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 Several studies in the past have reviewed numerous factors that become the consideration of the 
customers in performing transactions through online sites. In this study, the researcher investigates 
whether consumer review, web design and online advertisement variables are important for cus-
tomers in performing transaction through e-commerce. The results of the study contribute for the 
providers of the online shopping sites in defining the future strategies. At the same time, the results 
of the study are also expected to provide contributions for the future studies that focus on the e-
commerce from the perspective of consumer review, web design and online advertisement. Fur-
thermore, in analyzing the respondents’ characteristics the researcher runs the SPSS Software and 
for analyzing the data the researcher runs the PLS 3.0. Then, the survey technique in the form of 
questionnaire distribution implemented toward the respondents who used to perform transactions 
through online shopping sites. The research finds that consumer review, web design and online 
advertisement influence on online purchase intention. 
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1. Introduction 
 

 

The development of Digital Era that has entered Indonesia recently has shifted the society behaviors in performing purchase 
decisions. At the beginning, the Indonesian people performed their purchase in the conventional shops (the offline shops) and 
nowadays they have performed their purchase in the e-commerce (the online shops). Based on the results of the survey by 
APJII in 2018, the use of Internet in the domain of Economics, especially with regards to the online purchase, has been 
32.19%. This percentage will be increasing, recalling the fact that Indonesia is predicted to be one of the Asian countries that 
have high rate of e-commerce development potentials. According to Nielsen in the report entitled Indonesia Online Shopping 
Outlook 2014, Indonesian customers have started to like online shopping activities; they like reading online consumer review 
and looking for the information about the demanded product and service. Online consumer review is a form of electronic 
word of mouth (e-WOM) that refers to the user-generated contents posted in both the online sites and the third-party websites. 
Then, according to the data from Bright Local in the report entitled Local Consumer Review Survey 2016, approximately 
84% people trust the reviews provided by the customers who have experienced using certain products (Lukito & Ikhsan, 
2020). 

Online consumer review (OCR) has significant impact on purchase intention. The results of a study by Kiran and Vasantha 
(2015) show that the reviews are influenced by the awareness, the belief and the attitude of the customers. In addition, Kiran 
and Vasantha (2015) also propose that shopping environment has strong relationship to online consumer review and plays the 
main role of electronic word of mouth (e-WOM). Useful information that has been provided for a product might decrease the 
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risk that the customers perceive and increase the purchase intention. The influence of online consumer review (OCR) is a 
highly significant issue for the purchase intention before the customers finally commit their purchase decision (Elwalda & 
Lu, 2014). The high number of online consumer reviews shows the quality and the popularity of the product and therefore the 
high number of online consumer reviews might increase the purchase intention of the customers (Obiedat, 2013). In relation 
to online consumer review, advertisement is part of modern industrial life. advertisement is a form of message that has been 
delivered to the public by means of a medium. Similarly, online advertisement is a form of promotion that benefits the Internet 
for delivering marketing messages in order to draw the customer intention (Aqsa, 2017). Online advertisement plays highly 
significant role in product placement and purchase intention increase (Padival & Kenneth, 2017). The advertisement might 
be benefitted effectively for developing long-term impression of both the product and the company and might also trigger the 
immediate purchase (Putra, 2017). Furthermore, web design has highly significant role in developing purchase intention. 
Good web design will increase the purchase intention of the customers (Ali, 2016), while well-qualified website might influ-
ence the customer trust toward the agent since purchase intention is influenced by customer trust and customer perspective on 
the usefulness of the website (Octavia & Tamerlane, 2017; Al-Qudah, 2020; Ahmad et al., 2020; Aji et al., 2020).  

Within e-commerce, website is a medium of interaction between the buyers and the sellers because the purchase and sell 
process does not take place in a direct manner but in online manner through Internet. The implication is that the website that 
has been displayed should be able to describe the product that has been sold appropriately and should also be able to provide 
clear information to the customers. Departing from the above elaboration, the researcher would like to conduct a study that 
will focus on the influence of consumer review, web design and online advertisement on purchase intention of online site 
customers.   

