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ABSTRACT

the development of e-commerce today is not only selling and buying products online
but also people are always using the internet for convenience in their lives. Activities in
e-commerce include the process of providing products, sales, services, shipping and
payment systems for consumers with the support of a network of business partners
throughout the world. The internet for business people can be used to market products
with low advertising costs. Instagram is one of the internet sites in Indonesia that
implements the e-commerce system in the world. This website, Instagram, is visited by
many people from Indonesia and abroad because it is easy to access. Instagram
provides a business profile account that has its advantages for business people.
Instagram is a social media based on mobile applications, so it is easy to use wherever
you want to access your account without using a computer. Using the Instagram
application there are no special requirements for selling or shopping on the Instagram
application, but you need to register an account on Instagram, then you can take
advantage of all the features offered by this application. The aim of making it easier to
buy and sell people online and get efficiency in online shopping. The research objective
is to find out the significances of trust, celebrity endorser, and price perception on
online purchasing decisions via Instagram. There are 200 online respondents in
Surabaya to get these data. This type of research is a quantitative research method with
an explanatory method to get the answers. Each variable can be known to contribute to
shaping consumers to make online buying decisions. The tool used to analyze this
research is SEM version of AMOS 24. Research with information quality, celebrity
endorser and price perception influences trust as an intervening variable of purchasing
decisions. These mean the exogenous variables used in this study affect consumer
confidence. The information presented is clear, the role of the maximum endorser and
the perceived price perception can be trusted, then online shoppers will immediately
decide to buy the items needed. While the direct effect of the exogenous variable to the
endogenous variable is only the price perception variable which has a positive and
significant effect. The information quality and celebrity endorsers have a positive but
not significant effect, meaning that consumers who buy only see offers of prices related
to discounts, free shipping, and guarantees provided by online sellers. The information
quality in the online purchasing process makes consumers adequate trusted the
information that is displayed on Instagram. The role of celebrity endorsers in
advertising products or services is desirable to motivate prospective online buyers.
The endorsers can increase the enthusiasm to buy items that are promoted on
Instagram. It can influence consumers buying decisions. Moreover, confidence
variables can help remind consumers of complete information, famous endorsers and
price perceptions that include price discounts, guarantees on products purchased until
they are in good condition and according to buyer expectations. Online businesses must
take all risks because there is no guarantee that the products received are the same as
the picture displayed. Information that is easily accessible and discounted prices that
are interested and gives reasonable guarantees to consumers. Trust will grow well if
supported by clear information, there will be an online purchasing decision. The
existence of an online business can provide convenience to human needs and job
creation to reduce unemployment in Indonesia, especially the young generation.
Keywords: Information quality, celebrity endorser, price perception, trust, and buying
decision..
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INTRODUCTION

Technological developments can be felt in various fields namely transportation, electronic
communication, and business in cyberspace. E-commerce is not only selling and buying goods
online but is proceeding in various sectors of public interest on this earth. Start with the
process of marketing, selling, shipping and paying consumers with the support of a network of
business partners throughout the world. The existence of an e-commerce system depends on
internet resources and other information technologies that support each process that the user
follows. The reason for developing business by using the internet is very potential throughout
the world which is always increasing. The total population of Indonesian people in early 2019
was 268 million. Even the number of social media users in Indonesia reaches 150 million
people, a very rapid increase because almost the world's population is social media literate.

Instagram is a social media that is widely used by internet users in Indonesia. Instagram uses
photo and video sharing applications then users take photos or videos, apply digital filters and
share them with social networking services like Instagram. On April 9, 2012, Instagram was
taken by Facebook with a value of $ 1 billion in cash and shares of a technology start-up
company called Burbn, inc. Instagram is ranked 3rd most widely used internet application
users in the world. Instagram won the Shorty Award in 2012. Millennials do the most dominant
shopping, which is 50% with ages 25-34 years. Most online shopping consumers by gender are
65% women. An online shop on Instagram provides contacts that can be contacted to interact
via WhatsApp, another line.

People's lifestyles also change because of the presence of technology with the presence of
gadgets so that they do activities in cyberspace such as online shopping or online shopping.
The internet has a strategic role to get to know the virtual world because it can be accessed by
anyone. The global internet system is the entire computer network that is connected to the
Internet Protocol Suite (TCP / IP) to serve users throughout the world. Internet users in
Indonesia continue to increase and the results of a survey from the Association of Indonesian
Internet Service Providers (AP]II) said the number of internet users in Indonesia in 2018
reached 171.17 people or 64.08 percent of the population in Indonesia.

Purchases made by consumers with e-commerce are influenced by various factors, including;
the level of risk that must be borne by consumers is the impact of online marketing on the
products /services offered will affect consumer confidence in certain online stores. Consumers
prefer shopping online than traditional shopping because online shopping is more convenient
and has its own pleasure for consumers to get goods and services at lower prices. Before
deciding to buy there are factors to consider regarding trust in online transactions that must
have certainty and clear information. There is mutual trust between sellers and buyers and
consumer confidence in e-commerce is an important factor in buying and selling online.

The act of buying online does not meet the online shop seller so it takes the trust of the buyer
to the seller. If it is not based on trust between seller and buyer, the transaction will never
occur even if the product is of high quality and affordable prices. Trust must be built regularly
by online shop sellers so that buyers are confident in products sold in cyberspace. Shopping
habits have shifted to online, because technology and the internet go together, so people can
get things easily without leaving the house. Humans rarely interact only with the closest
person. For that, online shop sellers must increase trust if they want the business to remain
sustainable.
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Information quality is consumers' perception of the information quality about goods or
services available on the website. The higher the information quality provided to online
buyers, the higher the number of people making online purchasing decisions for certain
products. Online business people should spread quality information if they want to increase
their trust in the online business. No matter how good the information is available, but it needs
to be supported by the ease of being able to access information and easy access and an
attractive virtual store.

