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Abstract
Facebook in one of the online shops indonesia. This study aims to determine the effect of trust and risk perception on consumer purchase intentions on the social media site facebook. Survey in this study is Graha Prima Computer students who know social media sites facebook sampling techniques using insidental sampling method with a sample size of 100 people data collection techniques using a questionnaire.
The results of this study suggest that tust has a positive impact on the intentions of buying consumers online, risk perception has a positive impact on thebuying of consumers online, and together trust and risk perception have a 56% interest in buying consumers..
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Abstrak 
Tujuan penelitian ini untuk mengetahui pengaruh kepercayaan dan persepsi resiko terhadap niat beli konsumen di situs media sosial facebook. Survei dalam penelitian ini adalah mahasiswa Graha Prima Computer yang mengetahui situs media sosial teknik facebook sampling menggunakan metode insidental sampling dengan sampel 100 orang, teknik pengumpulan data menggunakan kuesioner.
Hasil penelitian ini menunjukkan bahwa kepercayaan memiliki pengaruh positif terhadap niat beli konsumen secara online dan persepsi risiko berpengaruh positif terhadap pembelian konsumen secara online. Dan bersama-sama kepercayaan dan persepsi risiko memiliki minat 56% dalam minat beli konsumen. 

Kata kunci: Konsumen, persepsi risiko, minat beli

1. INTRODUCTION 
The development of information technology, with the development and provision of business sara, in the absence of restrictions. The use of social networks is not only limited to the use of information, accessed by means, used as trading on social media or Facebook, businesses with unlimited extent.
Nowadays, people see, if the necessary things are getting more and more with the advancement of technology. The increase is due to the absence of restrictions from individuals. There is an easy access to diverse information, and events, without having to be in place. With its achievements, it takes hours, but for now, information can be obtained in seconds, with the means being the link.
Trading and marketing the use of social networks, providing traditional activities, directly between the parties and bargaining, inspection of which will be purchased directly, up to its use. This internet media allows business activities to be carried out at any time, tapa has to deal with who will buy. This activity is by means of the internet, called e-commerce.
Trade generally, meaning that buying and selling activities, products or services, are carried out continuously, with the direction of their usefulness, the extension of rights, in return, as compensation. The development of business, has become a change from the appropriation of buyers, by regularly doing
business by switching to using social networks, as a result of which there is a convection, on the withdrawal of interest, visits and carrying out purchases of internet media. This availability, with the provision of benefits, without limits, not only in the search for information, but in e-commerce is an activity of buying and selling with social networks (Kotler and Keller;2014).
The development, has changed the business, with the introduction of buyers, who get used to traveling on social media compared to stores, it is said that there is a direct connection without having to come to the store for the desired acquisition, including in Belopa City, South Sulawesi, with a variety of services that become offers.
Belopa is the capital of Luwu Regency which is currently experiencing developments in the economic field. The people in Belopa City are also no less competitive than other cities in South Sulawesi. In addition to them marketing their products online, they also have online marketing methods. Not a few of the Belopa people have online businesses.
Online shops or online businesses are not new, in Belopa City, with their daily lives, using connections or not. As for the definition of an online shop, it is the phase of buying, with services, or selling goods with the internet, between the two parties, not with physical contact, with the depiction offered on the web, then, the buyer can determine his choice, with what he needs, and make a payment, with the seller's bank account, after that, there are mandatory things that the seller does to send what the buyer wants.
Marketplace is a web with store buying and selling facilities, with the same concept as the market, basically the owner has no responsibility for the goods he sells, his task is only to provide a place for sellers who sell by meeting with customers. This is regulated, with the receipt of payemn, then the seller sends the goods that the buyer wants.
The thing that has an impact on the wishes of buyers, with online media, is based on beliefs. Liu et al. (2013) explained, if confidence in where to shop online, is the key to the implementation of buying and selling activities, with confidence, is the foundation of the business establishment, from both parties have mutual confidence by being able to prove.
The Facebook marketplace is a place to buy and sell online where you can find, sell and buy goods, and chat through massengger. It is inevitable, if it is often used to market goods. Trust is a milestone in determining success in the future, by withdrawing intentions from buyers, visiting and transacting, on the site at the Online shop store with confidence, with which people carry it out with online media, attention is the assessment of the store, it can be believed or not, carried out by checking, obtaining answers to the desired goods, their suitability displayed, and explained.
Such beliefs have the effect of reducing uncertainty, with risks. When this assumption arises, the buyer will have a mindset on avoiding to buy, by looking for something else. Risk is defined by subject or personal (Kotler and Keller, 2014). Risks arising from personality, with their arising tendencies, are carried out by not being able to be met directly.
The cause of concern, the form of risk, the loss of money, the impact of sending too long, this fact will have an impact on the buyer's intention to shopping, many dependents are faced. Calm down sellers who are crucial in the implementation of buying and selling, are done to reduce the risk in the face of purchases.
Figure 1
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Online shopping according to researchLiu et al.(2013) in their research buyers who trade with tau as a result, because they cannot touch the goods they want, they are faced with a depiction of the product, the intention of people to buy, which has an impact on their confidence. According to Li and Rusell (2006) the marker, with many re-discussing the goods.
Social networks are media used by users, to sell, it is inevitable if they are used for selling their goods. It takes its form with marketing, powerful advertising and light financing. Goods that are often sold online, have diversity, namely in clothing, vehicles, drinks and others.
Furthermore, Lian and Lin (2008) in their study, showed that people make transactions, by having a sense of confidence, especially from the top of the shop. Based on the above background, researchers are interested in conducting a study with the title "The Effect of Trust and Risk Perception on Online Consumers' Buying Intentions (Case Study On Facebook Social Media Users in Belopa City)".

