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Abstract :  Purpose. This study discusses the Role of Trust in Mediating eWOM and Perceived 

Risk of Online Purchase Intention in Shopee. Design / methodology / approach. This study was 

conducted in Jakarta using 185 samples using SEM-PLS data analysis method. Findings. Trust 

is able to act as mediating between ewom and also perceived risk of online purchase intention 

in shopee. Practical implication. Shopee companies should be able to provide reliability in 

services and various features, and also increase security when consumers shop online at 

Shopee, because it can create an interest in buying online on an ongoing basisTheoretical 

implications. This research has limitations that can be used as advice or input for further 

research. 
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INTRODUCTION 

The growth of E-commerce in Indonesia is very rapid because it is influenced by the 

style of online shopping, especially millennials. Google's latest research included in the SEA 

e-Conomy 2018 report shows Indonesia is ranked first in the southeast Asia region for digital 

economic transactions, with Indonesia contributing 49 percent (Rahayu, 2019).  

In Indonesia there are many e-commerce sites or digital platforms such as Lazada, 

Tokopedia, Blibli.com, Jd id, Bukalapak and Shopee Indonesia. Six of the most visited online 

retail products consumer needs sites in Indonesia is Shopee is ranked first with a total web 

visitors per month of 72 million visitors. The next rank is Tokopedia 67 million visitors and 

Bukalapak 39 million visitors, then Lazada, blibli and jdid at the bottom. Related to this, in 

business competition strategy accuracy is an important factor for businesses that lead to the 

effectiveness of decision making in the future in order to create competitive advantages 

(Permana, 2017). 
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Figure 1. Data on E-Commerce Competition in Indonesia Q4 2017, 2018 and 2019 

Sumber: iPrice.co.id (2019) 

Online shopping is an easy solution to busy life in today's world. Online shopping can 

save you so much time, because you don't want to spend a lot of time shopping (Rahman et al., 

2018). Businesses by utilizing the internet have advantages and disadvantages, where the 

advantages, namely requiring relatively affordable capital and can reach the market more 

broadly, while the weakness, namely the difficulty of building consumer confidence in making 

online purchasing decisions (Ali & Tonny Wangdra, 2010). The growth of internet usage and 

digitalization in social form has a significant impact on changing trends and consumer spending 

behavior (Han et al., 2018). There are striking differences between online and offline shoppers 

and variations in purchasing behavior between online consumers (Arce-Urriza et al., 2017), 

influenced by the various promotions offered thus creating a buying interest that leads to 

purchasing decisions (Sivaram et al., 2019). The use of the internet to collect information, 

cendrung generate interest in making online purchases (Hung et al., 2019). Online consumer 

behavior in finding product information indicates a tendency to have an interest in buying 

before deciding to make a purchase. Consumers tend to like to search for information using the 

internet when shopping for products online (Han et al, 2018). 

Some previous research has examined many factors that influence the intention to buy 

online. The intention of purchase is formed when perceived risk has fewer consequences 

(Ariffin et al., 2018) As is the case (Hamid et al, 2016) found that risk perception, application 

design and trust also influenced purchasing intentions. Trust is achieved when the perceived 

risk perception is lower than expected (Farivar et al., 2017), and trust is also influenced by e-

wom (Jalilvand et al., 2017). Other research finds e-wom can also affect buying interest 

(Abubakar & Ilkan, 2016). Another case with (Lee et al., 2017) e-wom has no effect on buying 

interest. It was later discovered that the intention of buying online can be influenced by 

celebrity beliefs, celebrity expertise, celebrity appeal (Murwaningtyas et al. 2019), ease and 

quality of products (Indrajaya & Ali, 2017). 

Social benefits and trust affect online buying interests (Liu & Guo, 2017). Pudaruth & 

Nursing, (2017) finding the ease of influencing buying interest. (Silva et al., 2019) found that 

trust has the ability to dissor any perceived risk to online buying interest, then from a different 

perspective the trust is also able to mediate e-wom against online buying interests (Bhandari & 
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Rodgers, 2018). Where eWOM, public relations and clans are part of a promotion that can 

increase brand equity and can increase interest in online purchases (Munawar & Ali, 2017). 