2. Literature review and hypothesis development 

2.1 E-Marketplace 

E-marketplace is part of E-commerce. In relation to the statement, Sadgotra and Putra (2013) explain that online shop refers 
to all efforts that have been pursued in order to market a product or a service through or by using Internet or www-network 
as the medium while the term place refers to a certain location. Therefore, it might be concluded that E-marketplace is a place 
or an institution for pursuing the product or service marketing activities by means of Internet as the medium. E-marketplace 
alone is an inter-organization system in which buyers and sellers in the market communicate information about price and 
product and settle their transaction through electronic communication (Marco & Ningrum, 2017; Alshare et al., 2020). E-
marketplace thus might be considered as the second wave in E-commerce and as an expansion from the combination of 
consumer business (BSB, C2B and C2C) within the framework of B2B. The main offer of E-marketplace lies in the efforts 
of putting together the buyers and the sellers in accordance to their needs and offering transaction efficiency 

2.2 Online Consumer Review (OCR) 

Online consumer review is one of the electronic words of mouth (e-WOM) forms. Khammash (2008) explains that online 
consumer review might be understood as one of the media for reviewing the product, the company service and the producer 
company from one customer to another. Similarly, Auliya, Umam & Prastiwi (2017) state that online consumer review (OCR) 
is a review toward a product that has been provided by the customers who purchase or consume the product and who have 
experience with a product or a service. On the other hand, Mudambi and Schuff (2010) state that online review from the 
customers might be implied as the results of product evaluation that has been downloaded from the company website or the 
third-party website. As having been implied, online consumer review is one of the electronic words of mouth (e-WOM) forms. 
The electronic words of mouth (e-WOM) itself is defined as the positive statement or the positive criteria that have been stated 
by the people who will purchase a product, the people who have purchased a product or the people who would like provide 
overall comment toward a product. 

2.3 Web Design 

According to Arief (2011), website is one of the applications that contain multimedia documents (texts, pictures, animations 
and videos) inside the protocol HTTP (Hyper Text Transfer Protocol) that should be accessed through software known as 
browser. Another definition according to the standards of ISO 8402 states that website refers to the overall features and 
characteristics of the product software that support the capacity to satisfy the desired needs. On the other hand, Tjiptono 
(2013) defines quality as the computability for fitness. Last but not the least, Habibi et al. (2014) state that web design refers 
to the measures of website strength based on the user evaluation on the features that meet the consumer needs. 

2.4 Online Advertisement 

Advertisement is a type of marketing communication, which has been a general term that refers to all types of communication 
techniques that have been implemented by the marketers to reach their customers and deliver their message (Moriarty, Mitch-
ell & William, 2017). On the other hand, Kotler & Armstrong (2012, 2013) state that advertisement refers to all types of idea, 
product or service presentation and promotion under non-personal manner by a certain sponsor that needs payment.  
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2.2 Hypothesis Development 

After gathering the theories that might support the conduct of the study, the researcher would like to define the hypotheses 
that will be further investigated within the study. These hypotheses are proposed in relation to the topic of the study and also 
the theories that have been reviewed within the study. Thus, the hypotheses might be consulted in the following section. 

The Influence of Online Consumer review (OCR) on Online Purchase Intention 

Online consumer review (OCR) has been highly significant and influential part on the purchase behavior for the web-oriented 
customers. In other words, online consumer review (OCR) has huge impact on the purchase intention. According to Kiran & 
Vasantha (2015), the results of a consumer review is influenced by the awareness, the belief and the attitude of the customers. 
In addition, Kiran & Vasantha (2015) state that work environment has strong relationship to the online consumer review and 
becomes the man role of the electronic words of mouth (e-WOM). The influence of online consumer review (OCR) thus 
becomes a highly significant issue for the purchase intention before the consumers finally commit their purchase decision 
(Elwalda & Lu, 2014). Therefore, online consumer review might serve as a direct source of information mainly toward the 
products that will be purchased. In the same time, the review and the rating from the customers might provide more accurate 
and emotional assessment because the review has been provided by the fellow consumers and consequently the review has 
higher trust value (Farki, Baihaqi & Wibawa, 2016). The high number of online consumer review shows the quality and the 
popularity of a product and, therefore, improves the purchase intention among the consumers (Obiedat, 2013). Departing from 
this elaboration, the researcher would like to propose the first problem formulation as follows: 

H1 : Online Consumer Review (OCR) has positive and significant influence on Online Purchase Intention. 