2. LITERATURE REVIEW 
Trust
Consumer confidence according to Mowen (2002) is the whole insight and owned by the buyer, drawn the outline, which is made by the buyer regarding the product, with its utilization, meaning the product, an organization or its entirety, with the convincing.
Meanwhile, online consumers are attractive, with profit-making media, with conventional behavioral agencies to explore what comes from the buyer's disappearance, it will be a loss of competitiveness.
Trust becomes an individual, depending on the parties involved from the exchange, because people have trust, confidently have reliability and integrity, so it can be said that there is trust. Strategy is all that is viewed with the enforcement that will be carried out, in a direction. The etymological meaning, with the meaning is the same, with a thing, the terminology, regarding the relationship whose meaning is conveyed a message and expressed to others.
Strategy is essentially a plan, on the achievement of an intention, with the relationship being the reference, from the planned relationship. According to effendy, communication strategies, whether big or small will spread, with relationships that are inviting and systemized. Liu et al. (2013) explain, if trust is a sense of confidence in another individual, with opertunist brushing, it is possible that others will behave with trust and fulfillment.
Kotler and Keller (2014) explain, if the business world, is the belief of an organization, with the help and determinants concerned with the results of work, the reach and resolution of problems, with confidence, the creation of a sense of security, the reduction of opinions. Trust has an important role to play in its marketing, with an environment that coerces the search for a wiser way, with trust, if the most crucial thing, in the development of the maintenance of its correlations.
Risk
Risk perception is previously the benefits felt and the ease of use felt before buying a product or service, based on the consumer's purchasing purpose. Pride and Farrel Sangaji and Sopiah (2013) state that risk perception is part of the psychological factors that influence purchasing decisions. Two important reasons why customers don't buy products or services on the internet are the security issues of online shopping and the privacy of personal information.
Risk perception is defined as uncertainty faced by consumers when they cannot predict the consequences when making a purchase decision. There are two important dimensions of points in this definition of risk perception, namely uncertainty and consequences This definition emphasizes that consumers are influenced by perceived risks, regardless of whether the risks actually exist or not.risks that do not exist in consumer perceptions will not affect consumer behavior. Meanwhile, the risk of the cause is considered by a group of people in the verdict, using the market, with the risk, confinement that is an interest.
risk is a precursor factor that gains confidence (Gefen et al., 2003). In trading on the internet, the risk is considered higher than physical trading because of the limited physical contact of consumers with the product, so that consumers cannot perform the product performance before making a purchase.
Purchase Intent
Intentions are things that tend to carry out the enforcement of objects and their relationships. It is considered to be a multivasional liaison, which has an impact on the preparation, by spreading the desire of a person to be willing to try, with the designation of a large number of efforts, in the planning on the personality to carry it out (Kotler and Keller, 2014).
According to Kinnear et al. (2014) Purchase intention is a stage with a tendency to enforce, decide a purchase, carried out, with its differentiators, actual and specialization, by carrying out the opportunity, although form is certainly the benchmark.
Engel et al. (2010) assume, if the buyer's intention is the impulse, the ability of a person, with attention, reasonableness to decision making, with what arises becomes the impulse, which is recorded, with what he needs (Mowen and Oliver, 2006) to be concluded if intention is a question and his reflection of planning. Purchase intentions according to Kotler and Keller (2014) are those that arise after the receipt of goods, their association with those owned, emerging with their personality, and interest in giving with a good response, to offers, which are the reference for rossitary decision-making and percy (2015).

