the purposive sampling method with the following criteria: age 17
years old or above and have already purchased at the marketplace at least twice.
This study provided online questionnaire (Google Form) to collect the data that
sent via social media. The sampling size was determined according to Hair
(2014), who stated that the data for SEM analysis is around 200 respondents.

The research instruments were developed by adopting and adapting from
previous studies. Website design attractiveness measurement was referred from
Broekhuizen et al. (2009). E-commerce marketplace reputation scale was
adapted from Li et al. (2006) and Williams et al. (2012). Perceived ease of
transaction was adopted from Chiou et al. (2012). Customer-perceived value
measurement was adapted from Lin and Sun (2009). Online purchase decision
measurement was adopted from Hé&ubl (1996), Katawetawaraks & Wang
(2011), and Uddin et al. (2014). This study used SEM (Structural Equation
Modelling) to analyse data and test hypotheses. AMOS was employed as the
data analysis method in this investigation.

Data analysis and result

There are 225 respondents in the data analysis. Table 1 shows the
demographic profiles of our respondents related to gender, age, last education,
occupation, and intensity of making purchases through the marketplace.
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Table 1.
Respondent profiles

Characteristics of Information Total Percentage
Respondents Respondents
Gender Man 132 58,7%
Woman 93 41,3%
Age 18 — 22 Years 205 91%
23— 34 Year 20 9%
High school 60 26,7%
. Diploma 25 11,1%
Recent Education Bachelor 139 61 8%
Master 1 0,4%
Student 204 90,7%
Occupation Private/Public Employees 18 8,0%
Self-employed 3 1,3%
1 Time a Month 135 60,0%
Make purchases 2 T!mes a Month 71 31,6%
3 Times a Month 13 5,8%

through Tokopedia More Than 3 Times a
6 2,7%
Month

Total 225 100%

Before data analysis, this study performed an instruments test, i.e.,
validity, reliability, and normality. The validity test uses a confirmatory factor
analysis (CFA) correlation test using SPSS version 26. Data is valid if the
loading factor value exceeds 0.5 (Hair et al., 2014). In comparison, reliability
IS used to measure an instrument's consistency (reliability). An instrument is
reliable if a consumer's answer is consistent or stable over time. To see the
reliability of each instrument, this study used the Cronbach Alpha coefficient
using the SPSS.

Appendix 1 shows the results of confirmatory factor analysis and
Cronbach Alpha for reliability. Based on Appendix 1, the loading factors of
each item were more significant than 0.5. Hence, the entire research instrument
was valid. The indicator of instrument reliability is the value of Cronbach's
alpha which is greater than 0.70. The Cronbach Alpha for all variables showed
a value greater than 0.7. Thus, all the variables were reliable.

The data analysis with AMOS is started with checking the goodness of
fit value to see how much the proposed model matches the data sample or fit.
Appendix 2 shows that five goodness of fit indicators were fit, hence, the model
could be used for further analysis.

The results of hypothesis testing showed in Table 2 with the standardised
regression weight value, which shows the coefficient of influence between
variables.
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Table 2.
Relationships between variables
Relationships Between Variables  Estimate  S.E. C.R. P Hypothesis
Customer- Website Sianificant
perceived €  design 0189 0091 2082 0037 >
. positives
value attractiveness
Customer- E-commerce Significant
perceived < marketplace 0.231 0.075 3.086  0.002 gnr
' positives
value reputation
Customer- Perceived Significant
perceived <  ease of 0205 008 2417 o016 29V
. positives
value transaction
Purchase Customer- Significant
decisi < perceived 0.272 0.096 2.828  0.005 gnr
ecisions positives
value
Purchase Website
decisi < design 0.048 0.097 0.494 0.621 Rejected
ecisions .
attractiveness
Purchase E-commerce
decisi < marketplace 0.057 0.081 0.706 0.48  Rejected
ecisions '
reputation
Perceived -
z“thase & easeof 0442 0111 3978  *xx  Slgnificant
ecisions positives

transaction

Based on Table 2, the hypothesis testing results can be explained as
follow. Hypothesis 1 is supported. The parameter estimation of the coefficient
of standardised regression weight was 0.189 and the value of C.R. was 2.082,
it is show that the relationship between the website design attractiveness and
customer-perceived value is positive. Thus, the better the website design
attractiveness, the higher customer-perceived value. Testing the relationship
between the two variables showed a probability value of 0.037 (p<0.05).

The estimation parameter of the coefficient of standardised regression
weight in hypothesis 2 was 0.231. Hypothesis 2 is supported. The value of C.R.
3.086 shows that the relationship between e-commerce marketplace reputation
and customer-perceived value is positive. Thus, the better the e-commerce
marketplace's reputation, the more customer value will be perceived. Testing
the relationship between the two variables showed a probability value of 0.002
(p<0.05).

