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Abstract - The large population of Indonesia and increasing internet access and usage provide an ideal environment for a 
thriving e-commerce scene. With many e-commerce options, we sought to discover whether trust have impact on the 
purchase intention. Many ways are done by e-commerce companies to increase consumer trust where it is expected that with 
a large number of e-commerce choices consumers more prefer that company to others. There are many factors that may 
impact trust but this study focuses primarily on the e-trust that relate to brand ambassador program, payment convenience, 
and return policy. The purchase intention variables that will be investigated in this paper is interesting because it measures 
how high the possibility of consumers in buying intention because of the higher e-trust on an e-commerce. In this study, the 

object that being used is one of the most well-known fashion e-commerce companies in Indonesia which is Zalora Indonesia. 
This study aims to determine the influence of Zalora brand ambassador, payment convenience, and return policy toward e-
trust and its effect towards purchase intention on Zalora Indonesia in Pontianak. The population in this study is customers 
who know about Zalora Indonesia and have experience in shopping on e-commerce. Data collection method used in this 
study is by distributing questionnaires and measurements are carried out using a Likert scale. This research was processed 
using Structural Equation Modeling (SEM) method with Partial Least Square (PLS). SmartPLS 3.2.7 software used to 
complete the quantitative data. The findings of this study show that return policy has the greatest influence on e-trust which 
indicates that in order to gain trust from customers, e-businesses must offer an easy return policy. Zalora brand ambassador 

and payment convenience are also found to have a positive influence toward e-trust. In addition, e-trust has positively 
influence purchase intention on Zalora Indonesia. 
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I. INTRODUCTION 

 
Since the competition in Indonesia’s e-commerce 

area is rising up, the company are formulating and 

implementing different strategies in order attract new 

customers to keep their business in the market. With 

e-commerce now such an integral part of life, we 

sought to discover what factors impact where 

customers decide to spend money. Expert research 

shows that trust is one of the main factors influencing 

online purchasing intention, thus that there is 

potential for each product to be sold online. In 

environments where direct and physical contacts do 
not take place, where moral and social pressures can 

be differently perceived, and where interactions are 

mediated by digital devices, it is important for 

companies to learn how to build e-trust in e-

commerce. 

According to the data conducted in January 2019 by 

iPrice on Maps of E-commerce Indonesia, Zalora 

Indonesia is on the first rank of top fashion e-

commerce Indonesia lists. Zalora Indonesia also the 

most frequently online fashion-related shopping site 

searches in Indonesia based on the results of a survey 

conducted by Google Trends. The purchase intention 
variables that will be investigated in this paper is 

interesting because it measures how high the 

possibility of consumers in buying intention towards 

Zalora Indonesia rather than other fashion e-

commerce. Consumer purchase is the important step 

which lead to purchase decision. Expert research 

shows that beliefs about trust and convenience are the 
main factors influencing online purchasing decisions 

(Bruner and Kumar, 2005; Dahlberg et al., 2003), 

thus that there is potential for each product to be sold 

online. Consumers prioritize convenience, experience 

and quality when making online purchases, according 

to the annual e-commerce study conducted by 3PL 

provider Dotcom Distribution. Therefore, lots of e-

commerce offer various conveniences to make online 

shopping more attractive. Providing a lot of 

convenience facilities such as free shipping, 0% 

installments, discounted prices, and others greatly 
help increase online shopping activities and consumer 

trust where it is expected that with a large number of 

e-commerce choices consumers more prefer that 

company to others. 

Trust is an essential tool for a transaction to take 

place, both in an online and offline environment. In e-

commerce, the internet vendors as well as their 

websites can be trust building sources in themselves. 

So, it is important for companies to learn how to 

manage consumers’ trust in e-commerce. However, 

building consumer trust on the internet is a challenge 

for online vendors. There are many factors that may 
impact trust such as internet experience, product type, 

and seller’s size and reputation, this study focuses 

primarily on the e-trust that relate to brand 

ambassador program, payment convenience, and 

return policy. With many e-commerce options, we 
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sought to discover whether trust have impact on the 

purchase intention. Thus, the aim of this paper is to 
provide a broader understanding of e-trust and its 

influence on purchase intention. 