Easy information, attractive prices, and the role of celebrity endorsers influences for making
online purchasing decisions for consumers. Celebrity endorser is a well-known actor, artist,
and athlete who can be used as an admirer to deliver advertisement messages that attract
attention, in order to influence target consumers. Celebrity endorsers reinforce so that the
goods or services to be sold can be used by people who follow in his footsteps. The message
received by someone will benefit those who will buy goods or services because of the influence
of the celebrity endorser.

Prices can influence consumers' decision to make a purchase and encourage purchasing
decisions. Price of the main element for consumers before buying goods or services. The price
of one element of the marketing mix that generates company revenue, while other elements
will incur costs such as the process of making products, distributing products and the presence
of promotional activities. Many consumers shop online looking for cashback and hunt for
discounts. Online shopping consumers are pampered with various price discounts and free
shipping. Consumers like to find simple and safe ways of payment, for example, cash on
delivery or pay after the goods arrive. A person must have adequate knowledge about basic
online shopping because for the following (1) price is not negotiable (2) shipping costs
according to location conditions, (3) understanding the availability of goods purchased, (4)
return policy if a problem occurs (5) Comprehensive procedures for goods and services.

Online shopping is an electronic trading activity for consumers to directly buy products or
services from sellers via the internet with a web browser. The payment system has been
determined and the product will be sent via the product delivery service according to agreed
terms. The offer of goods is relatively competitive, so the products sold can be responded to by
buyers. Through the online shop, buyers can see several products offered on the web that are
promoted by sellers in their May stores. Online Shop Trend seems to be increasing because it is
more practical and more comfortable, but must maintain the trust of consumers continuously
and the availability of quality products and services. Online shop does spoil its buyers, but
there is a risk that must be borne by consumers if the goods are not sent on time, the quality of
the goods is not appropriate and the goods can not be available, even there is a fake online
shop under the guise. For that, consumers must be careful in conducting transactions in online
business, so as not to cause losses..

LITERATURE REVIEW.

Marketing.

According to Kotler and Keller (2018)[1], marketing is an organizational function and a series
of processes to create, communicate and provide value to customers to manage customer
relations in ways that benefit the organization and the parties concerned with the organization.
Marketing is a whole system of business activities aimed at planning, pricing, promoting and
distributing goods and services that satisfy the needs of both existing and potential buyers
(Dharmmesta, 2008)[2]. According to Sudaryono (2016)[3], marketing is a business process
that seeks to align the human, financial and physical resources of an organization with the
needs and desires of consumers in the context of competitive strategies. Marketing activities
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provide the best and satisfaction to consumers. In line with that, it is necessary to have an
understanding between producers and consumers because it must create a continuous
transaction. The world of online business is now very popular and promises to benefit the
parties involved in online business. Competitive strategies must be run by online businesses
such as varied discounts, free shipping and guarantee of goods to their destinations. In short,
marketing is the process of business organization functions in conducting relationships to
meet the needs and desires of consumers that are mutually beneficial to the parties involved in
the business.

Marketing Mix.

Kotler (2007)[4] says that the marketing mix is a combination of the four core variables of the
marketing system are the product, price, distribution, and promotion. According to Sofjan
Assauri (2014)[5], marketing mix is a combination of variables or activities that are the core of
the marketing system, which variables can be controlled by marketing to influence the
reactions of buyers or consumers. While Buchari Alma (2014)[6], the marketing mix is a
strategy of combining marketing activities, in order to create the maximum combination so
that the most satisfying results will appear. Determine the price policy in the form of discounts,
free shipping makes online buyers interested. Doing the right promotion so that consumers
quickly understand the goods or services sold online will make buyers curious about the
convenience provided by shopping online. However, cooperation with the shipping agency is
needed, so that it can reach the buyer quickly. Maintaining trust with stakeholders is necessary
to achieve success in online business.

The conclusion, the marketing mix is a collection of variables that companies can use to
influence consumers or customers. The marketing mix is to strengthen and improve the
response for marketing elements so that a transaction process occurs between supply and
demand according to company goals and mutual benefit. The use of the right marketing mix,
will increase sales volume and maintain the company's sustainability.

Online Marketing.

According to (2007)[4] Online Marketing is marketing done through an interactive online
computer system by connecting consumers and sellers electronically. While online business
services offer online marketing and information services to buyers to pay dues. Online
marketing is the work of companies to communicate, promote and sell goods and services via
the internet. Whereas Boone and Kurtz (2005)[7] say online marketing is one component of e-
commerce and is in the interests of marketers, namely the process of making products,
distributing, promoting, and determining the prices of goods and services on the internet
market or through other digital tools. Online marketing is a marketing strategy developed
based on the times and advances in human technology that are utilized to market a product or
service through the internet network. Digital marketing is all efforts made to market a product
/service using electronic media.

The purpose of online marketing is to sell goods and services by advertising through the
internet. Online marketing can be an effective way to identify target markets or find the wants
and needs of market segments. The use of the internet and digital technology is related to
achieving market objectives and supporting modern marketing concepts. The benefits of online
marketing for sellers/business owners benefit a lot from online marketing. Social media is very
effective because in the social media users in the country of Indonesia is huge population, in
order to increase opportunities. Online marketing does not always provide fast and instant
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results, but it still requires a process, but indeed the time required is shorter than the
traditional way.

The conclusion, Online marketing is the process of business transactions with marketing
activities through products/services using internet media that are mutually beneficial between
sellers and buyers. The development of online shopping must be followed by the provision of
quality products and fast delivery. Forms of cooperation between online businesses are needed
so that business activities can be beneficial for the parties involved.

Information Quality.

