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Syed Marwan Mujahid bin Syed Azman (Malaysia)

PURCHASE INTENTION

OF MILLENNIAL MUSLIMS TOWARD

B2C E-=COMMERCE

Abstract

Indonesia’s e-commerce market, particularly B2C, continues to expand, attracting both
domestic and foreign investments. Despite this growth, a notable decline in B2C sales
occurred. This drop is largely attributed to rising competition in the market, which
has made it increasingly difficult for platforms to retain consumer interest. This study
investigates the factors that influence Millennial Muslim consumers’ purchase inten-
tions on B2C e-commerce in Indonesia using structural equation modeling. The re-
spondents in this study were taken from the Millennial generation of e-commerce us-
ers. This generation was chosen because they are economically more established than
Generation Z and in terms of technology use, are more expert than Baby Boomers.
Initially, 700 responses were collected, but after excluding incomplete or non-qualify-
ing data, 434 valid responses were analyzed. The findings reveal that perceived risk (p:
0.206), perceived quality (B: 0.440), and enduring involvement (p: 0.240) positively af-
fect perceived trust, whereas situational involvement (f: -0.331) has a negative impact.
Additionally, enduring involvement ({: 0.659), situational involvement (p: 0.133), and
perceived trust (B: 0.103) were found to positively influence purchase intention, while
perceived risk (B: -0.093) negatively affects it. The study emphasizes that enduring in-
volvement (B: 0.659) is the strongest variable that increase purchase intention in B2C
e-commerce. Enduring involvement refers to a consumer’s long-term interest and en-
gagement with a product category, driven by personal relevance, values, or consistent
motivations.

Keywords purchase intention, Millennial, e-commerce, Business to
Customer
JEL Classification M21, N35, M31

INTRODUCTION

E-commerce has become an essential tool for optimizing business op-
erations, offering flexibility in terms of time and location (Febriandika
et al., 2023). It can be categorized into three types: Customer to
Customer (C2C), Business to Customer (B2C), and Business to
Business (B2B) (G. Belch & M. Belch, 2004; Mousavi Khaneghah et al.,
2017). In Indonesia, B2C e-commerce is the most popular, as evidenced
by data from the Global Entrepreneurship Program (Emarketer, 2017).
Prominent platforms include Shopee, Tokopedia, Bukalapak, Lazada,
and Zalora, many of which are international players. Indonesia’s e-
commerce market, particularly B2C, continues to expand, attract-
ing both domestic and foreign investments. Projections suggest that
Indonesia could become the largest B2C e-commerce market in
Southeast Asia (Sanny et al., 2022).

However, despite this growth, a notable decline in B2C sales oc-
curred between 2012 and 2017, from 85% to 22%. This drop is large-
ly attributed to rising competition in the market, which has made
it increasingly difficult for platforms to retain consumer interest
(Emarketer, 2017).
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1. LITERATURE REVIEW
AND HYPOTHESES

The internet has become an increasingly popular
platform for marketing and facilitating both lo-
cal and international transactions, particularly
in Indonesia (Clow & Baack, 2010). E-commerce
has expanded rapidly, making online shopping
one of the most preferred methods for purchas-
ing goods (Azam et al.,, 2013). According to the
Global E-commerce Market Ranking, Indonesia
ranks among the top 30 countries for e-com-
merce users worldwide (Yilan & Suyun, 2016).
Indonesia’s leading Business to Customer (B2C)
platforms include JD.id, Lazada, and Blibli.com.
The growth of e-commerce has significantly
boosted the Indonesian economy, largely driven
by the Millennial generation (eShopWorld, 2019).
Millennials, also referred to as Generation Y, are
frequently studied across various disciplines and
are the demographic group following Generation
X (Febriandika et al., 2020).

Millennials make up approximately 25% of the
global population and have grown up alongside
the rapid expansion of the internet (Raines, 2003).
This generation is highly dependent on technology
and the internet, and compared to older genera-
tions like Baby Boomers, they can access online
information, including e-commerce platforms,
much more quickly (Raines, 2003). Millennials
prefer products that reflect their personalities and
are known for being creative, confident, and high-
ly connected (Nusair et al., 2013). They maintain
constant engagement with the latest technology.

