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Abstract 

 

The development of e-commerce with the C2C category is very fast and is dominated by the millennial 

generation. The millennial generation is a generation that was born in modern and technologically advanced 

conditions. Therefore, it is necessary to research. This investigation was conducted to determine whether 

online buying values also the effectiveness of information content affect Web Satisfaction and will affect 

millennial buying intentions in Batam city. Data samples in this study were carried out by distributing 

questionnaires to 350 data and treated by SmartPLS. The outcomes of this investigation state that hedonic 

shopping value, utilitarian shopping value, the effectiveness of information content affect purchase intention, 

also Satisfaction as a mediation between hedonic shopping value, utilitarian shopping value, the 

effectiveness of information content, also purchase intention. 
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Introduction 

The high level of economic growth and increasing human needs have resulted in various industries being 

created to meet human needs. Along with the times, the demand for human needs is increasingly modern, 

practical, and quality, so that many technologies are designed to meet human needs. Technology functions as 

a means to provide all the goods needed by humans to realize the prosperity and welfare of society. One 

proof of the rapid development of technology is the internet. The internet is an interconnection of computer 

networks that can provide complete information. (Sidharta, 2014).  

In 2018 Indonesia recorded 132 million people using the internet, or more than 50% of Indonesians have 

used the internet. Of these million users, 60% percent have accessed the internet using smartphones. This 

proves that Indonesia has begun to follow the steps of technological development. Based on a survey of 

internet usage by gender, men with 51.43% and women 48.57%. (Liputan6,2018). In 2018, Indonesia was 

recorded as an internet user at 17% at the age of 13-18 years, 49% at the age of 19-34 years, 30% at the age 

of 35-54 years, and 4% at the age above 54 years. (Kompas.com, 2018). This proves that the highest 

percentage of internet users is 19-34 years old. 

According to Ali and Purwandi (2017), millennials are born between 1981 and 2000, while other 

domestic social researchers use birth years from 1980 to 2000 to identify millennials (Knowing Millennial 

Generation, Sindonews.com, 2015). The definition of millennial depends on experts from various countries 

and industries; the generation born in 1980 to 2000 is referred to as the millennium generation. That means 

that millennials are often used as an abbreviation for young people, and the oldest members of the group are 

now in their late 30s (metalfloss.com, 2018). U.S. Pirg Institute defines where people were born in a world of 

modern conditions also sophisticated technology, so it's no surprise that the highest rate of internet users are 

millennials. 

In 2018 a survey proved that 64% of online marketplace consumers came from the age group of 25-30 

years (jakartaglobel.id, 2018). Based on these data, it can be concluded that most millennials cannot be 

separated from gadgets due to the generation factor born when technology was developing so that the internet 

can affect the survival of millennials (tribunews.com, 2019). Technological developments certainly influence 

the marketing field or known as e-commerce today, and e-commerce is known as an actor in the sale and 

purchase transaction of goods along with digital services. One type of e-commerce platform that is common 

in Indonesia is C2C (Customer to Customer). C2C is a type of e-commerce that facilitates consumers of the 

e-commerce company, namely consumers as sellers and buyers. C2C is also a marketplace where e-

commerce companies are involved in securing transactions from ordering, shipping to payment. 

Marketplaces categorized in C2C are: Bukalapak, Jualo.com, Shopee, and Tokopedia. (trendingbisnis.com, 

2019). 

In 2019, the most visited C2C marketplaces were Tokopedia, Shopee, and Bukalapak, so it can be 

concluded that to date, the three most frequently visited C2C marketplaces are Tokopedia, Shopee, and 

Bukalapak. One of the factors supporting the development of e-commerce today is the website, and now the 

website is an essential part of the success of e-commerce, the perfection of the website from e-commerce will 

greatly support business development wherefrom the website customers can find the information needed and 
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can find out more about marketplaces. Information defines meaning and benefits from processing data 

(Azhar, 2013). (Chang et al., 2014) Chang et al., 2014) additionally demonstrated that a "website" that makes 

high levels of shoppers would change shopper decision making because the most significant shoppers believe 

that a famous website is more likely to fulfill their needs. 

