Jurnal Maksipreneur:

Manajemen, Koperasi, dan Entrepreneurship Vol. 14 No. 1 December 2024 p. 201218

How Do Trust, Customer Review and Product Risk
Affect Customer Engagement in Influencing Purchase
Intention in e-Commerce Transactions?

Eva Faujiah Sumant?
Kurniawati?

L2Management, Universitas Trisakti, Indonesia
12Authors’ correspondency: 122012301091 @std.trisakti.ac.id; kurniawati@trisakti.ac.id

Abstract. The numerous e-commerce platforms in Indonesia have driven the public to shift
from conventional shopping to online transactions. The ease of use, product variety, and
competitive pricing are reasons for the popularity of e-commerce. This study aims to
determine the influence of Online Customer Review, Trust, and Product Risk on Purchase
Intention, with Customer Engagement as a mediating variable in e-commerce transactions.
The research is descriptive and quantitative, involving 221 respondents who have shopped
via e-commerce platforms. The data analysis technique uses the Structural Equation Model
AMOS 22 method. The results show that customer trust and reviews positively affect
customer engagement and purchase intention. Additionally, customer engagement positively
influences purchase intention. Lastly, product risk negatively affects purchase intention,
although not significantly. The novelty of this research from the main journal is the addition
of Customer Reviews as an independent variable that positively influences purchase
intention, and product risk as an independent variable that negatively affects purchase
intention. The implication of this research suggests that online sellers should encourage
customers to provide feedback on every purchase, thereby using customer reviews as an
indirect promotional tool. Furthermore, product content should consider the perceived
product risk by creating reliable content.

Keywords: Customer engagement; Customer review; Product risk; Purchase intention;
Trust.

Abstrak. Banyaknya platform e-commerce di Indonesia, telah mendorong masyarakat ber-
pindah saluran belanja melalui online dari transaksi konvensional. Berbagai macam
kemudahan yang ditawarkan, variasi produk serta persaingan harga menjadi alasan e-
commerce cukup diminati. Penelitian ini bertujuan untuk mengetahui pengaruh keperca-
yaan, ulasan pelanggan dan Risiko Produk terhadap Minat beli dengan Customer Engage-
ment sebagai mediasi pada transaksi e-commerce. Penelitian berupa deskriptif kuantitatif
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dengan melibatkan 221 responden yang pernah melakukan belanja melalui platform e-
commerce. Sedangkan teknik analisis data menggunakan metode Structural Equation Model
AMOS 22. Hasil penelitian menunjukkan bahwa kepercayaan dan ulasan pelanggan
berpengaruh positif terhadap keterlibatan pelanggan dan niat beli. Selain itu keterlibatan
pelanggan berpengaruh positif terhadap niat beli. Terakhir risiko produk berpengaruh
negatif terhadap niat beli walaupun tidak signifikan. Perbaruan penelitian dari jurnal utama
adalah penambahan variabel ulasan pelanggan sebagai variabel independen yang dapat
berpengaruh signifikan dan positif terhadap niat beli. Selain itu, variabel risiko produk
sebagai variabel independen berpengaruh signifikan dan negatif terhadap niat beli. Impli-
kasi dari penelitian ini adalah penjual online sebaiknya lebih mampu mendorong pelang-
gannya untuk memberikan umpan balik pada setiap pembelian mereka, sehingga menjadikan
ulasan pelanggan sebagai sarana promosi secara tidak langsung. Selanjutnya, konten
penjualan produk harus mempertimbangkan risiko produk yang dirasakan konsumen dengan
membuatnya lebih dapat dipercaya.

Kata kunci: Kepercayaan; Keterlibatan pelanggan; Minat beli; Risiko produk; Ulasan
pelanggan
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BACKGROUND

The growth of information and communication technology has significantly impacted
society, including driving rapid economic growth. BPS (Badan Pusat Statistik) published that
Indonesia's Technology Development Index in 2022 reached 5,85, showing an increase from
5,76 in 2021 on a scale of 0-10 (BPS, 2023). The ease of internet access is felt by almost
everyone, not just a few. Correspondingly, the Indonesian Internet Service Providers
Association (APJII) announced that the number of internet users in Indonesia in 2024 will
reach 221 million out of the total population of 278 million in 2023 (APJII, 2024).