Trust is often used as a mediation variable by previous studies, where previously those who 

had reviewed mediation variables were found by (Baron & Kenny, 1986) states certain 

variables are said to have a function as mediation to the extent that it explains the relationship 

between predictors and criteria. Trust variables have been developed by (Silva et al., 2019) 

previously made trust variables as mediation between risk perception and ewom on online 

buying interest, and from different perspectives (Bhandari & Rodgers, 2018) found that trust 

variables are able to mediate between e-wom to online buying interests. Based on what has 

been described, the importance of this research examines more deeply about "The Role of Trust 

in Mediating eWOM and Perceived Risk of  Online Purchase Intention in Shopee”. 

RESEARCH PURPOSES 

Based on the formulation of the research problem, the objectives of this study can be 

determined, namely to analyze: 

1. The effect of ewom on purchase intention. 

2. The effect of perceived risk on online purchase intention. 

3. The effect of trust on online purchase intention. 

4. The effect of ewom on trust. 

5. The effect of risk perception on trust. 

6. The effect of ewom on online purchase intention is mediated by trust 

7. The effect of risk perception on online purchase intention is mediated by trust. 

LITERATURE REVIEW 

Hypothesis testing research is a study that aims to develop hypotheses and test them 

empirically (Ali & Limakrisna, 2013). This study discusses how the relationship between 

ewom, perceived risk and trust to buying interest, where variable trust in this research as 

mediation between ewom and risk perception to buy interest. The development of this research 

hypothesis is based on several previous research results as a reference in building conceptual 

research design. 

Purchase Intention 

Schiffman & Kanuk (2012) interest is one of the psychological aspects that have an 

influence on attitudes and behaviors. In "Theory of Reasoned Action (TRA) describes how 

behaviors that change based on the results of behavioral intentions, and behavioral intentions 

can be influenced by social norms and individual attitudes towards behavior" (Eagle et al., 

2013). As for (Lee & Kotler, 2011) "Theory of Reason Action is the best prediction about a 

person's behavior based on the person's interests. Behavioral interest is based on 2 main factors, 

namely: the individual's trust in the outcome of the behavior carried out and the individual's 

perception of the views of those closest to the individual towards the behavior carried out". 

Can be concluded buying interest is an attitude based on the trust and perception of the 

individual after receiving information and ransangan from a product to make a purchase. If 

consumers have a strong knowledge of product information can create buying interest in the 

future. This study adopts indicators from several relevant previous studies, such as (Yang et 
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al., 2015) using three indicators in megkurur purchase intention namely: 1) the possibility of 

continuing to buy; 2) consideration in making a purchase; and 3) willingness to buy. 

 

INFLUENCE BETWEEN VARIABLES 

1. eWOM on Purchase Intention 

Dissemination of information through internet media with the term eWOM (Electronic 

Word of Mouth), where consumers provide information to other consumers through internet 

media (Schiffman & Kanuk, 2012). Silverman (2011) Word of Mouth Marketing can help 

consumers in the purchasing decision process as an alternative assessment. Word of Mouth 

Marketing plays an important role, because information about products is directly obtained 

from trusted consumers, such as friends, family or experts. In line with the theory (Kotler & 

Keller, 2013) that Word of Mouth Marketing can greatly influence the purchasing decision 

process. eWOM is an ongoing information exchange peroses between potential, actual or 

experienced consumers regarding a product, brand, service or company, available over the 

internet (Ismagilova et al., 2017).  It can be concluded that Ewom is an information obtained 

through internet media can help consumers in purchasing behavior. The information is the 

result of a word-of-mouth evaluation through internet media that provides a variety of 

alternative consumers to compare the performance of a product or service recommended by 

individuals and organizations that can influence buying interest. Research developed (Matute 

et al., 2016) use three indicators in measuring ewom, including : 1) eWOM Quantitiy; 2) eWOM 

Credibility; dan 3) eWOM Quality. 

The relationship between ewom and buying interest is based on previous research. Like 

the research developed (Abubakar & Ilkan, 2016) find that eWOM may affect purchase 

intention. The same is the case (Erkan & Evans, 2016) ewom has a positive effect and 

significant on buying interest. As is the case (Bataineh, 2015) find ewom factors that have a 

positive influence and significant on purchase intention, including: quality of eWOM, 

credibility of eWOM, and quantity of eWOM. Other research results by (Lee et al., 2017) found 

that word of mouth internet information has no effect on purchase intention. Based on the 

description of the results of previous research can be hypothesized, that: 

H1 : eWOM has a positive and significant effect on purchase intention. 

