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A B S T R A C T 

The growing use of internet-based technologies provides enterprise E-
commerce with transformative benefits. The success of E-commerce is 
determined by the behavior of sellers and their decisions about which 
platform to use between application-based E-commerce or social media. 
Online shopping through the internet supports consumers to find 
information about a product or service and make purchases through direct 
interaction with online retailers. Word of mouth plays an essential role in 
consumer behavior, especially in online marketing, which supports 
consumers seeking more references. This study aims to analyze the effect of 
E-commerce and electronic word of mouth (EWOM) on consumer behavior 
in online shopping. The study was conducted on 75 respondents, and 
researchers used SmartPLS 3.0 to examine the relationship between 
variables in the model through SEM. From the research results obtained, 
internet marketing strategies directly affect EWOM and consumer behavior, 
while EWOM also directly affects consumer behavior. E-commerce startups 
have the most significant direct positive influence on online shopping 
consumer behavior across all channels. This result means that Shopee 
should give prime attention to its E-commerce strategy to increase its 
consumers.  

 
1. INTRODUCTION 

 The use of the internet in meeting daily needs is now common throughout the world. This is 
supported by the rapid development of technology, especially in the field of information and communication 
(Bakirtaş & Akkaş, 2020; Kaplan et al., 2021; Wang, 2020). The advantages in terms of time efficiency and 
cost become one of the main reasons why the world community prefers the internet (Artati et al., 2016; 
Laksana, 2020; Tempola et al., 2020). One of the fields that is very utilizing the rapid development of the 
internet is the business world, where Ecommerce and online shopping began to dominate. Ecommerce is a 
digital environment that allows commercial transactions to take place between many organizations and 
individuals (G. Liu, 2022; Mao et al., 2021; Nissen & Krampe, 2021). Many companies are currently 
introducing products that they sell over the internet. The use of burgeoning internet-based technology 
provides enterprise Ecommerce with transformative benefits, for example, real-time customer service, 
dynamic pricing, personalized offerings, or enhanced interactions (Akter & W., 2016; Diwanji & Cortese, 
2020). While commercial transactions in Indonesia involve the exchange of value, for example money, 
across organizational or individual boundaries in return for goods and services. The success of Ecommerce 
is determined by the behaviour of sellers and their decisions about which platforms to use between app-
based Ecommerce or social media. Then the form of Ecommerce that sellers choose to influence consumer 
behaviour can be divided into three. The first is B2C (Bussiness to Customer), which is electronic commerce 
involving retail products and services to individual buyers. The second is B2B (Bussiness to Bussiness), 
which is electronic commerce involving sellers of goods and services between business people. The last is 
C2C (Customer to Customer), which is electronic commerce involving consumers who sell directly to 
consumers (Garín-Muñoz et al., 2019). 

One of the manufacturers or online stores that have entered to market their products through the 
internet is Shopee which has the name of the website www.Shopee.co.id. Shopee is also called by the name 
Shopee Indonesia or Shopee.co.id (Miftahul et al., 2020; Wulan et al., 2019). Shopee is like an online mall. 
Shopee was established as an Ecommerce website in 2009 and was only launched in 2015. Shopee was the 
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most popular Ecommerce website in Indonesia in 2015 (Karina, 2019; Lestari et al., 2021). According to 
Alexa data, by the end of 2020 Lazada is ranked 426th in the world rankings for the popular website 
category. As well as being ranked 24th in Indonesia as the most visited website in Indonesia. 

Judging from the existing data, it can be concluded that Shopee Ecommerce is the most popular 
Ecommerce in Sukasada village. The decision to use what Ecommerce to shop online is certainly carefully 
thought out by consumers. In the Pandemic Period, Shopee continues to exist in its field. Good enough 
reassessment (review) affects its existence in Sukasada Village in particular. The occurrence of fluctuations 
in purchases and transaction activities in each month due to the existence of several promotions or tempting 
offers that are often held by some Ecommerce, not spared also with Shopee which often relied on Free 
Postage. One example is the 12th month of December, with harbolnas (National Online Shopping Day) where 
there are many interesting offers such as free postage and discounts. In March when precisely the start of 
the Covid-19 Pandemic, there was a decrease in purchases due to a decrease in people’s purchasing power 
due to the weak economy during the Pandemic. But again up in the next month because most people are 
more comfortable to shop through online, just wait at home. The study of consumer behaviour centres on 
the way individuals make decisions to leverage their available power summers (time, money, effort) to buy 
consumer-related goods (Francis & Sarangi, 2022; Xu et al., 2022). Consumer behaviour is the act that 
directly engages in the acquisition, consumption, and end of products/services, including the processes that 
precede and follow action (Cruz-Cárdenas et al., 2019; Vemula et al., 2021). Consumer behaviour is the 
study of the units and decision-making processes involved in the acceptance, use and purchase, and 
determination of goods, services and ideas. From some understanding of these experts it can be concluded 
that consumer behaviour is the action taken by consumers to achieve and meet their needs both to use, and 
spend goods and services, including the decision process that proceeds and the decisions that follow. Word 
of mouth is the primary informal communication channel of consumers (Lis & Neßler, 2014; Soliana & 
Pratomo, 2016). This influences the short-term and long-term decisions of consumers to buy a product. 
Thus, Word of mouth plays an important role in consumer behaviour, let alone in online marketing that 
allows consumers to search for more references. 

