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ABSTRACT: This study aims to determine: 1) Service quality affects trust, 2) Trust affects purchasing decisions, 3) Service quality 

affects purchasing decisions, and 4) There is an indirect influence between service quality and purchase decisions through trust in 

Shopee online shopping application users. The researcher used a quantitative approach with his analysis tool PLS in this study. This 

study used data collection techniques through questionnaires. The population of this study is employees of Lombok Astoria Hotel 

with a total of 110 employees. The study sample was 86 employees using the random sample method. The results of this study 

show that: 1) Service quality has a positive and significant effect on trust, 2) Trust has a positive and significant effect on purchasing 

decisions, 3) Service quality has a positive and significant effect on purchasing decisions, 4) Positive and significant influences on 

service quality on purchasing decisions through trust. These results show that the quality of service and trust can influence 

consumers in making purchasing decisions.  
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INTRODUCTION  

Along with the development of increasingly modern times, it is very possible for technology to continuously develop very quickly 

and easily to be reached by all circles. Likewise, followed by a fast and wide internet coverage, the increasingly widespread use of 

the internet makes individuals and companies prefer to use internet network media to do business online. In Indonesia, the number 

of people connected to the internet from 2021-2022 is 210,026,769 people from a total population of 272,682,600 Indonesians in 

2021 (APJI, 2022).  This makes the indonesian population grow along with technological advances. Thus, every company can keep 

up with current developments to provide services that are inseparable from technology to help society complete its needs (Yogasuria 

et al., 2020). Many companies and individuals use the internet in business activities, known as the e-commerce marketplace.  In 

Indonesia itself, there have been many popular marketplaces that have emerged, namely: Tokopedia, Shopee, Bukalapak, Lazada, 

Zalora, Blibli, etc.   The e-commerce marketplace application is used by the public as a new online-based shopping platform so that 

buyers do not need to come to the store, they only need to "click" on the e-commerce application (Kangean et al., 2020).  Of the 

several   e-commerce marketplaces that are the focus of current research, namely the Shopee  marketplace that is the most 

downloaded on smartphones. As for the fact, that the increase  in the e-commerce industry  in Indonesia is influenced by online 

shopping styles, especially by the millennial generation (Mbete & Tanamal, 2020).  The ease of transactions in the development of 

internet technology has been considered capable of changing people's mindsets and behaviors, one of which is decision-making 

behavior (Antika & Andjarwati, 2016).  There are many conveniences in online shopping offered by the marketplace but there are 

several factors that influence in online purchase decisions in consumers such as quality of service and trust.  A purchase decision is 

a decision process that can include and determine what to buy or not, and the decision is obtained from previous activities (Yusran, 

2020). Some findings from previous studies that are not in line in influencing purchasing decisions; service quality is a long-term 

assessment given by consumers on services rendered based on cognitive evaluation.  (Vierdwiyani & Afriapollo, 2020) service 

quality has a significant positive effect on purchasing decisions, on the contrary (Mbete & Tanamal, 2020) service quality does not 

have a significant effect on online purchase decisions on  shopee marketplace. Trust is considered as an impetus in various 

transactions between sellers and buyers so that consumer satisfaction can occur as desired (Yunita et al., 2019).  (Anugrah et al., 

2016) Trust has a positive and significant effect on purchasing decision variables.  (Fadhillah et al., 2021) trust has a positive and 

significant effect on customer participation, on the contrary (Ayuningtiyas & Gunawan, 2018) that such trust does not significantly 

influence purchasing decisions. The objectives of the study: 1) Service quality affects trust, 2) Trust affects purchasing decisions, 

3) Service quality affects purchasing decisions, and 4) There is an indirect influence between service quality and purchase decisions 

through trust in Shopee online shopping application users.  
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THEORETICAL BASIS  

1. Purchasing Decision  

Buying decision making is a consumer's decision about what to buy, how much to buy, where it will be done, when it will be 

made and how the purchase will be made (Bakhtiar, 2021).  According to Mardhotillah & Saino a purchasing decision is an 

activity or action that evaluates two or more behaviors and chooses one as a choice as a form of behavior (Lahindah et al., 2018). 