For online shopping, we should present information relating to products and services available
in online shopping. Useful and relevant information to predict the quality and usefulness of
products/services. Information on products and services must always be updated to satisfy the
needs of online shoppers. Surely online sellers can help buyers make decisions, to be
consistent and easy to understand so that profitable transactions occur. Online businesses
must display complete and easily accessible information, so that consumers are more
interested in the offer made, to speed up buying decisions from consumers. Information quality
is relevant, timeliness, safe and is presented with good information design on a website (Liu
and Arnett, 2000)[8]. The quality of information needed by the online business world, because
consumers will believe that the information presented is not in doubt and helps in making
decisions. The quality of information can also be seen by the potential to produce infinite
information both within and outside the organization (Barnes and Vidgen, 2003)[9]. The
ability to provide quality information depends greatly on available technological factors such
as the internet.

The higher the information quality provided to online shoppers, the higher the number of
people buying the product online (Park, CH and Kim, YG (2003)[10], while the quality of
information is consumers' perceptions of the information quality about goods and services
available on a website. Online business people try to spread quality information, so people will
increase their trust in online business, a good information but supported by the ease of being
able to get information and easy access into attractive cyberspace stores. Support from
technology elements is needed to facilitate business activities. on line.

The conclusion, information quality is the process of providing accurate and easily accessible
information needed by the online business world so that consumers believe that the
information displayed does not make buyers doubt in making decisions. Ease of online
shopping, consumers need quality information so that motivation to buy increases.

Celebrity Endorser

An endorse is a form of support and recommendations given to someone for a brand or
product, the support of someone's public figure. Endorse is a form of promotion that utilizes
celebrities or professionals to convey the good about a brand, product, or service. Endorse
activities in Indonesia are not new promotions but have been going on for a long time and
products that use famous artists or figures to increase sales volume. Celebrity Endorsement is
the support of well-known artists, athletes, or public figures used for success in their
respective fields of supported fields. According to Shimp (2007)[11] said that a celebrity
endorser is a person, be it an actor, artist or athlete known to the public and become an idol,
because of achievements in a field and used in conveying advertising messages that are
intended to attract attention to influence the target consumers. Celebrity endorsers provide
more reinforcement on the products/services sold, that they use. The message someone
receives will benefit consumers who will buy the product/service.

Copyright © Society for Science and Education, United Kingdom 83



Halik, A. (2020). The Impact On Trust And Online Buying Decisions Through Information Quality, Celebrity Endorser And Price Perception At
Instagrams In Surabaya. Archives of Business Research, 8(2), 79-97.

Celebrity endorsers have to do with honesty, trust, and integrity of the endorser, eligibility to
be trusted in endorsers depends on consumers' perceptions and motivation of endorsers. In
choosing a public figure, it must be following the needs of the product/service to be sold,
because there is a strong urge for consumers to buy if there is conformity with the endorser.
Celebrity endorsers have several elements including expertise, credibility, testimony, and
attractiveness. Celebrities can be used as a quick tool to represent targeted market segments
(Royan, 2005)[12]. According to Handi Chandra (2008)[13] said that celebrity endorser is
promoting a product with the artist as the advertiser figure.

The conclusion is that celebrity endorser is a product/service promotion mix activity by
utilizing a public figure that conveys promotional messages according to the intended segment.
Consumers who already believe will make a purchase even by shopping online.

Price Perception.

Price perception is the way consumers perceive a certain price whether high, low or
reasonable which has a strong influence on consumer purchase intentions and purchase
satisfaction (Sciffman and Kanuk, 2010)[14]. The price element in a company determines the
growth of the business that is done, the more careful in determining the price, then it benefits
consumers too. The price information is related to price perception that needs to be fully
understood and gives meaning to consumers. Price is the amount of money that consumers
must pay to obtain products in the form of product/services referred to as the party offering.
The nominal form of money from the price to be paid has been through an agreement between
the two parties that have an interest. Price perception is the tendency of buyers to use prices to
assess the suitability of the product value. An assessment of the benefits of a product is
associated with the high cost of an individual item is not the same, because it depends on the
perception of the person behind the environment and the condition of the individual itself.

According to Campbell in Cockril and Goode (2010)[15] states the perception of prices is a
psychological factor in various aspects that have an important influence on consumer reactions
to prices. For this reason, price perception is the reason for someone to make a buying
decision. Whereas Lee and Lawson-Body (2011)[16] say that price perception is the
assessment of consumers and associated emotional forms about whether prices offered by
sellers and prices compared to other parties make sense can be accepted or justified. Price
perception is an approach to explain the impact of prices on a product or a high involvement
purchasing situation. Consumer knowledge to compare prices offered by other brands in the
same type of product. Competitor prices provide an overview of the company, in order to
determine pricing policies, so they can be accepted by consumers.

In summary, price perception is the result of consumer thinking to compare prices that are
considered expensive, cheap and fair so that they can provide benefits and benefits. Potential
consumers will see from a variety of perspectives, to get goods that fit their needs with
adequate purchasing power. Online businesses rely more on discounts to reach large numbers
of consumers, with the addition of free shipping. Determine the price in online business must
be careful to win the competition.

Trust.

Trust in the seller is the ability of the seller to provide services to the buyer, the seller's
willingness to provide benefits to both parties and the behavior of the seller in running the
business. Lim et al. (2001)[17] state consumer confidence in internet shopping as consumers'
willingness to expose themselves to possible losses experienced during internet shopping
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transactions, based on the expectation that sellers promise transactions that will satisfy
consumers and be able to send goods or services that have been promised. The buyer's trust in
the online buying and selling site lies in the popularity of the site used, the more popular the
site, the buyer will feel more confident to shop online. Online trading sites are common and
consumers are sometimes unsure of the seller and the outcome of the transaction. Trust is a
crucial role in fostering relationships, especially in service businesses that are full of
uncertainty, risk and lack of information between interconnected parties (Halik, 2017)[18].
The level of trust is the most important aspect of building a commitment and promise that
needs to be realized so that all objectives are achieved. It can be concluded that trust is a vital
aspect in overcoming diverse criticisms and difficulties in online business and is a valuable
asset in developing a long-term interaction in the organization.

