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Abstract

Objective: This study aims to examine the influence of user experience, product quality, price perception, and
consumer trust on purchasing decisions in the Facebook marketplace. Research Design & Methods: This study was
conducted in Denpasar, which has the largest population of Facebook marketplace users in Bali. The sample used in
this study consisted of 120 respondents selected using a purposive sampling method. Data collection was carried out
through questionnaires, and data analysis was performed using multiple linear regression to test the relationship
between the independent and dependent variables. Findings: The results showed that user experience has a positive
and significant influence on purchasing decisions, where the better the user experience, the higher the purchase decision
they make. Product quality also has a positive and significant influence on purchasing decisions, with higher quality
products driving increased purchase decisions. In addition, price perception has a positive and significant influence on
purchasing decisions, with the perception of a fair price increasing purchase decisions. Consumer trust also has a
positive and significant influence on purchasing decisions, indicating that high trust in the Facebook marketplace can
drive purchase decisions. Implications & Recommendations: Based on these findings, this study recommends that
businesses in the Facebook marketplace focus more on improving user experience, maintaining product quality, setting
competitive prices, and building consumer trust to encourage increased purchase decisions.
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Introduction

E-commerce, or electronic commerce, has rapidly evolved as a major innovation in the modern business
world, driven by advances in internet technology that enable the electronic exchange of goods and services,
transforming the way consumers shop and companies sell products. According to Solihat & Sadika (2022),
e-commerce encompasses the buying and selling of products, services, or information over the internet.
Anugrah & Wahyono (2021) define a marketplace as an online platform that connects sellers and buyers
without face-to-face meetings. Desy Wijaya (2020) adds that simply using a mobile phone and internet
access, people can now conduct various transactions, from electronics to everyday necessities. The rapid
growth of e-commerce in recent years is influenced by various factors, such as increasingly affordable
internet access, advances in technology and internet security, and the presence of large marketplace
platforms like Facebook, Shopee, and Tokopedia, which have created a global trading ecosystem.
E-commerce offers significant benefits to both consumers and sellers. Consumers can shop anytime and
anywhere with a wider selection of products and competitive prices, while sellers can reach a wider market
without being limited by geographic location. Facebook Marketplace, with its large user base in
Indonesial79.5 million as of November 2023 (Data Indonesia.id, 2023) offers significant opportunities for
merchants. Facebook also ranks third after India and the United States in terms of global user base
(breakingnews. Bisnis Tekno, 2023). High user activity on Facebook Marketplace also influences consumer
purchasing decisions. Data shows that the number of Facebook users in Indonesia continues to grow
rapidly, from 135 million in January 2023 to 205.4 million in August 2023 (Napoleon Cat, 2023), making
Indonesia one of Facebook's largest markets.

However, in the context of online shopping, user experience plays a crucial role in purchasing decisions,
especially considering the risk of fraud. User experience encompasses ease of use, convenience, and the
features offered by the platform. A good user experience can increase consumer trust and loyalty, as well
as drive business growth. Megawaty (2020) explains that user experience has a significant influence on
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purchasing decisions, a finding further supported by research by Bintan et al. (2022) and Empathanussa
and Hardiningrum (2023). On the other hand, Harisma et al. (2022) found that user experience had no effect
on purchasing decisions.

Furthermore, the quality of products sold on marketplaces like Facebook also influences purchasing
decisions. Higher-quality products increase customer satisfaction, as suggested by Ibrahim & Thawil
(2019) and Lestari & Fengyuan (2023). However, product quality on Facebook Marketplace can vary
widely because the platform involves a wide range of sellers, from individuals to small businesses. The
lack of clear quality standards and curation processes like those on large e-commerce platforms adds to the
challenge for buyers, who must carefully evaluate products.

Price also plays a significant role in purchasing decisions, with consumers tending to assess whether the
price matches the product's benefits. Kotler & Keller (2012) stated that consumer price perception is
strongly influenced by the relationship between price and perceived benefits. Research by Anggraeni &
Soliha (2020) and Lestari & Fengyuan (2023) found that price perception significantly influences
purchasing decisions. However, Mukhlis et al. (2023) found that price perception does not always influence
purchasing decisions.

Consumer trust in the platform is also a key factor in purchasing decisions. This trust is influenced by
factors such as personal data protection and secure transactions, which, in the context of Facebook
Marketplace, are often challenging because the platform does not provide transaction protection systems
like other major e-commerce platforms. Ayuningtiyas & Gunawan (2020) define consumer trust as the
expectation of good behavior from other parties in a transaction. Research by Mukhlis et al. (2023) and
Pradesty (2022) shows that consumer trust has a positive effect on purchasing decisions, although Aprilia
et al. (2023) found the opposite. The risk of fraud on the Marketplace, such as receiving a product that does
not match the description or image, often leads to negative experiences for consumers, exacerbating the
feeling of uncertainty surrounding the transaction.