Kotler (2012) stated that service quality is a dynamic condition related to products, services, people, processes, and the 

environment that meets or exceeds expectations (Iskandar & Nasution, 2019).  According to the most common understanding, 

a decision is a selection against two or more alternative options. In other words, alternative options must be available to a person 

when making decisions (Hidayati, 2018).  

2. Quality of Service  

Service quality is an activity carried out by the company in providing everything that consumers expect to the company in 

fulfilling consumer desires (Asmarani, 2021). The quality of service is a must that companies must do in order to survive and 

still gain customer trust. The company's success in providing quality services can be determined by the service quality approach 

(Wahyuni & Pramitasari, 2022).  Measuring the quality of e-service is carried out by measuring how the service is perceived by 

customers and comparing it with the service expected by customers based on certain dimensions of a quality service (Wirani & 

Wibasuri, 2020).  Menurut According to Zeithhaml, Parasuraman & Berry (Yusran, 2020) there are five dimensions to determine 

the quality of service that is felt significantly by consumers, namely Tangible (tangible), Reliability (reliability), Responsiveness 

(responsiveness), assurance (assurance), Empathy (Empathy).  

3. Trust  

Trust according to Turban (2010: 199) is a psychological condition of a person or organization that believes that the transaction 

partner (company) will keep his promise (Lestari & Iriani, 2018). According to Rousseau et al trust is a psychological region 

that is a concern to accept as it is based on expectations towards good behavior from others (Ayuningtiyas & Gunawan, 2018).  

Trust is defined as the belief that the provider of a product or service can be relied upon to behave in such a way that the longterm 

interests of the consumer will be served (Juliana,et al., 2020).  Trust is the main thing that is of concern to the public because 

there is no interaction between sellers and buyers that causes someone to hesitate in doing online shopping (Resmanasari et al., 

2020).  Such trust gives a good impression of the image and brand of a product, while the attitude is more towards how 

consistency should be shown by consumers in behaving towards the same object.  

4. Relationship of Service Quality and Trust with Purchasing Decisions  

Based on previous research, the relationship between service quality and trust can influence purchasing decisions, (Andra et al., 

2021) stated that service quality has a positive and significant effect on trust for customers who shop online at the Shopee 

application during the Covid-19 pandemic in Indonesia, (Nurhadi & Azis, 2018) stated that service quality has a positive and 

significant effect on consumer confidence;  (Prasetyo, 2018) states that trust has a positive effect on purchasing decisions, 

(Asmarani, 2021) states that trust has a significant and positive effect on purchasing decisions at Shopee;  (Vierdwiyani & 

Afriapollo, 2020) stated that showing that service quality has a significant positive effect on purchasing decisions, (Yusran, 

2020) shows that service quality has a positive effect and significantly influences purchasing decisions on Tokopedia;  (Nita et 

al., 2021) shows that service quality has a positive &significant effect on purchasing decisions by potential buyers or customers, 

(Iskandar & Nasution, 2019) trust has a positive and significant influence on purchasing decisions in students of the Faculty of 

Economics and Business.  Based on previous research,  we developed four hypotheses. The hypotheses are:   

H1: The quality of service has a positive and significant effect on trust.  

H2: Trust has a positive and significant effect on purchasing decisions.  

H3: Service Quality has a positive and significant effect on purchasing decisions.  

H4: Service Quality has a positive and significant effect on purchasing decisions through trust.  

