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ABSTRACT

This study aims to determine the effect of product quality & online customer review on product
e- commerce purchase intention among the youths in macassar city is a qualitative study using
sem pls.4 to test the hypothesis. The research population is young people who are students and
students in the city of makassar, which is known for its highly consumptive society. The research
sample was 100 people with 14 variable indicators, sampling using purposive sampling by
distributing questionnaires using google form. The results showed that product quality has a
significant effect on purchase intention and online customer review has a significant effect on
purchase intention.
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1. Introduction

The rise of e-commerce has revolutionized the way people shop. With just a few clicks, consumers
can have products delivered right to their doorstep. This convenience has particularly appealed
to the younger generation, who are known for their tech-savviness and desire for instant
gratification. However, with this increased reliance on online shopping comes concerns about
product quality.

The effect of product quality and online customer reviews on product purchase intention among
the youths is a topic of great interest in today's digital age. With the rise of e-commerce platforms
and the increasing reliance on online shopping, understanding how these factors influence
consumer behavior is crucial for businesses.

Product quality plays a significant role in shaping consumers' purchase intentions. The youths,
being more tech-savvy and well-informed than ever before, are highly conscious about the quality
of products they buy. They seek value for their money and expect products to meet their
expectations. Positive experiences with high-quality products not only enhance their satisfaction
but also increase their likelihood of making future purchases.

Furthermore, online customer reviews have become an essential source of information for
consumers when making purchasing decisions. The youths heavily rely on these reviews to gain
insights into others' experiences with a particular product. Positive reviews act as social proof,
reinforcing positive attitudes towards a product and increasing purchase intention.

However, it is important to note that negative online customer reviews can have a detrimental
impact on purchase intention among the youths. They tend to trust peer opinions more than
traditional advertising methods. Therefore, businesses must pay close attention to managing
negative feedback effectively to mitigate any potential damage.

This essay examines the relationship between product quality, online customer reviews, and
purchase intention among young people in Makassar city.

2. Literature Review
2.1 Purchase Intention

Purchase interest is the ability of consumers to make purchases by seeking information
from various sources (Shahnaz & Wahyono, 2016). Meanwhile, according to (Pratama &
Ardhy, 2017) purchase interest is defined as the possibility of a consumer to intend to buy
a certain product that he sees.

Purchase intention among the youths on product e-commerce has become a significant
topic of interest in recent years. With the rapid growth of technology and the internet, e-
commerce has become an integral part of our daily lives. The youth, being tech-savvy and
constantly connected to the online world, play a crucial role in shaping the future of e-
commerce (Dwivedi et al., 2023; Goryunova & Jenkins, 2023; Jiang, Sun, & Ren, 2023)
One key factor influencing purchase intention among youths is convenience. E-commerce

offers a hassle-free shopping experience with just a few clicks, eliminating the need to
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physically visit stores. This convenience factor appeals to the busy lifestyles of young
individuals who are always on-the-go (Bertini, Aparicio, & Aydinli, 2023; Hariprasad,
2023; Pakkala & Bhat, 2022).

Another important aspect is price competitiveness. Youths are often price-conscious and
seek value for their money. E-commerce platforms provide them with access to various
sellers, allowing them to compare prices easily and make informed decisions (Cao et al.,
2021; Farzin, Ghaffari, & Fattahi, 2022; Lu & Chen, 2021).

Moreover, social media plays a vital role in shaping purchase intentions among youths.
Influencers and peer recommendations heavily influence their buying decisions. The
ability to read reviews and see real-life experiences shared by others helps build trust and

confidence in purchasing products online.

2.2 Product Quality

According to menurut Kotler (2012) the meaning of product quality is "the product's
ability to perform its functions, it includes the product's overall durability, reliability,
precision, ease of operation and repair, and other valued attributes" which means the
ability of a product in demonstrating its function, it includes the overall durability,
reliability, accuracy, ease of operation One of the main challenges faced by youths in
product e-commerce is ensuring that they receive high-quality products. Unlike
traditional brick-and-mortar stores where customers can physically examine and test
products before purchasing, online shoppers rely solely on product descriptions and
images provided by sellers (Mou, Zhu, & Benyoucef, 2020; Sun, Chen, & Fan, 2021; Zheng,
Chen, Zhang, & Wang, 2020). This lack of physical interaction makes it difficult for youths
to assess the quality of a product accurately.

Furthermore, there is an abundance of counterfeit goods circulating in online
marketplaces. Unscrupulous sellers take advantage of unsuspecting customers by selling
fake or substandard products at lower prices. The youth demographic is particularly
vulnerable to falling victim to these scams due to their limited experience in discerning
genuine from counterfeit items (Dove, 2020; Kassem & Carter, 2023; Walzak, 2023).