Overall, product quality, price perception, user experience, and consumer trust are important factors
influencing purchasing decisions on Facebook Marketplace. Buyers and sellers are expected to adapt to the
platform's dynamics to minimize risk and maximize transaction opportunities. Facebook user data is
presented in the table below:

Table 1. Percentage of Facebook User Age by the End of 2023

Umur Persentase
13-17 8,2%
18-24 32,1%
25-34 30,9%
35-44 17,1%
45-54 7,4%
55-64 2,4%
>65 1,9%

Source : Databooks (2023)

Based on the data in Table 1, the distribution of Facebook users at the end of 2023 shows a dominance of
young and productive age groups. The 18—24 age group accounted for the largest share, at 32.1%, followed
by users aged 25-34 at 30.9%. Furthermore, the 35-44 age group accounted for 17.1%, indicating that
nearly 80% of Facebook users are in the 18—44 age range. Meanwhile, teenagers aged 13—17 accounted for
only 8.2%, with the percentage dropping significantly in older age groups. The 45—54 age group accounted
for 7.4%, the 55-64 age group 2.4%, and users aged 65 and over only 1.9%. These findings show that
Facebook is still the dominant platform used by the younger generation, especially the millennial and early
generation Z groups. This has important implications, especially for buying and selling activities on
Facebook Marketplace, because the majority of users come from an age group that is relatively active,
adaptive, and has a high tendency to conduct transactions digitally.

|7



Research Method

This research was conducted in Denpasar City, the capital of Bali and a major industrial center in
the region. According to the researchers, the people of Denpasar City have been able to keep up with
technological developments well. The objects of this research include user experience, product quality, and
price on purchasing decisions through the Facebook marketplace in Denpasar City. The population studied
was Denpasar City residents aged 18 years and over, although the exact population size is unknown. The
sample was determined using a purposive sampling technique, with a sample size of 120 respondents. For
data collection, this study used observation and interview methods, while data analysis was conducted using
multiple linear regression analysis.

Result and Discussion

Instrument Test Results

Validity Test

In this study, each item from the variables User Experience, Product Quality, Price Perception, and
Consumer Trust in Purchasing Decisions demonstrated a Corrected Item-Total Correlation value exceeding
0.30, indicating that all indicators used in this study were valid.

Reliability Test

In this study, each question item from the variables User Experience, Product Quality, Price Perception,
and Consumer Trust in Purchasing Decisions had a Cronbach's Alpha coefficient value greater than 0.6,
indicating that all instruments used can be considered reliable.

Coefficient of Determination Analysis (Adjusted R2)

A coefficient of determination analysis was used to measure the extent to which the variables user
experience, product quality, price perception, and consumer trust can explain purchasing decisions. Based
on Table 5.16, the adjusted R? value obtained was 0.602, or 60.2%. This means that the combination of
user experience, product quality, price perception, and consumer trust can explain 60.2% of purchasing
decisions, while the remaining 39.8% is explained by other factors not examined in this study.

F Test

The F test results show an F-statistic of 46.036 with a significance level of 0.000. Because the significance
value (Sig.) is less than 0.05, the regression model used in this study can be considered statistically
significant. This means that overall, the independent variables (User Experience, Product Quality, Price
Perception, and Consumer Trust) have a significant influence on the dependent variable (Purchase
Decision). Thus, the obtained regression model is quite effective in explaining the relationship between the
independent and dependent variables. This indicates that the variables User Experience, Product Quality,
Price Perception, and Consumer Trust, when combined, can influence Purchase Decisions on Facebook
Marketplace.

t-Test

The t-test is used to determine whether the independent variables individually influence the dependent
variable. If the significance level (p-value) obtained is less than 0.05, then the hypothesis is accepted,
meaning the independent variables have a significant influence on the dependent variable. The results of
the t-test showing the influence of user experience, product quality, price perception, and consumer trust
on purchase decisions through Facebook Marketplace can be seen in Table 5.16, with the following
explanation:

a) The t-test results for the influence of User Experience on Purchase Decisions show a t-value of
2.503 with a significance value of 0.016, which is less than o (the significance level) = 0.05. This
indicates that User Experience has a positive and significant influence on Purchase Decisions on
Facebook Marketplace.

b) The t-test results for the effect of Product Quality on Purchasing Decisions show a calculated t-
value of 2.680 with a significance value of 0.008, which is less than a = 0.05. This indicates that
Product Quality has a positive and significant effect on Purchasing Decisions on Facebook
Marketplace.

¢) The t-test results for the effect of Price Perception on Purchasing Decisions show a calculated t-
value of 3.319 with a significance value of 0.001, which is less than a = 0.05. Therefore, Price
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Perception has a positive and significant effect on Purchasing Decisions on Facebook
Marketplace.

d) The t-test results for the effect of Consumer Trust on Purchasing Decisions show a calculated t-
value of 2.135 with a significance value of 0.023, which is less than o = 0.05. This means that
Consumer Trust has a positive and significant effect on Purchasing Decisions on Facebook
Marketplace.