Buying interest can arise because of the satisfaction factor for a product or because it is caused by 

pleasure (hedonic shopping value) and one's need for the product (utilitarian shopping value). Electronic 

shoppers prefer online stores with an excellent web atmosphere, eye-catching graphics, attractive designs, 

and website layouts. (Prashar et al., 2017) where entertainment is an essential component of shopping 

(Triantafillidou et al., 2017), given that users communicate through their device interfaces, designing, 

including developing efficient mobile interfaces, is an essential determinant of e-commerce penetration plus 

growth.  

Online buyers tend to use web portals to explore information and buy goods/services by spending little 

time, including effort. Precise, relevant, and up-to-date information provided by web portals will reduce the 

time and energy of shoppers to search for information, which in turn helps them have a pleasant experience 

(Kim & Li, 2009). The quality of information can be considered adequate if the information can meet the 

needs of its users and can produce the maximum possible output. It can be concluded that a good quality 

website will increasingly meet user needs and if customer needs are met they tend to be satisfied with the 

web and purchase intention tends to increase. With this background, they conducted research entitled 

"Analysis of the Effect of Online Shopping Value, Effectiveness Of Information Content on Purchase 

Intention with Web Satisfaction as Mediation on Millennials in Batam City." 

 

Literature Review 

The level of customer purchase intention can be measured from several indicators, namely the customer's 

willingness to shop for the product, the customer's desire to make purchases in the future, and the customer's 

willingness to repurchase the product. The desire to shop can arise because of the satisfaction factor for a 

product or cause by pleasure and one's needs for development. Electronic shoppers prefer online stores with a 

unique web atmosphere, eye-catching graphics, attractive designs, and website layouts. Prashar et al., (2017). 

Online shoppers tend to use web portals to access information when buying goods/services because it 

requires less time and effort. Users based on satisfaction are higher and often have stronger intentions in 

purchasing through trading sites. (Gan & Wang, 2017). 

Purchase intention is an important outcome variable. During the initial visit to the website, the service 

provider faces the main challenge of converting visitors into buyers, and purchase intention directly affects 

the company's revenue and profitability (Hsu et al., 2012). From a customer perspective, online shopping is a 

core part of e-commerce. Customers buy products, search for information and services from online websites, 

and form purchasing activities: purchase, activity, post-purchase activity, pre-purchase (Cao et al., 2018). 

Purchase intention can be interpreted as a customer's intention to buy a specific item, in the same way that the 

desire to buy determines the strength of the consumer's willingness to accept. It is essential to know the 

customer's purchase intention because the buyer's intention often predicts the customer's behavior. 

 

The Effect of Hedonic Shopping Value and WebSatisfaction 

Hedonic values are related to non-functioning (e.g., self-fulfillment) on the origin of social trading sites, 

such as enjoyment and happiness, and more attention to emotional benefits. (Hsu & Lin, 2016). Consumers 

are more interested in emotional value (e.g., brand, design, appearance, and packaging). Consumers will feel 

satisfied if the product purchased can meet the needs in terms of pleasure, so it can be concluded that a 

product that can satisfy consumers who are judged in terms of fun can increase consumer buying interest. 

Hedonic motivation is related to the pleasurable and pleasurable emotional experience provided by the 

act of buying. Hedonic value is defined as an assessment of customer acceptance based on the multisensory 

and emotional aspects of the shopping experience. Users who get a higher hedonic value through a pleasant 

experience are more willing to have different individual experiences and encourage friends and family to use 

this service (Yu et al., 2013). Hedonic value can come from positive, fun, and entertaining experiences 

(including in online environments), and hedonic processes are often accompanied by elements or feelings of 

fantasy, fun, excitement, and spontaneity. Emotional arousal, high involvement, perceived freedom, and 

realization of story and escape symbolize the hedonic value of shopping. During a shopping trip, consumers 

can get hedonic benefits and experience hedonic value even when they don't buy any product, so even if 

shopping doesn't result in an actual purchase, hedonic value can still be obtained from many aspects of the 

shopping process, one of which is making the shopping trip an adventure. (Lee & Wu, 2017). Previous 

studies that concluded that there was an influence between Hedonic Shopping Value on Satisfaction were 

Gan and Wang (2017); Hsu and Lin (2016); Yu et al. (2013); Lee and Wu (2017); Kesari and Atulkar (2016). 

