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Abstract— The development of online business in Indonesia 

caused the growing popularity of startup business in Indonesia. 

Many startups appear mainly in terms of buying and selling or 

often called a marketplace. The purpose of this research is to 

know the influence of trust, technology anxiety, customer 

service support, and e-Marketplace features to customer 

satisfaction to make the online purchase by a college student in 

Tembalang Subdistrict, Semarang. This study is a quantitative 

research by approaching data collection through observation 

with the number of samples of 80 respondents from student’s 

college in Tembalang Sub-district Semarang City. By using 

multiple linear regression analysis tools with regression 

equation produced Y = 0.117-0.144X1 + 0.119X2 + 0.52X3 + 

0.313X4. With T-test results obtained trust significance (X1) 

Sig = 0.261, technology anxiety (X2) Sig = 0.394, customer 

service support (X3) Sig = 0.000. and e-Marketplace features 

(X4) Sig = 0.002. It shows partially variable trust and 

technology anxiety have no significant effect on customer 

satisfaction, but customer service support and e-Marketplace 

features variable significantly influence customer satisfaction 

in making online purchasing. The result of F test obtained by 

Sig = 0.000 which shows simultaneously variable of trust, 

technology anxiety, customer service support and feature 

significantly influence to customer satisfaction in making 

purchasing through the online system. Of the four variables 

studied variable customer service support (X3) is the dominant 

variable in affecting customer satisfaction. 

 

Keywords—online shop, trust, technology anxiety, e-

marketplace. 

I.  INTRODUCTION  

Internet usage in Indonesia from year to year continues to 

increase along with the needs of people who are hungry for 

information. This is supported by technological 

developments and infrastructure facilities as well as 

supporting facilities such as telecommunications companies 

and government. Increasing internet usage in Indonesia has 

caused public awareness that the internet will facilitate the 

activities and fulfilment of society's needs. The development 

of the Internet also led to new models and trends that 

promise in the business world.  E-commerce is the behaviour 

of business transactions or managerial activity using the 

internet. Since e-commerce models and applications have 

been used in this business, a new movement called dynamic 

e-business emerges to advance e-commerce applications by 

simplifying the web business [1]. According to Nwsou [2] 

quoted from Elsoud stated that advances in Internet 

technology have led to innovations in business models, 

goods, and markets, including the use of electronic 

commerce (e-commerce) to conduct sales transactions 

between individuals, businesses, and organizations. 

Knowledge and innovation has become an important key 

factor in the economic, economic paradigm with human 

resources as the driving agent [3].  In this case, the quality of 

the website and the service is related to the quality of the 

general service. Customer service is an essential service of e-

commerce services and websites are the main things that 

provide quality services in e-commerce [4]. 

 

 
Fig 1. Internet User Growth in Indonesia 

 

 

Figure 1 above sourced from the APJII Survey of 2017 

on the penetration and behaviour of internet users in 

Indonesia that the growth of internet users in Indonesia from 

year to year has increased significantly.  The development 

of online business in Indonesia caused the growing 

popularity of start-up business in Indonesia. Many start-ups 

appear especially in terms of buying and selling or often 

called a marketplace. The increasingly popular and rapid 

wave of digital economic revolutions has significantly led to 

changes in spending patterns in society. This will have an 

impact on major retail companies such as Mall-Mall that 

cannot survive the development of the digital economy. The 
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inability of the company to read trends and external 

advances have led to the collapse of a retail company. 

According to the information quoted from Liputan6.com, 

Toys'R'Us became the latest example of companies affected 

by the disruption. A global toy retail retailer with 1,600 

stores in 38 countries collapsed and is filing for bankruptcy 

protection. CEO of Toys'R'US David Brandon explains, one 

of the causes of the collapse of a chain of stores that have 64 

thousand employees is the blow of online retail stores such 

as Amazon.com. Not only abroad, in Indonesia also began 

to feel the impact began as information quoted detikFinance, 

the circular company as of 16 August 2017 was addressed to 

suppliers (suppliers) Ramayana. The contents are notified to 

suppliers that 8 Ramayana stores will be closed on August 

28, 2017. The stores that will close include R098 (Gresik), 

R030 (Banjarmasin), R115 (Bulukumba), R025 (Bogor), 

R057 (Pontianak), and R008 (Sabang). Then there are 2 

stores that have information 'closed' in Surabaya namely 

R222 and R214.  According to Kotler and Keller in [5] 

