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Abstract 

Online business development ease consumers to make purchases. One marketplace that can be 

consumer choice to shop online is Akulaku. Online purchasing decisions at Akulaku can be influenced 

by various factors such as ease of transaction and e-service quality. This study aims to analyze the effect 

of ease of transaction and e-service quality on online purchasing decisions in Akulaku. A total of 104 

Akulaku consumers lived across Indonesia as samples were collected by a purposive sampling 

technique. The data was collected using an online questionnaire with structured questions given to 

Akulaku consumers. The data were analyzed using multiple regression. The results indicate that the 

ease of transaction has a positive influence on online purchasing decisions in Akulaku. Besides, the e-

service quality also has a positive influence on the online purchasing decisions in Akulaku.  
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INTRODUCTION 

Technological improvements are getting more advanced from time to time. Not only a 

few people can enjoy the sophistication of today's technology, but all people can. Not only used 

for fun, but technology can now also be used for business purposes, especially internet 

technology for e-commerce businesses. It impacts society, who initially could only buy and 

sell conventionally, but now people have become more adept at using internet technology to 

do e-commerce business. The development in internet technology has required people to use 

online buying and selling platforms to boost sales more easily and quickly and can provide 

information to consumers easily (Isyanahapsari & Nurseto, 2018). 
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The development of online businesses ease consumers to purchase goods and services 

because it is more practical and increase purchasing capacity (Harahap, 2018). One of e-

commerce conveniences is the ease of transactions that help consumers to make payment 

transactions. The ease of transaction enables e-commerce consumers to make payments in 

various ways and become the most efficient payment method for consumers (Rahmawati, 

2019).  

However, many consumers do not have a credit card yet still want to buy goods or 

services with an installment system (Quiserto, 2019). Akulaku is the first marketplace site to 

implement shopping with easy installment payment transactions without a credit card 

(Akulaku, 2019). With the ease of installment transactions without a credit card, it is expected 

to attract and enable consumers who do not have a credit card to shop with an installment 

system (Quiserto, 2019). Akulaku also provides easy transactions by loans for medical, travel, 

education, household expenses, special events, and purchasing goods. Other transaction 

facilities at Akulaku are credit purchases, electricity payments, water bill payments, and 

airplane ticket purchases (Akulaku, 2019). The ease of transaction provided to consumers 

makes the consumers happier to shop online. 

Moreover, some marketplace services should be responsive to help the consumer 

problems during shopping. They can make complaints while making purchases through 

customer service available in each marketplace, such as Blog FAQ, Live Chat, Social Media, 

Telephone, and E-mail (Mustikasari, 2017). If the quality of electronic services provided to 

consumers is excellent, the consumers will feel comfortable and satisfied to shop at the 

marketplace site. 

However, many marketplaces disappoint their consumers. According to the Indonesian 

Consumers Foundation (Yayasan Lembaga Konsumen Indonesia), there were many consumer 

complaints against e-commerce. There were 642 complaints from consumers who had made 

purchases in online media (Julianto, 2018). Table 1 is the complaints ranking list published by 

the YLKI. 

Table 1. The Ranking of Online Site Sales Complaints in 2017 

No Sales Site Number of Complaints 

1. Lazada 18 

2. Akulaku 14 

3. Tokopedia 11 

4. Bukalapak 9 

5. Shopee 7 

6. Blibli 5 

7. JD.ID 4 

8. Elevenia 3 

Source: Julianto (2018) 

Based on Table 1, Akulaku is in the second rank with 14 complaints. The complaints 

level derived from several cases such as a consumer purchased goods did not arrive until the 

installment invoice received, although the consumer had contacted Akulaku and got zero 

response (Rachman, 2018). On June 4, 2018, another consumer had paid the installment bill, 

but in his Akulaku account, the bill had not yet been updated, so the consumer made a 
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complaint (Akbar, 2018). However, there was no progress, and the consumer was still being 

called by the billing party to pay off the installment. Another problem was one consumer had 

paid the bill, but in his Akulaku account, the amount did not match the original bill and nor 

decrease. Then, the consumer contacted Akulaku, but there was no response (Wilyusdinik, 

2017). 