e-WOM is a positive or negative statement made by a potential consumer, real consumer, or former 
consumer about a product or company that can be accessed by many people or institutions over the internet 
(Aynie et al., 2021; Filieri et al., 2021; H. Liu et al., 2021). In the study, the integration of traditional WOM 
motifs with the characteristics contained in EWOM. Internet use has changed the way consumers 
communicate and share opinions or reviews about products or services that have been consumed. The 
process of communication between consumers over the internet is known as Electronic Word of Mouth 
(EWOM). EWOM defines a medium of communication to share information about a product or service that 
has been consumed between consumers who do not know each other and meet before. EWOM has an 
influence on consumer behaviour before a consumer decides to buy a product or service (Donthu et al., 
2021; Jimenez & Mendoza, 2013; Zhou et al., 2021).  

e-WOM into three dimensions that is intensity (Goyette et al., 2010). Intensity in e-WOM is the 
number of opinions written by consumers on a social networking site. Divide the indicators of Intensity as 
follows: Frequency of accessing information from social networking sites, Frequency of interaction with 
users of social networking sites, and The number of reviews written by users of social networking sites 
(Goyette et al., 2010). The second dimensions is Valence of Opinion, it is the consumer's opinion either 
positive or negative about the product, service and brand. Valence of Opinion has two properties: negative 
and positive. Valence of Opinion includes: Positive comments from users of social networking sites, and 
Recommendations from social deterrent site users. Dimensions content is the last dimensions e-WOM, it is 
the content of information from social networking sites related to products and services. Indicators of 
content include: Food and beverage variety information, Information on the quality (taste, texture and 
temperature) of food and drink, and Information about the price offered. Electronic Word of Mouth is 
considered to be an evolution of traditional face-to-face communication to become more modern with the 
help of cyberspace, or an electronic medium in computer networks that is widely used for one-way 
communication purposes and online reciprocity (Jalivand & Samiei, 2012). Electronic Word of Mouth is a 
venue or a very important place for consumers to give their opinions and is considered more effective than 
WOM because of its wider level of accessibility and reach than traditional offline WOM. This research aims 
to find out how Ecommerce and electronic word of mouth (EWOM) affect consumer behaviour in shopping 

online. 
 

2. METHODS  

 The technique used to collect data is a questionnaire. This study used consumer respondents from 
Shopee domiciled in Sukasada Village Buleleng Regency who spent from January to December 2020 which 
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amounted to 75 people. Data collection uses questionnaires with a likert scale of 1 to 10. Data is processed 
with SEM analysis techniques using smartPLS 3.0 application. 

 

3. RESULTS AND DISCUSSIONS 

Results 
In the outer model validity test there are two factors that will be observed in the validity test, namely 

the value of loading factor (convergent validity) and cross loading value (discriminant validity). Convergent 
validity measures the correlation between question items and constructs in research. An individual 
reflexive measure is said to correlate if it is more than 0.7 with the construct to be measured. However, for 
early stage research of the development of the scale measurement of the loading factor value of 0.6 is 
considered sufficient (Ghozali, 2013). In the early stages of data testing find out the accuracy of indicators 
in explaining exogenous constructs on models using loading factors. Based on the following research model 
path diagram, shown the results as in Figure 1. 

 

 

Figure 1. Loading Factor Value 
 

Based on the image above, the loading factor value shows results that have met convergent validity 
because all loading factors > 0.6. Thus, it can be concluded that convergent validity of all constructs is valid. 
To reinforce the valid statements of the construct, researchers also used the Average Variance Extracted 
(AVE) method (Sugiyono, 2017). Good construct required that the AVE value should be above 0.50. Based 
on the results of data analysis, the AVE value to the entire variable above > 0.50 which states that the 
construct values of all variables are qualified or said to be valid. 
 
Table 1. Value of Composite Realiability dan Cronbach Alpha 

 
Table 1 shows that all constructs in the study yielded composite reliability values above >0.70 and 

cronbach's alpha value above >0.60. The lowest composite reliability and cronbach’s alpha values were on 
the SIM construct with values of 0.859 and 0.781. So it can be concluded that all the constructs of this study 
are reliable. The R-square value for the EWOM variable obtained by 0.514, and for the PK variable obtained 
by 0.742. The significance of the estimated parameters provides very useful information regarding the 
relationships between research variables. The basis used in testing relationships is the value found in the 
output result of the inner weight. In PLS testing statistically every relationship is performed with simulation. 
In this case the bootstrapping method is done to the sample. Bootstrap testing is also intended to minimize 
the problem of innormality of research data. Here are the test results with the bootstrapping method using 
SmartPLS in Table 2. 
 
