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ABSTRACT
In the last few years, the number of Internet users in Indonesia was growing rapidly as many people
started to use e-commerce sites. Utilization of C2C e-commerce in particular has a risk that may reduce
people interest in online shopping. Of the many factors that may influence online shopping intention,
trust becomes the key. This study built a model to explain the purchase intention in the C2C e-commerce
environment. In the model, buyer’s trust to the seller is a major factor that influences the purchase
intention. Cognitive trust and adoption of e-WOM information is used as a factor that explains how trust
is formed. We tested the model by distributing online questionnaires in Kaskus forum, the largest online
shopping community in Indonesia. Total 114 valid questionnaire responses were used for analysis. The
analysis was conducted using PLS and Smart PLS 2.0 as the tools. Our results showed that trust have a
positive and significant effect to the purchase intention. Later it was found that two cognitive trust
variables, the perception of ability and integrity of the seller, along with the adoption of e-WOM
information have a positive and significant impact on the trust to the seller.
Keywords: C2C, e-WOM, Purchase Intention, Cognitive Trust, Information Adoption
E-commerce is a concept that describes the transaction
between two parties, the exchange of goods, services, or
information, with the Internet as the main medium in the
transaction processing (Rainer and Turban, 2002).
Although it has advantages over traditional commerce,
there are some problems in e-commerce as its online
environment nature, such as the difficulty to recognize
the identity of the other party and to verify the suitability
of the goods offered.
Rofiq (2007) in his study stated that from research
conducted by (Pavlou and Gefen, 2002; Corbit et al. 2003;
Kim and Tadisina, 2003: Mukherjee and Nath 2003),
concluded that of the many factors that can affect the
transactions through e-commerce, trust becomes a key
factor. Kim et al. (2008) in his study also found that
trust becomes an important factor in determining the

1. INTRODUCTION
In recent years, the growing number of Internet
users in Indonesia is increasing. Based on MarkPlus
Insight survey, the number of Internet users in
Indonesia in 2012 reached 61 million people. The
amount is 10% greater than the number of users in the
year 2011 and 48% greater than the number of users in
the year 2010. Thus the Internet penetration has
reached 23.5% of the total population in Indonesia.
Internet has been used for many purposes, from
entertainment such as the use of facebook to personal
and company business (Hidayanto et al., 2013;
Hidayanto et al., 2014). The study also found that 3.7
million people (6% of Internet users) perform ecommerce transactions.
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communication. Communicator and the stimulus will
affect the response of information recipient. When
information in e-WOM has a good quality and can meet
the needs of the information receiver, the information
will be considered useful. When information received,
delivered by people who felt more credible, the
information will be considered more influential.
Therefore, we posit the following hypotheses:

intention to buy, so it can be said that considering the
presence of risk factors in online shopping, only
customers who have a sense of trust that would be
willing to conduct transactions over the Internet.
In Indonesia, kaskus.co.id-an online forum, is
considered as the most successful Customer-to-Customer
(C2C) e-commerce. The exchange of information
through the testimony in kaskus forum, can be regarded
as a form of electronic Word Of Mouth (e-WOM).
According to Cheung and Thadani (2012), many of
WOM communication considered as a factor influencing
consumer behavior. According to Utz et al. (2012),
online buying is usually a situation where there is
information asymmetry. Buyers or sellers often have a
lack of information about the other party (Jones and
Leonard, 2008). The existence of testimony helped to
overcome the problems of information asymmetry.
This research was conducted with the aimt o create a
model of purchase intention in the C2C ecommerce
environment with trust and eWOM as main factors. An
understanding of the factors that influence the buying
intention in the e-commerce site will be useful for sellers
and providers of e-commerce site to meet their goals.