Another example of complaints is that once a consumer purchased goods and had paid 

the down payment installments, the delivery status was not processed. Akulaku also did not 

provide consumers information, but when goods arrived, it turned out that the goods did not 

match what the consumers ordered. The consumers had also contacted Akulaku, but no one 

responded to the complaint (Faturahman, 2017). However, on the following day, the amount 

of installment agreed previously suddenly changed and became more expensive, yet there 

was no explanation from Akulaku (Megasari, 2017).  

It is mandatory for e-commerce parties to pay attention to the factors influencing the 

ease of transaction and e-service quality. According to Turban et al. (2010), the transaction 

should be implemented as simple and easy as possible without going through a process that 

can make it difficult for users to process transactions. A previous study claimed that the ease 

of transaction was the most dominant variable and influenced online purchasing decisions 

(Lestari & Iriani, 2018). Rohmawati (2019) and Suharni (2019) also suggested that the ease 

of transaction influenced the consumers in making online purchase decisions. However, 

Priscanandia (2019) showed that transaction ease did not affect purchasing decisions. Thus, 

there is a research gap in previous researches about the effect of ease of transaction on online 

purchasing decisions. 

According to Chang et al. (2009), e-service quality refers to a service from a website 

that provides consumers' facilities to shop efficiently and effectively. It is also considered 

highly influential on the online purchasing decisions where its existence can make online 

services attractive and effective so that it helps the marketplaces to obtain high purchasing 

decisions from the consumers (Rozi & Harti, 2017). Previous researches related to e-service 

quality have focused on customer satisfaction (Bressolles et al., 2014; Finn, 2011; Ali et al., 

2017; Ma̳ Sabiote et al., 2012; Zavareh et al., 2012), consumer loyalty (Yen & Lu, 2008),  and 

both of them (Al-dweeri et al., 2017; Chang et al., 2009; Ghane et al., 2011; Sheng & Liu, 

2010).  Based on the gaps in the previous research results and the phenomena explained 

earlier, it is essential to study the online purchasing decision and the factors influencing them, 

including the ease of transaction and e-service quality. 

 

The Influence of Ease of Transaction on Online Purchasing Decision 

The ease of transaction can be defined as the level where someone believes that a system 

can be used easily without requiring a lot of effort (Renny & Siringoringo, 2013; Alwafi & 

Magnadi, 2016). Similarly, Turban et al. (2010) agreed that the ease of transaction is a method 

that can be used very easily through a fast process of making transactions so that the consumers 

do not experience difficulties in making transactions. Furthermore, the purchasing decision is 

defined as selecting an action based on various alternative options (Sangadji & Supiah, 2013). 

It is a stage in the decision-making process which the consumers make a purchase (Kotler & 

Armstrong, 2012). 
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Previous research found that there was an influence of the ease of transaction on the 

online purchasing decision (Lestari & Iriani, 2018; Rohmawati, 2019; Suharni, 2019). With 

various ways of making online transactions, the ease of transaction will be considered more 

useful for consumers in shopping. The consumers will prefer a way that is more practical and 

beneficial. Therefore, a hypothesis that can be proposed in this study is as follows: 

H1: In online sales, the ease of transaction has a positive influence on online purchasing 

decision. 

The Influence of E-Service Quality on Online Purchasing Decision 

E-service quality (e-servqual) is defined as the extent to which facilitates efficient and 

effective services in purchasing and product delivery of virtual marketplace (Lee & Lin, 2005; 

Rafiq et al., 2012). Similarly, Ladhari (2010) defined e-service quality as a website that 

provides services for consumers in doing online services (electronic services) such as online 

shopping and looking up needed information. Also, the e-service quality has several indicators 

such as efficiency (the ability of consumers to find good websites), reliability (the ability of a 

website to provide accurate and precise information to consumers), responsiveness (the ability 

of website services to respond to consumer problems in making purchases and providing fast 

services to consumers), fulfillment (the ability to provide services by providing the product 

desired by consumers promptly), and privacy (the ability of website service to protect 

consumers' data) (Saha & Zhao, 2005). 