2. Perceived Risk on Purchase Intention 

Perceived risks, The absence of perceived risks by consumers will affect consumer 

behavior (Schiffman & Kanuk, 2012). While (Firdayanti, 2012) defines the perception of risk 

as a way for consumers to perceive the possibility of losses that will be obtained from their 

decisions as a result of the uncertainty of the matter being decided. Suryani (2013) perception 

of risk is like the uncertainty faced by consumers when they are unable to see the uncertainty 

that occurs due to the purchasing behavior that will be done. The conclusion is that the risk that 

is perceived when consumers make purchases online is a consideration to reduce the 

consequences or uncertainties received. So by reducing the risk that is perceived can cause 

consumer interest in buying. Research developed by (Ariffin et al., 2018) menggunakan 
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Indikator – indikator yang digunakan mengkur persepsi resiko yaitu : 1) financial risk; 2) 

product risk; 3) security risk; 4) time risk; 5) social risk; dan 6) psychological risk. 

The relationship between perceived risk and purchase intention in this study refers to 

the results of previous research. (Kamalul Ariffin et al., 2018) that the perceived risk perception 

has a significant negative influence on the intention of online purchases. As is the case (Hamid 

et al., 2016) found the perceived risk negatively impacted the intention of purchasing 

consumers online. Research by (Pudaruth & Nursing, 2017; Wingate, 2019) also found the risk 

had a negative and significant effect on purchasing intentions. In contrast to (Gunawan & 

Huarng, 2015). which found that the perception of risk had a psychedetive effect on purchasing 

intentions. Based on the description of the results of previous research hypotheses compiled 

this research, that: 

H2 : Perceived risk has a negatif and significant effect on purchase intention.  

3.Trust on Purchase Intention 

Trust is the knowledge and conclusions that consumers have about an object, its 

attributes, and benefits (Mowen, 2012). Trust as a fundamental element for the success of a 

relationship, without trust a relationship will not last long. Consumer confidence in various 

sources of information, consumers revealed that the recommended communication will run by 

itself to be the most trusted source of information (Schiffman & Kanuk, 2012). From the 

description of experts can be concluded that trust is a consumer's knowledge of various 

attributes of products or services when consumers want to use and know the various benefits. 

With the trust in a product or service, consumers will be willing to make purchasing decisions.  

Consumer trust is seen as the trust of the consumer to the seller related to the seller's 

good intentions, expertise and honesty or integrity of the seller. In the context of an online 

business this is important, as there is no interaction or direct communication between seller and 

buyer. Consumer confidence can create good trust in sellers and will increase consumer trends 

in purchasing behavior (Larasetiati & Ali, 2019). Trust has a direct and significant effect on 

purchasing intentions. E-commerce vendors should focus on maintaining customer trust by 

developing many aspects such as e-service quality that customers directly feel (Firmansyah & 

Ali, 2019). Research developed by (Pappas, 2018) using four indicators in measuring trust, 

including:1) Trustworthy; 2)Reliable; 3) Have high integrity; 4) Competent and 

knowledgeable. 

The relationship between trust and purchase intention refers to the results of previous 

research. (Liu & Guo, 2017) indicates that trust positively affects purchasing intentions. 

Mosunmola et al. (2019) also found an influence between trust and purchase intention. Then 

the results of the study (Kaur & Quareshi, 2015; Marriott & Williams, 2018) find the 

confidence factor has a positive effect and sgnifikan on the purchase intention. Customers have 

a sustainable purchase when they trust the seller (Zhao et al., 2019) and trust is an important 

factor in increasing interest in online shopping (Pappas, 2018). Based on the description of the 

results of previous research can be hypothesized:  

H3 : Trust has a positive and significant effect on purchase intention. 

4. eWOM on Trust 

https://dinastipub.org/DIJDBM


 
Volume 2, Issue 2, February 2021       E-ISSN : 2715-4203, P-ISSN :  2715-419X 

 

 

Available Online: https://dinastipub.org/DIJDBM  Page 209 

Referring to the results of the previous research which is the basis in building 

hypotheses in this research, namely the relationship between ewom to belief. Research model 

developed by (Bulut & Karabulut, 2018) stated that the quality of eWOM and the quantity of 

eWOM have a positive influence on trust. Ali, (2019) The presence of promotional activities, 

such as social media, newspapers, billboards, eWOM and TV advertising can have a positive 

and significant influence on trust. Then (Abubakar & Ilkan, 2016) eWOM positively affects 

trust and (Matute et al., 2016) Ewom is positive and sgnifikan can affect trust. Based on the 

description of the results of previous research can be hypothesized, that:  

H4 : eWOM has a positive and significant effect on trust. 