Indonesia is home to the largest Muslim popula-
tion in the world (Badan Pusat Statistik, 2016; eS-
hopWorld, 2019; Febriandika et al., 2020). Religion
influences various aspects of life, including indi-
vidual, social, organizational, macroeconomic,
national, and regional levels. Muslims, in par-
ticular, demonstrate unique consumer behaviors
shaped by their religious beliefs (Li et al., 2019;
Rizvi et al., 2020; Febriandika et al., 2023). With
Millennials making up a third of Indonesia’s pop-
ulation, they represent the largest market segment
for businesses (eShopWorld, 2019). Purchase in-
tention is a crucial aspect of consumer behavior,
signifying the likelihood of a customer buying a
product in response to specific cues (Armstrong
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& Kotler, 2014; Zainul et al., 2004). It refers to the
subjective probability of a person taking action in
a given situation (Ajzen & Fishbein, 1975).

E-commerce refers to the buying and selling of
goods and services through electronic systems,
primarily the internet. It differs from e-business,
which encompasses all forms of electronic com-
munication within or between companies and
their customers. E-commerce is specifically fo-
cused on transactional activities (Ajzen & Fishbein,
1975). One of the most widely discussed forms of e-
commerce is Business-to-Consumer (B2C), where
businesses directly sell to individual consumers.
This model includes transactions for retail goods,
travel services, digital content, and other services
(Zainul et al., 2004). Since its emergence in 1995,
B2C e-commerce has expanded rapidly, becoming
the most common type of e-commerce known to
consumers (Ajzen & Fishbein, 1975).

Generational differences arise from varying con-
ditions and environments. As a result, each gen-
eration develops its own distinctive characteris-
tics (Laudon & Traver, 2017). According to gen-
erational theory, each cohort shares common
traits that reflect the era they grew up in (Dries
et al., 2008; Meriac et al., 2010). Millennials, for
instance, have a unique relationship with brands
(Kupperschmidt, 2000), while Muslims, as a group,
exhibit consumer behaviors that are deeply influ-
enced by their religious beliefs (Rizvi et al., 2020).

The concept of perceived risk was first introduced
by Bauer (1960) who argued that consumer deci-
sions often involve uncertainty, with the poten-
tial for unpleasant outcomes. Perceived risk the-
ory helps in understanding consumer behavior
by exploring how consumers handle uncertainty
in decision-making (Bauer, 1960). Generally, the
higher the perceived risk, the more likely a con-
sumer is to be involved in a purchase decision (Pi
& Sangruang, 2011; Spence et al., 1970).

Numerous studies have examined how perceived
risk impacts online shopping behavior (Bhatnagar
& Ghose, 2004; Eggert, 2006; Spence et al., 1970).
However, there is still no consensus on which type
of perceived risk exerts the most significant in-
fluence. Bhatnagar and Ghose (2004) identified
that both product and financial risks play crucial
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roles in shaping consumers’ online shopping in-
tentions (Spence et al., 1970). Dai et al. (2013) em-
phasized the importance of product risk, as online
consumers often lack sufficient product informa-
tion. Perceived risk is a key factor that deters users
from making online purchases, negatively affect-
ing purchase intention (Kim & Park, 2013; Zahid
et al., 2018). Consumers’ perceptions of brands or
online sellers, influenced by behavioral and con-
textual factors, affect their purchasing intentions
by either heightening or alleviating perceived risk
(Pavlou, 2003; Forsythe et al., 2006).

Perceived risk negatively affects consumer trust,
and lower levels of perceived risk lead to higher trust
among consumers (Chang & Chen, 2008, Chau et
al., 2007; de Ruyter et al., 2001; Corbitt et al., 2003).

Well-written product descriptions positively influ-
ence consumer perceptions of a platform (Zhu et
al., 2019). The quality of the information provided
shapes consumers’ views of its credibility and ac-
curacy (Chen & Dhillon, 2003; Kim et al., 2003;
Racherla et al., 2012). A high-quality website en-
ables users to complete their online shopping effi-
ciently (Bavarsad et al., 2013). Trust in a website
is an important measure of its quality, and this
trust can be evaluated using data on website usage
(Barnes & Vidgen, 2001; Clifton, 2012). Besides,
website quality has a direct impact on perceived
trust, making it a critical factor in consumer par-
ticipation in e-commerce (Corbitt et al., 2003).