The estimation parameter of the coefficient of standardised regression
weight in hypothesis 3 was obtained by 0.205. Hypothesis 2 is supported. The
value of C.R 2.417 shows the positive relationship between the perceived ease
of transaction and customer-perceived value. Thus, the better the perceived
ease of transaction, the more customer value will be perceived. Testing the
relationship between the two variables showed a probability value of 0.016
(p<0.05).
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The parameter estimating the value of the coefficient of standardised
regression weight in hypothesis 4 was 0.272 and the value of C.R. was 2.828.
Hypothesis 4 is supported. It is shows that the relationship between customer-
perceived value and the online purchase decision is positive. Thus, the better
the customer’s perceived value, the more online purchase decisions will
increase. Testing the relationship between the two variables showed a
probability value of 0.005 (p<0.05).

The parameter estimating the coefficient of standardised regression
weight in hypothesis 5 was 0.048 and the value of C.R. was 0.494. Hypothesis
5is supported. It is shows that the relationship the website design attractiveness
not affect online purchase decision value. Testing the relationship between the
two variables showed a probability value of 0.621 (p>0.05).

The estimation parameter of the coefficient of standardised regression
weight in hypothesis 6 was 0.057. Hypothesis 6 is not supported. The value of
C.R. was 0.706. It is shows that e-commerce marketplace reputation is not
affect the online purchase. Testing the relationship between the two variables
showed a probability value of 0.48 (p>0.05).

The estimation parameter of the coefficient of standardised regression
weight in hypothesis 7 was 0.442. Hypothesis 7 is supported. The value of C.R.
3.978 shows the positive relationship between the perceived ease of transaction
and the online purchase decision. Thus, the better the perceived ease of
transaction, the more online purchase decision will be. Testing the relationship
between the two variables showed a probability value of 0.000 (p<0.05).

Appendix 3 compared the value of standardised discarded indirect effects
to see the mediating impact of intervening or mediation between independent
and dependent variables. Thus, if the value of the direct standardised impact is
smaller than that of the standardised indirect effect, the mediation variable
indirectly influences the relationship between the two variables.

Appendix 4 shows the mediation analysis investigated the effect of
website design attractiveness on online purchase decisions by mediating
customer-perceived value. This study compared whether the value of direct
impact is smaller than the value of the indirect effect. The testing of the
relationship between the two variables shows a value of 0.04<0.043. It
indicates that the customer-perceived value mediates the impact of website
design attractiveness on the purchase decision. Thus, hypothesis 8 declared that
customer-perceived value mediates the influence of website design
attractiveness on online purchase decisions is supported.

This study tested the mediating effects of customer-perceived value on
the relationship between e-commerce marketplace reputation and purchase
decisions by comparing whether the value of direct impact is smaller (<) than
the indirect effect. Testing the relationship between the two variables shows a
0.059<0.065. This result indicates that customer-perceived value mediates e-
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commerce marketplace reputation towards an online purchase decision. So, H9
IS supported, hence, customer-perceived value mediates the influence of e-
commerce marketplace reputation on online purchase decisions.

The effect mediating effect of customer-perceived value on the
relationship between the perceived ease of transaction on purchase decision
was tested by comparing whether the value of direct impact is smaller (<) than
the value of the indirect effect. Testing the relationship between the two
variables shows a 0.415 < 0.052. This result indicates that the customer-
perceived value mediates the perception of ease transactions against adverse
purchasing decisions. It means that there is no mediating effect of customer-
perceived value on the influence of perceived ease of transaction on the
purchase decision (H10 not supported).

The effect of website design attractiveness on customer-perceived value

The result shows that hypothesis 1 is supported. It means that website
design attractiveness positively affects customer-perceived value. This study
aligns with previous study result which state that website design is a direct
interface with customers and has a critical role in shaping their values in turn
lead to satisfaction. The results prove that the better the website design
attractiveness, the better the customer-perceived value (Ganguly et al., 2017;
Liu et al., 2021; Zhang et al., 2016). It implies that an attractive website is
critical for an online marketer to influence consumer value perception. An
attractive website gives a signal to the customers to perceive the value of the
brand. Creating an attractive website will signal the customer about the
company's image and provide an impressive experience during online
shopping.