 

II. LITERATURE REVIEW  

 

2.1. Brand Ambassador towards E-trust 

A brand ambassador is a person who works to 

promote and represent a brand in its marketplace and 

by doing so help to increase brand awareness and 

sales (Wikipedia). Brand ambassadors are often 

current customers who were already advocating for 

brands before they started working with them, but 
some brand ambassadors are chosen because they 

have a large following or are viewed as influencers. 

Brand ambassadors have a working relationship with 

the brands they represent, and are given instruction 

on how to interact with customers in the marketplace, 

based on the business goals for that brand. 

A brand ambassador program is a business program 

that organizes brand ambassadors and creates an 

ongoing, working relationship between the brand and 

its ambassadors. A brand ambassador program is used 

to manage the ongoing, working relationship between 
the brand and its ambassadors, and provide ongoing 

training and instruction for its ambassadors, as well 

as support. Predominantly, a brand ambassador is 

known as a positive spokesperson, an opinion leader 

or a community influencer, appointed as an internal 

or external agent to boost product or service sales and 

create brand awareness. The brand ambassador's job 

is to drive results through communication tools either 

publicly, such as social media, or privately including 

emails, messaging and further one-to-one channels. 

According to Bhat et al (2017), the research shows 

that brand ambassador showed the strongest 
relationship towards consumer trust. Similar with the 

research by Boswarva (2012) who shows that brand 

ambassadors have influenced trust, which in turn 

have influenced the buyer decision process. The 

research by Nielsen (2012) shows that 92% of 

consumers trust a recommendation from another 

consumer over promotional content directly from a 

brand which the reason why brand ambassador 

programs have become so popular in recent years, 

and can be an especially effective form of advertising 

to be utilized in the field of e-commerce. Similar with 
the statement from BrandTrust, a brand strategy 

consultant company, that recommendations of a 

brand from the mouth of a friend or family member 

are many times more credible and convincing than 

any form of advertising. 

Furthermore, according to the Brett Owens, 

Marketing Director & Co-Founder of LeadDyno, a 

company of affiliate marketing software, in 2018, 

brand ambassador is one of the most effective 

strategies to growth for online brands because 

consumers trust other people’s opinions over almost 

anything else. People connect with other people, not 

brands or companies. Word of mouth is powerful and 

today, word of mouth doesn’t have to happen face to 
face. Instead, it can happen Instagram post to 

Instagram Post or YouTube Video to YouTube Video 

or any social media platforms. According to the 

survey by Qualman (2010), 78% of consumers trust 

social peer recommendation meanwhile only 14% of 

consumers trust the advertisements. Here is the power 

of brand ambassadors. If the audience realizes that 

the person promoting the brand is not being paid to 

do that, it is more likely, they will follow the advice. 

Many brands with philanthropic missions, encourage 

customers to become brand ambassadors, sharing the 

message with the world and it works. As the micro-
influencer and ambassador community grows, so 

does the brand’s presence across the web. The 

company will develop quicker and have more 

meaningful relationships with the customers when it’s 

personal. 

 

2.2. Payment Convenience towards E-trust 

Convenience is a situation where a person uses a 

technology in carrying out his activities and is 

considered comfortable for himself (Davis et al. 

1992). Pikkarainen et al. in the research of Tjini and 
Baridwan (2012) explained that convenience is a 

situation where an individual uses a technology in 

carrying out his activities and is considered enjoyable 

for himself. A modern convenience is a labor-saving 

device, service or substance which make a task easier 

or more efficient than a traditional method. In 

conclusion, the payment convenience means the 

method that save consumers time or being able to 

proceed with something with little effort and 

difficulty. According to Tamimi, Sebastianelli, and 

Rajan (2003, 2005), payment convenience can be 

identified with the availability of multiple payment 
options. Meanwhile, Constantinides (2004) state that 

the indicators are speed of completing the transaction 

and ease of payment process. 