Involvement refers to the degree of personal in-
terest and excitement consumers feel toward
various product categories (Flynn & Goldsmith,
1993). Enduring involvement is reflected in be-
haviors and has been studied extensively by Zhu
et al. (2016), Ferns and Walls (2012), and Havitz
and Mannell (2005). It can generate intense inter-
est and lead to emotional engagement and a flow
experience (Csikszentmihalyi, 1990). It is scien-
tifically proven that enduring involvement signifi-
cantly enhances consumer trust (Zhu et al., 2019)

Consumers who are more engaged with a platform
tend to trust it and its product providers more,
and are less likely to be swayed by other media
(Eslami & Ghasemaghaei, 2018; Teichert & Rost,
2003). Situational involvement as a temporary
increase in engagement triggered by specific cir-
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cumstances (Houston & Rothschild, 1978). Both
short-term and long-term involvement help con-
sumers make informed shopping decisions (Hong,
2015). Enduring involvement reflects sustained
consumer interest, while situational involvement
reflects more temporary interest (Park et al., 2007).
Online transactions encompass information re-
trieval, transfer, and purchasing (Chen et al., 2018;
Zainul et al., 2004).

Enduring involvement with a product positive-
ly influences purchase intention (Olson & Peter,
1987). Other studies have found that involvement
affects both attitudes and behavioral intentions to-
ward websites (Eroglu et al., 2003; Ha & Lennon,
2010). Enduring involvement reflects long-term
interest in cross-border e-commerce (CBEC) plat-
forms, while situational involvement indicates
short-term interest (Park et al., 2007). This con-
clusion is further corroborated by Hong (2015)
who noted that whether long-term or temporary
involvement encourages consumers to make in-
formed shopping decisions.

Trust expectations are positively linked to con-
sumers’ intentions to purchase from online retail-
ers (Hong, 2015). A high degree of trust in mer-
chants is crucial for consumers when selecting
digital store homepages or e-tailers in e-market-
places. Online consumers are primarily concerned
with vendor legitimacy and product authenticity
(Pavlou & Gefen, 2004). Furthermore, consumers
using e-marketplaces are often exposed to risks re-
lated to sellers” opportunistic behaviors. Perceived
trust plays a critical role in mitigating these risks,
increasing consumer engagement in trust-related
activities (Lu et al., 2016; Pappas, 2016).

This study aims to examine the factors that influ-
ence Millennial Muslim consumers’ purchase in-
tentions on B2C e-commerce in Indonesia through
perceived risk, perceived trust, Perceived site qual-
ity, Enduring involvement, and Situational in-
volvement. Therefore, based on the explanation
above, the research hypotheses are as follows:

HI:  Perceived risk has a negative effect on pur-
chase intention.
H2: Perceived risk has a negative effect on per-

ceived trust.
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H3:  Perceived site quality has a positive influence
on perceived trust.

H4: Enduring involvement has a positive effect
on perceived trust.

H5:  Situational involvement has a positive effect
on perceived trust.

Hé6: Enduring involvement has a positive effect
on purchase intention.

H7:  Situational involvement has a positive influ-
ence on purchase intention.

HS8:  Perceived trust has a positive influence on

purchase intention.

2. METHODOLOGY

This research employs structural equation model
to evaluate the proposed hypotheses. Data were
analyzed using SPSS 23 and AMOS 23 software.
To assess validity and reliability, the study utilized
parameters such as Average Variance Extracted

Table 1. Constructs and measurement items

(AVE), Composite Reliability (CR), Maximum
Shared Variance (MSV), and Maximum Inter-
Construct Correlation (Max r). Confirmatory
Factor Analysis (CFA) was conducted to ensure
that the measured variables accurately represent-
ed the constructs (Hair et al., 2010).

Conducting Confirmatory Factor Analysis (CFA)
within the structural equation modeling frame-
work requires testing for reliability, convergent va-
lidity, and discriminant validity. To achieve this, a
measurement model was introduced that exam-
ines correlations between latent variables (Hair et
al., 2010). The primary goal of assessing conver-
gent and discriminant validity is to confirm the
construct validity of the research (Fischer, 2012;
Moslehpour et al., 2018). CFA was employed to
verify that the measured variables appropriately
reflected the specified constructs in accordance
with measurement theory. It is a frequently used
method in SEM to develop instruments and evalu-
ate relationships between variables (Bradley, 2018).
CFA’s strength lies in its ability to directly assess
alternative models by analyzing the relationships
between variables, making it an effective tool for
validating research models (Strauss & Smith, 2009).