The Influence of Web Design on Online Purchase Intention 

Web design has very crucial role in developing the purchase intention. A good web design will increase the purchase intention 
of the customers (Ali, 2016). Furthermore, a well-qualified web design might influence the customers’ trust toward the agent. 
In other words, purchase intention is influenced by the trust and the perspective of the customers toward the usefulness of a 
web site (Octavia & Tamerlane, 2017). Departing from this elaboration, the researcher would like to propose the second 
problem formulation as follows: 

H2: Web Design has positive and significant influence on Online Purchase Intention. 

The Influence of Online Advertisement on Online Purchase Intention 

Online advertisement is a form of promotion that benefits the Internet for delivering the marketing messages in order to draw 
the potential customers. Online advertisement plays very crucial role within the placement of a product (Padival & Kenneth, 
2017). Advertisement might provide visual stimulus to the message retrievers so that the message retrievers, or specifically 
the customers, will have intention to purchase a product or a service (Rachmadhania & Pangestuti, 2017). Online advertise-
ment is a valuable source of information about the product features and about the promotion that customers might view so 
that the purchase intention can be made of (Bataineh, 2015; Brahim, 2016). Online advertisement offers a number of oppor-
tunities for improving the purchase behavior (Zourikalatehsamad, Payambarpour, Alwashali & Abdolkarimi, 2015). Depart-
ing from this elaboration, the researcher would like to propose the third hypothesis as follows: 

H3: Online Advertisement has positive and significant influence on Online Purchase Intention. 

2.3 Research Framework 

Based on the theories that have been reviewed and also the hypotheses that have been proposed, the researcher 
framework for the conduct of the study might be defined as follows: 

 

 

 

 

 

Fig. 1. Research Framework 

Online Consumer Review  

Web Design  

Online Advertisement  

Online Purchase intention  
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 3. Research Methodology 
 
The Component/Variance-Based Structural Equation Modelling is an alternative of the Covariance-Based Structural Equation 
Modelling. This Component/Variance-Based Structural Equation Modelling is also known as Partial Least Square (PLS). This 
method is intended to perform the causal-predictive analysis within the situations of high complexity and low theoretical 
support. In line with the intention, the aim of PLS is to find the predictive linear variable among the variables (the component-
based predictive model) (Ghozali, 2014). The procedures that should be proposed for meeting the assumptions of the variance-
based SEM become the guidelines for the variance-based SEM modelling both within the data gathering process and within 
the data processing by means of Smart PLS 3. The Component/Variance-Based Structural Equation Modelling is an alternative 
of the Covariance-Based Structural Equation Modelling. This Component/Variance-Based Structural Equation Modelling is 
also known as Partial Least Square (PLS). This method is intended to perform the causal-predictive analysis within the situa-
tions of high complexity and low theoretical support. In line with the intention, the aim of PLS is to find the predictive linear 
variable among the variables (the component-based predictive model) (Ghozali, 2014). The procedures that should be pro-
posed for meeting the assumptions of the variance-based SEM become the guidelines for the variance-based SEM modelling 
both within the data gathering process and within the data processing by means of Smart PLS 3.  

3.1 Measurement Model 
 
Convergent Validity 
 
The convergent validity test of the measurement model with the reflexive indicators is assessed based on the correlation 
between the item score/component score and the construct score that has been calculated by using the PLS. The individual 
indicators will be considered valid if the correlation value is higher than 0.70. 

 

Fig. 2. Results of PLS Algorithm 

Discriminant Validity 

For the conduct of the discriminant validity test, the reflexive indicators might be consulted on the cross-loading value between 
the indicators and the constructs. An indicator is considered valid if the value of the loading factor is the highest relative to 
the targeted construct in comparison to the loading factor value of the other construct. Thereby, the latent constructs are able 
to predict the indicators in their own block better than the indicators in the other block. 

