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ABSTRACT

This study examines the impact of website quality on consumer purchase interest,
focusing on ease of use, interaction, and information quality as key assessment
components. A quantitative research approach was employed, utilizing data from 107
respondents residing in Greater Bandung who had interacted with the Rumahweb
website. Data was collected via questionnaires distributed through Google Forms to
obtain primary data. The analysis revealed that website quality positively influences
consumer purchase interest, accounting for 64.4% of the variance in purchase intent.
Simple regression analysis was conducted to test the hypothesis, confirming the
significance of website quality in driving consumer engagement and purchase
decisions. This research underscores the importance of maintaining high-quality
websites to enhance consumer interest in products and services.
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INTRODUCTION

In 2023, shopping online has become a habit that many people do. Being able to shop
anywhere and anytime is an attractive advantage over shopping offline (Novita at al.,
2023; Fauziyah et al., 2023). This media helps both buyers and sellers to make buying
and selling transactions. This convenience can change the habit of shopping from offline
to online (Herlambang & Gunawan, 2023; Chaniago, 2023). The changes in people's
shopping behaviour cannot be separated from technological developments. Therefore,
this development must be utilized, especially from the seller's side, to make updates to
their business so that they can keep up with the times (Kartika et al., 2023; Suyanto et al.,
2024).

One reason for the increase in online shopping transactions is the yearly growing
number of internet users. In January 2022, internet users reached 4.95 billion, an increase
of 4% from 4.76 billion people in January 2021. Previously, in 2018, the number of
internet users was recorded at 3.95 billion. This figure increased by 6.6% to 4.21 billion
in 2019, then grew another 4.9% to 4.42 billion in 2020. In 2021, internet users increased
by 7.7% to 4.76 billion. By region, Northern Europe has the highest internet adoption at
98%, while Southeast Asia has an internet adoption rate of 72%. As of January 2022, the
number of internet users in Indonesia reached 204.7 million, accounting for 73.7% of the
total population of Indonesia. (Pahlevi, 2022).

The number of internet users in Indonesia is in line with the number of transactions
made by the community. Bank Indonesia explained e-commerce transactions increased
by 39.9% annually to reach 1.74 million transactions, with the number of transactions
impacting electronic money transactions. In the first semester of 2022, there was an
increase of 40.6% on an annual basis or IDR 185.7 trillion (Elena, 2022).

Seeing the great interest in buying consumers to shop online, the seller must pay
attention to the quality of service provided so that the sale and purchase transaction can
run well (Akbar et al., 2021; Hernando & Gunawan, 2021, Rois et al., 2021). Service
quality is a particular product form that improves the company's service to meet consumer
expectations or desires (Rizal & Amelia, 2022; Efawati et al., 2024). According to
Wibowo et al. (2019), the quality of electronic services can be used to see whether the
company's operational activities can run optimally or not (Manalu & Adzimatinur, 2024;
Akbar & Manalu, 2023). Therefore, good service quality can help optimize online buying
and selling transaction activities (Rachmawati et al., 2018; Gunawan & Watulandi, 2024).
Providing excellent service to consumers, one of which is providing informative
information, can also help consumers choose products and increase buying interest
(Harjadi, 2021; Sudiana et al., 2023).

Besides service quality, website quality is essential in increasing consumer buying
interest. According to Jundrio & Keni (2020), website quality is a method for structuring
the appearance and content of a website so that users can understand its information and
quickly adapt to its operation. Clear and transparent information on a website can help
consumers decide which product to buy (Harjadi, 2022). In addition, a good display can
also help consumers to understand the information conveyed quickly (Hendriyadi et al.,
2023). With this good quality, consumers will feel comfortable shopping through the
website, which will help increase buying interest in a product.

Several studies have examined website quality, including Darmanto et al. (2021) &
Achadi et al. (2021). In this study, website quality has a more significant influence than
sales promotion. In line with in this study (Gunawan et al., 2022; Rachmad et al., 2023;
Seliana et al., 2023), reveal that the website quality, trust, and perceptions positively
affect consumer buying interest. Still, subjective norms do not significantly affect
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consumer buying interest. Study by Keni (2019) indicate that ease of shopping, website
reputation, and website quality affect online buying interest either directly or through trust
variables.

Rumahweb is a domain and hosting provider website that provides information
about product prices, product types, and other product information. Although it sells
hosting and domains, the website contains reviews of the products sold and companies
that have used its services. This makes consumers feel more confident about the products
being sold (Oktaviani et al., 2024).