5. Perceived Risk on Trust 

The relationship between perceived risk and trust in this study refers to the results of 

previous research. Research model developed by (Farivar et al., 2017) risk perception has a 

negative and significant effect on trust, where when consumers believe in a product, it will 

reduce the perceived risk. Silva et al., (2019) perceived risk negatively affects the ability. As 

for Ho et al., (2017) perceived risks have a significant effect on consumer confidence. Based 

on the description of the results of previous research can be hypothesized, that:  

H5 : Perceived risk has a risk negative and significant effect on trust. 

6. Trust mediating Ewom on Purchase Intention 

The Trust mediated the relationship between ewom and purchase intention in this study 

referring to the results of previous research. Research model of the (Abubakar & Ilkan, 2016) 

where the trust mediates positively between eWOM and the intention of purchasing. (Bhandari 

& Rodgers, 2018) also found a positive influence between eWOM and buy interest mediated 

by the trust. As well as the findings of the (Matute et al., 2016) indicates that eWOM has a 

positive and significant effect directly and indirectly affects purchasing intentions through 

trust. Based on the description of the results of previous research can be compiled hypotheses, 

that:  

H6 : Trust mediating ewom has a positive and significant effect on purchase intention. 

7. Trust mediating Perceived Risk on Purchase Intention  

Trust mediates the relationship between perceived risk and purchase intention in 

reference to the results of previous research. (Farivar et al., 2017) found that the risk of having 

a significant negative influence on purchase intention and trust has a positive influence on 

purchase intention. In addition, trust can reduce the perceived risk, thereby giving rise to buying 

interest. Similarly, research (Silva et al., 2019) found that trust in the online environment is 

negatively influenced by risk perception, which also affects online purchasing behavior. 

Research by (Ho et al., 2017) indicates that the perceived risk of the user has a significant effect 

on trust, leading to the decision to use. As for the research developed (Pappas, 2016; Park et 

al., 2019; Yang et al., 2015) the results showed that the perception of risk to trust had a 

significant negative effect and that trust had a positive effect on buying interest. Based on the 

description of the results of previous research can be compiled research hypothesis, that: 
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H7 : Trust mediating perceived risk has a negative and significant effect on purchase 

intention. 

 

 

 

 

Figure 2. Conceptual Framework 

 

RESEARCH METHODS 

Shields and Rangarajan (2013) descriptive research is used to describe the 

characteristics of a population or phenomenon to describe the situation. The nature of the 

population of this study is unknown, thus using non-probability sampling with convenience 

sampling techniques. Data sources required for data processing using SEM-PLS require at least 

10 times the independent variables of the outer model and inner model or use the concept of 

sample size with the number of indicators x 10 (Hair et al., 2013). The number of indicators of 

this research is 16, then obtained a minimum number of 160 research samples that will be 

distributed to consumers who have never made an online purchase using the shopee application 

in DKI Jakarta. 

Data analysis method using SEM method - PLS Structural Equation Model with 

Partial Least Square Modeling Software. There are several stages of model evaluation in PLS 

(Hair et al., 2013), First evaluation of measurement model (Outer Model), Second, evaluation 

of structural model (Inner Model) And Third, path coefficient. 

FINDINGS AND DISCUSSION 

Measurement Model Testing (Outer Model) 

Measurement model (Outer Model) test, which aims to discuss vailidity test results, 

reliability test, and other test results.  

Validity Test. Validity is a test conducted to find out how well the instrument 

developed is able to measure a certain concept (Sekaran & and Roger Bougie, 2013). The 

validity test results are: 1) Convergent validity measures the strength of indicators in reflecting 

latent constructs. If the loading factor value ≤ to 0.5, then the indicator should be dropped. 
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minimum for loading factor in convergent validity is 0.5 and better if the loading factor is ≥ 

0.7 (Hair et al., 2014). 