explain that unexpected situations and attitudes toward 

purchasing will have an effect on the decision-making 

process. Customer service and customer retention required a 

strategy that should be focused [6]. In addition to impacting 

conventional retailers, the digital business revolution also 

makes the micro industry sector and SMEs to strengthen. As 

quoted from Metronews.com President Director of 

Marketing Service and Small Medium Enterprises (LLP-

KUKM), 3.97 million online SMEs currently contribute 45 

per cent of the government's target. Because of this gap, it 

becomes an interesting thing to be studied.  

With the e-commerce services of companies and 

consumers are greatly benefited. On the consumer side to 

buy products directly to meet the seller is inefficient for 

consumers who have a solid routine. Booking and shopping 

are easier for consumers with e-commerce. Similarly, for the 

fast and easy service company desired by consumers will 

soon be followed up for the company to provide the best 

possible and trusted by consumers. Currently, there are 

many e-marketplaces that sell various daily necessities such 

as primary, secondary and tertiary needs. The e-marketplace 

is very interested in the community, especially young people 

such as students. Based on the 2016 APJII survey, students 

become the highest internet users in 2016 (see Figure 2). In 

this case, the students become the smart and critical 

customer's criterion in shopping to fulfil their needs. 

 
Fig 2. Internet-Based Employer Penetration’ 

 

The development of e-Marketplace especially in 

Indonesia has several generations, namely the first 

generation, second generation and third generation. The first 

generation is when people are new to online shopping, for 

example on OLX that facilitate sellers to market their 

products online. But people do not have a high interest to 

shop online. This is because people are still afraid of online 

fraud committed by irresponsible elements. To minimize the 

occurrence of online fraud so buyers and sellers use cash on 

delivery system (COD) where buyers and sellers and buyers 

meet in person. In the second generation, companies market 

their products through the website, so buyers can see the 

products that companies have online. In the third generation 

of people's interest to shop online is higher, this is because 

of a joint account on e-Marketplace, for example on 

Tokopedia, Shopee, Lazada, and so on. With a joint account, 

e-Marketplace withholds the funds paid by the buyer until 

the buyer confirms the arrival of the goods. The marketplace 

owner also holds goods from the seller before the buyer 

makes a payment. It minimizes the occurrence of online 

fraud. Along with the easier and faster transactions online, 

online shopping also has risks that can harm consumers and 

companies. According to Widiyanto and Prasilowati in [7] 

quoted from Turban the first risk is a mismatch of ordered 

products with the displayed image. Display products shown 

look tempting and deliberate in engineering. The second risk 

is the damage of goods received either because of the 

delivery or defect of the production process. The third risk 

of packing errors such as colour errors, the quantity or type 

of goods shipped. The fifth risk is the appearance of fraud or 

deception either by the seller or the buyer.  According to 

Uddin et, all in [8] explains that feelings and emotions are 

factors that affect a person to make a purchase.  Risk factors 

perceived by customers and customer trust have a direct 

effect on customer loyalty while perceived quality has an 

indirect effect on customer loyalty through customer trust 

[9]. 

The purpose of this research is to know the influence of 

trust, technology anxiety, customer service support, and e-

Marketplace features to customer's willingness to make the 

online purchase by the university student in Tembalang Sub-

district, Semarang. 

The rest of this paper is organized as follow: Section II 

describes the proposed method. Section III presents the 

obtained results and following by discussion. Finally, 

Section IV concludes this work. 

II. RESEARCH METHOD 

In this study using primary data which is the data taken 

directly in the field with the method of data collection 

Observation and Interview by distributing questionnaires. 

For the measurement in this research, the variable of trust, 

technology anxiety, customer service support and e-

Marketplace features are dependent variable while customer 

satisfaction variable is the independent variable. 