In the economic sector, this growth in information and communication technology has
led to an increase in e-commerce transactions. The Ministry of Trade estimates that the value
of digital or e-commerce transactions will reach IDR 533 trillion in 2023, up from IDR 476
trillion the previous year (Kementerian Perdagangan RI, 2024). The rapid growth of e-
commerce transactions aligns with the lifestyle changes of a society closely connected with
gadgets and the internet. Various societal needs are comprehensively provided through
various platforms offering diverse products without leaving home.

Databoks released the top five e-commerce platforms in Indonesia with the highest visit
rates for the period of 2023 (Fig. 1). Shopee is the Indonesian e-commerce platform with the
most site visitors in 2023, according to SimilarWeb data (Adi, 2024). Shopee recorded a
cumulative 2,3 billion site visits, compared to its competitors. During the same period,

Jurnal Maksipreneur | ISSN (printed) 2089-550X | ISSN (online) 2527-6638 202



Tokopedia received 1,2 billion visits, and Lazada had 7.624 million visits. Meanwhile, BliBli
had 337,4 million visits, and Bukalapak had 168,2 million visits (Adi, 2024).

Up to the present, consumers still have negative perceptions of online shopping due to
the potential risks they may face (Hadi et al., 2021). This is because consumers cannot see,
touch, or try the products or services they intend to purchase. Therefore, consumers must
remain cautious when shopping online to avoid disappointment if the received product does
not meet expectations. In some cases, there is a risk of online fraud that can harm consumers.
Online shop scams are the most commonly used fraud schemes, causing losses of up to
billions of rupiah (Direktorat Jenderal Bea dan Cukai, 2023).

Shopee 2,35 Miliar
Tokopedia 1,25 Miliar
Lazada - 7624 Juta
Blibli - 3374 Juta
Bukalapak . 168,2 Juta
0 1 Miliar 2 Miliar 3 Mila

kunjungan situs

Source: Adi (2024).

Figure 1. E-commerce with the highest visitors for January-December 2023

One factor in considering shopping through e-commerce is the brand or merchant's
trust level through their star ratings and sales volume. High trust in a brand can reduce
perceived risk towards that brand (Shin et al., 2019). Furthermore, user reviews offer more
pertinent information about the product than what is presented, based on information from
other consumers who have already purchased it. Compared to bad content evaluations,
positive customer ratings can improve attitudes and increase buy intentions. (Hartini et al.,
2022). Furthermore, the reliability dimension of brand trust has a mediating effect on how
consumers review online, with the likelihood of purchase willingness, as words are
recognized and credible sources of information dissemination (Lu & Bai, 2021).

Customer engagement in providing ratings, reviews, or comments can influence
purchase intention. Customer reviews have become a dominant variable directly influencing

Jurnal Maksipreneur | Vol. 14 No. 1 | December 2024 203



purchase intention through argument quality (Rahayu et al., 2021). Additionally, other
research focuses on specific virtual engagement platforms (Santini et al., 2020); (Unnava &
Aravindakshan, 2021). Accordingly, the research opined that it is important to investigate
the influence of trust, customer reviews and perceived product risk when used in ecommerce,
which are aimed at gaining customer engagement and the intention to purchase from their
targeted market.

The purpose of this study to analyse the impact of trust, Customer Review and Product
Risk on purchase intention, both directly and through the mediation of customer engagement
in e-commerce shopping. Therefore, this article attempts to explore the relationships between
variables influencing customer engagement in e-commerce shopping and their impact on
purchase intention. In view of the context mentioned above, the research problem is whether
there is an influence of each variable, namely Trust, Customer Reviews, Product Risk, and
Customer Engagement, on purchase intention in e-commerce. Although previous research
has discussed these variables, this study attempts to update review customer online and
product risk variables that can influence purchase intention, especially in e-commerce
shopping.

THEORETICAL REVIEW
Technology Acceptance Model (TAM)

TAM is a theory which assists to analyse and comprehend the variables affecting
consumers' adoption of new technologies. Two main factors influencing this are the ease of
use of the technology and perceived usefulness, which is how consumers think the new
technology can support them in reaching their objectives. Davis (1989) proposed TAM to
explain fundamental innovation acceptance predictors, which in turn helped to explain user
behaviour through a variety of end-user computer platforms.