 

Figure 3. Value Loading Factor Using SmartPLS 

Based on figure 2. it can be seen that all loading factor values of each indicator in 

measuring latent variables above 0.5. This proves that all indicators are acceptable (valid) or 

have met convergent validity.  

2) Discriminant Validity Cross Loading, is a measurement that has perinsip that in 

different construction measurements do not have a high correlation. The result of discriminant 

validity can be seen through ave (Average Varience Extracted) value. Discriminant validity to 

measure the accuracy of reflective models. if ave value <0.5 is declared invalid, whereas if 

AVE value > 0.5 is declared valid (Hair et al., 2013). AVE values include: eWOM = 0.688 

>0.5; Risk Perception = 0.601>0.5; Trust = 0.711 >0.5; and Buy Interest = 0.764 >0.5 Ave 

value for all research variables declared valid, making it feasible to do the next test. Thus, 

Validity Test has been fulfilled where Convergent Validity, discriminant validity cros loading 

and AVE value can be stated to have good test criteria because the research model can be 

received (valid). 

Reliability Test. Test reliability to find out how far a measuring instrument is reliable. 

Composite reliability is used to assess the internal consistency of good indicators. The 

minimum composite reliability number is >0.7 (Hair et al., 2013). The output result of outer 

model of composite reliability, namely: eWOM = 0.869 >0.7; Perceived risk = 0.899 >0.7; 

Trust = 0.908 >0.7; and Purchase intention = 0.907 >0.7. Overall composite reliability value 

above 0.7, can be stated that the research model has been reliable or has met the composite 

reliability test criteria. 

Reliability testing using cronbach's alpha value. The construct is declared reliabel if 

cronbach's alpha value > 0.60 (Hair et al., 2013). The result of all cronbach's alpha values 

above 0.6, that is: eWOM = 0.775 >0.6; Perceived risk = 0.855 >0.6; Trust = 0.863 >0.6; 

Purchase intention = 0.846 >0.6, thus the research model is reliable or reliable. The results of 
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cronbach's alpha and Composite Reliability above have been in accordance with the 

reliability test criteria so that it can be made a reliable and trustworthy measuring instrument. 

Structural Model Testing (Inner Model) 

R-Square 

The R-Square value can be used to explain the influence of certain exogenous variables 

on endogenous. R-Square values of 0.75, 0.50, and 0.25 models are strong, moderate and weak 

(Ghozali & Latan, 2015). The result of R-Square value of endogenous variable is trust = 48.4%, 

meaning that R2 value can be said to be moderate where exogenous variable affects 

endogenous variable (trust) is medium. While the value of buying interest = 3.95%, meaning 

that the value of R2 can be said to be moderate where the exogenous variable affects the 

endogenous variable (buy interest) is medium. 

Measuring Effect Size f2 

Effect Size f2 to find out the magnitude of the influence of exogenous variables on 

endogenous or to see the goodness of the model. The criteria for small magnitude are 0.02 

(small), 0.15 (medium) and 0.35 (large) (Hair et al., 2013). The result of effect size (f sqare) 

calculation is: 1) The influence of ewom on trust 0.84 is large; 2) Ewom's influence on purchase 

intention of 0.07 is small; 3) The effect of perceived risk on trust 0.06 is small; 4) The effect 

of perceived risk on purchase intention 0.03 is small; and 5) The effect of trust on purchase 

intention 0.11 is to prevent, 

Overall Structural Model Measurement with Good of Fit index (GoF) 

GoF testing aims to validate the combined performance between (Outer model) and 

(inner model). The calculation result of (GoF) shows the yield value of 0.550. Criteria GoF 

small = 0.1, medium = 0.25 and large = 0.36 (Ghozali & Latan, 2015). The result of the 

calculation is quite good because the value (GoF) is more than 0.36 (large scale). 

Predictive Relevance Testing (Q2). The purpose of conducting predictive relevance 

(Q2) testing is to validate the model. With the criteria if the Q2 > 0, the model has a predctive 

relevance whereas if Q2 < 0, it has less predictive relevnce. Q2 calculation result, trust variable 

0.34 and purchase intention variable 0.29 which means it has predictive relevance, because Q2 

value is greater than 0. 