 

 Cronbach’s 
Alpha 

rho_A 
Composite 
Reliability 

Average Variance Extracted 
(AVE) 

EWOM 0.896 0.892 0.917 0.508 
PK 0.802 0.909 0.871 0.631 
E-Co 0.781 0.903 0.859 0.604 
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Table 2. Path Coefficients 
 

Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P Values 

EWOM -> PK 0.301 0.318 0.110 2.738 0.006 
E-Co -> EWOM 0.717 0.733 0.053 13.506 0.000 
E-Co -> PK 0.620 0.605 0.100 6.222 0.000 

Source: SmartPLS Output Results 2.0 
  

Table 4 shows the results of the relationship test between variables where the Ecommerce Strategy 
(SIM) positively affects Consumer Behaviour (PK) with a paramenter coefficient value of (0.620) then the 
Ecommerce Strategy (SIM) variable has a positive effect on EWOM with a paramenter coefficient value of 
(0.717) while EWOM has a positive effect on Consumer Behaviour (PK) with a coefficient value of (0.301).  
All three variables have a calculated t value greater than the table t (1.96). So it can be concluded that 
variables have a valid relationship. 
 
Discussion 

Based on the results of the analysis that has been explained, it can be seen that the influence of 
Shopee’s Internet Marketing Strategy on Consumer Behaviour is significant where the result coefficient is 
0.620 with a statistical value greater than 1.96 which is 6,222. Thus demonstrating that a good Internet 
Marketing Strategy have a good impact on Shopee’s Consumer Behaviour.  This means that the better the 
Ecommerce strategy, the more consumer behaviour to shop online from Shopee. When viewed from the 
value of outer loading the four dimensions of Ecommerce, it can be said that the Ecommerce environment 
dimension is the dimension with the highest value (Akter & W., 2016; G. Liu, 2022; Nissen & Krampe, 2021). 
This means that the Ecommerce environment dimension is the most powerful dimension for measuring 
Ecommerce variables (Garín-Muñoz et al., 2019; Kong et al., 2020). Based on the results of the analysis that 
has been explained, it can be seen that the influence of the Internet Marketing Strategy on EWOM Shopee is 
a significant positive where the coefficient result is 0.717 with a statistical value greater than 1.96 which is 
13,506. Thus showing that a good Ecommerce state have a good impact on EWOM.  This means that the 
better the Ecommerce strategy, the more electronic word of mouth or word of mouth conversation through 
cyberspace (Bigdellou et al., 2022; Lis & Neßler, 2014; Soliana & Pratomo, 2016). When viewed from the 
value of outer loading the four dimensions of Ecommerce, it can be said that the Ecommerce environment 
dimension is the dimension with the highest value. This means that the Ecommerce environment dimension 
is the most powerful dimension for measuring Ecommerce variables (Diwanji & Cortese, 2020; Mao et al., 
2021). 

Based on the results of the analysis that has been explained, it can be seen that the influence of 
EWOM on Consumer Behaviour shopee is a significant positive where the result coefficient of 0.301 with a 
statistical value greater than 1.96 is 2,738. Thus demonstrating that a good EWOM will have a good impact 
on Consumer Behaviour. This means that the more word-of-mouth conversations through the internet 
(ewom) the higher one’s online shopping behaviour will be (Bigdellou et al., 2022; Donthu et al., 2021). 
When viewed from the outer loading value of the three dimensions of the ewom, it can be said that the 
content dimension is the dimension with the highest value. This means that the content dimension is the 
most powerful dimension for measuring ewom variables, or in other words the content of word of mouth 
conversations over the internet is the most important thing. Research entitled "Electronic Word Of Mouth 
(E-Wom), Consumer Satisfaction And Direct and Indirect Influence on Consumer Buying Interest (Feb Untag 
Student Study In Semarang)", obtained results that showed there was a significant positive influence of e-
word of mouth and consumer satisfaction on social media, there was a positive influence of consumer 
satisfaction on e-word of mouth,  and there is a direct and indirect influence of eword of mouth on consumer 
buying interests (Lis & Neßler, 2014). Social networking can open up opportunities for promotional media 
quickly effectively and efficiently. While in this study, internet marketing strategies directly affect EWOM 
and consumer behavior, while EWOM also directly affects consumer behavior. 

 

4. CONCLUSION 

Ecommerce start-ups have the greatest direct positive influence on the behaviour of online 
shopping consumers of all channels. These results mean that Shopee should pay primary attention to its 
Ecommerce strategy to increase its consumers. Based on the conclusions of the study above, suggestions 
that need to be followed up, both for knowledge development, for further researchers, especially those 
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interested in the field of Marketing Management who want to study consumer behaviour, as well as practical 
interests. 
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