Construct | Indicator items | Questionnaire Origins
| feel the e-commerce website provides useful and sufficient information.
Usefulness i I have a feeling that e-commerce websites can provide another nice piece of
Perceived site - information. Corbitt et al.
quality . S : S S : (2003)
S i | feel the information provided is timely regarding the product/service.
Timeliness ; . o
i | feel the information is always updated.
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, o Advance
..nherentneed . Ifeel shopping on e-commerce websites is an inherent necessity
. Platform values : | feel that shopping on an e-commerce website has advantages. Ferns and Walls
Endurlng FE R T L R R R R X
involvement Platform ind shoppi , B i (2012); Havitz and
significant | find shopping on e-commerce websites quite significant. Mannell (2005)
,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,, Platform pleasure : |
Interesting |
Enjoyed doing g |
.Sltua‘nonal ~_ Rightactivity :1feel shopping on e-commerce websites is the right activity. ' (25{2)5; E:—Inavitzaar?d
involvement

Person lam

Mannell (2005)

i Pooruseoftime i
H s activity.

i | feel it is a waste of time that shopping on e-commerce websites is a bad

. © Chenetal. (2018);

il worry if other people comment when shopping on the site e-commerce

Hong (2015)

__Timerisk Iam worried that the goo
Perceived :  Deliveryrisk :Iam worried if the goods
risk o
.......... socalrsk  website,
Information

security risk

I am worried that my personal data will be leaked.
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Table 1 (cont.). Constructs and measurement items

Construct : Indicator items ' Questionnaire Origins
: : I hope that e-commerce website product providers have good intentions
i towards consumer welfare.
Abilit i | expect e-commerce website product providers to act in the best interests
v : of consumers.
i | hope that when there is a problem, the e-commerce website product
i provider can act fairly.
Perceived i | feel the product provider of this e-commerce website is honest. ‘
) . L Zhu et al. (2019)
trust | feel that an e-commerce website product provider can keep up with its
commitment to deliver quality products.
Benevolence . ) .
i | feel that e-commerce website product providers should be sincere
and original.
| find e-commerce websites to be effective in helping to find products.
) | feel e-commerce websites provide a wide range of products very well.
Integrity : . e .
i | feel e-commerce websites are capable and efficient product providers.
Transactional | feel like shopping on an e-commerce website.
Purchase Referential
rurens L Zhu et al. (2019)
intention Preferential I

Exploratory

i | feel very willing to shop on e-commerce websites.

The questionnaire was designed based on an ex-
tensive review of the literature, with variables de-
rived from previous studies. The measurement
items are listed in Table 1. The survey was admin-
istered using Google Forms and distributed ran-
domly to Millennial Muslim respondents from
two universities in Indonesia. Initially, 700 re-
sponses were collected, but after excluding incom-
plete or non-qualifying data, 434 valid responses
were analyzed. The sample comprised 67% fe-
male respondents (290) and 33% male respon-
dents (144). Almost half of the participants (49%)
were 25 years old or younger. The items marked
with a strikethrough have been removed because
their factor loadings did not meet the threshold
for inclusion. Indicators are removed in explor-
atory factor analysis (EFA) to improve the clarity
and reliability of the model. Items with low fac-
tor loadings fail to represent the latent construct
adequately, while those with cross-loadings create
ambiguity between factors. Removing poorly con-
tributing, redundant, or theoretically misaligned
indicators ensures better validity and simplifies

the model. This step also enhances overall model
fit and ensures each factor is measured by a cohe-
sive set of indicators.

3. RESULTS

The reliability test results indicate that all con-
structs scored above 0.8, with composite reliabil-
ity values ranging from 0.80 to 0.90, thereby meet-
ing the required threshold (CR > 0.7). The Average
Variance Extracted (AVE) values, which ranged
from 0.52 to 0.75, confirmed the convergent va-
lidity (AVE > 0.5). Additionally, the Maximum
Shared Variance (MSV) was smaller than the
Average Variance Extracted (MSV < AVE). Each
construct’s square root of the AVE (VAVE) val-
ues ranged from 0.68 to 0.86, which is lower than
the corresponding maximum correlation (Max
r), which ranged from 0.92 to 0.98. These results
indicate that all variables meet the required crite-
ria. Table 2 summarizes the validity and reliability
of the instruments used, confirming the overall
strength of the CFA model.

