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Abstract 

This study examines how price, trust, and online reviews affect online shopping 

purchase intention. This research uses quantitative methods. Accidental sampling is 

used for nonprobability sampling. The population in this study is unknown, hence the 

Lemeshow formula was used to choose a sample of 100 respondents for questionnaire 

data collecting. This research employs classical assumption tests, model adequacy 

tests, and multiple linear regression analysis for data evaluation, along with validity 

and reliability tests for the instruments. The results demonstrated that price and trust 

positively and significantly affect online shopping interest, whereas online reviews do 

not. 
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Introduction 
In the development and advancement of technology today, especially the internet, it has experienced a rapid increase. Humans 
are the only type of living things that have needs other than primary (main) needs in their lives, these other needs are secondary 
needs and tertiary needs. Secondary needs will be fulfilled after primary needs are met. Primary needs that are easily obtained 
for free are sun, air, and water. However, to provide shelter and clothing, one must strive to earn them. Clothing is one of the 
primary human needs in today's modern era. Clothing or fashion models in Indonesia are increasingly developing following the 
flow of modernization. This has made many economic actors begin to aggressively make the Internet one of the supports for 
their business activities. In addition to being able to establish business relationships with customers more broadly and efficiently, 
they can also cut costs that would otherwise be incurred. Marketplace e-commerce is growing rapidly in Indonesia. E-commerce 
helps people meet their daily demands. Many customers visiting the e-commerce site might boost sales. 
Young consumers generally shop online because they use online services to suit their demands. A customer's response to an 
object that shows their intention to purchase is known as purchase interest. Consumer trust increases buying interest. The high 
and low prices that the seller sets can affect the interest of the buyer. When a seller sets a price on a product, the price must be 
in accordance with the benefits that will be received by consumers. For consumers, comparing the same product at different 
prices will be a consideration when deciding whether to purchase a product. 
In addition, the trust factor is key in any online purchasing process. Only customers who have high trust will make purchases 
online. Low consumer confidence in online buying and selling sites causes consumers to be afraid and hesitate to purchase the 
items they want online. Based on Nathani & Budiono (2021) [18].Trust has two main factors, namely the ability of one party to 
trust the trust of the other party and the ability to lose the trust of the other party due to possible losses 
In e-commerce, online reviews help consumers decide to buy. According to Bahari & Dermawan (2022) [4], Online reviews from 
customers have a favorable and significant influence on consumers in making web purchases. These reviews help consumers 
make purchasing decisions because they provide an overview of the product or service from the perspective of other buyers. 
Although consumer purchase intention in online shopping has been widely investigated, most existing studies predominantly 
focus on urban settings or developed countries with advanced digital infrastructures. Conversely, empirical research addressing 
consumer behavior in rural or semi-rural areas, such as the Grobogan Regency in Indonesia, remains scarce. This gap is 
significant because consumer attitudes and behaviors in these regions may diverge markedly due to differences in digital literacy, 
trust, and market exposure.

https://doi.org/10.54660/IJMOR.2025.4.3.132-138
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Moreover, prior research often examines factors such as trust 

and price independently, with insufficient attention to the 

influence of consumer reviews—an increasingly pivotal 

element in online buying decisions. Research conducted by 

Wang et al., (2022) [26]. This study concluded that trust plays 

a crucial and powerful role in shaping consumer purchase 

intentions on social commerce platforms. It was found that 

trust consistently drives purchase intentions, with a high 

average correlation. According to Duong et al., (2024) [9] trust 

in the product has an influence in influencing repurchase 

intentions. The practical implication of these findings is the 

significance of establishing and preserving customer 

confidence in streamers through authentic and consistent 

interactions, as well as ensuring the quality of the products 

offered matches consumer expectations. However, in 

research, Wardoyo & Andini (2017) [27] rejected that trust 

does not influence purchasing decisions. This means that 

there is no correlation between the trust variable and online 

purchasing decisions. In other words, trust is no longer a 

major factor in deciding to make an online purchase. 

According by Zhao et al., (2021) [30]. The price of the product 

and the information provided on its packaging have a major 

impact on consumer purchasing decisions. These findings 

suggest that a competitive pricing strategy and clear 

presentation of product information on packaging can 

increase customer satisfaction, which in turn drives 

purchasing decisions. However, Hsu et al., (2020) [11]. The 

availability of price does not notably affect this interest. This 

finding indicates that while price can influence purchase 

decisions, social and health factors play a greater role in 

generating consumers' initial interest in sustainable food.  