E-commerce

According to the OECD (Organization for Economic Co-Operation and Development,
2009), the buying and selling of goods and services using computer networks using order
placement and receipt systems is known as electronic commerce. The term "e-commerce"
refers to an electronic commerce system that uses electronic media for marketing purposes.
E-commerce, to put it simply, is the online purchase and sale of goods and services. At this
time e-commerce has a strong relationship with business strategy and that this relationship
can be affected by certain moderators (Alzahrani, 2019). In other words, e-commerce offers
convenience in online shopping (Dianari, 2018).

Purchase Intention

Purchase intention is a crucial indication of consumer behaviour since it predicts
whether or not a consumer will purchase a specific product (Khan et al., 2021). According to
Osei-Frimpong et al. (2019), the chance of customers making a purchase is an important
aspect in assessing the success of celebrity endorsements. This is an important indicator in
understanding consumer behavior and helps companies in formulating effective marketing
strategies.
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Customer Engagement

Customer engagement emphasizes the observable behaviors that demonstrate customer
involvement with the brand (Carlson et al., 2018). How customers can interact, respond, or
provide feedback on existing brands/products includes giving product reviews, becoming
followers on the product's social media, or other interactions provided by the brand/product.
This encompasses engaging with personnel in physical retail establishments and conversing
with brand representatives in digital marketplaces (Behnam et al., 2023).

Customer involvement may encompass the act of offering input to the brand through
social media platforms (Carlson et al., 2018). The primary objective of customer engagement
platforms, from a management standpoint, is to provide frameworks that facilitate continuous
and open communication between businesses and their consumers (Marino & Lo Presti,
2019). Increased consumer engagement with a brand positively correlates with a higher
likelihood of their engaging in word-of-mouth promotion. On the other hand, if consumers'
opinions are unfavorable, it will also have a negative effect. Customers' inclination to
participate results in customer interaction behavior on both tangible and digital platforms
(Winell et al., 2023).

Trust

Trust perception in customers is related to attention, care, loyalty, honesty, and
satisfaction (Glaveli, 2020). Trust has a significant role in shaping loyalty, compelling
customers to desire to come back (Marifio-Romero et al., 2020). Trust is crucial in creating
positive brand associations and long-term relationships between brands and customers
(Ebrahim, 2020). Therefore, it is important to sell brands/products according to what is
marketed, both in terms of quality and specifications. Additionally, Shin et al. (2019) said
that trust is essential in creating loyalty as it establishes a valuable relationship. This can be
a long-term investment to maintain customer loyalty. Similarly, Duffett and Maraule (2023)
conclude that customers have confidence in a brand who more inclined to interact with the
business's digital marketing communications.

Customer Reviews

Consumer reviews are testimonials provided by customers on their buying experiences,
which play a crucial role in influencing consumers' purchasing choices (Shihab & Putri,
2019). These customer evaluations offer valuable perspectives on customers' firsthand
experiences with a product or service, intended for the benefit of other customers. The
information provided in online reviews has a significant influence on one's confidence while
making purchase decisions, including the selection of products. Positive internet reviews
enhance buyer trust in their product selection (Orus et al., 2019). Additionally, Murphy
(2020) said that the Local Consumer Review Survey 2020 revealed that 85 percent of
customers use internet reviews when making purchasing decisions. Online reviews are
believed to have a significant impact on buyers' perceptions of items and their intentions to
make a purchase (Shihab & Putri, 2019).
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Product Risk

Product risk indicates the possibility that a product may fail to meet consumer
expectations, especially when the delivered product differs from the online display in terms
of size, color, and shape (Ariffin et al., 2018). Additionally, Lee and Lee (2022) examined
that the influence of parasocial interaction on consumers' purchase intentions from the
perspective of perceived risk. This investigation demonstrates a substantial correlation
between perceived risk and product risk. The purchase intentions of consumers will be more
weakened as the perceived risk associated with online purchasing activities increases (Kim
& Lennon, 2013).

Product risk is related to potential problems that can occur with products sold online.
It is crucial to bear in mind when creating Google Shopping Ads, as it has an impact on the
likelihood of consumers making a purchase (Qalati et al., 2021). Numerous researchers have
discovered a correlation between product risk and purchase intentions, particularly among
Generation Y (Cabeza-Ramirez et al., 2022; Adam et al., 2022; Lee & Lee, 2022).