Consumers prioritize convenience, experience and 

quality when making online purchases, according to 

the annual e-commerce study conducted by 3PL 

provider Dotcom Distribution. Trust plays an 

important role in how consumers evaluate online 

security risks. According to PwC’s Global Consumer 

Insights Survey (2018), trust eases fears about online 

security risks. The survey asked respondents how 
they reduce the risk of online security issues and 

fraud. More than half said they only use credible and 

legitimate websites (57%) or choose providers they 

trust when making payments (51%). Previous 

research by Wong and Ha (2011) shows that 

convenience positively influences trust and 

convenience is a major factor for consumers who 

shop via the web to interact and stop interacting with 

online sellers. Constantinides (2004) suggests that 

research indicates that convenience is a prime 

motivator for web customers to stop and interact with 

online vendors. Customers associate convenience 
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with easy and fast information browsing, shopping 

and settling of the online transactions. 
According to Zhu (2014), providing cash on delivery 

is an effective way to build a trustworthy image 

among consumers. Sometimes it can be a determinant 

factor for consumers to shop with the company 

instead of other e-commerce especially for new 

customers and those who are just beginning to learn 

about shopping online. Research by Kidane and 

Sharma (2016) also shows that cash on delivery is 

one of factors that influence purchase decision 

strongly because it can growth the consumer trust.  

Furthermore, the result by Delafrooz et al (2010) also 

shows that convenience is one of the most common 
factors which motivated the consumers for online 

purchase. Consumer awareness, which means 

familiarization of consumers with e-payment 

services, applications, procedures and methods, was 

found to be the most influential with regard to trust in 

e-payments. Consumer trust in e-payments is difficult 

to establish without having a sufficient level of 

awareness to recognize the different e-payments 

services and applications available in the e-

commerce, their associated technologies (credit card, 

pre-paid credit, m-wallet, etc.) and how these 
payments work. 

 

2.3. Return Policy towards E-trust 

According to Kidane and Sharma (2016), return 

policy is one of the factors that influence purchase 

decision strongly. The availability of a return policy 

and its return management offers the psychological 

benefit for overcoming buyer's remorse, which is a 

type of security awareness. Additionally, a return 

policy suggests itself into the minds of consumers as 

an increase in the service quality of a company, and 

the perceived quality of a company influences 
consumption decisions. Consumers' needs that create 

barriers in trust vary in scope in different purchasing 

venues. Results from the cross cultural study by, 

between Angelo and Hispanic, revealed that, both 

groups ranked two factors as the most important 

security factors: (1) data encryption and (2) the 

availability of a return policy. This result indicates 

that, in order to gain trust from customers, e-

businesses must first render a clear message making 

customers aware that the website is equipped with 

encryption technology to protect information 
provided by customers, and second, offer an easy 

return policy. 

 

According to a recent report that was published by 

Forrester Research, approximately 81% of all online 

customers desire a simplified process for returns 

management. If e-commerce companies do not offer a 

convenient and efficient, consumer-friendly returns 

process, they will not likely be attracting many 

customers for very long to their online business. 

Instead, the customers and many prospective 

shoppers will just take their business somewhere else. 

2.4. E-trust towards Purchase Intention 

Trust is a belief in the reliability, truth, and ability of 
the exchange party is recognized as one of the main 

variables that refrain customers from electronic 

purchases (Gefen, 2000; Liang & Turban, 2011; Kim 

& Pak, 2013; Hajli, et al., 2016). However, given the 

context of social media, users acquire knowledge of a 

specific product from social media and may engage in 

a purchase. Thus, in the context of the social media 

and embedded content provided by peers, trust may 

increase the users’ purchase intentions from an e-

vendor (Kim & Park; 2013).According to the article 

by Virgilio and Antonelli (2017), trust is a critical 

issue in e-commerce contexts and specifically, it 
plays an important role in increasing purchase 

intentions. The more customers trust the platform, the 

more they engage in the purchasing process. Previous 

literature found that the purchase from an e-vendor 

depends on customer trust in the e-vendor (Gefen, et 

al., 2003). We propose that trust in a social media 

platform could increase customers’ purchase 

intentions. Kim and Park (2013) indicated that users 

who trust social commerce sites are more likely to 

spread positive word of-mouth and purchase on these 

platforms. 
According to the research by Jamaludin and Ahmad 

(2013), trust has a strong relationship with online 

purchase intention and this implies that trust could 

influence consumer intention to purchase online. 

Trust appeared to be significant predictor of intention 

to purchase. The higher the respondents trust the e-

commerce, the higher the intention to purchase. 