Buying Decision

Kotler & Armstrong (2014)[19] said that purchasing decisions are part of consumer behavior,
namely the study of how individuals, groups and organizations choose, buy, use, and how
goods, services, ideas or experiences to satisfy their needs and desires. While Machfoedz
(2013)[20], states that the purchase decision is a process of valuation and selection of various
alternatives following certain interests and determine a choice that is considered the most
profitable. Activities in purchasing decisions are not separate from consumer behavior so that
each consumer has different habits in buying decisions.

Before deciding to buy various aspects become considerations such as trust, online
transactions must have certainty and asymmetrical information, so consumers are confident.
For this reason, there must be mutual trust between the seller and the buyer. Consumer
confidence in e-commerce is one of the main aspects of buying and selling online. The decision
to buy online does not meet with the seller in online shopping, so it takes the trust of the buyer
to the seller. According to Mahkota (2014)[21] that trust is a significant factor that influences
online purchasing decisions, so consumers who have confidence who make buying and selling
transactions online. If it is not based on trust between the seller and the buyer, there will never
be a sale and purchase even though quality products at affordable prices. Trust must be built
continuously so that consumers believe in products sold in cyberspace. In conclusion, the
purchase decision is a process of determining several alternative solutions to problems with
adequate knowledge and concrete actions.

RESEARCH METHODS

Research Design

Produce good research results, a comprehensive plan is needed. The research design is a plan,
conceptual framework of the structure of relations between variables in a research study
(Kerlinger, 1990)[22]. Whereas Aaker and Day (2001)[23] say that a detailed plan is used as a
guideline for research that leads to the research objectives. The research plan is to explain
some influential variables and test hypotheses and conduct explanations on several variables
so that the nature of the research is explanatory research.

Population and Sample

The population is a certain quantity and characteristics that exist in a location. The population
to be studied needs to be selected based on the appropriate number of samples in the research
to be conducted. The population is someone who does online shopping through Instagram in
the city of Surabaya. In this study set a sample of 200 people. Respondents are people chosen
according to the guidelines outlined in this study who want to fill out a questionnaire sent
online via Instagram and send it back to researchers. This research is the citizens of the
Surabaya city who have made online transactions through social media more than five times.
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Sample and measurement techniques.

This research method using Purposive Sampling is a sampling technique with certain
considerations. Researchers used a purposive sampling method by choosing people, according
to the needs of respondents and had transactions online through social media, especially
Instagram. The measurement scale is to use agreement as a guideline to determine the short
length of an interval as a measurement tool and when used in measuring it will produce
quantitative data (Sugiyono, 2010)[24]. The measuring tool is a Likert scale to measure the
attitudes, opinions, and perceptions of humans or groups of a social phenomenon that is
developing at this time.

Data Collection Technique.
Data collection techniques through the steps of making a questionnaire and circulated to
respondents by the objectives of the study. Using primary and secondary data are:

a. Primary data is data obtained directly from respondents and the results of
questionnaires filled out by respondents ie people shopping online in the city of
Surabaya.

b. Secondary data is already available in a particular institution by the object of research.

Data Analysis Technique

Multidimensional research is a practical phenomenon that will be examined, with several
indicators that are in accordance with the phenomenon that is happening now. The analysis of
the research is the answer from the respondents which is inputted into data and then entered
into the Structural Equation Modeling (SEM) version AMOS 24 as a tool to answer the selected
exogenous and endogenous variables and following the phenomenon.

ANALYSIS RESULTS DATA DESCRIPTION
Profile of respondent
Respondents used in this study were 200 respondents and residents residing in the city of
Surabaya as shown in the following table.
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Table: 1
Profile respondent
DESCRIPTION FREQUENCY %
Gender:
o Man 104 52
o Women 98 48
Total 200 100
Age :
o 18years - 28 years 84 42
o 29years - 39 years 72 36
o 40years-50 years 32 16
o =51lyears 12 6
Total 200 100
Education :
o < Graduated from Middle school 8 4
o Graduated High school 66 33
o Graduated Diploma 48 24
o Graduated Bachelor 78 39
Total 200 100
Work :
o Civil servant/Army/Police 16 8
o Entrepreneurship 84 42
o Private employees 90 45
o Student 10 5
Total 200 100
Expenditures :
o <IDR.1.000.000 8 4
o IDR.1.000.000 s/d IDR.5.000.000 60 30
o >IDR.5.000.000 132 66
Total 200 100
Buying Frequency :
o 1-5time 24 12
o 6-10time 82 41
o 11-15time 72 36
o >15time 22 11
Total 200 100

Test Validity and Reliability

Test validity.

The validity test is to test the statement. Validity test to measure whether the measuring
instrument used is valid or invalid. Validity test in this study the authors use SPSS software
version 25. Item validity test is a valid statement if it has strong support for the total score. To
fulfill the validity requirements, the questions in the research must have a correlation
coefficient (r) > 0.30, and if the correlation between the total score items < 0.30, then the
questions in the questionnaire are declared invalid (Sugiono, 2010)[24]. Test the validity of all
items of the indicator meet the validity requirements, because the statement items in the study
must have a correlation coefficient r > 0.30 and if the correlation between total score items
0.30, then the statement items in the questionnaire declared invalid.