Hypothesis Development

Perceived value, trust, and annoyance are widely recognized by academics as factors
that impact buying intention and/or actual purchase (Adam et al., 2022; Cabeza-Ramirez et
al., 2022; Kharisma et al., 2022). Trust is particularly vital for customers' purchasing
decisions in online markets, because purchasers lack the ability to physically touch or
examine things prior to making a purchase (Cabeza-Ramirez et al., 2022). On the other hand,
Yang and Li (2023) have the research which has demonstrated the use of emojis may enhance
consumer trust, which is in line with (Duffett & Maraule, 2023). The studies have
demonstrated that including emojis in brand communication on digital platforms might
positively influence the likelihood of young customers making a purchase.

In another study, Duffett and Charles (2024) found trust has a significant positive
impact on the purchase intentions of Generation Y and Z. Several studies utilizing emojis in
digital marketing communications have revealed a similar correlation between trust and
purchase intention (Ma & Wang, 2021). The following hypothesis (H1) is formed based on
the prior researches.

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

Emojis, according to McShane's studies, inspire consumers to like and share more
tweets with an emoji (engagement), and the impact grows with the rising emoji count
(McShane et al., 2021). Similarly, research by Duffett and Maraule indicates that consumer
trust and involvement exhibit a notable positive correlation with the application of digital
marketing (Duffett & Maraule, 2023). Customers who trust a brand are more likely to interact
with the brand such as make reviews on social media, providing feedback and sharing their
experiences. Previous studies lead one to create the following hypothesis (H2).

H2: Trust has a positive and significant effect on customer engagement.

Mainly regarded objective and reliable, customer evaluations are a type of electronic
word-of-mouth (e-WOM) advertising with mainly suggestions, opinions, and comments
from other consumers (Sukaris et al., 2019). Customer reviews may be seen as the word-of-
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mouth (WOM) communication made by customers about a product or service in the digital
marketplace (Thakur, 2016). Both positive and negative, can make conversation and
interaction between customers and brands. This can increase customer engagement and
provide an opportunity for brands to build stronger relationships with customers. The studies
lead one to create the following hypothesis:

H3: Customer reviews have a positive and significant effect on customer engagement.

Moloi et al. (2022) and Siddiqi et al. (2020) have asserted that customer reviews of
goods and services have a substantial impact on consumers' attitudes and actions while
making buying decisions. Moreover, based on published data, buyers actively look for ratings
for a multitude of reasons (Maslowska et al., 2017). Rathod et al. (2022), in their research on
the influence of internet reviews on brand impression and purchase intention, discovered that
online reviews significantly shape customer attitudes, intentions, and purchasing behavior.
Therefore, the following hypothesis (H4) is formulated:

H4: Customer reviews have a positive effect on purchase intention.

Previous studies on several online platforms have shown that young generations'
buying intention is influenced generally by their view of risk (Adam et al., 2022; Cabeza-
Ramirez et al., 2022; Rahmi et al. (2022). Additionally, Alrawad et al. (2023) demonstrated
that, in connection to e-commerce, future studies should examine other apparent risk
variables. Moreover, the studies show that purchasing intention suffers a major and
unfavorable influence from risk perception. Product risk turns out to lower buying intention
in internet markets (Adam et al., 2022; Cabeza-Ramirez et al., 2022). In line with existing
research, Duffett and Charles (2024) observed a negative correlation between purchase
intention and product risk, suggesting that Generation Y and Z respondents do not regard
product risk concerning Google Shopping Ads (GSA). Therefore, the following hypothesis
(H5) is formulated:

H5: Product risk has a negative impact on purchase intention.

Customer engagement in a positive context has been proven to increase purchase
intention (Casado-Molina et al., 2022). In line with Duffett and Maraule (2023) study, emojis
are frequently employed in digital marketing to improve consumer involvement. Emojis used
in digital marketing can increase consumer involvement and young consumers' purchase
intention. Positive and continuous engagement with clients helps them to feel appreciated
and valuable, which finally motivates them to purchase goods. Therefore, the following
hypothesis (H6) is formulated:

H6: Customer engagement has a positive impact on purchase intention.
Conceptual Framework

Based on the literature presented above, this study aims to understand the influence of
trust, customer reviews, and product risk on e-commerce transactions that drive consumers'
purchase intentions, both directly and indirectly through the attribute of customer engage-
ment. The model of this study can be seen in Figure 1.
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Figure 1. Conceptual Framework

RESEARCH METHOD

This research uses a descriptive quantitative study where the researcher will test
hypotheses using survey methods to clarify the relationships between variables. This study
uses three types of variables: (1) the dependent variable, in this case, Purchase Intention; (2)
independent variables, i.e. Trust, Customer’s Review, and Product Risk; and (3) the
mediating variable, which is Customer Engagement.