To address these issues, both consumers and e-commerce platforms must take proactive
measures. Consumers should educate themselves about reputable sellers and read
reviews from other buyers before making a purchase. They should also be cautious when
encountering deals that seem too good to be true as they may indicate counterfeit

products.
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E-commerce platforms should implement stricter regulations and verification processes
for sellers to ensure that only genuine products are listed on their platforms. They should
also provide clearer information regarding return policies and customer support channels
so that young consumers feel more confident about making purchases. because Product
Quality has a significant effect on Buying Interest (Rachmawati, Shukri, Azam, & Khatibi,
2019; Teo, Leng, & Phua, 2019; Xuhui Wang, Pacho, Liu, & Kajungiro, 2019) Product
Quality has a significant effect on Purchase Intention

H1 : Product Quality Have a significant effect on Purchase Intention

2.3 Online Customer Review
Online reviews in a broader sense can be seen as a message or information regarding a
product or service and thus like any other information are subject to processes of human
information processing. Therefore, the elaboration likelihood model (ELM) appears to be
a suitable theoretical foundation for investigating the research issue at hand, as it focuses
on information processing and how individuals process received information or messages
(Cacioppo & Petty, 1989).
Online customer reviews have become an integral part of the decision-making process for
many consumers, especially among the youth population. With the rise of e-commerce
platforms, such as Amazon and Alibaba, young people are increasingly relying on online
customer reviews to make informed purchasing decisions (Das & Kumar, 2023; SHAIJU,
2023; Chenggang Wang et al., 2023).
One of the main reasons why online customer reviews are so popular among youths is
their accessibility. With just a few clicks, young consumers can access a plethora of
product reviews from other customers who have already purchased and used the item
they are interested in. This allows them to gain insights into the quality, functionality, and
overall satisfaction level associated with a particular product.
Moreover, online customer reviews provide a sense of authenticity that traditional
advertising methods often lack. Young people tend to trust fellow consumers more than
paid advertisements or promotional campaigns. They believe that real-life experiences
shared by other customers are more reliable and unbiased.
Additionally, online customer reviews allow youths to compare different products before
making a purchase. By reading multiple reviews for similar items, they can weigh the pros
and cons of each option and choose the one that best fits their needs and preferences.
However, it is important for young consumers to approach online customer reviews with

caution. Not all reviews may be genuine or accurate; some may be biased or even fake.
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Therefore, it is crucial for youths to critically evaluate the credibility of reviewers by
considering factors such as their profile information and previous review history.

Online customer reviews play a significant role in shaping purchasing decisions among
young people in e-commerce settings. These reviews provide accessibility, authenticity,
and comparative analysis opportunities for youths seeking reliable information about
products before making a purchase. However, it is essential for them to exercise critical
thinking when evaluating these reviews in order to make well-informed choices, Online
Customer Review have a significant effect on Purchase Intention (Thomas, Wirtz, &
Weyerer, 2019; Ventre & Kolbe, 2020; Zhu, Li, Wang, He, & Tian, 2020).

H2: Online Customer Review have a significant effect on Purchase Intention

3. Method, Data, and Analysis

This research is qualitative research using SEM pls.4 to test the hypothesis, the first hypothesis is
Product Quality Has a significant effect on Purchase Intention, the second hypothesis is Online
Customer Review has a significant effect on Purchase Intention. The research population is young
people who are students and students in the city of Makassar, which is known to be a very
consumptive society. The research sample was 100 people with 14 variable indicators, sampling
using purposive sampling by distributing questionnaires using google form. Questionnaire
adaptation of online costumer review (Subagio & Hastari, 2021),Product Quality (Kotler et al,,

2010) Purchasing intention (Xuhui Wang et al., 2019)

4 )

Product Quality (PQ)
PQ1: Durability
PQ2: reliability Purchase Intention (IP)
PQ3: Accuracy [P1: I intend to buy products/
PQ4: Ease of operation services about which I have read
PQ5: Product repair positive online reviews on
: / IP2: If somebody asks me for advice

on buying a product/service, [ would
recommend products/services about

Online Customer Review (OCR) which [ have read online reviews
OCR1: Source Credibilty IP3: As matter of principle, I inform
OCR2:Argument Quality myself before buying a
OCR3:Review Valance product/service with the help of
OCR4:Perceived Usefulness online reviews
OCRS5:Quantity of Reviews [P4: In the future, I will buy