The effect of e-commerce marketplace reputation on customer-perceived
value

This study also got support for hypothesis 2, which states that e-
commerce marketplace reputation positively affects customer-perceived value.
These results align with research from Hansen et al. (2008), Chang (2013), Han
etal. (2015), and Su et al. (2016). The results of this study prove that the better
the e-commerce marketplace reputation is created, the better customer value
perception. A good reputation attached to a product or company name gives a
strong impression of the word. Hence, building a good reputation is vital for
company to create a valuable consumer perception. Building a good reputation
is also critical for the customer to ensure they make the transaction with a
reputable e-commerce marketplace, which implies a safe transaction.
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The effect of perceived ease of transaction on customer-perceived value

The results of the data analysis also gave support for hypothesis 3. This
finding supports the idea of Davis (1989), Chairina (2021), Amin et al. (2014),
and Dextre et al. (2016), which stated that the perception of ease of use
(transaction) promotes a better customer-perceived value. It means that
perceived ease of transaction positively affects the customer-perceived value,
which is supported. Perception of convenience refers to the degree to which the
user expects a system to be used free from effort/problems. Therefore, ensuring
the comfort of the transaction is one of the key factors in forming customer-
perceived value. Company needs to develop an easy transaction procedure is
also vital to ensure customers to have convenience and easy shopping
experience.

The effect of customer-perceived value on online purchase decisions

This study support for the testing results of hypothesis 4. This result
means that customer-perceived value positively affects online purchase
decisions. Customer-perceived value is the ratio of profit to sacrifice or the
difference (surplus) between benefits and costs. This finding aligns with a
previous study’s result on the antecedent of purchase decisions (Naylor &
Frank, 2000; Ali et al., 2013; De Medeiros et al. (2016). The results of this
study prove that the better the perception of customer value is created, the
higher their probability of purchase decision. Thus, creating a good perceived
customer value is essential in persuading the consumer to purchase the product.
The results implied that companies must fulfil the expected customer values.
Three ways to create it are by creating an attractive website, building a good
reputation, and ensuring ease in transactions.

The effect of website design attractiveness on online purchase decisions

Website design attractiveness does not affect online purchase decisions
(H5 is not supported). This finding is also contrary to previous studies, which
stated that website design promotes consumer purchase decisions (Ganguly et
al. 2017; Huang & Benyoucef, 2017; Tang & Zhu, 2019; Khanna & Wahi,
2018). Thus, this study could not expect a good website design to encourage
customers to buy the product directly. The mediating analysis might explain it.
The insignificant result of website design attractiveness on online purchase
decisions also shows a full mediation effect of customer-perceived value. It
implies the importance of improving website attractiveness through UX/UI
website design. The UX/UI design can improve the user experience and
maximize the customers’ satisfaction which ensures an increased number of
leads and higher conversion rates for e-commerce website.
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The effect of e-commerce marketplace reputation on online purchase
decisions

Hypothesis 6, which declared e-commerce marketplace reputation to
online purchase decision is not supported. This finding proved that there is no
direct influence between e-commerce marketplace reputation and purchase
decision, and it does not support the previous research idea (Kaur et al., 2017;
Jadil et al., 2022); Kim et al., 2023). This study cannot expect that a good e-
commerce marketplace reputation directly influences purchase decisions.
Purchase decisions will happen after consumers form their perception of the
value they will get. Although the relationship of marketplace reputation is not
directly influenced the online purchase decision, it is still important for
marketplaces to enhance their reputation. When marketplace able to establish
consumer trust, consumers are more likely to purchase from it over less
favourable options.

The effect of perceived ease of transaction on online purchase decisions

Hypothesis 7 which proposed that perceived ease of transaction
positively affects online purchase decisions, is supported. This finding supports
the previous research that perceived ease of transaction contributed to online
purchase decisions (Suleman et al., 2022; Puteri et al., 2022; Acelian & Basri
2021). This study proves that the more manageable the transaction process, the
higher the customer's probability of purchasing. It implies the importance of
create e-commerce website that easy to operate or navigate. The easier website
application to use, the more customers that marketplace will reach. If the e-
commerce website is simple to use, and additional information and support is
easily accessible, it will attract a much broader range of customers.

The mediating effect of customer-perceived value on the relationship of
website design attractiveness on online purchase decisions

Hypothesis 8 declared that customer-perceived value mediates the
influence of website design attractiveness on online purchase decisions is
supported. In other words, there is an indirect influence between website design
attractiveness and purchase decisions. These findings prove that customer-
perceived value mediates the attractiveness of website design and online
purchase decisions. This idea aligns with previous research findings (Fang et
al., 2016; Liu et al., 2021; Monfared et al., 2023). This result proved the
significance of peripheral routes in the consumer information process.
Consumers rely on more than just their evaluation based on the central
pathways, such as product quality. Thus, the marketer must create an attractive
website design to form their customer perception of value and influence to
purchase. It implies that a marketer should ensure their website design is
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attractive enough to create a good customer value perception, influencing them
to purchase.