Trust is necessary for long-term consumer and brand relationships (Abid et al., 2020).
Meanwhile, online reviews assist customers in making selections about what to buy (Shi &
Liao, 2017). Therefore, these two factors are relevant in this study to examine their influence
on the Customer Engagement variable. Consequently, this can influence other customers to
make purchases. On the other hand, there are risks in purchasing transactions through e-
commerce that can negatively affect customers' purchase intentions.

In this study, the sample calculation uses the formula from Hair (2021), which states
that the minimum number of samples used is 5 to 10 times the number of items being
researched. Therefore, in this study, the sample is calculated using the number of statement
indicators on the questionnaire multiplied by 10. With 19 indicators, the minimum sample
that must be achieved is 190 respondents. In this study, 221 respondents were involved in
using purposive sampling, which is an analysis technique based on specific criteria. The
sample criteria in this study are respondents who have an e-commerce platform and actively
use it at least once in the last three months of data collecting.

Intention to
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RESULTS AND DISCUSSION

From the processed data, the researcher obtained information regarding the respon-
dents' profiles, which consist of eight demographic details, i.e. gender, age, education,
income, occupation, type of e-commerce platform, duration of platform use, and frequency
of use in the last 3 months. The respondents comprised 118 males (53.4%) and 103 females
(46.6%). The majority of respondents used the Shopee platform (62%), while the minority
used the Blibli platform (5%). Furthermore, the majority of respondents have been using the
e-commerce application for more than six months (98.6%). The frequency of platform use in
the last three months shows that the majority used it more than 10 times (38.9%).

Table 1. Respondents’ Profile

Characteristics Frequency %
Age
Gen Z (born between 1997-2007) 23 10.4%
Millenials (born 1981-1996) 186 84.2%
Other 12 5.4%
Education
High School 12 5.4%
Diploma 9 4.1%
Undergraduate Degree 155 70.1%
Master's Degree 45 20.4%
Income
< 5 million 22 10.0%
5 - 10 million 68 30.8%
11 - 15 million 37 16.7%
16 - 20 million 26 11.8%
> 20 million 68 30.8%
Occupation
Civil servant/Military/Police 23 10.4%
Entrepreneur 14 6.3%
Private Employee 77 34.8%
Unemployed 15 6.8%
Other 92 41.6%

According to the findings of the validity test presented in Table 2, all items for each
variable have a factor loading greater than 0.4, exceeding the minimum recommended value.
Consequently, every sample is deemed legitimate. The reliability test findings indicate that
the Cronbach's Alpha values for all variables exceed 0.6. It may be inferred that both
variables and all items included in this study possess validity and reliability.

Meanwhile, based on the results of descriptive statistical analysis, it shows that
respondents have a positive view of e-commerce platforms. Trust has an average score of
3.972 and Customer Reviews has an average of 4.314, including Product Risk has an average
of 3.670. This shows that the level of respondents' trust in e-commerce is quite high,
including the presence of customer reviews which have helped respondents quite a bit,
although on the other hand there are product risk. Customer Engagement has an average of
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3.921 and Purchase Intention has an average of 4.101. This shows that customer involvement
on the e-commerce platform and their purchase intention is quite high.

Table 2. Validity, Reliability Testing of VVariables and Descriptive Statistics

Indicator LFozct;[ionrg Conclusion Cflg%zCh Conclusion  Mean De\ig{ion
Trust (Duffett & Maraule, 2023)

I can rely on the e-commerce platform 0.808 valid 0.863 Reliabel 4.281 0.765

| feel safe with the e-commerce platform 0.859 valid 4.077 0.814

I trust the products available on e-

commerce 0.849 valid 3.783 0.852

| feel that I can trust the content and

products available on the e-commerce

platform 0.851 valid 3.747 0.863
3.972

Customer Review (Macheka et al., 2023)