 

RESEARCH METHODS  

This research uses a quantitative approach with the analysis tool Partial Least Square (PLS). The object of this study was Shopee 

application users, namely employees of Lombok Astoria Hotel in Mataram City, with a total population of 110 employees and a 

sample taken by 86 employees using the Slovin formula. The sample used is a random sample. Researchers collect data using 

questionnaires through google forms. The likert scale is used as a measurement method. Quality of service indicators (Nursani et 

al., 2019): tangibles, reliability, responsiveness, assurance, emphaty. Trust indicators (Mbete & Tanamal, 2020): good service, 

maximum satisfaction, honesty of providing information, compensation for losses. Indicator purchasing decisions (Nursani et al., 

2019): Confidence in buying products, choosing online shopping because of discount promos, always buying products on 

ecommerce marketplaces, making repurchases.  
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RESEACH RESULT AND DISCUSSION  

Respondents  

Respondents in this study were some Lombok Astoria Hotel employees who made online purchases at Shopee. The total number 

of employees was 110 employees with random sampling to 86 employees obtained using the Slovin formula and questionnaires 

were distributed randomly. The number of questionnaires distributed was 86 questionnaires (100%), the number of returning 

questionnaires was 79 questionnaires (91.9%), and the non-existing questionnaires were 7 questionnaires (8.1%).  Of the 86 

employees of Lombok Astoria Hotel, it is known that 79 (91.9%) respondents have the Shopee application, and (8.1%) respondents 

who do not have the Shopee application.   Of the 79 employees of Lombok Astoria Hotel, it is known that 78.5% of respondents 

are male employees, and as many as 21.5% of respondents are female employees. Of the 79 employees of Lombok Astoria Hotel, 

it is known that 27.8% of respondents are aged 20-25 years. Furthermore, as many as 45.6% of respondents aged 26-30 years. As 

many as 21.5% of respondents aged 31-40 years, and as many as 5.1% of respondents aged 41-55 years.  

 Instrument Validity  

Testing the validity of the instrument is carried out by correlating each item's score with a total score using the Pearson Correlation 

(Product Moment) technique.  Based on the results of testing the validity of the research instrument, it is known that all question 

items on the variables of service quality, trust, and purchase decision have a value of the item correlation coefficient with a total score (riT) 

> the table correlation value (0.361, n=30). Thus all question items on those variables are declared valid or capable of measuring 

those variables.  

Instrument Reliability  

Rthe reliability of the instrument is intended to determine the reliability and consistency of the research instrument as a tool for 

measuring the variables it measures. Reliability testing using Cronbach's Alpha technique.  The test criteria state that the coefficient 

of Cronbach's Alpha ≥ 0.6 means that the questionnaire is declared reliable or consistent in measuring the variables it measures.  

According to Ghozali (2013: 41) in SPSS, the facility is given to measure reliability with the Cronbach Alpha  statistical test (a), a 

construct or variable is said to be reliable if it gives a Cronboach Alpha  value > 0.60 (Hidayati, 2018).  Based on the summary of 

the results of testing the reliability of the research instrument, it is known that all values of Cronbach's Alpha > 0.6. Thus the 

question items on the questionnaire are declared reliable or consistent in measuring the variable variables of service quality, trust, 

and purchasing decisions.  

Measurement Model (Outer Model)  

Evaluation of the measurement model or what is called the outer model is a stage to confirm the measurement of latent variables, 

namely testing the validity and reliability of measuring a latent variable. Convergent Validity is intended to find out whether an 

indicator is valid in measuring variables.  The convergent validity of each indicator in measuring variables is indicated by the 

magnitude of the loading factor. An indicator is declared valid if the loading factor is positive and greater than 0. 6. It can be seen 

that indicators that measure variables of service quality, trust, and purchasing decisions result in a loading factor  value  greater than 

0.6. Thus all indicators measuring the variables of service quality, trust, and purchase decision are declared valid.  

 

Table I. Convergent Validity Results  

Variable  Indicators  Loading Factor  T Statistics  P Values  

Quality of 

Service  

X1  0.782  12.581  0.000  

X2  0.740  9.265  0.000  

X3  0.746  9.438  0.000  

X4  0.671  6.675  0.000  

X5  0.726  11.731  0.000  

Belief  

Z1  0.819  17.190  0.000  

Z2  0.767  8.951  0.000  

Z3  0.746  9.325  0.000  

Z4  0.714  10.982  0.000  

Purchasing 

Decision  

Y1  0.843  27.053  0.000  

Y2  0.752  11.894  0.000  

Y3  0.814  19.678  0.000  

Y4  0.813  11.395  0.000  

  Source: Primary data processed (2022)  
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Calculations that can be used to test the reliability of constructs are Composite Reliability and Cronbach's Alpha. The test criteria 

state that if the Composite Reliability is greater than 0.7 then the construct is declared reliable. On the other hand, if Cronbach's 

Alpha is worth more than 0.6 then the construct is declared reliable.  