However, it can be assumed that when the 

respondents revisit the same website they basically 

trust the website. Therefore, the more frequently 

respondents revisit a website, the higher probability 

that they trust the website and buy from that website. 
Consumers who shop across borders prefer to 

purchase from well-known multi brand retailers that 

have established, strong reputations for service and 

fair dealing (Nielsen, 2014).When using new 

technologies, including the Web and e-commerce, 

trust is considered to be important (Windham & 

Orton, 2000). New ways of doing things usually 

create a feeling of uncertainty among people. In most 

social interactions involving uncertainty and 

dependency, trust is generally an important factor. An 

often mentioned reason for consumers not purchasing 
from Internet vendors, is the lack of trust (Petrovic et 

al., 2003). Thus, there is a need for promoting trust 

and confidence on the internet. For consumers, 

security and privacy issues are seen as barriers to 

shopping online (Windham & Orton, 2000). They 

want their identity and personal information to be 

confidential, due to fear of being exposed to online 

fraud (Petrovic et al., 2003). People are more willing 

to take risks with people or organizations which they 

trust. The potential risk in ecommerce is greater 

because of the anonymity, distance and lack of 

physical interactions (Cazier et al., 2006). Many 
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elements of personal interaction that are used in the 

offline environment, for example, facial expression, 
gesture and body language, are lost or not applicable 

in an online environment (Grabner et al., 2003). 

Many consumers appreciate the real shopping 

experience of touching things and trying items on. So, 

in order to understand why people do or do not 

engage in ecommerce activities, it is important to 

study online trust (Cazier et al., 2006). 

The research conducted by Elissa et al. (2013) at 

online stores states that several factors that influence 

purchasing decisions, factors of consumer trust 

through e-mail significantly influence direct 

purchasing decisions. While Sularto (2014) said that 
the factors of privacy, trust and experience have 

proven to be the main factors that influence 

consumers in making purchases through the internet. 

Suprihatini (2015) in his research said that in 

attracting buying interest, the trust factor is important 

because online purchases are made not through face-

to-face meeting or direct meeting between the seller 

and the buyer, whether it is enough to give a sense of 

security and trust from consumers in the transaction. 

 

2.5. Conceptual Framework 

 
Figure 1. Conceptual Framework 

 

2.6. Research Hypothesis 

H1 : Brand ambassador has a positive and 

significant impact towards e-trust. 

H2 : Payment convenience has a positive and 

significant impact towards e-trust. 

H3 : Return policy has a positive and significant 

impact towards e-trust. 

H4 : E-trust has a positive and significant 

impact towards purchase intention. 

 

III. METHODOLOGY 

 
This study uses survey method. Data collection uses 

questionnaire as the instrument to obtain data. The 

number of samples in this study were 100 

respondents. The sampling method used purposive 

sampling. In measuring the variables, 5 scale of 

assessment by Likert scale. Data analysis by using the 

Smart PLS version 3.0. software. The respondents 
need to fulfill the criteria, as follows: 

1. Pontianak citizen, male or female. 

2. Age 17 – 50 years old. 

3. Have experience in shopping on e-commerce. 

4. Have ever made purchase at Zalora Indonesia in 

past 6 month. 

5. Have ever made a return or exchange after 

purchase at Zalora Indonesia. 

 

IV. RESULTS AND DISCUSSION 

 

4.1. R- Square 
R-square, also called as the coefficient of 

determination, is the proportion of variance in the 

dependent variable that can be explained by the 

independent variable. Therefore, the strength of a 

relationship can be analyzed based on its R-squared 

value. 

 

R-Square 

E-trust (Y1) 0.681 

Purchase Intention (Y2) 0.600 

Table 1: R-Square Test Result 

 

According to Chin (1998), the R2 value of 0.67 

indicates that the model is categorized good. While, 

R2 value of 0.33 indicates that the model is 

categorized as moderate and R2 value of less than 

0.33 indicates the model is categorized as weak. 

Thus, R-square is ranged between zero (0) and one 

(1). The lower value of R2 (R square) means that the 

ability on independent variable in explaining 

dependent’s variation is very limited. If the value is 

closer to one (1), it means the independent variable 
has great contribution in providing most of the 

needed information to predict dependent variable 

(Ghozali, 2006). As a result, based on the result table 

above, the value of E-trust can be describes as good 

with the value of 0.681, while Purchase Intention is 

categorized as moderate with the value of 0.600. 

4.2. Hypothesis Testing 

T-statistic test is a test to determine the significance 

of the influence from the independent variables 

partially or individually on the dependent variable. 

According to (Ghozali, 2008), the value of T-
Statistics must be greater than T-table which is 1.96 

(significance level = 5%) to be considered as 

significant. 