Product quality is a characteristic of a product that becomes the ability of the
product to carry out its duties, namely to fulfil the desires and needs of consumers.
According to what they expect (Febriani, 2023). Good product quality and affordable
prices make it one of the largest companies in its field. In addition, an attractive
appearance and easy-to-understand information make consumers feel comfortable
shopping at Rumahweb.

In running its business, Rumahweb needs to pay attention to the quality of the
website it uses as a medium for product promotion and transactions because this quality
can be one-factor influencing consumer buying interest.

LITERATURE REVIEW

The definition of a website, according to Sebok et al. (2018: 70), is various integrated
pages where text, photos, videos, or other files are stored. Meanwhile, according to
Susilowati (2019), a website is a collection of pages stored on a web server with
discussions that complement each other where internet access is needed or using a local
network to access it. A website is a service that internet users can use in the form of text,
video, sound, data, and images that have the advantage of connecting one document to
another that can be accessed through a browser (Sulthan, 2022). In addition, Abdullah
(2015) defines a website as a collection of pages divided into several pages with photos,
texts, videos or other files that can be accessed using the internet or local network. From
the opinions above, it can be concluded that a website is a collection of pages stored on
an integrated web server where there are texts, photos, videos, or other files.

Website Quality

According to Barnes & Vidgen (2000), WebQual is a method to measure the quality of a
website based on the end consumer's perspective. There have been several developments
since the beginning of this method, and four types of WebQual have already been
developed. The first type of website developed is Webqual 1.0. In this version, 24
indicators tend to determine the quality of information. This type of event was formed
because of a workshop event attended by six students, each of whom was a member's
representative. In this event, discussing the requirements for a website to be said to be
good.

The second type is Webqual 2.0. At this stage, the initial B2C website developed
into B2B. In this stage, two-way communication is an important thing that needs to be
done. This has a positive impact on several websites, such as Amazon. With this, it has
an impact on product sales. The Third is Webqual 3.0. In this version, according to Barnes
& Vidgen (2000), website quality measurement is divided into several parts, such as
usability, information quality, and interaction quality. This version is used on online
auction websites. The fourth is Webqual 4.0. Three parts are used to measure the quality
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of a website with a total of 23 questions. Table 1 shows categories and questions used to
measure the quality of a website, according to Barnes & Vidgen (2000).

Table 1: Website Quality Indicators

Category Question
Usability Website is easy to learn and operate
Website interactions are clear and easy to understand
Website is easy to navigate.
Easy to use website
The website has an attractive appearance.
The website has a design that matches the type of website.
Website has competence
Websites create positive experiences for their users
Information Website provides accurate information.
Website provides reliable information.
Website provides timely information.
Website provides relevant information.
Website provides easy to understand information.
Website provides information with proper detail.
Website provides information in a suitable format.
Service Interaction The website has a good reputation.
The website makes users feel safe in making transactions.
The website makes users feel safe with the personal data
provided
The website creates a sense of personal.
The website conveys a sense of community.
The website makes it easy to communicate with the
company.
Users feel confident that the product will be delivered as
promised.

Consumer Purchase Interest

According to Durianto (2013), purchasing interest is a consumer's plan to buy a product
resulting from the advantages provided by a product or the marketing carried out.
Purchasing interest is a feeling to buy by consumers that arises after consumers carry out
pre-purchase activities Abdul et al., (2022). Meanwhile, Kotler & Armstrong (2008)
define consumer purchasing interest as a feeling experienced by a consumer when they
see a product. Then, a sense of interest arises to buy until a desire to own the product
arises (Efawati & Hermawan, 2020; Chaniago & Efawati, 2022). From the opinions
above, it can be concluded that consumer purchasing interest is a feeling experienced by
consumers in the pre-purchase process (when seeing a product until an interest arises to
buy because of the advantages provided by a product or the marketing carried out
(Efawati, 2016).

Purchase interest that arises when a consumer sees a product can be seen from
several indicators. According to Ferdinand (2002), several indicators measure consumer
purchase interest. The following are some interests that can be used as indicators when a
consumer wants to buy a product:

1. Transactional Interest. The degree of desire to have a product
2. Referential Interest. The degree of desire to convey information about a product
to others
3. Preferential Interest. The degree of desire to prioritize a product
Explorative Interest. The degree of willingness to describe the target market of a
product.

&
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In addition, purchase interest can be measured by the following indicators: Some things
that can be used as indicators of purchase interest are interest in seeking information about
the product, considering buying, interest in trying, wanting to know the product and the
desire to have the product (Saputra et al., 2023). Rumahweb is one of the companies
engaged in hosting services. Since its establishment in 2002 in Yogyakarta, Rumahweb
has 14,000 customer domains and 30 servers to serve hosting and VPS/Cloud. In addition,
the data centre has also met international standards.