A. Population and Sample 

The population is the whole unit or individual within the 

scope and time desired to be researched. The population 
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here is a college student in Tembalang Sub-district, 

Semarang City. Samples are part of the population to 

represent the interests of the entire population. How to select 

the sample that is with the quota, the quota is the number of 

samples to be investigated set first [10]. The principal 

feature of the quota is the number of pre-determined 

subjects will be met. And the number of samples or the 

respondents will be 80 respondents. 

 

B. Analyzed Method 

Before the data are analyzed the data firstly done some 

testing to produce relevant analysis results. Test the validity 

to measure the accuracy of the measuring tool. Reliability 

test to test the reliability of the question being asked with a 

stable answer over time. Classical Assumption Test To 

know whether the regression model really shows a 

significant and representative relationship. 

In this study using multiple regression analysis with SPSS 

used to test the hypothesis in seeing the influence between 

variables. Multiple regression analysis was chosen because 

the technique can conclude directly the influence of each 

independent variable in the form of trust, technology 

anxiety, customer service support and marketplace feature to 

customer satisfaction as the dependent variable. The 

analysis is done partially and on each independent and 

dependent variable to accept or reject the hypothesis that has 

been proposed. And simultaneous testing of all independent 

variables to the dependent variable. This model of multiple 

analysis can be formulated with the following equation. 

 

Y =  +1 X1 +2 X2 +3 X3+4 X4   (1) 

 
Where 

 : Fixed numbers (constants) 

 : Regression coefficient 

Y : Customer satisfaction 

X1 : Trust 

X2 : Technology anxiety 
X3 : Support and service 

X4 : E-Marketplace features 

 

C. Hypothesis 

Ho1: Simultaneously (together) trust, technology anxiety, 

customer service support and e-Marketplace features 

have no significant effect on customer satisfaction. 

Ha1: Simultaneously (together) trust variables, technology 

anxiety, customer service support and e-Marketplace 

features have a significant effect on customer 

satisfaction. 

Ho2: Partially trust variable has no significant effect on 

customer satisfaction. 

Ha2: Partially trust variable has a significant effect on 

customer satisfaction. 

Ho3: Partially variable anxiety technology has no 

significant effect on customer satisfaction. 

Ha3: Partially variable of anxiety technology has a 

significant effect on customer satisfaction. 

Ho4: Partially variable customer service support has no 

significant effect on customer satisfaction. 

Ha4: Partially variable customer service support 

significantly influences customer satisfaction. 

Ho5: Partially e-Marketplace features variable has no 

significant effect on customer satisfaction. 

Ha5: Partially e-Marketplace features variables 

significantly influence customer satisfaction. 

 

III. RESULTS AND DISCUSSION 

This section presents the results obtained and following by 

discussion. 

A. Results 

To test the scientific facts about the influence of Trust 

(X1), Technology anxiety (X2), Customer service support 

(X3) and E-Marketplace features (X4) to Customer 

satisfaction (Y) in making purchases through online system 

by college students located in Tembalang Sub-district, 

Semarang City with crosstab, parametric analysis, multiple 

regression, the approach of data obtained from field 

observation will be done some test, such as validity test, 

alpha Cronbach reliability test, classical assumption test and 

normality data test as variable feasibility requirement in 

predicting the model. 

 
TABLE I. RESPONDENT PROFIL 

E-Marketplace 
Gender 

Total 
Male Female 

Lazada 15 8 23 

Tokopedia 7 2 9 

Blibli.com 1 0 1 

Olx 1 0 1 

Shopee 2 34 36 

Other 2 8 10 

Total 28 52 80 

 

Based on Table I in this study respondents can choose 

their favorite e-Marketplace. There is a choice of Lazada, 

Tokopedia, Blibli.com, Olx, Shopee and other marketplaces. 

There were 28 respondents of male sex and 52 female 

respondents with 36 respondents chose Shopee as their 

favorite e-Marketplace. 23 respondents chose Lazada as 

their favorite e-Marketplace while only 1 person chose 

Blibli.com and Olx as their favorite e-Marketplace, and 10 

other respondents chose other e-Marketplaces not mentioned 

in the questionnaire. 

a. Validity Test 

Because the data model used in the form of ordinal data, so 

that the regression analysis model used is Spearman 

regression model with the following formula. 