To test the validity of the construct, it is necessary to meet the requirements, first, the loading
factor must be significant. For that significant loading factor so the value is still low, then the
standardized loading estimate needs to be equal to 0.50 or more, the ideal should be 0.70
(Ghozali; 2017)[25]. The results of the loading factor value of each indicator can confirm the
variable properly. Empirical data used is by the framework of the variables used. The cut of
value used to test the significant factor weight is loading factor = 0.5 or critical ratio> 2.0,
because the significant indicator is the dimension of the latent variable formed.
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Test Reliability

Testing the instrument is done with internal consistency as indicated by the Cronbach Alpha
coefficient > 0.6, then the question can be declared reliable (Nunally) in (Ghazali; 2017)[25].
All indicators of each variable from the results of the Alpha Cronbach coefficient calculation are
all indicators above 0.6, meaning that all the variables used are said to be reliable. The criteria
used are if the construct reliability > 0.70, then it shows good or reliable reliability, while the
reliability of 0.60 - 0.70 can still be accepted with the condition of the validity of indicators in
good capital (Ghozali; 2017)[25]. The result of the reliability value for all constructs is > 0.70
which means that all indicators of exogenous and endogenous variables are reliable.

ANALYSIS OF DATA
A New Optimized Ranking Algorithm
The results of testing using structural equation modeling require several steps. To get fit model
results, it is necessary to do modification indices, according to the facilities owned by SEM,
because the modification results can be seen in the following figure

Figure: 1

Baying
Decision

Probabilitas=.015
CMIN=137

[ 34 |[xa3 [ x32][x31 (Tgﬂf;;g

315 330 ‘_26 36 AGFI=.888
CFI=.965
TECHTHC RMSEA=.038

The above model is acceptable, although the results of the evaluation of the Goodness of fit
indices criteria all the required criteria have been met and are appropriate and good. To test
the hypothesis of a causal relationship between information quality variables, celebrity
endorsers, price perceptions of trust and purchasing decisions in the city of Surabaya. The
results of the path coefficient of the causal relationship between the variables in this study can
be seen in the following Table.
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Table: 2
Path coefficient of relationship between variables.

No | Variable coel;?igilen - C;Z;?gl Probability Information

1. | Trust <= Information 0331 | 2,091 0,036 Significant
Quality

2. Trust <-- Celebrity 0,139 2,238 0,025 Significant
Endoser

3. Trust <-- Price 0,407 3,676 0,000 Significant
Perception

4, Baying D_ecision"_-' 0,050 0,341 0,733 Not significant
Information Quality

5. Baying Decision «-- 0,010 0,179 0,858 Not significant
Celebrity Endoser

6. Baying Decision «-- Price 0,444 3,557 0,000 Significant
Perception

7. Baying Decision®--" Trust 0,385 2,519 0,012 Significant

Source: Primary data process.

Analysis using probability values and significant criteria, if P < 0.05 then testing using t table =
1.960, with the following results (1) Information quality has a positive and real impact on trust,
(2) Celebrity endorser has a positive and real effect on trust, (3) Price perception has a positive
and real influence on trust, (4) Information quality has a positive and unreal effect on buying
decisions, (5) Celebrity endorsers influence positively and not real buying decisions, (6) Price
perception has a positive effect and real on buying decisions, (7) Trust has a positive and real
influence on buying decisions.

Based on the above hypothesis testing, it can be seen that the five hypotheses that were
accepted were 5 and two were not accepted, the critical ratio and probability results can be
seen as follows :

1

2)

The information quality influences trust. Based on the calculation, significant occurred
using the value of CR = 2.091 = 1.960 with P = 0.036 < 0.05. This means that the
hypothesis (H-1), the information quality has a positive and real effect on trust. Shows
that the information quality presented by online businesses influences buyer
confidence. The information available in cyberspace stores is easy to view and gives
confidence to buyers. But the information that is informed must exist in the real world
so that buyers are not disappointed. The price discount delivered on the web must be
kept, not between those listed in the information turned out to be mere fantasy.
Business people must reassure them, for example, in cyberspace.

Celebrity endorser influences the buyer's trust, from the calculation the results are
significant using the value of CR = 2.238 2 1.960, and P = 0.025 < 0.05. This means that
the hypothesis (H-2), celebrity endorser has a positive and real influence on trust.
Celebrities are more effective than endorsers like company managers. Celebrities who
have the same personality with goods, brands, and consumers will have very good
credit and have the ability to improve consumer buying decisions and increase profits
for sellers. But the celebrity used has an excellent reputation, both in terms of
achievement and personality, so that it becomes an example for fans. Online shoppers
have high trust in celebrities who are endorsers. Using celebrities is more effective in
the short term if the purpose of advertising is to create brand trust in new products.
Using celebrities is a choice and not a necessity. Many advertisements that do not use
celebrities, still managed to increase purchases on online shopping. The intelligence of
online businesses is a key factor in the success of an advertisement on Instagram.
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3)

4)

5)

6)

7)

Price perception influences trust, calculation results are significant and CR value =
3.676 =2 1.960 with P = 0.000 < 0.05. For hypothesis (H-3), price perception has a
positive and real impact on trust. The price element in the marketing mix plays an
important role, to maintain the sustainability of a business. Online sellers need to be
sensitive about changes in the way people shop, which is related to increasingly good
information technology. Ease of getting products/services through social media, online
sellers must be responsive and respond to needs by determining affordable prices. Price
discount policy is a tactic for reaching large numbers of consumers, but it takes time to
convince consumers. Trust through information conveyed by online sellers must have
accurate and accessible quality information to find out their suitability.

The quality of information has a positive influence on purchasing decisions. Based on
the calculation the results are insignificant and the value of CR = 0.341 < 1.960 and P =
0.733 = 0.05, and for the hypothesis (H-4) the quality of information has a positive
effect, but not significantly on purchasing decisions in online shopping. Perfect value
information if possible as a basis for making optimal decisions and trying to avoid
events that will bring harm to all parties. Information is only valuable for people who
have sufficient knowledge to use as a basis for decisions. For example, consumers
already get complete information from online sellers but do not immediately buy goods
because they are still trying to find accurate information. For this reason, the
information available is trustworthy or not, so consumers do not buy right away. The
process of purchasing goods if all information presented in a virtual store can be trusted
and convincing for consumers.