Table 1   
Result of AVE 

  Average Variance Extracted (AVE) 
Online Advertisement 0.993 
Purchase Intention  0.625 
Online Consumer Review 0.894 
Web Design 0.761 

 
Table 2   
Results of Discriminant Validity Test (Fornell Lacker Criterum) 

  Online Advertisement Purchase Intention Online Consumer Review Web Design 
Online Advertisement 0.997       
Purchase Intention 0.498 0.791     
Online Consumer Review 0.283 0.596 0.945   
Web Design 0.371 0.779 0.6 0.873 
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From the results in Table 1 and Table 2, it might be concluded that the square root of the Average Variance Extracted (AVE) 
for each construct has been higher than the correlation value between one construct and another within the model. From the 
AVE Value, it might be concluded that the construct within the model that has been estimated already meets the discriminant 
validity criteria. 

Composite Reliability  

The composite reliability test aim at testing the reliability of the instrument within a research model or at measuring the 
internal consistency. The value of the composite reliability and Cronbach’s alpha test should be higher than 0.60. If all of the 
latent variables have the both the composite reliability test score and the Cronbach’s alpha test score that has been equal to or 
higher than 0.70 (≥ 0.70) then the indication will be that the constructs have good reliability or the questionnaire that has been 
implemented as the data gathering tool in the study has been reliable or consistent. 

Table 3   
Results of Composite Reliability 

 Composite Reliability 
Online Advertisement 0.998 
Purchase Intention 0.868 
Online Consumer Review 0.977 
Web Design 0.957 

 

Based on the results in Table 3, it is apparent that the composite reliability test has shown satisfying results since the composite 
reliability value of all latent variables have been equal to or higher than 0.70 (≥ 0.70).  

Structural Model 

The inner model measurement or the inner model test refers to the development of the concept and theory-based model in 
order to analyze the relationship between the exogenous variable and the endogenous variable that has been elaborated in the 
conceptual framework. The stage in the inner model test, or also known as the structural model test, consists of the procedures 
that will be elaborated below. 

Table 4   
R2 Value of the Endogenous Variable 

  R Square 
Purchase Intention 0.678 

 

Structural models, indicate that the model on the purchase decision variable can be said to be strong, because it has a value 
above 0.67. The model of the influence of latent independent variables (online advertising, online consumer review, and web 
design) on purchasing intention gives an R-Square value of 0.678 which can be interpreted that the constructability variability 
of online advertising, online consumer review, and web design is 67.8%; while the remaining 32.2% can be explained by 
other variables outside the study. 

Goodness of Fit Model 

The Goodness of Structural Model test in the Inner Model Measurement makes use of the Predictive-Relevance (Q2) value. 
The Q-Square Value that has been higher than 0 (zero) shows that the model has the predictive-relevance value. The R-Square 
Value of each endogenous variable in the study might be viewed in the following calculation: 

Q2 = √ R2 x AVE = √ 0.678 x 0.818 = 0.744. 

The result of the above calculation shows that the Predictive-Relevance Value has been 0.744 (> 0.000). The implication of 
the value is that 74.4% variance on the variable Consumer Review might be explained by the variables that had been used. 
Thereby, the model has been considered fit for attaining the relevant predictive value. 

Hypothesis Test (Path Coefficient) 

The estimates value for the path relationship in the structural model should be significant. The significant value might be 
attained by using the bootstrapping procedures. The significance value in the hypothesis might be viewed by looking at the 
parameter coefficient value and the T-statistics significance value in the algorithm bootstrapping report. In order to identify 
whether the estimates value is significant or insignificant, the T-table at alpha 0.05 (5%) = 1.96 might be used. Then, the T-
table value should be compared to the T-count value (T-statistics). The figure below shows that the result of structural model. 
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Fig. 3. Structural Model 

According to Fig. 3, all the predictor variables have positive and significant impact on purchasing decision. The conclusion 
of the result of hypothesis testing explains on the Table 5 below: 

Table 5  
Results of Hypothesis  

Original Sample (O) Standard Deviation (STDEV) T Statistics Result 
IO → MP 0.23 0.082 2.801 Positive → Significant 

OCR → MP 0.179 0.079 2.274 Positive →Significant 
WD → MP 0.586 0.077 7.573 Positive → Significant 

 

Based on the hypothesis test above shows that all the hypothesis are accepted, it is proved by all the value of T value greater 
than 1.96. 