 

The Influence of Utilitarian Shopping Value and Web Satisfaction 

Utilitarian value refers to the key features and benefits provided through social commerce sites, such as 

cost reduction and convenience, with a focus on consumer views of performance and utility (Gan & Wang, 

2017). Consumers with utilitarian behavior patterns tend to choose products based on rational reasons. The 
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practical value indicates that toward customers in complex buying conditions, the discovery of essential 

products, including services, gives the insight from value, somewhat than treating buying as an entertaining 

pastime. 

Utilitarian value means a consumer's overall assessment of a product or service's practical advantages 

including weaknesses. Customer functional style should be represented as task-oriented also rational, and the 

utilitarian value depends on spending as an internal working state, also that perceived practical value is 

defined by whether a task-specific buying incited by customer demand has been completed; therefore, 

utilitarian customers seek the most effective approach toward making buying activities (Lee & Wu, 2017). 

Consumers will feel a high level of control over the material system of online purchasing situations, which 

allows them to take the desired part of the information directly or leap the advertisement and go now to the 

purchasing procedure, thereby speeding up the completion of the consumer's purchasing task. Utilitarian 

values are related to the task-specific, efficient, and economic aspects of a product or service. Functional 

values incorporate cognitive elements of attitudes, such as economic value for money and judgments of 

convenience and time-saving. Convenience and task fulfillment are the main goals of consumers to use 

cellular services (Cao et al., 2018). 

Utilitarian value derives from the instrumental and functional benefits of the product's task-specific, 

efficient, and economic aspects or services. Practical matters incorporate cognitive elements of attitudes, such 

as economic value for money and convenience, and time savings (Yu et al., 2013). Previous studies which 

state that there is an influence between Utilitarian Shopping Value on Satisfaction are Lee and Wu (2017); 

Gan and Wang (2017); Yu et al. (2013); Kesari and Atulkar (2016); Hsu and Lin (2016). 

 

Effect of Effectiveness of Information Content and Web Satisfaction 

According to Prashar et al. (2017), the effectiveness of information content can be used to determine 

whether the information provided by the website is correct, up-to-date, complete, and pertinent to the buyer. 

Set. The quality of data can be judged from adequate (information can meet its users), efficient (information 

can produce the maximum possible output), economical (the economic system is economically feasible), and 

computerized system (system application). 

The internet contributes several facilities to communication. Interactivity refers to the synergy between 

the site and the site user that goes to the core of the computer-mediated information conditions, including 

human-human synergy and human-message communication, operationally described as the degree to which 

two-way connection among readers is promoted, including the availability plus effectiveness of interaction 

on the website. Interactivity has the potential to be an important influence in creating online links so that the 

information provided by websites must be tailored based on consumer needs (Ho & Lee, 2016). 

The information consumers are looking for varies, including information about services, discounts, and 

customer service. Another aspect to consider related to website design is that it must be well structured and 

organized; there is a difference between graphic quality and design clarity (Ahmad et al., 2017). The first is 

to visually represent various user interface elements (text, icons, images). digital or website background) and 

the latter is defined as the structural design of user interfaces that help customers find the information they 

need. Website structure and ease of use can reduce customer costs in information search and processing and 

reduce time spent on purchases. The more effective the information provided from the website, the more 

likely the consumer's purchase intention will also increase. The results of the study that concluded that the 

Effectiveness of information content affected Web Satisfaction were Wong et al. (2016); Prashar et al. 

(2017); Wang et al., (2014) Ladhari and Leclerc, (2013). According to Ahmad et al. (2017), the research 

results do not say so because the results of their research state that Information Quality has no significant 

effect on Web Satisfaction.  

 

Effect of Web Satisfaction and Purchase Intention 

Satisfaction is the central construct for evaluating product/service performance; in addition, satisfaction 

has been found to affect loyalty, purchase intention, and outcomes most critically in a retail context 