Similarly, J. Zhang et al., (2020) [28] Positive reviews increase 

purchase intention, especially for experiential products, while 

negative reviews decrease purchase intention. These results 

highlight the significance of considering context and product 

type in assessing the impact of online reviews, as well as the 

need for a comprehensive methodological approach to more 

accurately understand the dynamics of consumer behavior. 

However, Lestari et al., (2023) [13] found That online 

customer reviews do not have a substantial impact on 

purchasing choices. This suggests that consumer online 

reviews do not always enhance purchasing decisions or help 

boost product sales. 

These differences in results indicate inconsistencies in 

empirical findings, which may be caused by various factors, 

such as differences in respondent characteristics, 

geographical context, and changing consumer preferences. 

Most of these studies are concentrated in major urban areas 

such as Jakarta, Bandung, or Surabaya, where internet access 

and digital literacy levels are relatively high. There remains a 

shortage of studies that concentrate on semi-rural regions, 

such as Grobogan Regency, where consumer behavior may 

differ significantly from metropolitan areas. 

Hence, this research is crucial to fill this gap by reassessing 

the relationship between trust, price, and consumer reviews 

on purchase intent, particularly among the population in 

Grobogan Regency. By considering the local context and 

consumer dynamics in the region, this study is expected to 

provide more relevant theoretical and practical contributions 

and explain the causes of the inconsistencies in previous 

research findings. 

 

Literature review 

The Effect of Price on Purchase Intention in Online 

Shopping 

Price influences online purchase intention on e-commerce 

platforms. This means that price will affect online buying 

behavior in e-commerce. This is by the decision according to 

Japarianto & Adelia (2020) [12], research indicates that price 

and trust boost buying interest. Price shows a meaningful and 

positive influence on online buying interest. This means that 

every time the price indicator increases, buying interest also 

increases at Bukalapak. Conversely, a decrease in price 

indicators is expected to reduce buying interest in Bukalapak, 

according to Nikmatulloh & Wijayanto (2019) [19]. The 

results of another study by Mulyati & Gesitera (2020) [16] 

indicate that purchasing intention is significantly impacted by 

price. This suggests that consumers' propensity to buy a good 

or service can be influenced by the price, whether it is high 

or cheap. 

H1: Price has a significant influence on purchase interest in 

online shopping. 

 

The Effect of Trust on Buying Interest in Online 

Shopping 

Trust affects e-commerce purchase intent. Customers think it 

will affect their e-commerce purchases. According to Sutedjo 

(2021) [25], trust influences consumer purchase. This suggests 

that online shopping interest increases with trust. In another 

study, by Chairunnisa et al., (2022) [6] consumer trust affects 

online fashion shopping. This is reinforced by the research of 

Cincin Rohmatulloh (2022) [8], their research found a 

substantial relationship between trust and purchasing interest. 

H2: Trust has a significant influence on buying interest in 

online shopping. 

 

The Effect of Online Reviews on Buying Interest in Online 

Shopping 

This is by the decision of Setiawan & Sukardi (2022) [23] 

online customer reviews boost online shopping interest 

significantly. As well as research by Chen et al., (2022) [7] 

Online reviews have a significant impact on consumer 

purchasing decisions, highlighting their importance in 

shaping buying behavior. Therefore, companies must focus 

on ensuring the quality and authenticity of reviews to foster 

consumer trust. 

H3: Online reviews have a significant effect on buying 

interest in online shopping  

 

Framework of research 

The framework of this research is as follows: 

 

 
 

Fig 1: Framework of research 

 

Hypothesis Development 

1. The Effect of Price on Buying Interest in Online 

Shopping  

Price impacts e-commerce buying interest. Price impacts 
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online e-commerce purchases. Consumers compare pricing 

when buying the same product. Consumers worry most about 

prices before buying online. According to research conducted 

by Arnaud & Stephen (2021) [3] this supports the second 

hypothesis that Price (X) positively and significantly affects 

Purchase Intention (Y2). Additionally Zhang et al., (2017) [29] 

research, our findings suggest that discounts and special 

offers strongly influence consumer buying intentions. This is 

supported by Zhao et al., (2021) [30], research demonstrates 

that the pricing of the product plays a significant role impact 

on consumer purchasing behavior. This research confirms 

that price variables have a dominant influence on purchase 

intention, beyond initial sensory preferences and product 

attributes, and that the consumer decision-making process 

involves complex interactions between sensory responses, 

cognitive awareness, and emotional mechanisms Levrini & 

Dos Santos (2021) [14] 

 

H1: Price has a significant effect on buying interest in online 

shopping 

 

2. The Effect of Trust on Purchase Intention in Online 

Shopping 

Purchase intention in online purchasing is influenced by trust. 