 
      N(XY) – (X Y)  

r x y =  
        (N  X² - ( X) ²) (N  Y² - ( Y)²   (2) 

 

Where 
N : Total population 

X : Item score 

Y : Total score 
r : Correlation coefficient 
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TABLE II. VALIDITY TEST 

Variable 

Pearson 

Correlati

on 

Sig. (2-

tailed) 
Details 

X11 (X1 Trust) 0.586 0.000 Valid 

X12 0.436 0.000 Valid 

X13 0.448 0.000 Valid 

X14 0.601 0.000 Valid 

X21 (X2 Technology anxiety) 0.45 0.000 Valid 

X22 0.703 0.000 Valid 

X23 0.634 0.000 Valid 

X31 (X3 Service support) 0.457 0.000 Valid 

X32 0.641 0.000 Valid 

X33 0.65 0.000 Valid 

X34 0.819 0.000 Valid 

X41 (X4 E-Marketplace features) 0.612 0.000 Valid 

X42 0.785 0.000 Valid 

X43 0.835 0.000 Valid 

Y11 (Y1 Customer satisfaction) 0.707 0.000 Valid 

Y12 0.788 0.000 Valid 

Y13 0.871 0.000 Valid 

 

Based on Table II in the results of data processing from 

SPSS with a sample of 80 respondents with 17 questions 

with the significance value of each item less than 0.05 it 

means trust variables, anxiety technology, customer service 

support and features able to describe the level of accuracy of 

measuring the effect of customer satisfaction. From the 

Table II shows r-count is greater than r-table then the list of 

questions asked is valid. 

 

b. Reliability Test 

According Arikunto in [11] reliability test conducted to 

measure consistent construct or variable research. A 

questionnaire is said to be reliable or reliable if one's 

response to a statement is consistent or stable over time. The 

formula used is the formula coefficient Alpha Cronbach as 

follows. 
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r11 : Instrument reliability 

k  : Many questions 

2 : Number of grain variants 

1
2 : Total variance 

 

According to Ghozali in [12] A variable is said to be reliable 

if it has Cronbach Alpha () more than 0.60. Reliability 

Test Results with the formula yields Cronbach's alpha value 

with a value of 0.804 and the value of n is 80. From the 

results of Cronbach's alpha reliability test of the reviewed 

Cronbach alpha value greater than 0.6, which means reliable 

data used show in Table III below: 

 
TABLE III. RELIABILITY 

Cronbach’s alpha N 

0.804 80 

 

c. Normality Test 

Normality test to know the data is normally distributed or 

not. The normality test is very important in the parametric 

test which is a requirement that the data should be normally 

distributed. By checking the rest of the regression model in 

this study can be known whether the data is normally 

distributed or not. With Asymp. Sig (2-tailed) value more 

than 0.05 then the data can be issued normally distributed. 

 
TABLE IV. NORMALITY TEST 

N 
Kolmogorov-

SmirnovZ 
Asymp. Sig. (2-

tailed) 

110 0.829 0.625 

 

Based on Table IV, it shows that in data processing 

using SPSS from the summary of Normality Test results 

with Kolmogorov-Smirnov evidenced on Asymp value. Sig. 

(2-tailed) value of 0.625 is greater than 0.05 which means 

that the data used is normally distributed with 80 

respondents. 

d. Classic Assumption Test 

For the right regression model to be used properly, the 

classical assumption test is performed so that the multiple 

linear regression model is appropriately used and can predict 

correctly. The classical assumption test used in this research 

is the Multicollinearity test, Auto correlation test, and 

Heteroskedasticities test. 

 

e. Multicollinearity test 

Consider correlation between independent variables that 

is Trust (X1), Technology anxiety (X2), Customer service 

support (X3) and E-Marketplace features (X4) to dependent 

variable Customer satisfaction (Y). With the provision of 

Variance Inflation Factors (VIF) if the VIF value is more 

than 10 then multicollinearity occurs, but if the VIF value is 

less than 10 then there is no multicollinearity. 

 
TABLE V. VARIANS INFLATION FACTORS 

Variable Independent VIF 

X1 1.149 

X2 1.489 

X3 1.676 

X4 1.374 

 

From the Table V, it shows that the multicollinearity of 

the 4 independent variables namely convenience, trust, 

services provided and features of the dependent variable that 

is the result of the purchase obtained VIF value less than 10 

of the data does not occur multicollinearity. 