Hypothesis testing. The results of structural model testing with coefficient test can be 

seen in the result of structural p-value and t-value model path coefficient. Structural model 

criteria use error level of 5%, where if t-value >1.96 is declared significant, while if t-value 

<1.96 is declared insignificant or if p-value < t-table = 0.05 is declared significant, while p-

value > t-table = 0.05 is declared insignificant (Ghozali & Latan, 2015). 

Table 1. Path Coefficients results 

Influence of the construct 

Original 

Sample 

(O)/Beta 

T Statistics P 

Values 
T table 

eWOM → Purchase Intention 0.28 2.62 0.01 <0,05 
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Figure 4. Results of Structural Model Coefficient of Original Sample and P-Value 

 

DISCUSSION 

1. H1 : eWOM has a Positive and Significant Effect on Purchae Intention.  

Based on the results of the study found that ewom has a positive and significant effect 

on the purchase intention online in shopee. This finding is in accordance with the hypothesis 

built, where ewom can positively and significantly affect the purchase intention online shopee, 

meaning that if ewom formed from the aspect of positive online review information in large 

numbers, then the information provided can be trusted and the information provided is also 

quality then it can significantly affect the buying interest of consumers online at shopee. Where 

from the highest loading factor the purchase intention online at Shopee can be formed, if the 

consumer comments are positive and up to date. The findings of this study are in line with 

research by (Abubakar & Ilkan, 2016) found that e-wom can affect purchase intention. These 

results correspond to the (Erkan & Evans, 2016) ewom has a positive and significant influence 

on purchase intention. As is the case (Bataineh, 2015) found ewom has a positive and 

significant influence on purchase intention.  

2. H2 : Perceived Risk has a Negatif and Significant Effect on Purchase Intention.  

Perceived Risk →  Purchase Intention -0.14 2.11 0.04 <0,05 

Trust →  Purchase Intention 0.37 3.70 0.00 <0,05 

eWOM → Trust 0.66 15.05 0.00 <0,05 

Perceived Risk →  Trust -0.18 2.72 0.01 <0,05 

eWOM →  Trust →  Purchase Intention 0.24 3.64 0.00 <0,05 

Perceived Risk →  Trust  →  Purchase Intention -0.07 2.22 0.03 <0,05 
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Based on the results of the study found that the perception of risk has a negative and 

significant effect on the online purchase intention in shopee. These findings are in accordance 

with the built hypothesis, where the perception of risk can negatively and significantly affect 

the interest in buying online shopee, meaning that when the risk perceived by consumers is 

lower such as the risk of price mismatch, product quality risk, security risk when transacting, 

the risk of product acceptance time, social risks and psychological risks can have a real effect 

on online purchase intention in shopee. From the highest loading factor that the risk felt by 

consumers will be reduced, if the security of shopping at Shopee can be increased. These 

findings are in accordance with the (Hamid et al., 2016) found that perceived risks negatively 

impact consumer purchasing intentions online. As is the case (Kamalul Ariffin et al., 2018) 

that persepei perceived risk has a significant negative influence on the intention of online 

purchases. Then research by (Pudaruth & Nursing, 2017; Wingate, 2019; Hamdan & Raharja, 

2020) also found the risk of negative and significant effect on the purchase intention.  

3. H3 : Trust has a Positive and Significant Effect on Purchase Intention. 

Based on the results of the study found that trust has a positive and significant effect on 

online purchase intention in shopee. This finding is in accordance with the hypothesis built, 

where trust can positively and significantly affect the interest in buying online shopee, meaning 

that if consumer confidence can be formed through aspects such as shopee can be trusted by 

consumers, shopee can always be relied on by consumers, then shopee has a high responsibility 

and shope competent in serving consumers online, then it can significantly affect consumers' 

online buying interest in shopee. From the highest loading factor results, consumer confidence 

can be formed if the reliability of Shopee application can be improved according to consumer 

response or response, so that it can form a purchase intention in Shopee. These findings are in 

accordance with research conducted by (Liu & Guo, 2017) with the results of the study showed 

that trust positively influenced the intention to buy. Then Mosunmola et al. (2019) also found 

an influence between trust and buying interest. As well as the results of the study (Kaur & 

Quareshi, 2015; Marriott & Williams, 2018) finding trust factors have a positive and significant 

effect on buying interest and trust is an important factor in increasing online shopping interest 

(Pappas, 2018). 