H4 = Source credibility has a direct positive effect on
perceived information usefulness
H5 = Information quality has a direct positive effect on
perceived information usefulness
Cheung and Thadani (2012) also found that the
usefulness of the information has a positive direct impact
on e-WOM adoption, which is also in line with the result
of (Sussman and Siegal, 2003; Di and Luwen, 2012).
Thus we posit the following hypothesis:
H6 = Information usefulness has a direct positive
effect on e-WOM information adoption
Xiaorong et al. (2011) in their research proved that eWOM may affect consumer confidence. The same was
shown by Smith (2002) in his study concluded that trust
is a mediating variable that helps realizing the influence
of e-WOM to consumer decisions. From these studies,
we conclud that e-WOM can affect a person's attitude,
especially the attitude of trust, which then will influence
the consumer's decision to buy. Therefore we state the
following hypotheses:

2. RESEARCH CONCEPTUAL MODEL
Based on belief-attitude-intention framework of the
Theory Reasoned Action (TRA), Zhang et al. (2010)
proposed a trust model that puts cognitive trust as
beliefs and emotional trust as attitude. In the model,
emotional trust can affect purchase intention and
emotional trust is influenced by cognitive trust. In the
previous studies, factors used to establish trusting
attitude is cognitive trust which composed of ability,
benevolence and integrity. Based on this evidence, we
posit the following hypotheses:

H7 = e-WOM adoption has a positive direct effect on
trust
H8 = Trust of the consumer to the seller has a positive
impact directly to purchase intention
Figure 1 show our proposed research model tested in
this research.

H1 = Ability of the seller has a positive impact directly
on trust of the consumer to the seller
H2 = Benevolence of the seller has a positive impact
directly on trust of the consumer to the seller
H3 = Integrity of the seller has a positive impact
directly on trust of the consumer to the seller

3. MATERIALS AND METHODS
This study was conducted on Indonesia's Internet
users who visited Kaskus site. This study was conducted
over a period of four months, from September 2013 to
December 2013. We select Kaskus as our research object
considering its highest traffic in Indonesia, based on the
rank in alexa.com. In addition, the Kaskus forum has a
trading forum therein, which is one of the C2C
marketplace most widely used in Indonesia.
The data in this study was collected using an online
questionnaire distributed in Kaskus forum.

Regarding e-WOM information adoption, (Sussman and
Siegal, 2003; Di and Luwen, 2012) showed that
information quality and source credibility has a positive
impact on information usefulness. In their literature
review, Cheung and Thadani (2012) also indicated that
the information quality (stimulus) and source credibility
(communicator) is a factor that is often used in social
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Fig. 1. Research conceptual model

AVE and communality values have met the criteria, which
are above 0.5. From the results of the PLS calculation,
shown in Table 2, obtained that except benevolence
construct, the values of composite reliability of other latent
variables were above 0.7. Hair et al. (2008) in Jogiyanto
(2011) stated that the rule of thumb or composite reliability
alpha value must be greater than 0.7, even if the value of 0.6
is acceptable. As the composite reliability value of
benevolence construct is 0.6721, we can say that the
benevolence construct is also reliable. Therefore, we
conclude that our measurement model is reliable.
Structural model test results showed the value of R2
for each endogenous latent variable. Purchase intention
variable has a value of R2 0.4198 which indicates that
as many as 41.98% variance of purchase intention can
be explained by the trust and the trust variable has a
value of R2 0.5525 which indicates that as many as
55.25% of variance of trust can be explained by ability,
benevolence, integrity and e-WOM information
adoption. According to Chin (1998), these R2 values
can be classified as moderate, as the values are between
0.33 and 0.67. Information adoption has R2 of 0.212
and perceive information usefulness has a R2 of 0.1621.
In addition, the test results of the discriminant validity
showed that there was no correlation between latent
variables value greater than the value of the square root
AVE of the latent variable itself, so it can be concluded
that the measurement model can be said to be valid.

The statements in the questionnaire constructed by using
five-points Likert scale, where 5 indicates strongly agree
and 1 indicates strongly disagree. Table 1 shows the
instrument used in this research.
Before completing the questionnaire, respondents were
asked in advance for accessing an online forum thread at
Kaskus, where there are sellers who offer products LG G2
smart phone. Respondents (which are considered as a
potential buyer) can see the bid details, testimonials from
other buyers, sellers’ profile and the profile of buyers
giving testimony. Facilities within the site were limited, so
that the respondent can focus on objects that may affect
the studied variables, namely bid displayed by seller,
buyer testimonials and the profile of the buyer and seller.