3. RESEARCH METHODS
The survey method is chosen as the primary data source. The survey method focuses on collecting data on respondents who have certain information so as to allow the researcher to solve the problem. Data collection was carried out using questionnaire instruments or questionnaires. Based on the level of explanation, it is classified as associative or relationship research, that is, research to determine causal relationships. Relationship or influence of free variable (X) on variable (Y) Sugiono (2012).
This research uses a quantitative approach with multiple linear regression analysis methods. This analysis is used to look for the influence of two independent variables on the dependent variables. Where the independent variables (X) are Trust (X1) and Risk Perception (X2), while the dependent variables (Y) are purchase intentions. The object of this study was a Facebook social media user in Belopa City who had been given a questionnaire to fill out, then the data obtained was analyzed.

4. RESULTS AND DISCUSSION
Result
Multiple Liniear Regression Analysis
The submission of hypotheses is carried out in accordance with the influence of variable beliefs, perceptions and purchasing intentions. Multiple regression analysis was selected to analyze the submission of hypotheses in this study. The following are the results of multiple regression analysis performed using SPSS16.0 for windows.

Table 1
Coefficients(a)
	

Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	Std. Error

	1	(Constant)
	4.405
	1.524
	
	2.891
	.005

	Kepercayaan
	.417
	.070
	.457
	5.989
	.000

	Persepsi Resiko
	.380
	.070
	.415
	5.427
	.000



From the results of the regression analysis, it can be known that the multiple regression equation is as follows:
Y= 4,405 + 0.417 X1 + 0.380 X2
Based on the equation, it is known that the coeffesient regression Trust (X1), Risk perception (X2) has a positive regression efficiency. This shows that trust (X1) risk perception (X2), has a positive influence on buying intentions (Y).
Discussion
This study aims to determine the influence of knowing the Effect of Trust and Risk Perception on Consumer Buying Intentions online (Case study on Facebook Social media). Table 4.1.shows that 14 respondents aged 17–20 years (14%), 58 respondents aged 21–24 years (58%), 25- 28 years old respondents 28 people (28%). This shows that the majority of those who become repondents aged 21-24 years are 58 people (58%).
Table 4.2 shows that 27 respondents with the male sex (27%) and respondents with the female sex as many as 73 people (73%). This shows that the majority of those who became repondents were female, as many as 73 people (73%).
Table 4.3 shows that respondents were 50 students (50%), 25 self-employed (25%), and 13 private employees (13%), indicating that the majority of respondents were students.
The Effect Of Trust On Buying Intentions
The results showed that the trust variable obtained a calculated value of 5,989 greater than the T tabel    value of 1,984 with a significant value of 0.000 smaller than the significance level of 0.05, this shows that trust has an influence on purchase intentions.
When one party has confidence that the other party involved in the exchange has reliability and integrity, then it can be said that there is trust. Koufaris and Hampton Sosa (2004) state that consumer confidence in e-commerce. is one of the key factors in carrying out buying and selling activities online.critical factor in the stimulant of online transactions. When the higher trust will certainly be used as a measure to grow consumers' buying interest in transacting online, so the higher the trust, the higher the buying interest. This statement is relevant to a study conducted by Rosita (2014) entitled The Effect of Trust and Esecurity Seals on Consumer Purchase Intentions Online: The results of the study stated that the trust variable has a significant effect on consumers' purchasing intentions online.
Trust is considered an important factor and is one of the other relevant research is the research conducted by Nurrahmanto (2015) with the title The Influence of Ease of Use, Shopping Enjoyment, Shopping Experience and Consumer Trust in Consumer Buying Interest on Online Buying and Selling Sites on Facebook social media. The results showed that there was a significant influence between consumer confidence and purchase intentions.
This statement is relevant to a study conducted by Rosita (2014) entitled The Effect of Trust and Esecurity Seals on Consumer Purchase Intentions Online: A Study on Kaspay.com Consumers in Indonesia. The results of the study stated that the trust variable has a significant effect on consumers' purchasing intentions online.
The Effect of Perception on Buying Intentions
The results showed that the trust variable obtained a calculated value of 5.427 was greater than the Ttabel value of 1.984 and a significant value of 0.000 was smaller than the significance level of 0.05, this shows that the perception of risk has an influence on purchasing intentions.