Customer reviews aid my decision- 0.940 Reliabel

making process while purchasing on e-

commerce platforms. 0.948 valid 4.376 0.750

Customer reviews have enhanced my

ability to make informed purchasing

judgments through e-commerce. 0.939 valid 4.348 0.763

The last time | used customer reviews, it

helped me adopt other customers'

recommendations 0.902 valid 4.186 0.802

Information from customer reviews

increases my knowledge about the

product | want to buy 0.895 valid 4.348 0.751
4.314

Product Risk (X. Zhang & Yu, 2020)

| feel there is a risk of product quality 0.860 Reliabel

differences in e-commerce 0.868 valid 3.855 0.947

| feel there is a risk of product utility

differences in e-commerce 0.857 valid 3.602 1.029

| feel there are counterfeit products on e-

commerce 0.834 valid 3.869 1.060

| feel there are dangerous products on

the e-commerce platform 0.804 valid 3.353 1.063
3.670

Customer Engagement (Duffett & Maraule, 2023)

| feel | can interact with products/brands 0.869 Reliabel

on the e-commerce platform 0.846 valid 3.837 0.787

| can always give feedback on products

on the e-commerce platform 0.829 valid 3.914 0.867

E-commerce effectively influences my

engagement with products/brands 0.887 valid 3.905 0.834

| am interested in using products/brands

available on e-commerce 0.831 valid 4.027 0.762
3.921

Purchase Intention (Macheka et al., 2023)

| intend to purchase a product on e- 0.872 Reliabel

commerce 0.884 valid 4.195 0.722

| intend to continue choosing e-

commerce for shopping 0.905 valid 4.023 0.834

If | intend to purchase a product, my

strategy involves relying on

recommendations or reviewing material

from e-commerce platforms. 0.891 valid 4.086 0.755

4.101
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Model Fit Testing

Model fit testing is conducted before hypothesis testing using the SEM AMOS model.
In this study, several modifications were made using modification indices, as illustrated in
Figure 2.
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Figure 2. SEM Research Model

Table 3 displays the results of the model fit assessment. The table's information
suggests that six of the eight model fit testing criteria conclude that the model is fit namely
RMSEA, NFI, IFI, TLI, CFI, and CMIN/DF as they meet the required fit standards. One
criterion result in a marginal conclusion, which is GFI, and one criterion results in a poor fit
conclusion, which is chi-square. Therefore, hypothesis testing can be conducted.

Table 3. Model Fit Testing Indicators

Type of Model Fit Processed
Measurement L Result Y
Measurement Determination Decision
Chi-square low Chi Square 298,332
p-value Chi-Square > 0,05 0,000 Poor Fit
GFlI >0,90 0,879 Marginal
Absolute fit RMSEA <0,10 0,073 Model fit
measures -
NFI > 0,90 0,914 Model fit
IFI >0,90 0,952 Model Fit
TLI >0,90 0,940 Model Fit
CFI > 0,90 0,952 Model Fit
Parsimonius fit CMIN/DF Between 1 and 5 2,162 Model fit

meassure
Source: Hair (2021).
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Hypothesis Testing Results
Table 4 below displays the result of the hypothesis testing.

Table 4. Research Hypothesis Testing

Hn Hypothesis Estimate C.R. P Conclusion

H; Trust positively affects Intention to 0,187 1,512 0.065* Hypothesis is
Purchase supported

H, Trust positively affects Customer 0,840 6,194 0.000**  Hypothesis is
Engagement supported

Hz Customer Review positively affects 0,124 1,284 0.099* Hypothesis is
Customer Engagement supported

H4 Customer Review positively affects 0,194 2,820 0.002**  Hypothesis is
Intention to Purchase supported

H5 Product Risk negatively affects Intention -0,018 -0,456  0.324 Hypothesis is
to Purchase not supported

H6 Customer Engagement positively affects 0,586 6,808 0.000**  Hypothesis is
Intention to Purchase supported

*a=10% **=0a=5%
Source: Processed Data.

In the hypothesis 1 test, the coefficient value is 0.187, with a p-value of 0.065,
supporting H1. This indicates that increased trust will increase the intention to purchase and
vice versa. This means that when e-commerce, including merchants or brands, is reliable,
trustworthy, and feels safe to consumers, their intention to buy will be higher. This conclusion
aligns with previous studies, which state that the higher the trust provided by the online store
to consumers, the higher the consumer's decision to use the marketplace (Anggraeni et al.,
2023). This is consistent with previous research linking consumer trust levels very closely to
product search and purchase from online stores (Lazaroiu et al., 2020).