Table 2. Test of composite reliability and convergent validity

: AVE Max R (H)
Pl 0.926
PR 0946
Pa ‘ 0976
sl i 0811 | 0666 0.980 410 0.
R S S o S T

Note: CR > 0.7; AVE > 0.5; MSV <AVE; VAVE > Max r, VAVE is boldface diagonal.

http://dx.doi.org/10.21511/im.21(1).2025.11
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Table 3. Results of Exploratory Factor Analysis

. . Component : : ] .
Variables : : T : : : Mean: SD Variance Extracted Explained KMO
1:2: 3 ¢ 4 5 :6 7
' : : : : f 5764 ) o823
[
650 163.375 834
711
756
681
678 i } .
640 74.880 836
701
700
670 ) . .
67128 500
T
181,509 ) 833
.................... 854 330 9954
...................... 811 339 | 3040 . . .
Total 71.063 i 0914

Tables 3 presents the results of the Exploratory
Factor Analysis (EFA). Certain items or questions
were excluded from the final analysis after being
reviewed through EFA, primarily due to their low
factor loadings. This method is typically employed
to remove variables that are not valid, as noted in
Table 1, where the omitted questionnaire items are
indicated with strikethroughs.

Goodness-of-fit metrics are employed to assess the
overall fit of the structural model. The proposed
model demonstrated an acceptable fit based on the
Maximum Likelihood method in AMOS, with key
indices such as X*df = 2.77, RMSEA = 0.064, GFI
=0.856, CFI =0.921, and TLI = 0.910. Based on the
results of the hypotheses testing, the hypotheses of-
fered are proven to be accepted, as shown in Table
4 and Figure 1. The findings reveal that perceived
risk (B: 0.206), perceived quality (B: 0.440), and
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enduring involvement (: 0.240) positively affect
perceived trust, whereas situational involvement
(B: -0.331) has a negative impact. Additionally, en-
during involvement ({: 0.659), situational involve-
ment (f: 0.133), and perceived trust (: 0.103) were
found to positively influence purchase intention,
while perceived risk (p: -0.093) negatively affects it.

Table 4. Path estimation

Result
Significant

Hypotheses: Path
H1
H4
H6 .............................
H7
e

p-value

Significant

Note: *p < 0.05, **p < 0.01, ***p < 0.001.

http://dx.doi.org/10.21511/im.21(1).2025.11



Perceived Risk

206***

Perceived .
Quality )

Enduring
Involvement

Situational

Involvement

—-.093*

Perceived Risk
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Purchase
Intention

Figure 1. Structural model results

4. DISCUSSION

Based on HI, perceived risks negatively influence
purchase intentions (p < 0.05; estimate = —0.093).
This suggests that when consumers perceive a high
level of risk, it affects their decision to purchase
through B2C e-commerce, particularly during a
pandemic (Leung & Cai, 2021; Zahid et al., 2018;
Kim & Park, 2013). The uncertainty caused by the
pandemic amplifies customer concerns about po-
tential risks when shopping online. According to
Goodwin (2009), a lack of clear information regard-
ing online shopping creates uncertainty, which el-
evates perceived risk and can result in consumers
feeling less confident about their purchase decisions.

For Millennial Muslim consumers, specific con-
cerns include the possibility of receiving products
that differ from their expectations, as they can-
not fully assess product quality through photos or
videos. Additionally, there are fears related to ex-
tended delivery times or potential damage during
shipment. Zheng et al. (2012) found that perceived
risk increases when products are delayed or arrive
damaged, linking shipping risks to negative on-
line shopping experiences.

Interestingly, based on H2, perceived risk posi-
tively affects perceived trust (p < 0.001; estimate
=0.206), contradicting previous theories that sug-
gest perceived risk undermines trust (Corbitt et
al., 2003; Zhu et al., 2019). This study aligns with
Morgan and Hunt’s (1994) findings, which show
that consumers’ perceived risk does not always di-
minish trust. Pavlou (2003) argues that trust, par-
ticularly in the security of a website, can mitigate

http://dx.doi.org/10.21511/im.21(1).2025.11

perceived risk, ultimately increasing consumer
confidence. When a website demonstrates compe-
tence, integrity, and benevolence, the risks associ-
ated with interacting on the platform are reduced.
Other factors, like endorsements by celebrities or
influencers, can also help to build trust and down-
play perceived risk. Supporting this, several stud-
ies highlight the positive correlation between per-
ceived risk and trust (Ling et al., 2011; Koufaris &
Hampton-Sosa, 2004).