Website Quality (Usability, Service :> Consumer Purchase Interest

- ; (Transactional, Referential,
Interaction, and Information) Preferential, Exploratory)

Figure 1: Framework of thinking

Three dimensions can be used to measure a website's quality: usability, service
interaction, and information. These three dimensions are divided into several indicators
to measure quality more specifically. Usability is a dimension that explains the ease of
operating a website. Information is a dimension that contains information about the
quality of information contained in a website. Service Interaction is an indicator that
explains the quality of a website's service. Good service quality can increase consumer
confidence when shopping on a website.

Four indicators can be used to measure a consumer's buying interest: transactional,
referential, preferential, and explorative interest. Several factors can help increase this
buying interest, one of which is the quality of a website. Therefore, when building a
website to sell products, it is necessary to consider three indicators: information quality,
interaction, and usability. This aims to help increase consumer buying interest when
shopping for a product on a website.

METHODOLOGY

Based on the objectives and formulation of the problem in the introduction, the method
used is quantitative. The quantitative method is a research method based on the
philosophy of positivism, and it is used to research a certain sample population’s data
collection using research instruments (Chaniago et al., 2023). Data analysis is
quantitative or statistical, aiming to test the hypothesis set by Sugiyono (2020:16). This
approach is used because the data is in the form of numbers and is measured through
statistical tests. A data collection method will be used to obtain the required data, which
will be done through questionnaire distribution. This aims to obtain primary data from
respondents through questionnaires that have been filled out.

The questionnaires were distributed through Google Forms. The number of samples
in this study was 107 respondents. After the data was obtained, the analysis test used in
this study was a simple regression analysis. In taking samples for this study, the researcher
took data from residents of Greater Bandung who had visited the Rumahweb website or
purchased products from Rumahweb. The scale used in this study was a Likert scale with

a scale of 1-5.
Table 2: Validity Test Results

Variable Item R Count R Table Description
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Website Quality X.1.1 0,753 Valid
X.1.2 0,764 Valid
X.1.3 0,724 Valid
X.1.4 0,756 Valid
X.15 0,678 Valid
X.21 0,777 Valid
X.2.2 0,763 Valid
X.2.3 0,748 0,355 Valid
X.2.4 0,758 Valid
X.25 0,769 Valid
X.3.1 0,68 Valid
X.3.2 0,793 Valid
X.3.3 0,786 Valid
X.3.4 0,682 Valid
X.3.5 0,655 Valid
Purchase Y.11 0,686 Valid
Interest Y.1.2 0,659 Valid
Y.2.2 0,584 Valid
Y.3.1 0,791 0,355 Valid
Y.3.2 0,799 Valid
Y.4.1 0,828 Valid
Y.4.2 0,759 Valid

A validity test is used to measure the validity of a questionnaire (Ghozali, 2009:49). In
its measurement, data is declared valid if the calculated r-value is greater than the table r.
The value of the table r is 0.355 (degree of freedom = 29 and significance value = 0.05).
Based on the table above, the answers to each question in the questionnaire have a
calculated r value that is more significant than the table r so that the questionnaire can be

used and distributed.
Table 3: Reliability Test Results

Variable Cronbach's Alpha Description
Website Quality 0, 962 Reliable
Purchase Interest 0,903 Reliable

Based on Table 3, both variables have Cronbach's Alpha above 0.7, so the data used is
reliable. The acceptable reliability level limit value is > 0.7 (Amirullah & Hermawan,

2016).

RESEARCH RESULTS

Table 4: Average Website Quality Variables

Score .
No Weight x Score Amount  Average
5 4 3 21
1 33 40 28 4 2 165 160 84 8 2 419 3,915888
2 27 47 29 3 1 135 188 87 1 417 3,897196
3 37 41 27 1 1 185 164 81 2 1 433 4,046729
4 34 37 28 5 3 170 148 84 10 3 415 3,878505
5 32 50 19 5 1 160 200 57 10 1 428 4
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3 412 3,850467
2 416 3,88785

2 417 3,897196
2 431 4,028037
3 411 3,841121
1 426 3,981308
2 425 3,971963
1 420 3,925234
3 439 4,102804
2 438 4,093458

Table 4 shows the average of each question of the website quality variable, with the
largest average value in question no. 14 with a value of 4.102804.