Meanwhile, a purchasing decision can be defined as a decision that involves several 

options. With a good perception from the consumers of the product or service quality, the 

consumers will be able to make decisions in the purchasing process (Xu et al., 2013; Kundu & 

Datta, 2015; Kotler & Armstrong, 2012). Previous studies on e-service quality significantly 

influence online purchasing decisions (Nasser et al., 2015; Rozi & Harti, 2017; Rita & Farisa, 

2019; Dapas et al., 2019). The e-service quality is a determinant for a marketplace to maintain 

the e-commerce process effectiveness. The existence of a good e-service quality will have a 

positive impact on the marketplace. It is possible because the consumers will feel more 

comfortable and become more frequent in making purchasing decisions. Therefore, the 

following is a hypothesis that can be proposed: 

H2: In online sites, e-service quality has a positive influence on purchasing decision. 

METHODS 

The population of this study is all unknown numbers of Akulaku consumers in Indonesia. 

Meanwhile, the sample is a sub-group of the population selected to participate in the study. In 

this study, the sampling technique used was purposive sampling. The criteria for respondents 

involved in this study were consumers who had already made transactions in Akulaku. In this 

study, the researchers involved a total of 104 respondents. 

Several indicators of the research variables are presented in table 2. The data was 

collected by an online and structured questionnaire (in Google Forms) with five Likert scale 

distributed to Indonesia's Akulaku consumers. The respondents were expected to answer 

questions well so that the researchers could get responses from the consumers on factors 

influencing online purchasing decisions at Akulaku. 
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Table 2. Definition of Operational Variables 

No Variable Definition Indicator Source 

1. Ease of 

Transaction  

Ease of transaction is a 

method that can be used 

very easily through a fast 

process of making 

transactions so that 

consumers do not 

experience difficulties in 

making transactions 

(Turban et al., 2010). 

Ease of navigation, easy 

to understand, ease of 

payment, and flexible 

transaction options. 

Lestari & 

Iriani 

(2018) 

2. E-Service 

Quality 

E-servqual is the service 

quality of a website that 

can effectively and 

efficiently provide services 

for consumers in doing 

online services (electronic 

services) such as online 

shopping and looking up 

needed information 

(Ladhari, 2010). 

Efficiency, reliability, 

responsiveness, 

fulfillment, and privacy. 

 

Saha & 

Zhao 

(2005) 

3. Purchasing 

Decision  

 

The purchasing decision is 

a stage in the decision-

making process where 

consumers make a purchase 

(Kotler & Armstrong, 

2012). 

A decision about the type 

of product, a decision 

about the form of product, 

a decision about brands, a 

decision about the seller, a 

decision about the number 

of products, a decision 

about the time of 

purchase, and a decision 

about payment method 

Kotler 

(2012) 

This study used the multiple linear regression techniques in SPSS. This study applies a cross-

section manner. Therefore, the researchers used the ordinary least squares method. This method 

can be explained through equation (1). 

𝑌𝑖 = 𝛽0 + 𝛽1𝑋1𝑖 + 𝛽2𝑋2𝑖 + 𝜀𝑖  ............................................................................................... (1) 

Note: 

𝑌𝑖 = Perception of online purchasing decision from respondents to i 

𝑋1𝑖 = Perception of ease of transaction from respondents to i 

𝑋2𝑖 = Perception of e-service quality from respondents to i 

𝛽0 = Intercept 

𝛽1, 𝛽2 = Slope 

𝜀𝑖 = Error term from respondents to i 

Furthermore, the multiple linear regression analysis requires validity and reliability tests 

as well as classical assumption tests. The classical assumption test includes normality, 

multicollinearity, and heteroscedasticity test. 
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RESULT AND DISCUSSION 

Result of Validity and Reliability Test 

The validity test on the main research questionnaire was based on all 104 responses from 

the respondents who had made transactions at Akulaku. All empirical indicators of each 

variable have a corrected item-total correlation value or r-count > r-table (0.162) so that the 

empirical indicator is considered valid (Appendix 1). The result of each variable's reliability 

test, which is an integral part of the validity test and that all r-alpha values of each variable are 

considered reliable because they have r-alpha value of > 0.70 (Appendix 2). 