H3 reveals that perceived website quality has a
positive impact on trust (p < 0.001; estimate =
0.440). Website quality is understood as the ex-
tent to which the site’s features and characteristics
meet consumer expectations (Hsiao et al., 2010). A
well-designed, functional website enhances trust
by providing a seamless shopping experience.
Bavarsad et al. (2013) argue that a user-friendly
site with efficient operations allows consumers to
complete their purchases quickly and with ease.
For Millennial Muslim consumers, a website’s
perceived quality reflects the usefulness and func-
tionality of its features in providing the necessary
information for online shopping.

Li et al. (2019) found that Millennial consumers
are highly adept at processing different types of
information from websites. This finding is sup-
ported by the research from Al-Debei et al. (2015)
and Al-Maghrabi and Dennis (2011), which show
a positive relationship between perceived site
quality and perceived trust. For Millennials, a
well-constructed website enhances their trust in
the platform, as perceived site quality plays a cru-
cial role in building consumer confidence.
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Enduring involvement refers to sustained con-
sumer interest and can be seen in their behaviors
(Ferns & Walls, 2012; Havitz & Mannell, 2005;
Zhu et al., 2016). H4 shows that enduring involve-
ment has a positive influence on perceived trust
(p < 0.01; estimate = 0.240). Trust is fostered when
consumers feel a long-term engagement in search-
ing for information. Eslami and Ghasemaghaei
(2018) discovered that consumer involvement with
e-commerce platforms reduces the likelihood of
being distracted by other media, thus enhancing
trust in the platform (Zhu et al., 2016).

These platforms help raise awareness of products
and purchasing options, which in turn strength-
ens the trust consumers feel (Hong, 2015). Thorne
and Bruner (2006) further assert that consumers
who are deeply involved with a particular area
of interest tend to voluntarily dedicate their time,
energy, and resources. This behavior has been re-
inforced during the pandemic, with lockdowns
and social distancing policies causing e-com-
merce to grow faster than any other sector (Gao
et al., 2020).

Situational involvement, on the other hand, re-
fers to a temporary increase in engagement that
arises from specific circumstances (Houston &
Rothschild, 1978). H5 reveals that situational in-
volvement negatively affects perceived trust (p <
0.001; estimate = -0.331), leading to the rejection
of the related hypothesis. This finding contradicts
Hong’s (2015) conclusion that situational involve-
ment positively correlates with perceived trust.
The risk associated with situational involvement
often causes anxiety, reducing trust in consumers.
As a result, they become more cautious, especially
when purchasing products on online platforms
(Zhu et al., 2019). Consumers tend to be more
careful when navigating these platforms for their
shopping needs.

HG6 reveals that enduring involvement has a sig-
nificant positive impact on purchase intention (p
< 0.001; estimate = 0.659). As consumers engage
in the information-seeking process, they experi-
ence ongoing involvement, which in turn fosters
purchase intentions. Individuals who continu-
ously engage with products or services tend to
spend more time and effort evaluating informa-
tion, which enhances their purchase decisions.
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Enduring involvement and purchase intention
work hand in hand, as previous purchasing ex-
periences deepen consumer involvement, lead-
ing to further purchases. This observation is
supported by numerous studies that have docu-
mented the positive relationship between endur-
ing involvement and purchase intention (Ha &
Lennon, 2011; Im & Young, 2011).

The statistical analysis from this study shows that
the link between enduring involvement and pur-
chase intention holds the highest value (estimate
=0.659), suggesting that Millennial Muslim con-
sumers invest substantial time in B2C e-com-
merce platforms to gather information. Even
when they do not immediately complete the
purchase, they demonstrate an intention to buy.
Notably, most respondents in this study were
women who tend to be meticulous when search-
ing for information, discounts, and the best pric-
es. They are particularly cautious about securing
the best deal, often spending considerable time
to ensure a favorable outcome. Therefore, endur-
ing involvement plays a crucial role in boosting
purchase intention. To capitalize on this, e-com-
merce sellers should ensure they provide trans-
parent and detailed information about product
pricing, quality, and availability.