Trust makes consumers believe that the seller is capable of 

conducting business well, for example delivering products on 

time and as promised. In addition, trust builds stronger and 

more positive relationships between consumers and sellers, 

increasing the likelihood of repeat purchases and customer 

loyalty. This means that customer trust has an impact on their 

willingness to buy online in e-commerce. This corresponds 

to the findings of Sombultawee & Wattanatorn (2022) [24]. 

Studies that validate trust have a strong impact on purchase 

intention. This is reinforced by Nosi et al., (2022) [20] which 

found that offline and online brand Trust positively 

influences purchase intention. Trust in online brands is 

formed through various touch points such as user reviews, 

social media content, and influencer recommendations. 

These results are supported by Aloqool & Alsmairat (2022) 

[2] research demonstrating that trust has a significant 

mediating role in increasing consumer purchase intentions on 

social platforms. Trust functions as a mediating factor 

between purchase intention and the social commerce 

construct, indicating that greater trust is primarily responsible 

for the social commerce construct’s impact on consumers’ 

purchase intentions. 

 

H2: Trust has a significant effect on buying interest in online 

shopping 

 

3. The effect of Online Reviews on Purchase Intention 

in Online Shopping 

Online reviews inform and build buyer trust. Positive ratings 

can wow shoppers and increase purchases. The conclusions 

of a study by Bo et al., (2023) chinese customers discovered 

that inconsistent internet reviews hurt online buying choices. 

This finding is backed by J. Zhang et al., (2020) [28] research, 

in an online purchasing behavior simulation, internet reviews 

did not consistently affect purchase intentions, especially for 

search products with explicit descriptions: Consumers trust 

such product reviews less. Group similarity in online 

evaluations does not affect consumers' purchasing intentions, 

according to this study. Reviews affect self-construal (the 

view of oneself as an individual or part of a group) Ahn & 

Lee, (2024) [1] 

 

H3: Online reviews have a significant effect on purchase 

intention in online shopping 

 

Research Methods  

Samples and methods This study's population is unknown 

and its size is undetermined, so researchers must calculate the 

sample size. This study has 100 responses because the 

Lemeshow algorithm calculated the sample size. Google 

Forms surveys were distributed to respondents for this study. 

Accidental sampling was used for non-probability sampling. 

Likert scales with five answers were used for measurement.  

 

Results and Discussion 

Respondent Characteristics 

Female responses outnumber male respondents out of 100 

according to questionnaire distribution. Women made up 

90% of the respondents, while men made up 10%. The poll 

found that 53% of respondents were 24-29 years old, 

followed by 17-23 years old. 32 individuals or 32%, 13 

people or 13%, and 2 persons or 2% above 35. Finally, 46 

responders (46%), 7 (7%) and 47 (47%) graduated from 

SMA/SMK, DIPLOMA, and SARJANA, respectively. 

 

Test Research Instruments 

Validity Testing Results 

The indicator is declared valid if the rcountis greater than the 

rtable and is positive. If rcount>from rtable(at a significance level 

of 5%), then the statement is declared valid. 

 
Table 1: Validity Testing Results 

 

 
Source: Data Proceed, 2025 

 

From each statement item obtained r count> r table= 0,195, 

then the aforementioned research statement items are valid, 

and thus the data is suitable for further analysis. 

 

Reliability Testing Results 

This study employed the Cronbach’s Alpha analysis method. 

A questionnaire is considered reliable if the Cronbach’s 

Alpha value exceeds 0.60. The results of the reliability test 

are presented in the table below: 
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Table 2: Reliability Testing Results 
 

 
Source: Data Proceed, 2025 

 

Classical Assumption Test 

Normality Test (Kolmogorov-Smirnov) 

The results of the normality test conducted using the 

Kolmogorov-Smirnov method are presented in the following 

table: 

 
Table 3: Normality Test Results (Kolmogorov-Smirnov) 

 

 
Source: Data Proceed, 2025 

 

P-P Plot Graph Analysis 

The normality test is performed using the P-P plot-plot test to 

test the residuals of the regression model, as shown in the 

following table: 

 
Table 4: Normality Test Results (Probability Plot) 

 

 
Source: Data Proceed, 2025 

 

The graph shows that the diagonal line is followed by the 

points, which are dispersed around it. Thus, the graph 

analysis of the P-P plot suggests that the data follows a 

normal distribution. 