4. Re§\ / products/services about which I have

4.1 Result read online reviews.

Figure 1. Correlation of PLS Modeling Path Diag
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The output of the path diagram construction with PLS modeling shows the outer Loading
factor of more than 0.7 already has good convergence. Coefisient path Produck Quality to
Purchase Intention 0.689 is not greater than Online Costumer Review to Purchase Intention
of 0.820. In the Purchase Intention latent variable, it can be seen in the indicator variable
that the highest outer loadings value is the IP1 and IP2, which is 0.890. In the latent variable
Produck Quality on PQ5, 0.847, while in the Online Costumer Review variable, the highest
outer loading value is OCR5, namely .870. Cronbach alpha Online Costumer Review is 0.806
and Produck Quality is 0.697. If the Cronbach alpha of the alpha variable is greater than 0.7,
it means that the latent variable has good reliability in measuring Online Costumer Review
and Product Quality, means only Online Costumer Review is 0.806 variable has good
reliability.
Reveal the results of testing the composite reliability (CR) and convergent validity of the
constructs. The results confirm that the constructs have high internal consistency and
average variance extracted (AVE) to validate convergent validity (Hair Jr, Babin, & Krey,
2017). Most indicators measuring each construct achieve satisfactory loadings values that
are higher than the threshold value of 0.70, as supported (Hair Jr et al., 2017). The composite
reliability (CR) value for Online Costumer Reviewis 0.873, Produck Quality is 0.811, and
Purchase Intention is 0.917, which implies that the constructs have high internal consistency.

Table.1 Reflective Measurement Model
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Dimension Item Loadings CR AVE

PQ.1 0.705

Produck Quality PQ.2 0.667
PQ.3 0.652 0.873 0.634

PQ.5 0.847

OCR.1 0.781

Online Costumer OCR.3 0.760

Review OCR.4 0.770
OCR.5 0.870 0.811 0.521

PI.1 0.890

Purchase PI.2 0.890
Intention PL.3 0.807 0.917 0.734

P14 0.836

Source : Data Processed, 2023
In addition, these constructs also show satisfactory convergent validity with the average

variance extracted (AVE) value for each construct higher than the threshold value of 0.500,

indicating that the indicators describe more than 50% of the construct variance.

Table.2 Discriminant Validity

Online Costumer Produck Quality Purchase
Review Intention
Online Costumer -
Review
Produck Quality 0.825 -
Purchase Intention 0.971 0.841 -

Source : Data Processed, 2023
Table 2 presents The heterotrait-monotrait ratio of correlations (HTMT) criterion to

evaluate discriminant validity, whereby the square root of the AVE values for each latent
variable was found to be lugher than the correlation values between all variables (Hair,

Risher, Sarstedt, & Ringle, 2019)

The Structural Model

This section discusses the testing of the structural model to determine the proposed
relationship between variables in the research framework. Next a 5000-bootstrap resampling
of data is conducted to examine the hypotheses of this study (Hair et al, 2019) Table.3
demonstrates the assessment of the path coefficient which is represented by Bets values for

each path relationship The results show that three hypotheses were indeed supported.

Table.3 Hypothesis Testing for Personal Effect
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6.

Hypothes Beta Mean stedev T-values P-value
PQ -> PI 0.644 0.640 0.062 10.369 0.000
OCR -> PI 0.272 0.279 0.066 4.135 0.000

Source : Data Processed, 2023

Model Quality Assessment
Table.7 displays the quality of the model. We assessed the effect size (f2), the coefficient
of determination (R2), multicollinearity issues (VIF values), and the predictive relevance

(Q2) of exogenous variables on the endogenous variable in this study.

Table.7 Model Quality Assessment

Hypothes Direct F2 R2 VIF Q2
Effect
H1 PQ -> PI 0.178 0.716 1.722 0.716
H2 COR -> PI 0.150 1.722

Source : Data Processed, 2023

4.2 Discussion

The direct effect of Product Quality on purchase intention is 0.697, which means that if
Product Quality increases by one unit, purchase intention can increase by 69.7%. This
influence is positive.

The direct effect of Online Costumer Review on purchase intention is 0.806, which means that
if Online Costumer Review increases by one unit, purchase intention can increase by 80.6%.
This influence is positive.

Conclusion and Suggestion

Purchase intention among youths on product e-commerce is driven by factors such as
convenience, price competitiveness, and social media influence.

There are also challenges that need to be addressed when it comes to purchase intention
among youths on product e-commerce. One major concern is security and privacy issues
associated with online transactions. Young individuals need assurance that their personal
information will be protected when making purchases online. However, addressing concerns

related to security and privacy will be crucial in ensuring continued growth in this sector.
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