Result of Normality Test 

A normality test was done to residual variables in the study using the Kolmogorov-

Smirnov (K-S) non-parametric statistical test. The result of the normality test shows that the 

value of Kolmogorov-Smirnov (K-S) is 1.072 with a significant value of 0.201 > 0.05 

(Appendix 3). Thus, the residuals from the data have a normal distribution. 

Result of Multicollinearity Test 

The multicollinearity test of independent variables (ease of transaction and e-service 

quality) was done by considering the regression output result's Tolerance and VIF. The result 

of multicollinearity shows the tolerance value for the ease of transaction and e-service quality 

variable is > 0.10 (Appendix 4). Therefore, there is no multicollinearity among the independent 

variables. Meanwhile, based on the VIF value, it appears that the VIF value for the ease of 

transaction and e-service quality variables is < 10. Thus, there is no multicollinearity among 

the independent variables. 

Result of Heteroscedasticity Test 

The heteroscedasticity test of the research variables used the glejser test. The result shows 

that the parameter coefficient for each independent variable is not significant (sig. > 0.05), 

which is 0.164 for ease of transaction and 0.097 for e-service quality (Appendix 5). Therefore, 

heteroscedasticity does not occur in the regression model. 

Result of Hypothesis Testing 

The hypothesis testing was done after all classical assumptions were met. The data were 

analyzed using a multiple regression test. The result shows that the ease of transaction and e-

service quality has a positive influence on online purchasing decision at Akulaku in Table 3. 

Based on the regression analysis carried out, a regression equation can be proposed in equation 

(2). 

Ŷ = 7.083 + 0.603 X1 + 0.377 X2  ..........................................................................................  (2) 

Table 3. Multiple Regression Result 
Variable Β t-statistic** Sig. 

Ease of Transaction 

E-Service Quality 

0,603 

0,377 

4,442* 

3,403* 

0,000 

0,001 
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The interpretation of the result follows, the regression coefficient of ease of transaction 

of 0.603 indicates that each one-unit increase of the ease of transaction will also increase the 

online purchasing decision at Akulaku as many as 0.603 units and the regression coefficient of 

the e-service quality of 0.377 indicates that each one-unit increase of the e-service quality will 

also increase the online purchasing decision at Akulaku as many as 0.377 units. 

The influence of the independent variables on online purchasing decisions in Akulaku 

can be seen from the R2 value of 0.319, which means that 31.9% of the influence of purchasing 

decisions can be explained by the ease of transaction e-service quality variable. Meanwhile, 

the rest, 68.1%, can be explained by other variables not included in the model. 

Discussion 

The regression test result shows that the ease of transaction positively influences the 

online purchasing decision at Akulaku or H1 is empirically supported. The influence shown 

has a positive direction, which explains that the easier the consumers' transaction, the higher 

the online purchasing decision at Akulaku. However, on the other hand, the less comfortable 

the transaction, the lower the online purchasing decision at Akulaku. 

On average, the consumers thought that making payments in marketplaces was 

considered manageable. One of the parameters of ease of transaction which became the reasons 

for consumers to online shopping was the availability of easy payment method options at 

Akulaku. Besides, Akulaku was a marketplace that enable consumers to shop by credit without 

having a credit card. The consumers might shop any products as long as the price was not 

higher than the credit limit of Akulaku consumers. Akulaku also provided convenience in terms 

of down payment installments for its users. Customers can pay through ATM or merchants 

such as Indomaret or Alfamart. These easy payment method options at Akulaku ultimately 

influenced the online purchasing decision at Akulaku. 

Furthermore, the online purchasing decision at Akulaku could have been low if the 

managers did not maintain the ease of transaction. For example, some consumers had paid the 

installment bills, but Akulaku did not update their customer account. The consumers felt 

disadvantaged after deciding to purchase products at Akulaku, but the amount of installment 

agreed earlier had changed to be more expensive on the next day. These cases might decrease 

the online purchasing decision at Akulaku. 