4. H4 : eWOM has a Positive and Significant Effect on Trust. 

Based on the results of the study found that ewom has a positive and significant effect 

on trust in shopee. These findings are in line with the built hypothesis, where ewom can 

positively and significantly affect shopee's online trust, meaning the more and better electronic 

information about shopees that can increase consumer knowledge the more real it is to increase 

consumer trust in shopee. From the highest loading factor results, when the latest comments 

that match the characteristics of the product increase, it can shape online consumer trust. These 

findings are in accordance with the research model developed by (Bulut & Karabulut, 2018) 

stated that the quality of eWOM and the quantity of eWOM have a positive influence on trust. 

Ali, (2019) The presence of promotional activities, such as social media, newspapers, 

billboards, eWOM and TV advertising can have a positive and significant influence on trust. 

Then (Abubakar & Ilkan, 2016) eWOM positively affects trust and (Matute et al., 2016) eWOM 

can positively and significantly affect trust. 

5. H5 : Perceived Risk has a Risk Negative and Significant Effect on Trust. 
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Based on the results of the study found that the perception of risk has a negative and 

significant effect on trust in shopee. These findings are in accordance with the built hypothesis, 

where the perception of risk can negatively and significantly affect trust in the shopee, meaning 

that the risk that consumers perceive to shopee from the consequences received is low then can 

increase in real consumer trust when there is a desire to shop at the shopee. From the highest 

loading factor results, consumer trust will be formed when the security risk received is low. 

These findings are in accordance with the research model developed by (Farivar et al., 2017) 

perception of risk negatively and significantly affects trust, where when consumers believe in 

a product, it will reduce the perceived risk. Silva et al., (2019) perception of risk negatively 

affects the ability. As for Ho et al., (2017) perceived risks have a significant effect on consumer 

trust. 

6. H6 : Trust Mediating Ewom has a Positive and Significant Effect on Purchase 

Intention.  

Based on the results of the study found that the trust can mediate ewom positively and 

significantly on the online purchase intention in shopee. These findings are in line with the 

built hypothesis, where the trust is able to mediate ewom positively and significantly affect the 

online purchase intention shopee. This shows that there is consumer trust about the Shopee 

App, making it easier for consumers to find or get information from various relevant and 

reliable sources or from consumers who recommend the product, this will further increase 

consumer interest in shopping online at Shopee. From the highest loading factor results, if the 

reliability of the Shopee Application is consistent then it can form quality information, so that 

consumers are interested in making purchases at Shopee. These findings are in accordance with 

the (Abubakar & Ilkan, 2016) where the trust mediates positively between eWOM and the 

intention of purchasing. (Bhandari & Rodgers, 2018) also found a positive influence between 

eWOM and buy interest mediated by the trust. As well as the findings of the (Matute et al., 

2016) indicates that eWOM has a positive and significant effect directly and indirectly affects 

purchasing intentions through trust. 

7. H7 : Trust Mediating Perceived Risk has a negative and Significant Effect on 

Purchase Intention.  

Based on the results of the study found that trust mediating the perception of risk has a 

significant negative effect on online buying interest in Shopee. These findings are in line with 

the built hypothesis, where trusts can mediate negatively and significantly between risk 

perception and online buying interest in Shopee. This indicates that when consumers believe 

in the Shopee App, it will further reduce the consequences that consumers receive and will 

ultimately increase consumer buying interest in Shopee. From the highest loading factor, if 

shopee app is always reliable and has high responsibility, then it can increase security when 

going shopping at Shopee. These findings are according to the study (Farivar et al., 2017) that 

the risk has a significant negative influence on buying intentions and trust has a positive 

influence on buying intentions. In addition, trust can reduce the perceived risk, thereby giving 

rise to buying interest. Similarly, research (Silva et al., 2019) finding trust in the online 

environment is negatively influenced by risk perception, which also affects purchasing 

behavior. Research (Ho et al., 2017) shows the perceived risk of users having a significant 

effect on trust, leading to decisions to use. As for research (Pappas, 2016; Park et al., 2019; 
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Yang et al., 2015) risk perception has a significant negative effect on trust and trust has a 

positive effect on purchase intention. 