 

f. Autocorrelation 

The autocorrelation test aims to test the model in linear 

regression regarding the correlation between the 

confounding error in period t with the previous period. In 

this study the test using the Durbin Watson Test method. By 

setting DL and DU values by looking at the Durbin Watson 

table and comparing the Durbin Watson test value. If Durbin 

Watson's value between DU and 4-DU means there is no 
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autocorrelation, if Durbin Watson is better than DL means 

positional autocorrelation occurs, if Durbin Watson value is 

more than 4-DU means positive autocorrelation occurs, but 

if Durbin Watson value is between 4 -DU is equal to 4-DL 

then the result cannot be concluded clearly or doubt. Based 

on Table VI in Durbin Watson table with n = 80 obtained 

DU value equal to 1.7430 and value 4-DU 2,257. While 

Durbin Watson's result from SPSS is 1.987 which means 

Durbin Watson's value between DU and 4-DU it can be 

concluded that the data used does not happen 

autocorrelation. 

 
TABLE VI. DURBIN WATSON 

Durbin Watson N 

1,987 80 

 

g.  Heteroscedasticity 

Heteroscedasticity test shows that variant variables are 

not the same for all observations. In this study in detecting 

the presence of Heteroskedasticities using scatterplot. How 

to test it is by using the scatter diagram data processing 

program. From the diagram, the way to conclude is that if 

the points spread randomly either above zero or below zero 

both vertical and horizontal axis, then it is concluded not 

happened Heteroskedasticities in the tested regression 

model. 

 

 
Fig 3. Scatterplot Test 

 

By performing data transformation can be seen in 

diagram Scatterplot on Figure 3 does not form a certain 

pattern and spreading point randomly between vertical and 

horizontal axis between number 0 hence from data used data 

concluded that data do not happen heteroscedasticity. 

 

h. Multiple Linear Regression Analysis 

Multiple linear regression analysis used in research to 

know the relation or pattern of relationship of one variable 

with other variables. In testing using prior to testing using 

SPSS in this study determined the hypotheses of research 

results. After the hypothesis is determined then calculate the 

sign value using SPSS. 

 
TABLE VII. MODEL SUMMARY 

Model R 
R 

Square 

Adjusted Std. Error of 

R Square the Estimate 

1 0.742 0.550 0.526 2,98031 

 

From the result of data processing using SPSS in the 

Table VII showing the correlation relationship between the 

independent variable and dependent variable. From the 

table, the value of R is 0.742 which shows the relationship 

between independent and dependent variable equal to 74.2% 

but R Square value is 0.550 which means influence between 

independent and dependent variable equal to 55,0%. While 

Adjusted R Square signifies the relationship between 

independent variables and dependent more accurate with the 

resulting value 0.526 which means the influence of 

independent and dependent variables in this model of 

52.8%. 

 
TABLE VIII. SIMULTANEOUS TEST 

Model 
Sum of 

Squares 
df 

Mean 

Square 
F Sig 

 Regression 813,638 4 203,410 22,901 ,000 

Residual 666,167 75 8,882   

Total 1479,805 79    

 

 

From the Table VIII, it shows that the value of Sig SPSS 

calculation is 0.000 smaller than alpha 0.05 which means 

that simultaneous influence test of independent variables to 

the dependent variable there is the significant influence. In 

this case, Ho1 is processed and received Ha1 which means 

there is significant influence between trust variables, 

technology anxiety, customer service support and e-

Marketplace features to customer satisfaction variable. 

 
TABLE IX. PARTIAL TEST 

Model 

Unstandardized Standardized t Sig. 