Celebrity endorsers influence online shopping purchase decisions on Instagram for the
citizens of Surabaya, so the calculation results occur insignificantly and the value of CR =
0.179 <£1.960, and P = 0.858 = 0.05. Based on the hypothesis (H-5), celebrity endorser
has a positive and not significant effect on purchasing decisions. Companies in the
selection of endorsers are expected to be more careful in choosing celebrity endorsers
because the costs incurred are indeed baseline. Choosing endorsers who have
persuasive power can attract consumers to buy. Sometimes consumers do not consider
the endorser but only based on their needs and purchasing power. Celebrities used
should be generally well-known and trusted by the public because of their
achievements as a public figure. Endorser display on Instagram must be interesting and
unique so that consumers immediately respond to offers in the form of
products/services that will be sold online via Instagram.

The effect of price perception on online purchasing decisions via Instagram in the city of
Surabaya, from the calculated results, is significant and the value of CR = 3.557 = 1.960
and P = 0.000 < 0.05. This means that the hypothesis (H-6), price perception has a
positive and significant influence on purchasing decisions. In online shopping, the main
thought is the price offered with the quality of existing products, as well as various risks
faced by buyers. Prices can be suitable and often ignore the availability of goods and
shipping when the goods will arrive at their destination. Various discounts are offered
and the ease of shipping and even free shipping, to encourage consumers to
immediately decide to buy via online. The ease of payment and communication to both
parties must be continuous so that consumers increase confidence in online shopping.
Trust has an influence on online purchasing decisions in the city of Surabaya, with the
calculation results showing significant and CR value = 2.519 = 1.960 and P = 0.012 <
0.05. For this reason, hypothesis (H-7), namely trust, has a positive and real influence
on purchasing decisions. The element of trust from online sellers and buyers needs to
be followed by good service. The diversity of products sold attracts buyers because
consumers usually want to shop for goods online in full from just one person. Shipping
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costs become a consideration when shopping online in one place so you can get the
goods quickly. Online sellers must choose a shipping partner that is already well-known
and trusted because it will increase consumer confidence. Product quality needs to be
conveyed to consumers, so they don't feel cheated by the seller. The information
presented has good quality, so that they are confident in the virtual world shop so that
online businesses will continue to grow in Indonesia.

EXPERIMENTS AND ANALYSIS

Interpretation of research results.

Information quality influence trust.

The information quality in the online business world is crucial for success, accurate and easy
information makes consumers interested in getting goods easily. The results of this study
indicate that the quality of information has a positive effect on trust, which means that the
information distributed requires trust from consumers. Various information from online
sellers must be detailed both about the quality of goods, prices of goods and discounts
provided, to make consumers interested in shopping online. Information about the ease of
transaction needs to be conveyed in communication time so that doubts about online business
can be minimized.

The information age is marked by many changes in information technology that is very
beneficial to humans. Utilization of internet technology is implemented in the form of e-
commerce which is a website that provides online shopping transactions that are growing in
Indonesia. Trading is made easier with e-commerce which has a positive impact and increases
effectiveness and efficiency in today's business world. Making various businesses can be
served by e-commerce that is easy to use to provide accurate information to consumers.

This study aims to determine the effect of information quality on trust that can ultimately
make online purchasing decisions. But the decision to buy online is not only based on
information quality factors, but there are still other factors that influence such as celebrity
endorsers, price perception and other factors. The availability of good information, then
consumers will be interested in shopping online and will also provide information to friends
about the online shopping experience which turned out to be easier. Delivery of goods is
sought as soon as possible to the consumer so that trust is higher and profits from sellers are
increasing.

Celebrity endorsers influence trust.

The endorser is a promotional strategy that many companies do to increase sales of their
products. The company pays the person who has a reputation or achievement to be used as an
endorser, intending to communicate a message that the company wants to achieve and to
provide information about the product itself. Not only communicating the message expected by
entrepreneurs but endorsers must have an attractive appearance and good skills so that
product success can be achieved. Economic activities can develop over time, now economic
activities are more effective through the digital world. All buying and selling transactions are
carried out in digital media, now many online stores are loved by the public because they are
more efficient and effective. Whereas online stores have more efficient promotional strategies
for consumers and produce low cost to introduce their products on social media Instagram.

Celebrities needed are already known to the public, have achievements that have been trusted
by the public. If the character chosen does not match the product you want to advertise, then
the endorser will not be effective in increasing sales. The influence of celebrity endorsers on
products will have a positive impact if carried out on the appropriate market segment so that
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the target product is right for the intended consumer. The appearance of the endorser must be
made very attractive on the website so that interested consumers are potentially able to make
a purchase. Celebrity endorsers are used by online stores to attract consumers' purchasing
power because celebrities are well-known people who have strong characters and values so
that promotional strategies using celebrities are very fast to attract the attention of consumers.
Business opportunities through online stores are increasingly thriving and it is not only online
stores that continue to grow, but online shopping consumers continue to rise. It seems that the
online shop business opportunity is wide open including SMEs and Village products. The
communication and information network in this world can cover globally, so that people today
can interact across countries, cultures and religions. This business field triggers online store
managers to compete to provide efficient services in online shopping and marketing strategies
that lure consumers. Now to develop local products is very easy and can be reached by all
levels of society. Manufacturers must have a present and unique spirit to pursue competition
for products according to the development needs of consumers. Many rural communities are
now plunging into online stores that provide online shopping convenience and there are
providing local products that are difficult to find in regions or cities that have very good quality
and have their own allure for consumers.

