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Abstract 

In 2019, the number of internet users in Indonesia is projected to reach 175 million, or about 65.3% of the 

total population of Indonesia which is estimated to reach 268 million. The survey results published by the 

Indonesian Internet Service Providers Association (2016) show that as many as 123.5 million Indonesians 

use the internet to access commercial content. The high level of access to commercial content in Indonesia 

is a great opportunity to start e-commerce. Research conducted by Loureiro and Amorim (2017) shows 

that perceived website quality and experience greatly influences the judgment of a user on e-commerce 

performance expectancy. This research uses 130 loyal customers from well-known e-commerce in 

Indonesia. Non probability sampling with purposive sampling technique is used to collect data to ensure 

the suitability of respondents with the purpose of the study. To be a sample, respondents must have used e-

commerce at least 2 times in the past 1 month. Based on the results of the study, it was concluded that 

website quality had a significant effect on experience, but was not significant for performance expectancy; 

experience has a significant effect on performance expectancy. 
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Introduction 

In 2019, the number of internet users in Indonesia is projected to reach 175 million, or around 65.3% of the 

total population of Indonesia which is estimated to reach 268 million. The increase in internet users is 

mainly supported by the increasingly widespread use of smart phones (smartphones) in Indonesia. The 

projected number increased 32 million, or 22.37% compared to the last survey of the Indonesian Internet 

Service Providers Association (APJII) in 2017 which recorded 143 million internet users 

(https://id.beritasatu.com). 

The results of a survey published by the Indonesian Internet Service Providers Association (2016) show that 

as many as 123.5 million Indonesians use the internet to access commercial content. Commercial content 

here is categorized into three, namely online shop, personal business, and other commercial content. As for 

the percentage of access for these three categories, there are 62% onlineshop; personal business as much as 

34.2%; and other commercial content as much as 3.8%. In addition, through the results of the 2016 APJII 

survey it is known that as many as 63.5% of the number of internet users in Indonesia in 2016, have made 

online transactions. 

The high level of access to commercial content in Indonesia is a great opportunity to start e-commerce. 

According to Pearson (2008), electronic commerce or often referred to as e-commerce is a business process 

that is carried out by utilizing the use of communication and computer networks. 

Data released by the Frost & Sullivan research bureau in 2013 shows that Indonesia is one of the countries 

with the largest e-commerce market growth with an average growth of 17% per year 

(http://tekno.liputan6.com). With the characteristics of the market in Indonesia that continues to innovate, 

the Indonesian e-commerce industry is predicted to reach a value of US $ 130 billion or around Rp 1.7 

quadrillion by 2020 (https://id.techinasia.com). In other words, the business of buying and selling online is 

considered as a potential business for Indonesia in the future. 

Research conducted by Loureiro and Amorim (2017) shows that perceived website quality and experience 

greatly affect a user's assessment of the performance expectancy of an e-commerce. To assess the quality of 
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performance of an e-commerce, users will judge it first in terms of the external appearance that is on the 

website. Users assume that the quality of the website reflects how the website's performance will be. So the 

better the quality of the website according to the user, the higher the performance expectancy perceived by 

the user. 

Furthermore, experience influences one’s interest in online shopping, both past online shopping experiences 

and experience in using technology. The better the user experience, the better the performance expectancy 

that the user has.  

Literature Review 

Perceived Website Quality 

Zeithaml et al. (2002) revealed that website quality is the quality of a site's services provided to its 

customers. Website quality is the quality of the technical dimensions, content, and appearance of a website 

that is considered important by the user so that it also influences the user's behavior and evaluation of the 

website (Al-Qeisi et al., 2014). 

Olsina et al. (2006) revealed that website quality from the user's perspective is the process of evaluating the 

quality of website content in terms of several things, such as navigation, beauty, function, and other things. 

Website quality is defined as an evaluation given by users regarding the functioning of website features in 

meeting their needs and is a reflection of the overall superiority of the website (Chang and Chen, 2008; 

Amorim and Loureiro, 2017). According to Yoo and Donthu (2001), a good quality website is a website that 

provides ease of use, aesthetic design, processing speed, and security of use. 

Experience 

Thompson and Kolsky (in Terblanche, 2004) revealed that experience is the accumulation of all events that 

are realized by customers. Experience is an internal and subjective customer response that arises as a result 

of direct and indirect interaction with the company (Meyer and Schwager, 2007). Experience is a customer's 

interpretation of their interactions with a brand (Frow and Payne, 2007). 

According to Robinnete and Brand (2008), experience is the experience that customers feel about a product 

or service that it uses. Gentile, Spiller, and Noci (2007) define experience as a set of interactions between 

customers and products, companies, and parts of organizations where these interactions cause reactions that 

will determine how customers act in the future.  