In the hypothesis 2 test, the value of the calculated coefficient is 0.840, and the t-
statistic value is 6.194, resulting in a p-value of 0.000 < 0.05, supporting H2. Therefore, when
trust increases, customer engagement will also increase, and vice versa. Consumers who
already have trust will feel more involved and have a positive relationship with the existing
brand. This is supported by previous research showing a parallel interaction between trust
and engagement among Generation Z (M. Zhang et al., 2021). Including what was said by
Shaheen et al. (2020) the level of trust greatly influences customer feedback, which in turn
has a substantial effect on customer engagement.

In the hypothesis 3 test, the estimated coefficient value is 0.124, and the t-statistic value
is 1.284, resulting in a p-value of 0.099 < 0.10, supporting H3. This indicates that increased
customer reviews will increase customer engagement, and vice versa. Customer reviews
allow customers to openly and honestly share their experiences as feedback. This research
results support Shaheen et al. (2020) which states that to increase customer engagement, trust
factors and customer reviews play a very important role.
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In the hypothesis 4 test, the estimated coefficient value is 0.194, and the t-statistic value
is 2.820, resulting in a p-value of 0.002 < 0.05, supporting H4. This indicates that increased
online customer reviews will increase the intention to purchase and vice versa. Online
customer reviews can show the experiences of other customers, increasing consumer trust
and driving their buying intentions. Thorough online customer reviews can boost buyers'
confidence in their purchase intentions by providing them with a better understanding of the
product. This validates other studies that found good internet reviews increase purchase
intentions more than negative ones (Hartini et al., 2022).

In the hypothesis 5 test, the coefficient value is -0.018, with a negative t-statistic value
of -0.456, resulting in a high p-value of 0.324. Although the coefficient is negative, the high
p-value indicates that the effect is not significant, so H5 is not supported. This shows that
although there is a product risk in every e-commerce purchase, it does not affect the
consumer's buying intention. This aligns with other research findings (Henry et al., 2023),
which state that risk perception does not influence the online consumer decision-making
process. There is no difference in consumer behavior towards buying intentions in online
transactions between high involvement products and low involvement products (Nata &
Kurniawan, 2019). Surprisingly, it turns out that product risk does not significantly influence
purchasing intentions. Contrast with Anggraeni et al. (2023) that the perception of product
risk is something that is always present in online purchasing transactions.

In the hypothesis 6 test, value of the calculated coefficient is 0.586, and the t-statistic
value is 6.808, resulting in a p-value of 0.000 < 0.05, supporting H6. This indicates that
increased customer engagement will increase the intention to purchase and vice versa. When
customers have a strong enough relationship with a brand, they will become more familiar
with the brand and tend to buy its products. This can also build loyalty from customers, so
that they will trust more and become loyal customers.

CONCLUSIONS AND RECOMMENDATIONS

This study shows that people have a positive perception of shopping through e-
commerce platforms. Online shopping is now reliable and trustworthy, including driving
customer engagement. Although there is a possibility of product risk in online shopping, the
study's results show it is not significant enough to influence purchase intention. However,
online sellers should continue to create product content that reduces perceived product risk
and increases trust. One way to do this is by displaying additional original product photos
alongside catalog photos available online.

Consumers find online shopping through e-commerce platforms convenient and
trustworthy for their transactions. This presents an opportunity for online sellers to increase
sales volume. The research results show that online customer reviews greatly help other
consumers in increasing purchase intentions and customer engagement. Therefore, online
sellers should encourage their customers to provide positive feedback on every purchase,
making online customer reviews an indirect promotional tool. Positive comments and high
ratings in online customer reviews will make the store more trustworthy. By effectively
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overseeing product reviews, online sellers may cultivate trust among their consumers and
leverage this feedback to drive improvement.

Limitations of this study include the inability to control respondent’s impressions of
the existing questionnaire, affecting their answers. For better results, respondents should be
guided to understand the research's purpose and objectives. Additionally, since most
respondents (84.6%) are millennials, future researchers are expected to continue the research
by comparing respondents across generations, such as Generation X and Y.
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