This article examines the effect of the variables e-WOM and Purchase Intention, on 

Perceived Risk and Trust . Apart from these exogenous variables, there are still many other 

factors that affect Perceived Risk and Trust , including: 1) Brand Image: (Ali et al., 2016), (M 

& Ali, 2017), (Ali & Mappesona, 2016), (Ali, Narulita, et al., 2018), (Novansa & Ali, 1926), 

and (Toto Handiman & Ali, 2019). 2) Product Quality: (Desfiandi et al., 2017), (M & Ali, 

2017), (Ali, Narulita, et al., 2018), (M & Ali, 2017), (Ali, Evi, et al., 2018), (Prihartono & Ali, 

2020), (Riyanto et al., 2017), (Maisah & Ali, 2020), (Brata et al., 2017), (Thanh Nguyen et al., 

2019), (Ali, 2019b), and (Anggita & Ali, 2017). 3) Service Quality or Service Delivery : (M & 

Ali, 2017), (Limakrisna & Ali, 2016), (Yunita & Ali, 2017), (Yunita & Ali, 2017), (Ali & 

Mappesona, 2016), (Ali, Evi, et al., 2018), (Sitio & Ali, 2019), and (Anggita & Ali, 2017).  

CONCLUSION  

Conclusions to answer the research model built.: 1) eWOM has a positive and 

significant influence on online purchase intention in Shopee. The more qualified information 

from various electoral sources towards Shopee, it can increase the online purchase intention at 

Shopee; 2) Perceived risk has a negative and significant influence on online purchase intention 

in Shopee. The reduced risk perceived to Shopee, it can increase the interest in buying online 

at Shopee; 3) Trust has a positive and significant influence on online purchase intention in 

Shopee. Increasing consumer confidence in Shopee, it can increase the interest in buying online 

at Shopee; 4) eWOM has a positive and significant influence on trust in Shopee. The better the 

reviews and information about Shopee, it can increase consumer confidence in Shopee; 

5)Perceived risk has a negative and significant influence on trust in Shopee. The low risk that 

is perceived when you want to transact in Shopee, it can increase consumer trust in Shopee; 6) 

Trust is able to mediate eWOM has a positive and significant effect on online purchase 

intention in Shopee. The existence of strong consumer confidence will make it easier for these 

consumers to find and get quality information from various electronic sources about Shopee, 

so that it can influence the online purchase intention at Shopee; and 7) Trust is able to mediate 

Perceived risk negatively and significantly on online buying interest in Shopee. Consumer trust 

in Shopee, will lower the risk that consumers perceive to the consequences that will be 

received, so as to affect the online purchase intention at Shopee. 

MANAGERIAL IMPLICATIONS 

Managerial implications aim to provide Shopee with the right and effective marketing 

decision-making strategies in the future based on research findings as empirical evidence that 

is important for the company to implement. The following managerial implications that Shope 

can implement are: a) Shopee Company can form eWOM by maintaining the latest comments 

from consumers, so as to influence consumer interest in shopping at Shopee; b) Shopee 

Company can reduce the risks felt by consumers by always improving the security of shopping, 

so as to affect consumers' interest in shopping at Shopee; c) Shopee Company can build 

consumer trust by continuously improving reliability on the Shopee App, so as to influence 

consumers' interest in shopping at Shopee; d) Shopee Company can form consumer trust by 

keeping comments updated and quality information from various sources; e) Shopee Company 

can build consumer trust by increasing transaction security and always making innovations that 
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can make consumers happy to shop online; f) Shopee Company must be able to provide 

reliability in service and various features, so as to create information and recommendations to 

consumers that impact the willingness of consumers to continue to be interested in making 

purchases at Shopee; and g) Shopee Company should be able to provide reliability in services 

and various features, and also increase security when consumers shop online at Shopee, 

because it can create an interest in buying online on an ongoing basis. 

ACADEMIC IMPLICATIONS 

This research has limitations that can be used as advice or input for further research. 

This research uses SEM-PLS data analysis method, for research selanjutanya can use other data 

analysis methods. Then the next research can use the linkages between the factors in this study 

to be fundamentally reviewed, because based on the results of the determination test (R Square) 

still does not meet the test criteria either. This is because several other factors outside the 

research have an influence on online buying interest in Shopee. Then the lowest loading factor 

value of all indicators used is financial risk which is an indicator of risk perception with a value 

of 0.6. Therefore, it is necessary to consider other factors as exogenous variables that are 

considered important to be studied, such as: ease of transaction, e-social influence, and product 

attributes. As for endogenous variables can use purchasing decisions and repurchases. 
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