H7 shows that situational involvement, which
arises from temporary interest during the buy-
ing process, also positively affects purchase in-
tention (p < 0.01; estimate = 0.133). The more en-
gaged consumers are in a purchasing situation,
the stronger their intention to buy (Park et al,,
2007; Zhu et al., 2016). When consumers tran-
sition from browsing to actively considering a
purchase, their situational involvement increas-
es. This heightened involvement prompts them
to engage more deeply with product informa-
tion (Li, 2016). Increased situational participa-
tion can help minimize costs and mitigate social
risks by reducing uncertainties associated with
the purchasing process (Im & Young, 2011).

The findings indicate that Millennial Muslim
consumers show a strong interest in shopping
through B2C e-commerce platforms. Several
factors contribute to this trend, including the
convenience of various payment options (such
as cash on delivery, account transfers, and oth-
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er methods), easy access to information, and
the speed of service when shopping online.
This reflects the personality traits of Muslim
Millennials, who value simplicity and creativ-
ity in their lifestyle. The price remains consis-
tent from the point of selection to final payment,
without hidden terms and conditions often seen
in traditional market promotions.

H8 reveals that perceived trust positively in-
fluences purchase intention (p < 0.05; estimate
= 0.103). Trust is a key factor in shaping con-
sumers’ purchasing decisions, as highlighted by
Pappas (2016). In the context of online shopping,
trust refers to customers’ belief that vendors are
honest and consistently deliver high-quality
products and services. In e-marketplaces, trust
is built when consumers feel that the platform
operates under established ethical norms, dem-
onstrates competence, and ensures reliability
(Li, 2016).

In the online business environment, trust is es-
pecially crucial since sellers and buyers do not
interact face-to-face. Thus, trust becomes the

Innovative Marketing, Volume 21, Issue 1, 2025

foundation for e-commerce transactions, with
honesty from sellers being essential. B2C plat-
forms typically provide customers with impor-
tant information, including ordering proce-
dures, delivery services, payment options, data
security measures, and product reviews from
previous buyers. These features are vital in fos-
tering trust among consumers, which in turn
strengthens their purchase intentions (Chiu et
al., 2012; Forsythe et al., 2006). Perceived trust
in online shopping has a significant impact on
consumers’ buying decisions (Almajali & Al-
Hammouri, 2021).

The theoretical and practical implications of
this research offer valuable insights for devel-
opers aiming to create e-commerce platforms
that cater to the millennial Muslim generation.
E-commerce managers in Indonesia are encour-
aged to recognize the growing influence of this
generation in the market. Given the differences
in their lifestyle compared to previous genera-
tions, it is essential for developers to explore
ways to keep them engaged and encourage ongo-
ing transactions on B2C platforms.

CONCLUSION

This study aims to examine the factors that influence Millennial Muslim consumers’ purchase inten-
tions on B2C e-commerce in Indonesia through perceived risk, perceived trust, Perceived site quality,
Enduring involvement, and Situational involvement. The results of this study show that perceived risk,
perceived site quality, and enduring involvement significantly influence perceived trust, while situation-
al involvement negatively affects it. Additionally, enduring involvement, situational involvement, and
perceived trust all have a positive effect on purchase intention, whereas perceived risk undermines it.
Among these factors, enduring involvement stands out as the strongest predictor of purchase intention
in B2C e-commerce.

Millennial consumers are generally more familiar with e-commerce platforms compared to previous
generations. Thus, website quality is the first thing they focus on when they begin searching for infor-
mation. A website that offers a visually appealing and distinct design can leave a lasting impression. It is
also essential for e-commerce platforms to provide comprehensive and detailed information. Millennial
Muslim consumers, in particular, enjoy the process of gathering information on these platforms, and
this ongoing engagement fosters trust and purchase intent. The quality of a well-designed website plays
a crucial role in building that trust.

This research presents important implications for the theory and practice of generational theory and
consumer behavior in e-commerce. While most studies tend to focus on Millennials as a whole, they
rarely explore the impact of religious factors on consumer habits. The findings of this study contribute
to the existing knowledge by examining the consumer behavior of Muslim Millennials within the con-
text of online shopping, specifically in relation to B2C e-commerce platforms.
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