Effect of price perception on trust.

Online shopping the price is the main consideration because buyers do not know for sure
about the quality of the goods. Do not let the expensive price happen and it turns out the
quality of goods is not as expected. Online businesses need to give buyers the flexibility to
perceive the prices associated with their expectations to get a quality product. Accurate
information can increase price perception because buyers feel confident and trust in the
existence of online sellers.

Endorsers encourage consumer confidence to be high because they take advantage of goods
sold for consumption. Consumers are trying to find products that are used by vendors, then the
seller needs to educate consumers about the benefits of products/services. Social media like
Instagram is a tool to convey information to human users of social media. Shopping online is
easy but must be careful with the risks faced because they do not know the real goods.

Many online sellers give a guarantee that if the goods arrive at the buyer is damaged, then they
must provide information to the seller so that the same item will be replaced. For that, online
sellers need cooperation with producers, so that many have the type of goods needed by
humans. Manufacturers need to be suppliers of online shopping in order to be recorded and to
facilitate transactions with consumers. In online shopping will be cheaper because these
transaction activities can shorten the distribution channel, so it can be said that online
shopping is efficient and effective for people who have busy activities every day.

The results of this study indicate that price perceptions have a positive and tangible influence
on both trustworthiness and purchasing decisions in online shopping through Instagram. This
means that consumer confidence in price information is very high, so they can decide to buy
goods or services. Prices can trigger people to buy goods because they can already measure
their own purchasing power. For this reason, a pricing policy in the form of discounts, free
shipping, and guarantees on goods will be an important consideration for consumers to buy
the goods.
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Information quality influence buying decision.

Information quality influences baying decisions on Instagram social media, but the information
presented can be trusted by consumers. The quality of information is said to be the consumer's
perception of the quality of information about products or services available on a website
(Park and Kim, 2003)[10]. Information should be useful and relevant for predicting the quality
and benefits of goods or services. To satisfy online consumers' needs for information,
information about goods and services must be up-to-date in order to help online shoppers
make decisions consistently and easily understood by consumers. Goods information about
online shopping includes information on product attributes, recommendations of consumers
who have made transactions and evaluating monitoring reports from consumers who have
shopped online.

The information aspect is crucial for making an ad on the internet because it does not yet know
the character of the consumer. Even marketers try their best to make advertisements on the
internet that have high entertainment value, in order to attract the attention of consumers. The
information presented on online shopping is mainly like information about goods and services
available in online stores. The results of research from Gabriel Sperandio Milan et.al
(2015)[26] state that information quality has a positive and direct influence on consumer
purchasing decisions on online purchasing websites. Available information about products
sold on the website and accessibility of information can increase actual purchases.

The results of this study are consistent with research by Adityo and Khasanah (2015)[27]
about the information quality on online purchasing decisions on the Kaskus Site. The result is
that information quality has a positive and significant impact on purchasing decisions. This
means that the information quality can help consumers shop online to find goods from virtual
stores that are provided by online businesses in full. Buying decisions will occur if the
information can be trusted and easily accessed and easily connected through WhatsApp listed
in the information.

Celebrity endorsers influence buying decisions.

The online business world is currently developing very rapidly and competing to attract
potential customers following the intended target market. Using a famous artist that is one
form of promotion carried out by online business entrepreneurs, especially those engaged in
the field of Fashion today is as a Celebrity Endorser. Celebrity Endorser can be a consideration
for consumers to make purchasing decisions online shopping through Instagram. The endorser
is an appropriate choice and meets the criteria including trustworthiness, physical
attractiveness, expertise, similarity, and respect because it determines the success of the
endorser in influencing consumers to make a purchasing decision.

The results of the study of M. Vijaya Kumar and M. Ramakrishnan (2016)[28] said that a
positive and significant effect on consumer purchases that support celebrities includes
knowledge, popularity and good personality of the endorser. The majority of respondents buy
products because celebrities for that producers must continue to use celebrities as a
promotional tool to inform consumers about the products offered. Aysegul et al.,, (2014)[29],
found that celebrity endorsers have a positive relationship with purchasing decisions. It means
that endorsers are needed in conducting promotions, especially online sellers, because as an
encouragement so that buyers feel their needs are met. A female consumer is easily attracted
to an endorser especially that artist, as her idol, so the items used, she wants to use the same
items. Now there is a tendency for women to shop more online if there are advertisements for
discounts they are more interested in shopping for goods online.
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Consumer advocates are now needed by online businesses because those who have already
had transactions can be used to convey information on online shopping, that how to pay is
easy, quality goods and goods arrive at buyers quickly according to orders. An ordinary buyer
can help online business, to tell other friends to shop through Instagram because a lot of goods
are sold at fantastic discounts, so they can get goods at low prices and quality as expectations.
Information and price aspects will give impetus to consumers, but all can be trusted by buyers.

Effect of price perception on buying decisions.

The price component is very sensitive for consumers because to buy an item is always seen
how much the price of the item. For that, online businesses try to give price discounts, bonuses
by buying 2 get 1 free, to trigger a purchase. Consumer purchasing decisions are positively and
significantly influenced by price perceptions so the hypothesis can be accepted meaning
consumer purchasing decisions will increase if price perceptions are trusted by consumers.
The results of this study support the research of Owusu Alfred (2013)[30]. Whereas Ya-Hui
Wang and Li-Yan Chen with research findings indicate that price perception has a positive and
significant influence on purchase intention. Every human who shop online always pay
attention to the price offered by the seller and at the same time measure the purchasing power
of consumers[31].

Purchasing products online that price perception of the product becomes the mind of the
consumer. Consumers know that products sold online offer cheap prices, even though when
making a purchase transaction they still weigh the price that applies to a product according to
its quality. With accurate information about prices, consumers still weigh the risks that will
occur when buying online. Access related to prices needs to be known by consumers because it
will be used as a guide in purchasing decisions.