    

Table II. Reliability Testing  

Variable  Composite Reliability  Cronbach's Alpha  

Quality of Service  0.853  0.785  

Belief  0.847  0.758  

Purchasing Decision  0.881  0.820  

  Source: Primary data processed (2022)  

 

It is known that the value of Composite Reliability in the variables of service quality, trust, and purchase decision is greater than 

0.7. Thus, based on the calculation of Composite Reliability , all indicators that measure the variables of service quality, trust, and 

purchasing decisions are declared reliable.  

Cronbach's Alpha on variables of service quality, trust, and purchasing decisions greater than 0.6. Thus, based on Cronbach's Alpha 

calculations all indicators that measure the variables of service quality, trust, and purchasing decisions are declared reliable.  

 

 

Figure I. Measurement Model Path Diagram 

                                                         Source: Primary data processed (2022)  

 

Structural Model (Inner Model)  

Inner model or structural model is to predict the relationship of causality between latent variables. The structural model is evaluated 

by looking at the percentage of variants described by the R2 value for the dependent variable by using the Q-square test size  and 

also looking at the magnitude of its structural path coefficient.  

Goodness of fit Models are used to determine the magnitude of a variable's ability to exogenously explain the diversity of 

endogenous variables, or in other words to find out the magnitude of the contribution of exogenous variables to endogenous 

variables.  Goodness of fit Model in PLS analysis was carried out using coefficients of determination (R-Square) and Q-Square 

predictive relevance (Q2).  The R-square  of the confidence variable is worth 0.730 or 73.0%. This can show that the trust variable 

can be explained by the service quality  variable of 73.0%, the R-square purchase decision variable is worth 0.622 or  62.2%. This 

can show that the variable of purchasing decisions can be explained by the variables of  service quality and trust of 62.2%, Q-Square 

predictive relevance (Q2) is worth 0.898 (89.8%). This can show that the diversity of purchasing decision variables  is capable of 

being explained by the model as a whole by 89.8%,  

Hypothesis Testing of Direct Influence  

Direct influence hypothesis testing is used to test whether or not there is a direct influence of exogenous variables on endogenous 

variables. The test criteria state that if the path coefficient is positive (greater than 0) and the p-value of one tailed ≤ the level of 

significance (alpha = 5%) then it is stated that there is a positive and significant influence of the exogenous variable on the 

endogenous variable.  
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Table III. Results of Hypothesis Testing of Direct Influence  

Exogenous  Endogenous  Path Coefficient  T Statistics  P Values 

(One 

Tailed)  

Quality of Service  Belief  0.854  26.512  0.000  

Quality of Service  Purchasing Decision  0.261  2.303  0.011  

Belief  Purchasing Decision  0.554  4.229  0.000  

  Source: Primary data processed (2022)  

    

Equation I: The Effect of Service Quality on Trust  

resulting in a path coefficient of 0.854 with a p-value of one tailed of 0.000. The test results showed that the path coefficient was 

positive and the p-value of one tailed < the level of significance (alpha = 5%).  This means that there is a positive and significant 

influence on the quality of service on trust. Thus, the higher the quality of service tends to increase trust.  The results of  this study 

are  in accordance with (Priscillia et al., 2021) which states that the quality of service positively affects customer confidence. 

Customers who believe in vendors will rely on themselves because of the guarantee of good service quality.  (Andra et al., 021) 

Equation II: The Effect of Service Quality on Purchasing Decisions  

resulting in a path coefficient of 0.261 with a p-value of one tailed of 0.011. The test results showed that the path coefficient was 

positive and the p-value of one tailed < the level of significance (alpha = 5%).  This means that there is a positive and significant 

influence of service quality on purchasing decisions. Thus, the higher the quality of service tends to improve purchasing decisions. 