The mediating effect of customer-perceived value on the relationship of e-
commerce marketplace reputation on online purchase decisions

Hypothesis H9 is supported. Customer-perceived value mediates the
influence of e-commerce marketplace reputation on online purchase decisions.
This result proves that better e-commerce marketplace's reputation will
influence customer-perceived value and, in turn, their purchase decision. Our
study findings supported the idea of previous research (Ponte et al., 2015, Kim
et al.,, 2017, Miao et al., 2022). Consumers need a process to perceive
information related to the value they will get when they buy from a reputable
e-commerce marketplace. This result also showed that customer-perceived
value fully mediates the relationship between e-commerce marketplace
reputation and online purchase decisions. Consumer perception that they can
perform transactions efficiently can drive them to purchase from online stores.
Thus, it is confirmed that building and having a good reputation as an e-
commerce marketplace is essential for a marketer to shape their customer value
perception, persuading them to purchase.

The mediating effect of customer-perceived value on the relationship of
perceived ease of transaction on online purchase decisions

While H10 is not supported, the mediating effect of customer-perceived
value on the influence of perceived ease of transaction on the purchase decision
is not supported. Unlike a previous study, Davis (1989), this study revealed
that customer-perceived value did not mediate the influence of perceived ease
of transaction on online purchase decisions. This finding is different from the
idea of previous research (Kumar et al., 2022; Zeqiri et al., 2022; Yen, 2022).
Thus, customer-perceived value is unnecessary for the perceived ease of
transaction to make a purchase decision. Based on this finding, customer-
perceived value is not required for ease of transaction perception to influence
online purchase decisions. Therefore, it is mandatory for e-commerce
marketplace to pay attention to the factors influencing the ease of transaction
and e-service quality such as flexible payment options and secured payment
process.

Conclusion

Website design attractiveness, e-commerce marketplace reputation, and
perceived ease of transaction significantly affects customer-perceived value.
Customer-perceived value positively affects online purchase decisions.
However, website design attractiveness and e-commerce marketplace
reputation did not affect the purchase decision. E-commerce marketplace did
not affect online purchase decision. Perceived ease of transaction affects online
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purchase decisions. This study found that customer-perceived value
significantly mediates the relationship between website design attractiveness
and purchase decision. This study also found that customer-perceived mediates
the relationship. However, this study found that customer-perceived value did
not mediate the relationship between the perceived ease of transaction with the
online purchase decision. This study suggests future research to consider more
predictors, such as product category, individual differences, and need for
uniqueness.
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Appendix 1.
Results of the validity and reliability test
Variable Question Items Loading Reliability
Factor
Attractive visual design 0.827
The look of the site captivates the
0.766
hearts of customers
Website The combination of site ornaments 0.682
design looks beautiful ' 0.8644
attractiveness  The colour blend of the website
captivates the hearts of customers 0.517
Website content is communicated
in an attractive format 0.521
App_roprlate information and 0.496
E-commerce Services
Well-known by customers 0.687
marketplace - . 0.8011
reputation Superior compar(_ed to competitors 0.764
Corporate attractiveness 0.74
Consistent corporate reputation 0.591
Ease of ordering procedure 0.767
Perceived Ease of payment method 0.743
Ease of product search procedure 0.709
ease of Disclosure of information during 0.7932
transaction - 0.574
the transaction process
Easy to use 0.57
Twenty-four hours transaction 0.661
Customer-  Online shopping can save time 0.732
perceived Secure online shopping 0.859 0.8071
value Online shopping can save money 0.72
Clear and understandable 0.763
Confidence in choosing the 0515
product
Choosing the product without any 0.679
Online doubt '
purchase Prefer the product compare to 0.7834
- 0.761
decision others
Search for the product when it is 0.692
needed
Choose the product as its benefit 0.58
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Appendix 2.
Assessing goodness of fit

The good_ness of the Fit Cut-off value Research Model
index Model
Chi-square =\cmin Expected Small (> 0.05) 387.359 Fit
Probability =\p >0.05 0 Not fit
RMSEA=\rmsea <0.08 0.046 Fit
CMIN/DF=\cmindf <2.0 1.467 Not fit
GFI=\¢fi >0.90 0.88 Not fit
AGFI=\agfi >0.90 0.852 Not fit
TLI=\ti >0.90 0.929 Fit
IFI=\ifi >0.90 0.939 Fit
CFI=\cfi >0.90 0.938 Fit
NFI=\nfi >0.90 0.83 Not fit
Appendix 3.
Standardised direct effects
Perceived ease of E-commerce Attractiveness
. marketplace . .
transaction - Website Design
Reputation
Customer- 0.211 0.261 0.174
perceived value
Purchase 0.415 0.059 0.04
decisions
Appendix 4.
Standardised indirect effects
Perceived ease of E-commerce Attractiveness
transaction marketplace Reputation Website Design
Cu_stomer— 0 0 0
perceived value
Purchase 0.052 0.065 0.043
decisions
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