4. RESULTS
Of data collection has been done, we obtained 180
respondents. Of the 180 questionnaires, only 114
questionnaires were considered valid, by excluding all
respondents who have never shopped online before.
Respondents generally dominated by men, with ages
between 18-29 years and the education level equivalent
to diploma/bachelor degree.
Data was processed using Partial Least Square (PLS)
with Smart PLS 2.0 tool. Convergent validity test results
showed some indicators (ABI1, PI2, BEN2) do not meet
the minimum threshold. After deleting these three items, the
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To test the hypotheses that have been defined, the value
of Original sample (O) and t-statistics should be compared.
According to Haas and Lehner (2009), path coefficient
values in the range of -0.1 to 0.1 are considered
insignificant, values above 0.1 is significant and directly

proportional, while a value below -0.1 is worth significantly
but inversely correlated. According to Ghozali (2011), the
value of t-statistics is considered significant if it is above
1.96. Thus as can be seen in Table 3, H2 and H4 are
rejected while other hypotheses are accepted.

Table 1. Research instrument
Code
Ability (ABI)
ABI1
ABI2
ABI3
ABI4
Benevolence (BEN)
BEN1
BEN2
BEN3
Integrity (INT)
INT1
INT2
INT3
Trust (TRU)
TRU1
TRU2
TRU3
TRU4
Purchase Intention (PI)
PI1
PI2
PI3
PI4
Source Credibility (SC)
SC1
SC2
SC3
Information Quality (IQ)
IQ1
IQ2
IQ3
Perceived Information Usefulness (PIU)
PU1
PU2
PU3
E-WOM Information Adoption (EIA)
ADOP1
ADOP2
ADOP3
Science Publications

Indicator

References

Competency
Experience
Knowledge
Expertise

Zhang et al., 2010
Zhang et al., 2010
Zhang et al., 2010
McKnight et al., 2002

Attention
Willingness to help
Not only thinking of his own advantage

Zhang et al., 2010
Zhang et al., 2010
McKnight et al., 2002

Frankly
Honestly
Committed

Zhang et al., 2010
McKnight et al., 2002
Zhang et al., 2010

Feeling believe
Feeling believe is the right decision
Feeling comfortable
Feeling satisfied

Zhang et al., 2010
Zhang et al., 2010
Komiak and Benbasat, 2006
Komiak and Benbasat, 2006

It is possible to buy
Considering buying
Would seriously consider buying
Allows to recommend

Zhang et al., 2010
Zhang et al., 2010
Zhang et al., 2010
Jarvenpaa et al., 2000

Trustworthiness
Have credibility
Reliable

Bhattacherjee and Sanford, 2006
Bhattacherjee and Sanford, 2006
Bhattacherjee and Sanford, 2006

Relevant
Accurate
Clear and complete

Kim et al., 2008
Kim et al., 2008
Kim et al., 2008

Useful
Helping
Facilitate the work

Kim et al., 2008
Kim et al., 2008
Kim et al., 2008

Motivating
Following information
Agree with information

Sussman and Siegal, 2003
Sussman and Siegal, 2003
Sussman and Siegal, 2003
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Table 2. Summary of PLS calculation results after deletion
Construct
AVE
Composite reliability
ABI
0.5106
0.7578
EIA
0.6469
0.8459
BEN
0.5066
0.6721
INT
0.5812
0.8041
IQ
0.7245
0.8875
PI
0.5357
0.7730
PIU
0.6228
0.8305
SC
0.6721
0.8590
TRU
0.5217
0.8130
Table 3. Hypotheses testing result
Hypothesis
O
ABI → TRU
0.1839
BEN→TRU
0.0223
INT → TRU
0.2352
SC → PIU
0.1743
IQ → PIU
0.2533
PIU → EIA
0.4605
EIA →TRU
0.4818
TRU → PI
0.6479