The results of  this study in accordance with (Lahindah et al., 2018) show that service quality has a positive and significant effect 

on purchasing decisions.  The results of  this study are appropriate (Andryusalfikri et al., 2019) showing that the quality of services 

has a positive and significant effect on purchasing decisions. Equation II: The Effect of Trust on purchasing decisions  

resulting in a path coefficient of 0.554 with a p-value of one tailed of 0.000. The test results showed that the path coefficient was 

positive and the p-value of one tailed < the level of significance (alpha = 5%).  This means that there is a positive and significant 

influence of trust in purchasing decisions. Thus, the higher the trust is likely to improve purchasing decisions.  The results of  this 

study are in accordance with (Iqbal & Usman, 2021) that ada positive and significant influence between consumer confidence in 

purchasing decisions of 1.32%.  

Hypothesis Testing of Indirect Influences  

Indirect influence testing using the Sobel Test technique. The test criteria state that if the indirect coefficient is positive (greater 

than 0) and the p-value ≤ the level of significance (alpha = 5%) then it is stated that there is a positive and significant influence of 

the exogenous variable on the endogenous variable through the mediation variable.  

 

Table IV. Hypothesis Testing Results of Indirect Influence  

Exogenous  Mediation  Endogenous  
Indirect 

Coefficient  
T Statistics  

P Values (One 

Tailed)  

Quality of 

Service  
Belief  

Purchasing 

Decision  
0.473  4.033  0.000  

  Source: Primary data processed (2022)  

 

It is known that the effect of service quality on purchasing decisions through trust resulted in an indirect coefficient of 0.473 with a 

p-value of one tailed of 0.000. The test results showed that the indirect coefficient was positive and the p-value of one tailed < the 

level of significance (alpha = 5%). This means that there is a positive and significant influence of service quality on purchasing 

decisions through trust. The results of this study are appropriate (Andra et al., 2021) stated that service quality has a positive and 

significant effect on trust for customers who shop online at the Shopee application during the Covid-19 pandemic in Indonesia, 

(Azis, Asdar, 2021) states that trust has a positive and significant effect on the purchasing decisions of shopee online mall users in 

makassar city, (Vierdwiyani & Afriapollo, 2020)  states that shows that the quality of service has a significant positive effect on 

purchasing decisions.  

Mediation Hypothesis Testing  

Mediation hypothesis testing is intended to test the role of a variable in mediating against the influence of exogenous variables on 

endogenous variables.  that the effect of service quality on trust is expressed significantly. Furthermore, the influence of trust in 

purchasing decisions is expressed significant, and the influence of service quality on purchasing decisions is also expressed 

significant. This shows that trust is expressed as Partial Mediation on the effect of service quality on purchasing decisions.   
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Table V. Mediation Test Results  

Exogenous  Endogenous  Path 

Coefficient  

P Values 

(One 

Tailed)  

Information  

Quality of 

Service  

Belief  0.854  0.000  Significant  

Quality of 

Service  

Purchasing 

Decision  

0.261  0.011  Significant  

Belief  Purchasing 

Decision  

0.554  0.000  Significant  

          Source: Primary data processed (2022)  

    

CONCLUSION AND RECOMMENDATIONS  

CONCLUSION  

There is a positive and significant effect on the trust of Lombok Astoria Hotel employees in the Shopee online shopping application 

There is a positive and significant influence of trust on the purchasing decisions of Lombok Astoria Hotel employees in the Shopee 

online shopping application. There is a positive and significant influence of service quality on the purchasing decisions of Lombok 

Astoria Hotel employees in the Shopee online shopping application.There is a positive and significant influence of service quality 

on purchasing decisions through the trust of Lombok Astoria Hotel employees in the Shopee online shopping application.  