According to Shaw and Ivens (2002), experience is defined as the result of customer assessments related to 

performance and emotions arising from the use of a product where this assessment will affect every 

interaction he does with the company at the next moment. 

Rini (2009) suggests that experience is the involvement of the five senses, hearts and minds of customers, 

which can place the purchase of products or services in contexts that are important in their lives. Experience 

is the embodiment of a brand that encompasses all interactions between companies and customers (Watkins, 

2007). 

Performance Expectancy 

According to Parasuraman et al. (1990), performance expectancy is the ideal standard of performance held 

by customers. Performance expectancy is the degree to which a person hopes that the use of a system will 

create benefits in terms of performance in his work (Venkatesh et al., 2003; Ghalandari et al., 2012). Jati 

(2012) revealed that performance expectancy is someone who believes that the use of a system or 

technology will be very useful and can improve the performance and work performance it does. 

Performance expectancy is an individual's belief that his performance will improve if he uses technology 

(Agustina, 2013). Furthermore Venkatesh et al. (2003) states that performance expectancy is built from the 

construct of perceived usefulness. Davis et al. (1992) defines perceived usefulness as the perception a 

customer has of a system, which is the result of an experience he has experienced. Perceived usefulness is an 

individual's level of confidence related to the extent to which the use of new technology will improve 

performance (Mathwick et al., 2001). 
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Tan and Teo (2000) state that perceived usefulness is an important factor that determines the level of 

adoption of an innovation system. So it can be concluded that performance expectancy is an individual's 

beliefs related to the use of a technology that will improve performance where the performance expectancy 

is fulfilled or not, will affect his interest in adopting a new system. 

Research Framework 

 
 

Figure 1: Research Framework 

According to van Iwaarden et al. (2004), the visual appeal and content of a website affect an individual's 

perception of the usability, enjoyment, and ease of use of the site. In this case, visuals and content provided 

by a website are seen as a reflection of quality. So that the more a site has a visual appeal and content that is 

considered good in the eyes of the public, the more the site is seen to provide good experience, the more 

useful so that the expectations of the performance of the community related to the site will increase. 

Thus the following hypotheses can be drawn: 

H1: Perceived website quality have significant effect on experience. 

H2: Perceived website quality have significant effect on performance expectancy. 

According to Dishaw et al. (2002), Johnson and Marakas (2000), the experiences of an individual influence 

the expectations of good performance expectations. The pleasant or bad experience of a person will 

influence his expectation that for the system he uses in the next moment, it will be better. According to 

Agarwal and Prasad (1999) and Jiang et al. (2000), one's internet experience influences one's interest in 

using a system. The high level of knowledge and the wealth of experience around the internet will make it 

easier for someone to use and adopt a new system. 

Thus the following hypotheses can be drawn: 

H3: Experience has significant effect on performance expectancy. 

Research Method 

A quantitative study, consistent with the quantitative paradigm, is an inquiry into behavioral problems, 

based on theory testing consisting of variables, measured by numbers, and analyzed by statistical 

procedures, to determine whether the predictive generalizations of the theory apply. The research design 

used in this study was cross sectional with a low intervention rate because it used a questionnaire as primary 

data. Five Likert scales are used to measure and determine respondents' perceptions. 

This study uses 130 loyal customers from well-known e-commerce in Indonesia. Non-probability sampling 

with purposive sampling technique is used to collect data to ensure the suitability of respondents with the 

research objectives. To be a sample, respondents must have used e-commerce at least 2 times in the past 1 

month. 

To test the hypothesis, linear regression is used as the main analysis method, because it can analyze the 

relationship between independent and dependent variables. In this study, the regression coefficient of the 
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independent variable (Beta) is used to determine the direction of the relationship between the independent 

and dependent variables; Beta> 0 shows a positive relationship. The level of acceptance of the hypothesis is 

determined by t-sig; t-sig <0.05 indicates the level of significance of the relationship at the 95% confidence 

level. 

Findings and Discussion 

Findings 

Descriptive statistical results of the respondents' profiles show that the majority of respondents in this study 

were women with an age range between 26-35 years. 

Tabel 1: Respondents Profile 

Profile Category 
Numbers of 

Respondents 

Gender 
Male 61 peoples 

Female 69 peoples 

Age 

17-25 33 peoples 

26-35 68 peoples 

36-45 27 peoples 

46-55 2 peoples 

Source: Findings (2019)  

Tabel 2: Linear Regression Result 

Model 
R R

2 
/ AdjR

2
 Fsig Beta tsig hipotesis 

WQ*EE 
0.817 0.667 0.000    

WQ 
   0.817 0.000 H1 

Supported 

WQ,EE*PE 
0.634 0.392 0.000    

WQ 
   0.114 0.342 H2 Accepted 

EE 
   0.537 0.000 H3 

Supported 

Source: Findings (2018) 

Based on the results of simple linear regression analysis, the effect of website quality (WQ) on experience 

(EE) obtained an R value of 0.817. This explains that there is a strong correlation. It can be concluded that 

the strength of the relationship between aspects of website quality (WQ) and experience (EE) is high. 