M
0.1882
0.0714
0.2325
0.1866
0.2619
0.4713
0.4767
0.6535

STDEV
0.0834
0.0548
0.0895
0.1134
0.123
0.0957
0.0812
0.0657

STERR
0.0834
0.0548
0.0895
0.1134
0.123
0.0957
0.0812
0.0657

|O/STERR|
2.2036
0.4066
2.6263
1.5374
2.0596
4.8104
5.9303
9.8564

R square
0.0000
0.2120
0.0000
0.0000
0.0000
0.4198
0.1621
0.0000
0.5525

Conclusion
H1 is accepted
H2 is rejected
H3 is accepted
H4 is rejected
H5 is accepted
H6 is accepted
H7 is accepted
H8 is accepted

e-WOM information can explain 55.25% of variance of
the trust. It showed that e-WOM is an important
component to establish trust from buyer to the seller.
In this study, the adoption of e-WOM information
shown to be affected by the perceived information
usefulness with the coefficient of determination worth
21.2%, which means this variable has weak explanatory
power against information adoption. The results of this
study are consistent with the results of the research of
Di and Luwen (2012) who also showed that the
perception of the usefulness of the information has a
positive influence to the adoption of information.
Based on the hypothesis test results showed that
the quality of information has a significant positive
effect on the perceived information usefulness of eWOM, while the information source credibility is
proved not significantly affect the perceived e-WOM
information usefulness. These findings differ from
studies of Di and Luwen (2012) which shows the
source credibility has positive and significant effect
on information usefulness. The insignificant result for
the information source credibility factor in this study
may be caused by conditions at the Kaskus site where
the testimonies interface displays only the name of the
user who gave testimony without directly showing
attributes that can help determine the credibility of the
testimonial giver, so most of the respondents who are
Kaskus’ users have their own perception on the
usefulness of testimony.

5. DISCUSSION
Based on the results of hypothesis testing, in
accordance to the relationship between cognitive trust
and trust, ability and integrity have a positive and
significant impact on the feeling of trust to the seller,
while benevolence does not affect trust to the seller.
Because of insignificant impact of benevolence to trust,
the findings in this study are different from the results
of Zhang et al. (2010) who showed that three trusts
cognitive factors, namely ability, benevolence and
integrity have a significant impact on trust to the seller.
Different results were also shown in the study of Rofiq
(2007), which also studied e-commerce users in
Indonesia, where the findings showed the only factor
that affects trust is the integrity.
The findings in this study means that the factors that
influence users' trust to C2C site in Indonesia is ability
and integrity. In order to have a sense of trust to the
seller, the buyers expects C2C site to demonstrate its
ability to meet the needs of buyers and demonstrate
integrity while maintaining a commitment and honesty.
Based on the results of hypothesis testing, in
accordance to relationship between e-WOM
information adoption to trust, it shows that the
adoption of e-WOM infromation has a significant
positive effect on trust to the seller. From the value of
coefficient of determination, it also can be seen that
the combination of cognitive trusts: Ability,
benevolence and integrity, as well as the adoption of the
Science Publications
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Our hypothesis testing also showed that trust has a
significant effect on intention to purchase. From the
coefficient of determination, it can be seen that
41.98% variance of purchase intention can be
explained by the trust. This result is inline with the results
of (Kim et al., 2008; Zhang et al., 2010; Lee et al., 2011;
Hidayanto et al., 2012).
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6. CONCLUSION
The results of the study are able to reveal consumer
behavior in Indonesia in shopping online, especially
related trust factor and e-WOM. Our analysis results
showed that trust is influenced by the ability and
integrity of the seller as well as e-WOM. Trust to the
seller in this study proved to be a decisive factor for the
consumer interest in online shopping. This has
implications for the seller to increase the importance of
trust to consumers to show its sincerity in fulfilling all of
the services that have been promised. Sellers on ecommerce environment are also expected to pay
attention to e-WOM by giving consumers a chance to
write positive experience when shopping with the seller.
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