 

RECOMMENDATIONS  

1) For Shopee Marketplace  

In this study, the quality of shopee marketplace services is further improved,if Shopee and the sellers at Shopee can provide 

quality and service to consumers well, then the mutual relationship between consumers and sellers will increase and a positive 

attitude will be formed from both parties.  This has a good impact because it will require consumers to make purchase decisions. 

In this study, trust is needed to convince consumers, so Shopee as a marketplace must sort out which ones have good ratings 

from consumers in order to pay more attention and maintain trust in the quality of services provided to buyers which involves 

the suitability of the goods purchased with actual information.   

2) For Researchers  

Can develop this research by using other methods in examining the influence of service quality and trust on online purchases, 

for example through in-depth interviews with respondents, so that the information obtained can be more varied than 

questionnaires that are only distributed through links.  Research should expand the reach of the research area not just 1 (one) 

place so as to provide diverse responses. Can develop this research by conducting research on other factors that can influence 

purchasing decisions. The magnitude of the quality of service and trust in online purchasing decisions was 62.2% and 37.8% 

was the contribution of other factors that were not discussed in this study. Researchers can then analyze other factors that 

contribute to online purchasing decisions at Shopee.  

 

REFERENCES  

1) Andra, Y., Arsya, V., & Besra, E. (2021). Effect Of E-Service Quality And Perceived Value On E-Trust With E-Satisfaction 

As A Mediation Variable (Study  

2) On Customers Who Online Shopping In The Shopee App During Covid-19 Pendemic In Indonesia). Journal Of Business 

Studies And Mangement Review, 5(1), 108–117. Https://Doi.Org/10.22437/Jbsmr.V5i1.16934  

3) Andryusalfikri, Wahab, Z., & Widiyanti, M. (2019). Effect Of Trust, Quality Of Products And Quality Services On 

Purchase Decisions On E-Commerce Shopee In Palembang City. International Journal Of Management And Humanities, 

3(12), 1–6. Https://Doi.Org/10.35940/Ijmh.L0313.0831219  

4) Antika, B. W., & Andjarwati, A. L. (2016). Pengaruh Kemudahan Dan Emotional Factor Terhadap Word Of Mouth Dengan 

Kepuasan Sebagai Variabel Intervening (Studi Pada Konsumen Olx Di Surabaya). Jurnal Ilmu Manajemen, 4(3), 1–14.  

5) Anugrah, A., Supervisor, P., & Puspaningrum, A. (2016). The Influence Of Trust, Security, Service Quality, And Perceived 

Risk Towards Purchase Decision Through Social Media Instagram (Studies On Online Shop User Through Social Media 

Instagram In Malang).  

6) APJI. (2022). Hasil Survey Profil Internet Indonesia 2022. Apji.Or.Od, June. Apji.Or.Id  

7) Asmarani, A. (2021). THE EFFECT OF SERVICE QUALITY, TRUST, AND SECURITY OF SHOPEE ON ONLINE 

PURCHASE DECISIONS ON STUDENTS OF STATE UNIVERSITY OF JAKARTA. January, 1–6.  

8) Ayuningtiyas, K., & Gunawan, H. (2018). Pengaruh Kepercayaan, Kemudahan Dan Kualitas Informasi. Journal Of Applied 

Business Administration, 2(1), 152–165.  

http://www.ijsshr.in/


The Effect of Service Quality and Trust on Online Purchasing Decisions at Shopee    

IJSSHR, Volume 05 Issue 09 September 2022                www.ijsshr.in                                                            Page 4027                                         

9) Azis, Asdar, M. (2021). The Effect Of Trust And Price On Purchase Decisions Through Brand Image As Intervening 

Variables (Case Study Of Shopee Users  

10) In Makassar City). Hanauddin Journal Of Applied Business And Entrepreneurship, 4(1), 22–39. 

Https://Doi.Org/10.26487/Hjabe.V4i1.421  

11) Bakhtiar. (2021). Secara Online Pada Pengguna Media Sosial Facebook Di Kecamatan Arut Selatan Kotawaringin Barat. 

9(2), 83–92.  