4. Discussion 

The first hypothesis (H1) states that there is a positive and significant influence in the relationship between online consumer 
review on purchasing intention is significant with a t-statistic value of 2,274 (> 1.96). The positive path coefficient shows a 
direct relationship, which proves that respondents would be intentioned in shopping at Elevenia because of a reliable online 
consumer review. So that the online consumer review can be used as a reference by respondents before making a purchase at 
Elevenia. The results of this research are in accordance with and in line with research conducted by Farki, Baihaqi, and 
Wibawa (2016) which states that there is a positive and significant relationship between online consumer reviews of buying 
intention. Sondakh, Saerang, Rumokoy (2016) also conducted a study which stated that there was a positive and significant 
influence between online consumer reviews on buying intention. In other words, if related to previous research, it can be said 
to be consistent. The second hypothesis (H2) states that there is a positive and insignificant influence in the relationship 
between online advertising to purchase interest is not significant with a t-statistic value of 2.801 (<1.96). The positive path 
coefficient shows a direct relationship. Thus, the results in this study which state that there is a positive and insignificant 
relationship between online advertising and purchase interest can be explained based on the statement that has the highest 
average index value, "I feel Elevenia's online advertising can lead to a desire to visit Elevenia's website" and "I feel that 
Elevenia's online advertising can generate interest in buying" can lead to the desire of consumers to search for products on 
the Elevenia website. Based on the significance value, it is considered insufficient to produce a consumer action that by 
visiting the Elevenia website, it can increase the interest of consumers to make purchases at Elevenia. The results of this 
research are different from research conducted by Aqsa (2017) which found that online advertising has a positive and signif-
icant effect on buying interest. The results of this study also reinforce research conducted by Setiawaty (2017) which states 
that there is a positive and insignificant relationship between online advertising and purchase intention. 

The third hypothesis (H3) states that there is a positive and significant influence in the relationship between web design on 
purchasing interest is significant with a t-statistic value of 7.573 (> 1.96). The positive path coefficient value indicates a direct 
relationship, this proves that respondents will generate interest in shopping at Elevenia because of the good quality of the 
website. This can be explained by statements that have the highest average index value, “I find it easy to find the items I want 
on the Elevenia website” and “I feel the Elevenia website provides information in accordance with what is needed by con-
sumers” so that respondents feel interested in making a purchase because of the ease felt by respondents in finding the desired 
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item, accompanied by the information needed by users on the Elevenia website, so with that consumers feel attracted to make 
transactions at Elevenia. This means Elevenia has made it easy for consumers to search for products accompanied by clear 
information. The results of this research are in accordance with and in line with research conducted by Shahnaz and Wahyono 
(2016) which states that there is a positive and significant relationship between website quality and purchasing interest. Oc-
tavia and Tamerlane (2017) also conducted a study which stated that there was a significant positive effect between website 
quality on consumer behavior attitudes on E-commerce. In other words, if related to previous research, it can be said to be 
consistent. 

5. Recommendation 

The quality of the website in this study has the greatest correlation value to purchase interest in Elevenia. Thus, the quality of 
the website becomes the main suggestion in this study. The indicator in the quality of a website that has the lowest value is 
trust. In this case Elevenia is expected to be able to provide accurate information in the future so that the products that con-
sumers receive are in accordance with the information displayed on the website. While the usability indicator has the highest 
value in Elevenia's website quality, this must be maintained by Elevenia. In the online consumer review variable, the lowest 
indicator is credibility. Elevenia is expected to provide improvements in terms of the quality of products sold and service 
quality so that online consumer review that is spread related to shopping at Elevenia can be trusted and used as a reference 
for potential consumers who are interested in shopping at Elevenia. On the online advertising variable which has the lowest 
significance value among other variables, Elevenia is expected to create more innovative advertising content and attract the 
attention of consumers so that it can stimulate consumers to visit Elevenia's website. Suggestions for further research, this 
research can be used as additional information, knowledge and can also be used as a reference for further research. And there 
are still many other variables outside this research that can influence buying interest, such as price, product quality, trust, and 
sales promotion. 
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