(Elmashhara & Soares, 2019). Satisfaction is an internal and relational determinant of trust in perceptions of 

opportunism. Customers Satisfied are willing to return a store and help promote positively if customers feel 

high satisfaction by a website, the probability of their unplanned shopping. Satisfaction can lead to positive 

attitudes towards the organization and supportive behavioral intentions. The positive effect of satisfaction on 

shopping intentions involved in positive WOM and relationship quality can lead to repeat purchases and 

recommendations (positive WOM). Satisfaction is represented as a user's evaluation of social trading based 

on their needs and expectations, referring to the user's positive emotional state obtained from using the 

service (Gan & Wang, 2017). Satisfaction is the key to strengthening relationships in e-commerce. Customer 

service has been carried out extensively to obtain more varied aspects of salesperson service in the selection 

and support of goods, troubleshooting, and answers to usually asked issues via email also other plans, 

distribution of required information, and settlement of payments and credit transactions. Cao et al. (2018) 

concluded that the perception of shopper service quality has a meaningful influence on satisfaction, 

influencing customers' prospective purchase purposes. 
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There are several critical activities for an e-commerce organization to ensure a company's success in the 

market. Those include preparation in reacting to customer requests in complaints, access to services, also 

perceptions of the quality of service received. The better the quality of the website, the more it will meet the 

needs of users, and if customer needs are met, they tend to be satisfied with the web, and purchase intentions 

tend to increase. Previous studies that concluded Web Satisfaction with its effect on Purchase Intention are 

Gan and Wang (2017); Hsu and Lin (2016); Papagiannidis et al. (2017); Cao et al. (2018); Hsu et al., (2012). 

 

From the literature review above, the research hypotheses are: 

H1: Hedonic Shopping Value has a significant effect on Web Satisfaction. 

H2: Utilitarian Shopping Value has a substantial impact on Web Satisfaction. 

H3: Effectiveness of information content has a substantial impact on Web Satisfaction. 

H4: Hedonic Shopping Value significantly affects Purchase Intention with Web Satisfaction mediation. 

H6: Utilitarian Shopping Value significantly affects Purchase Intention to mediate Web Satisfaction. 

H7: Web Satisfaction has a significant effect on Purchase Intention. 

 

Research Methods 

The research population is taken by researchers, namely people who know about websites and have 

accessed them in online shopping. The samples used by researchers in this study are millennials who know 

and have accessed C2C marketplace websites (tokopedia, shopee, and Bukalapak) in purchasing goods. in the 

city of Batam. Researchers chose millennials because in 2018 the survey proved that 64% of online 

marketplace consumers were dominated by the millennial generation (jakartaglobel.id, 2018), and the 

websites that the researchers chose in this study were Tokopedia, Shopee, and Bukalapak, wherein 2018 they 

were the top three most visited marketplace (price. insights, 2018). The number of samples used by the 

author in this study is by observing the parameter 1 to 10 (Hair et al., 2014), namely the comparison between 

the statement and the number of respondents. In this study, there are 24 questions, and each question will be 

represented by 10 respondents, so the minimum number of respondents in this study is 300 people. 

The sample selection method uses "nonprobability" sampling; the technique used in this study is 

"purposive sampling," which is taking samples from people with particular criteria that have been determined 

by the researcher. The requirements are respondents in the age group "19-39 years" who have accessed e-

commerce websites (tokopedia, Shopee, and Bukalapak) in purchasing goods in the city of Batam. The 

analysis in this study is personal because what will be observed are people who have shopped online using a 

website in the city of Batam. The purchase intention variable uses 4 statements, Web satisfaction uses 3 

accounts from (Prashar et al., 2017). Hedonic Shopping Value uses three statements from Mosunmola et al., 

2019, Utilitarian shopping value uses 6 reports from Mosunmola et al., 2019; informativeness web uses four 

statements, Effectiveness of information content uses 4 statements from (Prashar et al., 2017). The 

measurement scale uses a 5-point Likert scale. 

 

Result and Discussion 

Validity Test and Reliability Test 

The results of the validity test state that all variable indicators are valid because their values are 

above 0.5, namely Effectiveness of Information Content (0.670), Hedonic Shopping Value (0.657), 

Utilitarian Shopping Value (0.506), Purchase Intention (0.733), Satisfaction (0.700). Reliability test results 

also all variables are reliable because the value is above 0.5, namely Effectiveness of Information Content 

(0.878), Hedonic Shopping Value (0.739), Utilitarian Shopping Value (0.758), Purchase Intention (0.878), 

Satisfaction (0.785). 

 

Hypothesis Testing 

A variable can have a significant effect if it has a substantial value at 5%, P-value <0.05, and  T statistic 

value > 1.96 (Hair et al., 2011). The following table shows that all hypotheses are accepted. 