12) Fadhillah, A., Zebua, Y., & Prayoga, Y. (2021). Analysis Of Information Quality, Trust And Satisfaction On Customer 

Participation (Case Study On Customer Online Shop Shopee In Rantauprapat). Budapest International Research And 

Critics Institute (BIRCI-Journal): Humanities And Social Sciences, 4(2) , 3039– 3051. 

Https://Doi.Org/10.33258/Birci.V4i2.2010  

13) Hidayati, L. N. (2018). Pengaruh Harga, Kepercayaan, Keamanan, Dan Presepsi Akan Risiko Terhadap Keputusan 

Pembelian Sepatu Nike Melalui Instagram. Jurnal Ilmu Dan Riset Manajemen, 7(11), 1–21.  

14) Iqbal, M. I. N., & Usman, O. (2021). Effect Of Service Quality, Promotion, And Consumer Trust On Go-Jek Service 

Purchase Decisions For Unj College Students. SSRN Electronic Journal. Https://Doi.Org/10.2139/Ssrn.3768496  

15) Iskandar, D., & Nasution, M. I. B. (2019). Analisis Pengaruh Kepercayaan, Keamanan Dan Kualitas Pelayanan Terhadap 

Keputusan Pembelian Pada Online Shop Lazada SNK © 2019 Published By UMSU (Studi Kasus Pada Mahasiswa/I FEB 

UMSU). Jurnal Kewirausahaan, 1(1), 128–137.  

16) Juliana, Juliana, Arifin Djakasaputra , Rudy Pramono, E. H. (2020). Brand Image , Perceived Quality , Ease Of Use , Trust 

, Price , Service Quality On Customer Satisfaction And Purchase Intention Of Blibli Website With Digital Technology As 

Dummy Variable In The Use. Journal Of Critical Reviews, 7(11), 3987–4000.  

17) Kangean, S., Prologia, F. R.-, & 2020. (2020). Analisis Strategi Komunikasi Pemasaran Dalam Persaingan E-Commrece 

Di Indonesia. Journal.Untar.Ac.Id. Http://Journal.Untar.Ac.Id/Index.Php/Prologia/Article/View/6504  

18) Lahindah, L., Merisa, M., & Siahaan, R. A. (2018). The Influence Of Product Innovation And Service Quality To Buying 

Decision And The Impact To Repeat Buying At Progo Road Bandung. The Asian Journal Of Technology Management 

(AJTM), 11(2), 118–124. Https://Doi.Org/10.12695/Ajtm.2018.11.2.4  

19) Lestari, N. A., & Iriani, S. S. (2018). Pengaruh Kepercayaan Dan Kemudahan Transaksi Terhadap Keputusan Pembelian 

Secara Online Pada Situs Mataharimall.Com. Manajemen Fakultas Ekonomi Universitas, 6(1), 1–8.  

20) Mbete, G. S., & Tanamal, R. (2020). Effect Of Easiness, Service Quality, Price, Trust Of Quality Of Information, And 

Brand Image Of Consumer Purchase Decision On Shopee Online Purchase. Jurnal Informatika Universitas Pamulang, 5(2), 

100. Https://Doi.Org/10.32493/Informatika.V5i2.4946  

21) Nita, L., Pasi, K., & Sudaryanto, B. (2021). Analisis Pengaruh Online Customer Reivews Dan Kualitas Pelayanan Terhadap 

Keputusan Pembelian Dengan Kepercayaan Sebagai Variabel Intervening (Studi Pada Konsumen Shopee Di Kota 

Semarang). Diponegoro Journal Of Management, 10(3), 1–12.  

Http://Ejournal-S1.Undip.Ac.Id/Index.Php/Dbr  

22) Nurhadi, N., & Azis, A. (2018). Pengaruh Kualitas Pelayanan Terhadap Kepercayaan Dan Kesetiaan Konsumen. Jurnal 

Economia, 14(1), 89. Https://Doi.Org/10.21831/Economia.V14i1.13130  

23) Nursani, Arifin, R., & Hufron, M. (2019). Analisis Pengaruh Kepercayaan, Keamanan, Harga, Kualitas Pelayanan, Dan 

Persepsi Akan Resiko Terhadap Keputusan Pembelian Pada Konsumen E-Commerce Melalui Shopee (Studi Pada 

Mahasiswa Unisma). Jurnal Ilmiah Riset Manajemen, 8, 1–14.  