Success in business lies in the seller offering goods that fit his needs and meeting expectations
regarding quality and technical safe delivery. Perception of the price is not only the real price
of an item but includes discounts, bonuses, and procedures for buying it is also perceived by
consumers. Price is motivated to want to feel the benefits and value of the product purchased,
so consumers are sensitive to the goods offered. Consumers expect cheaper and more
economical prices and the opportunity to get prizes from the purchase of goods online.
Consumer social status also influences the decision to buy that people who shop online are
positioned as rich people, because they pay online and receive goods at home.

Trust influences on baying decision.

There is a positive and significant influence of trust in purchasing decisions on social media
users including those using Instagram. The element of information, celebrity endorser and
price perception and even other elements, it takes the trust of consumers to make a buying
decision. The main aspect that influences purchasing decisions is the trust of the community.
According to Royan (2002: 34)[12], trust is built up because there is hope from other parties
that will act according to the needs and desires of consumers. Someone has been trusted by the
other party so they must be sure with the hope that will be fulfilled and there will be no
disappointment. The results of research from Lau and Lee (1999) [16]say that trust in the
product is the willingness of consumers to trust the product with all risks, because of the
expectations promised by the product in providing positive results for consumers.

Trust is a source of consumer expectations will be fulfilled product promises and information
needed by humans. If the expectation of online buyers is not fulfilled, then the trust will be
reduced and even disappear and do not want to shop online. When consumer confidence is
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lost, it is difficult for online sellers to regrow so that they buy as before. Consumer confidence
in information, goods that influence purchasing decisions, because consumers have a more
vigilant attitude to products that are not yet known even the quality is not clear. Trust in
information about prices and products can be realized if it meets the expectations and needs of
consumers, so consumers will be satisfied with what is offered in online shopping.

Trust can arise if consumers have felt satisfaction, for example, using products sold in online
stores. Even more, trust if the goods sold offline are known to be of good quality, so when they
are sold online and prices are cheaper and easier consumers will buy online. Consumers feel
comfortable and trust because of a product, it will not be easy to leave the product. The results
of this study support research from Adityo and Khasanah (2015)[27] researching the effect of
trust on online purchasing decisions on the Kaskus website ". The results of the study that trust
has a positive and significant effect on purchasing decisions.

CONCLUSION
The results of the analysis of each variable and the hypothesis test can be concluded as follows:

1. The information quality can be used as a basis for consideration of consumer confidence
in the process of making online buying decisions. Online business people always
prepare information that is accurate and easy to read by consumers who shop online,
especially via Instagram. The existence of information technology that is developing
rapidly, then humans are increasingly innovative in running their businesses. Providing
news through Instagram about goods to be sold must be done because almost all
residents in Indonesia are social media literate. The description of the
products/services that will be sold online, it needs to be displayed well and
interestingly so that consumers who shop online immediately decide to make a
purchase.

2. Consumer confidence in the presence of celebrity endorsers is very helpful in online
business because endorsers play a role in advertising these products. Endorsers can
have many clients promoting products, so consumers will know more about the latest
products. Online businesses will have a wealth of information and knowledge related to
consumer needs. Celebrity endorsers are expected to be the spokesperson for the
product/service, so that it can quickly cling to the minds of consumers, so consumers
want to buy products that they need. Celebrities can be used as an appropriate tool for
representing the intended market segment. Consumers remember endorsers in
carrying out activities related to product promotion will accelerate to make decisions
about buying products offered in online shopping.

3. Price perception will change consumer confidence because as a basis for determining
the desired purchase. For this reason, price perception is the reason why consumers
decide to buy online. See prices that can be categorized as low, high and fair that can be
felt even the experience that is felt when using a product by consumers. The reference
price owned by consumers is the price that is considered appropriate, the price set for a
product, even considered as a low market price and can be said to be high. Generally,
the reference price acts as a guideline for evaluating whether the price set is acceptable
or not by consumers.

4. Complete and trustworthy information will be an attraction for people who like
shopping online. Submission of information through social media can be done to
influence the community. Information about a product through social media that is
Instagram has a purpose so that people know and are interested in using the product.
Valid information from a trusted source can be useful in assessing any opinions
expressed on social media by the information needed by consumers. The quality of
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information presented in the diagram can affect consumers to decide to buy a particular
product. But it is not the only factor that influences purchasing decisions.

5. Some consumers say that by using the role of endorser, the product will sell well, but it
is not always true because many aspects contribute to the purchasing decision. It can
also be goods that were previously traditionally sold, then sold online, so many people
will buy it because it will be cheap and easy to get the item. The role of the endorser for
new goods is very effective for introducing goods because consumers know better
through social media. Instagram makes online businesses enthusiastic because they can
display the endorser in its entirety so that it can be read and watched carefully so that it
is not wrong in deciding to buy it.

6. The rise of online businesses due to attractive offers such as discounts, free shipping
and warranty of goods until the destination in good condition. The general public has a
price perception that online shopping is cheaper and can be easy. Why prices are
cheaper because distribution channels are shorter, Instagram's role connecting the two
parties. The buyer is not difficult anymore, must leave the house while sleeping while
holding the cellphone, can make transactions online wherever we need.

7. Building consumer confidence takes a long time, but with the help of Instagram people
can buy things from home. The process of human trust in products has a strong carrying
capacity to make important decisions in life. Deciding to buy products online many
factors that influence, but must consider the most important aspects to convince
yourself, in order to easily achieve life goals. The element of risk must be taken into
consideration because between the seller and the buyer do not do face to face directly,
then we are always alert to the possibility of the worst disaster such as the goods not
being sent. Be careful when making an online purchase, you must understand the
characteristics of people who want to cheat by offering products online.
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