 

Table 1. Hypothesis Testing 

Hypothesis T-statistic P-Value Conclusion 

Hedonic Shopping value→ Satisfaction  4.519 0,000 H1: Significantly Positive 

Utilitarian Shopping Value → Satisfaction 3.927 0,000 H2: Significantly Positive 

Effectiveness of Information Content → 

Satisfaction 
6.672 0,000 H3: Significantly Positive 

Hedonic Shopping 

value→Satisfaction→Purchase Intention 
4.230 0,000 H4: Significantly Positive 

Utilitarian Shopping Value →Satisfaction→ 

Purchase Intention 
3.700 0,000 H5: Significantly Positive 

Effectiveness of Information Content 

→Satisfaction→Purchase Intention 
6.002 0,000 H6: Significantly Positive 
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Satisfaction→Purchase Intention 16.635 0,000 H7: Significantly Positive 

 

The results of the H1 t-statistical test can be concluded to be significantly positive because it has fulfilled 

the requirements for a P value of less than 0.05 (<0.05) and a T-statistical value greater than 1.96. The results 

of this test are consistent with previous research by Hsu and Lin (2016); Gan and Wang (2017); Yu et al. 

(2013); Kesari and Atulkar (2016) and Lee and Wu (2017), wherein their research also said that hedonic 

shopping value has a significant effect on web satisfaction. The results of the H2 test can be concluded to be 

significantly positive because it has a p-value of less than 0.05, the t statistic value is more significant than 

1.96, the results of this test are consistent with previous research Hsu and Lin, (2016); Gan and Wang, 

(2017); Yu et al., (2013); Lee and Wu, (2017); Kesari and Atulkar, (2016) because their research results also 

prove that utilitarian shopping value has a significant effect on web satisfaction. H3 can be concluded to be 

significantly positive because it has fulfilled the requirements. The results of the H3 test are consistent with 

previous research, Cyr and Head (2013); Wong et al., (2016); Wang et al., (2014); and Ladhari and Leclerc 

(2013), but these results contradict the research of Ahmad et al., (2017) because the results of their research 

show that there is no influence between the effectiveness of the information contained on web satisfaction. 

The results of the H4 test prove that the hedonic shopping value on online satisfaction as a mediating variable 

has a significant positive effect on purchase intention because it has fulfilled the requirements that the P-

value value is smaller than 0.05 (<0.05). The T-statistics value is greater than 1, 96. The results of this test 

are consistent with previous research by Gan and Wang (2017) and Hsu and Lin (2016). Their research also 

said that hedonic shopping value significantly affects Purchase Intention through Web Satisfaction as a 

mediating variable. The results of the H5 test can be concluded that the utilitarian shopping value has a 

significant positive effect on purchase intention with web satisfaction as a mediating variable because it has a 

p-value of less than 0.05,  T-statistical value greater than 1.96. The results of this test are consistent with 

previous research conducted by Gan and Wang (2017) and Hsu and Lin (2016) because their results also 

prove that utilitarian shopping value has a significant effect on web satisfaction. The results of the H6 test 

show that the effectiveness of information content can be concluded to have a clear positive impact on 

purchase intention with web satisfaction as a mediating variable because it has fulfilled the requirements by 

having a p-value of 0.000, smaller than 0.05 at-value greater than 1.96. The results of this test are consistent 

with previous research by researcher Wong et al. (2016) because their research results show an influence 

between the effectivity of information content on purchase intention and web satisfaction as a mediating 

variable. The results of the H7 test the effect of web satisfaction on purchase intention is proven to have an 

impact. The results of this study are consistent with previous research by Hsu and Lin (2016); Cao et al. 

(2018); Gan and Wang (2017); Papagiannidis et al. (2017); Hsu et al. (2012) because in their research, they 

concluded that web satisfaction has a significant effect on purchase intention. 

 

Conclusion 

This study was collected from 350 respondent data. The results showed that hedonic shopping value, 

utilitarian shopping value, and the effectiveness of information content could affect web satisfaction and 

ultimately affect purchase intention. Besides that, web satisfaction can also mediate the effect of hedonic 

shopping value, utilitarian shopping value, and the effectiveness of information content on purchase intention. 
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