The positive influence shown by the relationship between the ease of transaction and 

online purchasing decision found in this study supports Cho & Sagynov (2015) about ease of 

use impact on e-commerce purchase intention;  Lestari & Iriani (2018) research about how 

convenience online transactions are operated; and Suleman et al. (2019) about the influence of 

ease of use transaction on fashion purchase intention. Instructions on how to make an online 

transaction, starting from the procedure and features to fill out the purchasing form, would ease 

the consumers to shop online. The finding of this study also supports previous research findings 

by Renny & Siringoringo (2013), Hansen et al. (2018), and Nazarudin & Pela (2016), where 

they found a significant positive effect on the ease of transaction on an online purchasing 

decision. 

Furthemore, the regression test result shows that e-service quality has a positive influence 

on the online purchasing decision at Akulaku or H2 is empirically supported. This positive 
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influence explains that the better the consumers' e-service quality, the higher the online 

purchasing decision at Akulaku.  

On average, the consumers considered the e-service quality in marketplaces was good 

enough. One of e-service quality parameters at Akulaku is clear information on the website. It 

was highly needed by the consumers when they wanted to make the transaction in a 

marketplace. On the Akulaku website, the consumers could easily find exact information, 

starting from how to register in the Akulaku application, the requirements needed to use the 

Akulaku credit service, application procedure of Akulaku credit account, purchasing procedure 

of Akulaku credit, and Akulaku’s complaint system.  

Furthermore, the positive influence shown by the relationship between the e-service 

quality and online purchasing decision found in this study confirms a statement by Rozi & 

Harti (2017), which mentioned that the online environment's service quality was an essential 

determinant in terms of the effectiveness of e-commerce process. The development of e-service 

quality helped the online service to be more effective and attractive, thus helping the company 

to achieve the highest level of achievement on purchasing decisions. This finding is also in line 

with Ismayanti et al. (2015), which confirmed the positive influence of e-service quality on 

purchasing decisions. 

CONCLUSION 

Based on the results and discussion, the ease of transactions  and e service quality have 

a positive influence on online purchase decisions at Akulaku. Thus, the easier the transactions 

made by consumers in making online purchases at Akulaku, the higher their purchasing 

decision. Similarly, the better the consumers' e-service quality when making online purchases 

at Akulaku, the higher the consumer's purchasing decision. 

This study has several limitations to address. This study does not provide information 

about what product categories often bought at Akulaku. Secondly, this study examined the 

quality of the e-service in online stores in general, not based on segments of products sold in 

the online shop. In some product segments, the measurement used in this study may not be 

applicable. A variety of product segment and/or other industries should be considered in future 

research to ensure that the measurement is equally effective for particular product categories. 

The measurement may have to be adjusted in other industry settings. 
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Appendix 1. Validity Test Result of Research Questionnaire 

Variable 
Empirical 

Indicator 

Corrected item-

total correlation 
Result 

Ease of Transaction 

ET1 

ET2 

ET3 

KT4 

0.586 

0.533 

0.578 

0.602 

Valid 

Valid 

Valid 

Valid 

E-Service Quality 

eSQ1 

eSQ2 

eSQ3 

eSQ4 

eSQ5 

eSQ6 

0.539 

0.608 

0.493 

0.554 

0.569 

0.438 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Online Purchasing 

Decision 

OPD1 

OPD2 

OPD3 

OPD4 

OPD5 

OPD6 

OPD7 

0.599 

0.557 

0.684 

0.568 

0.585 

0.534 

0.636 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

 

Appendix 2. Reliability Test Result of The Main Research Questionnaire 
Variable r-Alpha Conclusion 

Ease of Transaction 0.772 Reliable 

E-Service Quality 0.783 Reliable 

Online Purchasing Decision 0.839 Reliable 

Appendix 3. Result of Normality Test 
 Unstandardized Residual 

 Kolmogorov-Smirnov Z 

 Asymp. Sig (2-tailed)  

1.072 

0.201 

Appendix 4. Result of Multicollinearity Test 
Variable Tolerance VIF 

Ease of Transaction 

E-Service Quality 

0.882 

0.882 

1.133 

1.133 

Appendix 5. Result of Heteroscedastcity 
Variable t-statistic Sig. 

Ease of Transaction 

E-Service Quality 

1.403 

-1.674 

0.164 

0.097 
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