 

Multicollinearity Test 

Multicollinearity test with SPSS is done with a regression 

test, with VIF (Variance Inflation Factor) value benchmark 

and correlation coefficient between independent variables. A 

regression model is said to pass the multicollinearity test (in 

the sense that there is no multicollinearity) if the tolerance 

value> 0.1 and the Variance Inflation Factor (VIF) value < 

10. The multicollinearity test results can be shown in the 

following table: 
 

Table 5: Multicollinearity Test Results 
 

 
Source: Data Proceed, 2025 

 

Table IV.11 reveals that the multicollinearity test 

demonstrates that the VIF (Variance Inflation Factor) of all 

pricing independent variables is 1.697, trust is 1.751, and 

online review is 1.716, all of which are less than 10. The 

tolerance values of all price-independent variables are 0.589, 

trust is 0.571, and online review is 0.583, indicating no 

multicollinearity symptoms. 

 

Heteroscedasticity Test 

At the 5% confidence level, heteroscedasticity is governed by 

probability. If the p-value is > 0.05, heteroscedasticity is 

absent; otherwise, it is present. 

 
Table 6: Heteroscedasticity Test Results 

 

 
Source: Data Proceed, 2025 

 

According to the findings of the Glejser test and the 

heteroscedasticity test, the price, trust, and online review 

variables obtained a p-value of> 0,05. There is therefore no 

heteroscedasticity. 

 

Model Feasibility Test 

F Test (Simultaneous) 

Based on the calculation results obtained, Fcount = 27.276 

while Ftable = 2.70. This shows that Fcount> Ftable (27,276> 

2,70),thenHo rejected, meaning that the independent variables 

of price, trust, and online reviews(X1, X2, and X3) 

simultaneously and significantly affect the dependent 

variable of online buying interest(Y). 

 

Coefficient of Determination (R2) 

The coefficient of determination measures how much price, 

trust, and online review changes explain purchasing decisions 

(Y). The coefficient of determination analysis (Adjusted R2) 

of 0.443 shows that the price variable (X1), trust (X2), and 

online reviews (X3) influence consumer buying interest 

online by 44.3%, while the remaining 55.7% is influenced by 

other variables not included in this research model. 

 

Hypothesis Test 

T-tests evaluate whether the independent variable (X) 

partially affects the dependent variable (Y). 

 

Testing criteria 

Ha acceptedHo rejectedif tcount> ttable 

Ha rejected Ho acceptediftcount<ttable 

The results of the t-test of the data that has been processed 
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from each variable are as follows: 

 
Table 7: Hypothesis Test Results 

 

 
Source: Data Proceed, 2025 
 

Comparing the degrees of freedom (df) = n-k-1 = 100-3-1 = 

96 with the t-count value from the previous table at a 

significance level of 0,05 is how the t-test is performed. This 

determination resulted in a t-table of 1.984. The conclusions 

from the calculation results are as follows: 

 

a. Price (X1) 

The aforementioned table indicates that the price's value(X1) 

tcount value of 4,322is greater than 1,984 ( tcount>ttable) with a 

Sig value of 0,000 < 0,05.Then Hais accepted, and Hois 

rejected. This means that when purchasing online, price 

influences interest in making a purchase. The better the price 

given, the higher the interest in buying online. 

 

b. Trust (X2) 

Based on the table above, it can be seen that thetcount value of 

the trust (X2) of 2,674is greater than 1,984 ( tcount>ttable)with a 

Sig value of 0,009 < 0,05. Then Ha is accepted and Ho is 

rejected. This means that trust influences the interest in 

buying online. The higher the consumer's trust, the greater 

their interest in buying. 

 

c. Online review (X3) 

The aforementioned table indicates that the online review 

(X3) tcount value of-0,956is smaller than 1,984 ( tcount<ttable)with 

a Sig value of 0,341 > 0,05. Then Ha is rejected and Ho is 

accepted. This means that online reviews do not affect online 

buying interest. This is because most respondents tend not to 

trust reviews, and some consumers may focus more on other 

factors such as price or product quality. 

 

Multiple Linear Regression Analysis 

The relationship between the independent variable (X) and 

the dependent variable (Y) is tested using multiple linear 

analysis. 

 
Table 8: Multiple Linear Regression Analysis Results 

 

 
Source: Data Processed 2025 

 

The results of the hypothesis tests led to the following model 

of the regression equation for the interaction. 