 

Hypothesis  
Original 

Sample 

Sample 

Mean 

Standard 

Deviation 

T-

Statistics 
P-Value Result 

H1 BAET 0.336 0.333 0.082 4.068 0.000 H1 Accepted 

H2 PCET 0.165 0.171 0.076 2.162 0.031 H2 Accepted 

H3 RPET 0.471 0.464 0.098 4.831 0.000 H3 Accepted 

H4 ETPI 0.775 0.771 0.051 15.170 0.000 H4 Accepted 
Table 2: T-Statistics and Hypothesis Test Result 
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Based on the data above, it can be seen that Zalora 

Brand Ambassador towards E-trust pass the criteria 
of significance with T-statistic value of4.068. In 

addition, Payment Convenience towards E-trust is 

also found to be significant with T-statistic value of 

2.162. Furthermore, there is also significant 

relationship between Return Policy and E-trust with 

the value of 4.831. Similarly, E-trust towards 

Purchase Intention is also found to be significant and 

has the greatest value which is 15.170. 

P-value is the value of error that is found from the 

results of statistical calculations, while, value α 

(alpha) is the maximum error determined by the 

researcher. In this research, the α (alpha) used is 0.05. 
Thus, the 0.05 is the maximum threshold in making 

decisions. Based on the table above, Zalora Brand 

Ambassador, Payment Convenience, and Return 

Policy towards E-trust is accepted as the p-value is 

less than 0.05 (0.000). Furthermore, E-trust towards 

Purchase Intention is also accepted with the value of 

0.031. 

 

Hypothesis 1 

The table shows that the relationship between Zalora 

Brand Ambassador and E-trust is significant as the P-
value is 0.000 (< 0.05, α = 5%) and the value of 

original sample is 0.336 which indicates that the 

relationship between Zalora Brand Ambassador and 

E-trust is positive. Thus, the hypothesis H1 which is 

“Zalora Brand Ambassador has a positive and 

significant impact towards e-trust” is Accepted. 

 

Hypothesis 2 

The table shows that the P-value of the relationship 

between Payment Convenience and E-trust is 0.031 

(< 0.05, α = 5%) and the value of original sample is 

0.165 which indicates that the relationship between 
Payment Convenience and E-trust is positive. Thus, 

the hypothesis H2 which is “Payment convenience 

has a positive and significant impact towards e-trust” 

is Accepted. 

 

Hypothesis 3 

The table shows that the relationship between Return 

Policy and E-trust is significant as the P-value is 

0.000 (< 0.05, α = 5%) and the value of original 

sample is 0.471 which indicates that the relationship 

between Return Policy and E-trust is positive. Thus, 
the hypothesis H3 which is “Return policy has a 

positive and significant impact towards e-trust” is 

Accepted. 

 

Hypothesis 4 

The table shows that the relationship E-trust and 

Purchase Intention is significant as the p-value is 

0.000 (< 0.05, α = 5%) and the original sample value 

is 0.775 which indicates that the relationship between 

E-trust and Purchase Intention is positive. Thus, the 

hypothesis H4 which is “E-trust has a positive and 

significant impact towards purchase intention” is 

Accepted. 
 

V. CONCLUSION 

 

Based on the research that has been conducted and 

analyzed, the conclusion of this research final result, 

for the validity test, based on the outer loadings test 

result, the value of the outer loading in all variables is 

greater than 0.5 and the value of each variable in 

cross loading test result has greater value compared to 

other blocks. The Average Variance Extracted (AVE) 

test result are also greater than 0.50. For the 

reliability test, composite reliability value of each 
variable is greater than 0.7, and the cronbachs’ alpha 

value is greater than 0.6 as well. The result shows that 

the questionnaire is reliable and valid. The R-Square 

result showed that R-square for E-trust (Y1) is 0.681 

or 68.1% and Purchase Intention (Y2) is 0.600 or 

60%. Based on the result, Zalora Brand Ambassador 

and Return Policy has significant relationship with E-

trust with p-value 0.000 which is less than 0.05, 

Payment Convenience also has significant 

relationship with E-trust as the p-value is 0.031 which 

is less than 0.05. Similiarly, E-trust has significant 
relationship with Purchase Intention with the p-value 

of 0.000 which is less than 0.05. 
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