Table 5: Average Purchase Interest Variable

Score

Weight x Score Amount - Average
No 5 4 3 2 1
1 29 31 38 7 2 145 124 114 14 2 399 3,728972
2 24 37 36 8 2 120 148 108 16 2 394 3,682243
3 25 40 34 5 3 125 160 102 10 3 400 3,738318
4 28 37 30 11 1 140 148 90 22 1 401 3,747664
5 26 54 21 4 2 130 216 63 8 2 419 3,915888
6 27 47 26 5 2 135 188 78 10 2 413 3,859813
7 39 47 19 1 1 195 188 57 1 443 4,140187
8 30 51 23 2 1 150 204 69 4 1 428 4

Table 5 shows the average of each question of the website quality variable, with the
largest average value in the seventh question with a value of 4.140187. The question with
the highest average is about the variety of products Rumahweb sells.

Table 6: Linearity Test

ANOVA
Sum of Mean
Squares  df Square F Sig.
Purchase Interest *  Between (Combined) 2654.988 34 78.088  7.405 .000
Website Quality Groups Linearity 2197.658 1 2197.658 208.39 .000
8
Deviation from 457.330 33 13.858  1.314 .167
Linearity
Within Groups 759.274 72 10.545
Total 3414.262 106

Based on Table 6, the significance value of the linearity deviation is 0.167. This value is
larger than 0.05, so a linear relationship exists between purchase interest and website

quality.

ANOVA?

Table 7: Anova Test
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Model Sum of Squares  df Mean Square F Sig.
1 Regression 2197.658 1 2197.658 189.671 .000°
Residual 1216.604 105 11.587
Total 3414.262 106

a. Dependent Variable: Purchase Interest
b. Predictors: (Constant), Website Quality

Based on the table above, the calculated F value is 189.671, with a significance value of
0.00. The significance result is below 0.005, so it can be concluded that the website
quality variable affects purchasing interest.

Table 8: Regression Analysis Test Results Table

Coefficients
Standardized
Unstandardized Coefficients Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 6.102 1.824 3.345 .001
Website Quality 417 .030 .802 13.772 .000

a. Dependent Variable: Purchase Interest

Based on the table above, the equation Y = 6.102 + 0.417X can be made with website
quality as the independent variable and purchase interest as the dependent variable.

Table 9: Summary of Regression Tests
Model Summary

Adjusted R Std. Error of the
Model R R Square  Square Estimate
1 .802? .644 .640 3.40392

a. Predictors: (Constant), Website Quality

The results of the simple linear regression analysis test show that website quality has an
effect on consumer purchasing interest. The influence of this quality has a positive impact,
with a percentage of 64.4%.

DISCUSSION

According to Susilowati (2019), a website is a collection of pages stored on a web server
with discussions that complement each other where internet access is needed or using a
local network to access it. Based on this understanding, the Rumahweb website has
several available pages, such as domains, hosting, websites, all services and other page
options. When viewed based on WebQual, explained in the previous chapter, this website
is a type of WebQual 4.0 because the available features are better than those of the last
kind of website. This can be seen from the live chat feature available on the website.
Based on the results of the simple linear regression that has been carried out, the
website quality variable positively influences the consumer buying interest variable. The
factors that influence include ease of use, service quality, and information quality. When
viewed from the average value of each dimension, service quality is the factor with the
highest score, 4.1028, related to the ease of accessing the Rumahweb website. In addition,
other dimensions also have scores with good averages, such as in the information quality
dimension, questions regarding the suitability of the information provided have an
average score of 4.028. Then, in the usability dimension, questions regarding ease of use
have an average score of 4.046. These results are by the information and appearance of
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the Rumahweb website. The information provided on the website is complete and easy to
understand. This delivery is also supported by an attractive appearance, making it easier
for users to digest the information provided.

In addition, based on the respondents’ answers, the majority are interested in
knowing about Rumahweb. This can be seen from the answers of respondents who
answered yes to questions about consumer curiosity to find out more about Rumahweb.
However, respondents still hesitate to buy Rumahweb products when viewed from a
transactional perspective. This can be seen from questions about the respondent’s desire
to purchase the product. The majority of respondents answered hesitantly, with a total of
38 respondents.

The positive influence given by the quality of this website is in line with the
following studies, one of which is the research of Darmanto et al. (2021). In this study,
website quality influences 40.9%. Furthermore, a study by Achadi et al. (2021). Which
states that website quality has a significant effect of 0.012. In line with other studies, Keni
(2019), also produced positive results with an influence of website quality of 52.8%.

CONCLUSION

The quality of RumahWeb's website is already quite good. Based on the respondents'
answers, each indicator's average value for each question is above 3. Based on the
respondents’ answers, most respondents are interested in knowing more about
Rumahweb. However, when it comes to buying the product, most respondents are still
hesitant. This can be seen from the average value for each indicator, which is between 3
and 4.

Website quality has a positive effect on consumer buying interest. Based on the
simple linear regression test results, the effect given is 64.4%. And 35.6% is caused by
other factors.
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