R2 of 0.667 indicates that the percentage of the influence of the aspect of website quality (WQ) on 

experience (EE) is 66.7%, while the remaining 33.3% is influenced by other variables not included in this 

research model, such as word of mouth, perceived usefulness, etc. 

F test results indicate a significance value of 0,000, this means that research models that aim to test the 

influence of aspects of website quality (WQ) on experience (EE) can be accepted. The resulting regression 

equation is as follows: 

EE = b1 WS 

EE = 0.817 WS 

The coefficient that is positive indicates the direct change between the independent variable and the 

dependent variable. So from the multiple regression equation above it can be explained that website quality 

(WQ) has a positive effect on experience (EE) of 0.817. 

t test results show the hypothesis which states: 

H1: Perceived website quality have significant effect on experience, is supported at level t-sig 0.000 ≤ 0.05 

Based on the results of multiple linear regression analysis, the effect of website quality (WQ) and experience 

(EE) on performance expectancy (PE) obtained an R number of 0.634. This explains that there is a moderate 
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correlation. It can be concluded that the strength of the relationship between aspects of website quality 

(WQ), experience (EE) and performance expectancy (PE) is medium. 

R2 of 0.392 shows that the percentage of contribution of the influence of aspects of website quality (WQ) 

and experience (EE) on performance expectancy (PE) is 39.2%, while the remaining 60.8% is influenced by 

other variables not included in this research model, such as for example word of mouth, perceived 

usefulness, etc. 

F test results show a significance value of 0,000, this means that the research model that aims to examine the 

influence of aspects of website quality (WQ) and experience (EE) on performance expectancy (PE) can be 

accepted. The resulting regression equation is as follows: 

PE = b1 WS + b2 EE 

EE = 0.114 WS + 0,194 EE 

The coefficient that is positive indicates the direct change between the independent variable and the 

dependent variable. So from the multiple regression equation above, it can be explained that website quality 

(WQ) and experience (EE) have a positive effect on performance expectancy (PE) respectively 0.114 and 

0.537. 

t test results show the hypothesis which states: 

H2: Perceived website quality have significant effect on performance expectancy, not supported at level t-

sig 0.342 ≥ 0.05 

H3: Experience have significant effect on performance expectancy, supported at level t-sig 0.000 ≤ 0.05 

Discussion 

Based on the results of the study, it can be concluded that website quality has a significant effect on 

experience but does not significantly effect performance expectancy. 

This is because the visual appeal and content of a website affect an individual's perception of the usability, 

enjoyment, and ease of use of the site where the visual and content are seen as a reflection of quality (van 

Iwaarden et al., 2004; Kim and Lee, 2014). Amorim and Loureiro (2017) state that users who believe in the 

quality of a website that they use, will increase their perceptions regarding the usability and performance of 

the website. In this case, the good and bad quality of e-commerce, will determine what the expectations of 

users. The more a system is considered easy to use, has organized content, can provide opportunities for 

interaction between users, can be easily accessed using different media, and can guarantee the privacy of its 

users, the users will have more expectations that e-commerce will provide experience and satisfaction the 

good one. There is no significant effect on performance expectancy because website quality of an e-

commerce cannot directly influence performance expectancy without providing good experience. 

Experience on the other hand has a significant effect on performance expectancy. Davis et al. (1992) 

revealed that the experiences that an individual has experienced also influence the perceived usefulness 

(performance expectancy) possessed by that person. Agarwal and Prasad (1999) and Jiang et al. (2000) also 

stated that the internet experience a person has, affects both the perceived usefulness and ease of use 

(performance expectancy) of the person where this ultimately affects their interest in using a system. 

Implication 

Based on the results of the study, it can be concluded that website quality has a significant effect on 

experience, and web site quality and experience have an effect on performance expectancy. 

This research is in line with research conducted by Anderson (1973); Davis et al. (1992); Oliver (1993); 

Agarwal and Prasad (1999); Jiang et al. (2000); van Iwaarden et al. (2004); Tjiptono (2011); Kim and Lee 

(2014); and Loureiro and Amorim (2017). 

Implications of this study indicate the importance of website quality for e-commerce service providers. This 

is because the visual appeal and content of a website affect an individual's perception of the usability, 

enjoyment, and ease of use of the site. The more a system is considered easy to use, has organized content, 

can provide opportunities for interaction between users, can be easily accessed using different media, and 
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can guarantee the privacy of its users, the users will have more expectations that e-commerce will provide a 

good experience. 
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