Coefficient   

B Std. error Beta   

(Consta

nt) 
0.117 1,8880  0.062 0.951 

X1 -0.144 0.127 -0.094 -1,1330 0.261 

X2 0.119 0.139 0.081 0.857 0.394 

X3 0.52 0.099 0.529 5,274 0.000 

X4 0.313 0.097 0.292 3,216 0.002 

 

From the Table IX, it shows that the value of Sig for the 

trust variable is 0.261 bigger than alpha 0.05 which means 

Ho2 received and processed Ha2 means the variable trust 

does not significantly affect the purchase satisfaction 

variable. Sig value for technology anxiety variable is 0.394 

bigger than alpha 0.05 which means Ho3 accepted and 

processed Ha3 meaning variable of technology anxiety have 

no significant effect to purchase satisfaction variable. The 

value of Sig for customer service support variable is 0.000 

smaller than alpha 0.05 which means Ha4 accepted and Ho4 

processing means to support and service variable have 

significant effect to purchase satisfaction variable. Next, for 

e-Marketplace features variables obtained Sig value 0.002 

smaller than alpha 0.05 which means Ha5 received and Ho5 

processing means to support and service variables 
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significantly influence the variable purchase satisfaction. 

Based on the Table IX shows that the formulation for this 

research model is  

Y = 0.117-0.144X1 + 0.119X2 + 0.52X3 + 0.313X4. 

B. Discussion 

Based on the results of tests that have been done can be 

argued that in this study trust, technology anxiety, support 

and services and e-Marketplace features simultaneously 

affect the customer satisfaction in making purchases with 

the online system. And obtained a positive constant value of 

0.117 which means there is a positive influence of 

independent variables on the dependent variable. Trust has 

no significant effect on customer satisfaction in online 

shopping but if it is influential it will have an inverted effect 

due to its negative beta value. If trust affects customer 

satisfaction, then any increase of unit of trust will decrease 

customer satisfaction level by 14.4%. Technology anxiety 

has no significant effect on customer satisfaction in online 

shopping but if only technology and its effect on customer 

satisfaction in online shopping then every increase of 

technology anxiety unit will increase customer satisfaction 

by 11.9%. Customer service support provided by e-

Marketplace affects customer satisfaction in purchasing 

through the online system which means every increase of 

unit from customer service support given by e-Marketplace 

will increase customer satisfaction equal to 52,0%. E-

Marketplace features affect the customer satisfaction in 

making purchases with the system online this means that 

each unit increase of the features provided by e-Marketplace 

will increase customer satisfaction by 31.3%. From the 

results of analysts simultaneously for each variable, variable 

trust, technology anxiety, customer service support and e-

Marketplace features contribute to customer satisfaction of 

55.0% which means customer satisfaction in making 

purchases with the online system influenced 55.0% of 

variables trust, technology anxiety, customer service support 

and e-Marketplace features while the remaining 45.0% of 

customer satisfaction to make purchases online is influenced 

by other variables not examined in this study. 

IV. CONCLUSION  

In this research, the trust of the customers is not affected 

to make purchases online. Customers tend to decide on 

purchases based on the needs they need. While all 

respondents are students who are already responsive to the 

technology, hence it can make purchases online. Sales and 

sales services provided by e-Marketplace became the 

dominant variable in this study. From partial analyst result 

for each variable, trust variable, technology anxiety, 

customer service support and e-Marketplace features give 

contribution to customer satisfaction equal to 55,0% which 

means customer satisfaction in making purchasing with 

online system influenced (55%) from variable trust, 

technology anxiety, customer service support and e-

Marketplace features while the rest (45%) of customer 

satisfaction to make purchases online is influenced by other 

variables not examined in this study. 

A. Research weakness 

The first data obtained after testing the symptoms of 

heteroskedasticity. After undergoing data transformation, 

the data used does not occur heteroskedasticity. So, the use 

of heteroskedasticity testing for this research data using 

scatterplot method is not necessarily accurate. 

B. Business Implications 

The use of technology that is growing and easy to use by 

everyone proves that business in the field of the startup is 

very promising. Proven in this research, Technology anxiety 

has no effect on customer satisfaction, it proves that society 

especially students are ready with an ordinary with existing 

technology at this time. People are now beginning to 

consciously consider the needs before making a purchase so 

that customer trust will be eroded against the needs they 

need. In building an e-Marketplace based on the results of 

analysts in this study support services provided by the e-

marketplace is very influential on customer satisfaction so 

that startup and e-marketplace need to improve customer 

service support. So also, about the features offered by each 

marketplace should be improved in order to meet customer 

satisfaction. 
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