24) PRASETYO, K. A. (2018). The Influence Of Trust, Security And Service Quality Toward Purchase Decision At Lazada. 

Journal Of Research In Management, 1(2), 18–22. Https://Doi.Org/10.32424/Jorim.V1i2.26  

25) Priscillia, M., Budiono, H., Wiyanto, H., & Widjaya, H. (2021). The Effects Of Website Design Quality And Service 

Quality On Repurchase Intention Among Shopee Customers In Jakarta, With Customer Trust As A Mediating Variable. 

Proceedings Of The Ninth International Conference On Entrepreneurship And Business Management (ICEBM 2020), 

174(Icebm 2020), 38–44. Https://Doi.Org/10.2991/Aebmr.K.210507.006  

26) Resmanasari, D., Ruswandi, W., & Setiadi, S. (2020). Pengaruh Kepercayaan, Keamanan Dan Persepsi Akan Resiko 

Terhadap Keputusan Pembelian Belanja Online. Jurnal Ekonomak, VI(2), 16–23. 

Http://Ejournal.Stiepgri.Ac.Id/Index.Php/Ekonomak/Article/View/153  

27) Vierdwiyani, D., & Afriapollo, S. (2020). Analysis Of Service Quality And Brand Image On Customer Satisfaction 

Through Purchase Decisions As Intervening Variable (Case Study E-Commerce Shopee At Villa Galaxy Housing Rt 002) 

Deviana. 1(6), 802–815. Https://Doi.Org/10.31933/Dijms  

28) Wahyuni, I., & Pramitasari, T. D. (2022). Pengaruh Kualitas Pelayanan, Harga Dan Kepercayaan Pada Jasa Pengiriman 

Jne Terhadap Loyalitas Konsumen Online Shopee. 20(1), 37–51.  

29) Wirani, M., & Wibasuri, A. (2020). The Measurement Of Information Quality And E-Service Quality On Customer 

Satisfaction In Shopee Indonesia. International Conference On …, December,  214–219.  

http://www.ijsshr.in/


The Effect of Service Quality and Trust on Online Purchasing Decisions at Shopee    

IJSSHR, Volume 05 Issue 09 September 2022                www.ijsshr.in                                                            Page 4028                                         

Https://Jurnal.Darmajaya.Ac.Id/Index.Php/Icitb/Article/View/2592%0ahttps://Jurnal.Darmajaya.Ac.Id/Index.Php/Icitb/A

rticle/Download/2592/1330  

30) Yogasuria, C. O., Dr. Osly Usman, M. B., & Lecturer. (2020). Influence Of Advertising, Price, And Quality Of Service 

On Purchase Decisions On The Shopee Application (Studies At State University Of Jakarta Students). December, 1–24. 

Https://Papers.Ssrn.Com/Sol3/Papers.Cfm?Abstract_Id=3768330  

31) Yunita, N. R., Sumarsono, H., & Farida, U. (2019). Pengaruh Persepsi Risiko, Kepercayaan, Dan Keamanan Terhadap 

Keputusan Pembelian Online Di Bukalapak. ISOQUANT : Jurnal Ekonomi, Manajemen Dan Akuntansi, 3(1), 90–105.  

32) Yusran, I. P. (2020). Effect Of Ease Of Use, Service Quality, Price And Brand Image On Purchase Decision In Tokopedia. 

Januari, 5–16.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There is an Open Access article, distributed under the term of the Creative Commons 

Attribution – Non Commercial 4.0 International (CC BY-NC 4.0) 

(https://creativecommons.org/licenses/by-nc/4.0/), which permits remixing, adapting and 

building upon the work for non-commercial use, provided the original work is properly cited. 

 

http://www.ijsshr.in/