 

Y = 5,681 + 0,380X1 + 0,216X2 + -0,057X3 + e 

 

The equation can be interpreted as follows:  

α= The constant value of 5.681 means that if the price factor 

(X1), trust (X2), andonline review (X3)are 0, then the interest 

in buying online remains at 5.681. 

b1 = The price variable coefficient is 0.380 (positive), 

meaning that there is a positive relationship between price 

and online buying interest.Therefore, it may be said that 

pricing influences online buyers' interest in making a 

purchase. 

b2 = The coefficient of the trust variable is 0.216 (positive), 

meaning that there is a positive relationship between trust and 

online buying interest. Therefore, It is possible to argue that 

trust positively influences interest in online purchasing. 

b3 = The coefficient of the online review variable is -0.057 

(negative), meaning that there is a negative relationship 

between online reviews and online buying interest. Based on 

the results of research analysis and discussion, This leads to 

the conclusion that online reviews are detrimental to buying 

interest on the Internet. 

 

Discussion 

The Influence of Price on Online Shopping Purchase 

Intention 

Results demonstrate price affects online shopping interest. 

This means price affects e-commerce transactions. 

Consumers will contemplate buying the same goods at 

different prices. Before buying online, shoppers will focus on 

pricing. This is by the decision of Sari et al., (2022) [22] 

discovered that consumers' purchasing intentions are 

positively impacted by price. The study results suggest that 

high buying interest is influenced by the pricing strategies of 

product providers. Generally, when prices decrease, 

consumer demand tends to rise, and vice versa. Additionally, 

The findings of this study align with those of Saputra (2017) 

[21] who reported that price significantly affects buying 

interest. Therefore, it can be concluded that price is a key 

determinant of consumer interest. Competitive pricing that 

aligns with the perceived value of consumers can enhance 

their interest in choosing a company's products or services.  

 

The Influence of Trust on Online Shopping Purchase 

Intention 

The calculations suggest that trust increases online purchase 

interest significantly. This means that client trust affects e-

commerce site purchases. Sellers that create great 

relationships and deliver products on time and as promised 

can persuade consumers and increase client loyalty. These 

findings Liu et al., (2022) [15] trust is shown to have a 

significant intermediary role in the connection between live 

streaming features and consumer purchase intention. These 

results enhance the theoretical insights into consumer 

behavior in the realm of e-commerce live streaming tourism, 

offering practical guidance for industry stakeholders to 

develop more effective marketing strategies.  

The results of this inquiry are corroborated by studies by 

Wang et al., (2022) [26]. This study concluded that trust has a 

significant and strong influence on consumer purchase 

intentions on social commerce platforms. It was found that 

trust consistently drives purchase intentions, with a high 

average correlation.  

 

The Influence of Online Reviews on Online Shopping 

Purchase Intention 
The calculations suggest that online reviews do not affect 
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online buying interest. Potential customers from unknown 

sources may be suspicious of excessively glowing 

evaluations. Consumers may reject irrational reviews. The 

findings of the investigation are supported by the study's 

rejection of the third hypothesis by Nabila & Abadi (2024) 

[17], which asserts that consumer reviews do not affect 

purchases. This is because online consumer reviews do not 

drive purchases. The results in the research of Firdaus et al., 

(2023) [10] say Customer Review doesn't affect purchase 

interest. The more online customer reviews a potential 

customer sees, the less it affects their buying interest. 

 

Conclusion 

According to research analysis and discussion, pricing 

strongly influences online shopping interest. Stronger 

consumer prices increase buying interest. Potential buyers 

also think that cheaper items are more appealing. Online 

shopping interest is heavily influenced by trust. Lack of 

product or service confidence makes buyers hesitant to buy. 

Online buying interest increases with consumer confidence in 

online shopping sites, while online reviews do not. Reviews 

and ratings on an e-commerce site might generate 

uncertainties and lower customer buying enthusiasm because 

reviews can be swapped and consumers are likely to have 

enough knowledge before buying. 

 

Suggestion 

The author's data research shows that price and trust affect 

online purchasing interest. Online shopping reviews do not 

alter purchase intent. Price-wise, the goods must be more 

suitable for the buyer. Can boost online shopping interest by 

strengthening trust and eliminating weak points. Positive and 

negative online reviews can be utilized to make online 

purchases and do not alter consumer buying interest. This 

research should be expanded to include promotion and risk 

perception, which can affect online customer purchase 

interest. Further research should benefit researchers and 

companies. 
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