Interpretation Research Results

The Influence of User Experience on Purchasing Decisions

This study shows that user experience has a positive and significant influence on purchasing decisions on
Facebook Marketplace in Denpasar City. "The results of this study are consistent with previous research
by Bintan et al. (2022) conducted among residents of Medan City, which also found that user experience
positively influences purchasing decisions. Furthermore, Darmawan & Putra (2022) also found that user
experience has a positive and significant influence on purchasing decisions on Facebook Marketplace.
According to Oscardo et al. (2024), the more experience a user has, the higher their purchasing decision
will be.

The Influence of Product Quality on Purchasing Decisions

This study shows that product quality has a positive and significant influence on purchasing decisions on
Facebook Marketplace in Denpasar City. This finding aligns with research conducted by Amalita & Rahma
(2022) which used a quantitative approach. Based on the data analysis, the results showed a positive and
significant influence of product quality on purchasing decisions on Facebook Marketplace. Nasution &
Alnahari (2024) also stated that the higher the product quality, the greater the purchasing decision. Similar
findings were also found by Amalia et al. (2024), who showed that product quality positively influences
purchasing decisions.

The Influence of Price Perception on Purchasing Decisions

The results of this study indicate that price perception has a positive and significant influence on purchasing
decisions on Facebook Marketplace in Denpasar City." This finding is consistent with research conducted
by Anggraeni & Soliha (2020). Based on the data analysis, they concluded that there is a positive and
significant influence between price and purchasing decisions on Facebook Marketplace. Research
conducted by Saputra (2022) also supports this finding, stating that price perception has a positive and
significant influence on purchasing decisions. Yulianto & Prabowo (2024) added that the better the price
perception, the greater the purchasing decision.

The Influence of Consumer Trust on Purchasing Decisions

This study shows that consumer trust has a positive and significant influence on purchasing decisions on
Facebook Marketplace in Denpasar City. The results of this study align with research conducted by Aprilia
et al. (2022). Based on the data analysis, the results showed a positive and significant influence between
consumer trust and purchasing decisions on Facebook Marketplace. Mukhlis et al. (2024) also stated that
the higher the level of consumer trust, the higher the purchasing decisions. Research by Ferdianto et al.
(2023) also showed a positive influence between consumer trust and purchasing decisions.

Conclusions, suggestions and limitations

Based on the discussion in the previous chapter, it can be concluded that user experience has a positive
and significant influence on purchasing decisions. This finding indicates that the better the user experience,
the higher the likelihood of making a purchase on Facebook Marketplace. In other words, when users find
the platform easy to navigate, visually appealing, and responsive, they tend to feel more confident and
satisfied, which encourages them to complete a purchase. This highlights the importance for online
platforms to continuously improve interface design, loading speed, and interactive features to enhance user
satisfaction and engagement.

Furthermore, product quality also shows a positive and significant effect on purchasing decisions. The
results reveal that the better the product quality offered on Facebook Marketplace, the greater the
consumer’s willingness to make a purchase. High-quality products build positive perceptions and reduce
doubts about the credibility of sellers. This suggests that maintaining consistent product standards,
providing accurate descriptions, and ensuring authenticity can strengthen customer loyalty and repeat
purchase behavior.
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Similarly, price perception has a positive and significant impact on purchasing decisions, suggesting that
favorable consumer perceptions of price increase the probability of a purchase decision. When consumers
perceive the price as fair and aligned with product quality, they are more likely to make a transaction.
Therefore, sellers need to develop appropriate pricing strategies, such as offering competitive prices,
discounts, or transparent price information, to influence buyer perceptions positively.

In addition, consumer trust significantly influences purchasing decisions. This study demonstrates that the
higher the level of consumer trust in Facebook Marketplace, the greater the likelihood of purchasing
decisions being made. Trust plays a crucial role in reducing uncertainty in online transactions. It is built
through transparent communication, reliable customer service, and secure payment systems. Thus, both the
platform managers and individual sellers must maintain integrity, ensure transaction safety, and respond
promptly to customer concerns to foster long-term trust.

However, this study has certain limitations. The research design was cross-sectional, meaning that data
were collected at one specific point in time. Therefore, the results may not fully capture changes in
consumer behavior over time or account for external factors such as market trends, technological updates,
or social influences that evolve dynamically.

For future research, it is suggested to use a longitudinal approach to observe behavioral dynamics over a
longer period. Such a design would allow researchers to understand how user experience, trust, and price
perception evolve as consumers gain more exposure to the platform. Additionally, future studies could
include other variables such as brand image, social influence, digital literacy, or perceived online security,
which may provide a more comprehensive understanding of the determinants of purchasing decisions in
digital marketplaces. Expanding the scope to other e-commerce platforms or comparing multiple social
commerce platforms could also enrich insights and enhance the generalizability of the findings.
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