Risk perception is defined by Oglethorpe (2011) as consumer perception of uncertainty and the negative consequences that may be received for the purchase of a product or service. In relation specifically to e- commerce the perception of risk is interpreted as an individual's subjective estimate To suffer losses in receiving the desired result (Pavlou,2003). In the context of online transactions, individuals will tend to see the risks that may arise from the transactions to be made.
The higher perception of risk causes a person to have a higher fear when transacting online. On the contrary, the low perception of risk makes a person not feel afraid in making online transactions. Based on this assumption, it can be concluded that there is a positive influence between the perception of risk on consumers' buying interest.
This is supported by research conducted by Nazar Dan Syahran (2008) with the title The Effect of Privacy, Security, Trust, and Experience on the Intention to Transact Online. The results of the study stated that there was a significant influence between the perception of risk on the intention to transact online. Another relevant research is the research conducted by Haryosasongko (2015) with the title The Influence of Risk Perception, Perception, and Perception of Intention, Online Purchase states that risk perception has a significant influence on online purchase intent.
The Effect of Trust and Risk Perception on Online Consumers’ Purchasing Intentions
The results showed that the trust variable obtained a calculated F. value of 61.686 greater than the Ftable value of 3.09 and a significant value of 0.000 smaller than the significance level of 0.05, this shows that trust and risk perception simultaneously have an influence on buying intentions.
The purchase intention that arises creates a motivation that is constantly recorded in his mind, which in the end when a consumer has to meet his needs, they will actualize what is in his mind (Mowen and Oliver, 2006). It can be said that buying interest is a mental statement from the consumer reflecting on the purchase plan of a number of products with a certain brand and place of purchase.
A factor that affects consumers' purchasing intention to buy a product through online media is trust. Trust is one of the foundations of any business, a business transaction between two or more parties will occur if each party trusts each other. This trust cannot simply be recognized by other parties/business partners, but must be built from scratch and can be proven.
Due to its nature that does not meet directly between buyers and sellers, e-commerce transactions will give rise to different perceptions of risk for everyone. These concerns are common in the form of the risk of losing money, the factor of product delivery time, and the quality of the product it self. This fact will certainly greatly affect consumers' interest in shopping through e-commerce services. Consumers are required to be smarter in evaluating things in more detail when shopping through this service.
The safety factor is also one of the serious issues that Social Media users have to face. The rise of fraud cases that occur in online transactions is certainly a concern for sellers and buyers, it makes buyers and sellers more selective and more careful in making transactions through online media. This result is supported by a study conducted by Syaifudin (2014) entitled "Analysis of the Effect of Privacy, Security and Trust on the Intention to Transact Online on Facebook Social Media" it is known that the variables of privacy, security, and trust have a simultaneous and partial influence on the variables of transaction intent. Another relevant research is a study conducted by Haryosasongko (2015) with the title The Influence of Risk Perception, Convenience Perception, and Benefit Perception on Online Purchase Intentions on Facebook Social Media. The results of the study, by explaining if it has a clear impact on the purchase.



5. CONCLUSION
The regression result obtained the significance value of the trust variable (X1) of 0.000 where the result is smaller than the significance level of 0.05 or (0.000 < 0.05) and when viewed from the Thitung value of 5.989 greater than Ttabel or (5.989 > 1.984), meaning that there is a positive and significant influence between trust in the purchase intention.
	The regression result obtained a significance value from the risk perception variable (X2) of 0.000 where the result was smaller than the significance level of 0.05 or (0.000 < 0.05) and when viewed from the Thitung indigo of 5.427 greater than Ttabel or (5.427 > 1.984), meaning that there was a positive and significant influence between risk perception on purchase intentions.
	The regression results show that the significance value is 0.000 where the result is smaller than the significance level of 0.05 or (0.000 < 0.05) and the Fhitung indigo of 61.686 is greater than Ttabel or (61.686 > 3.09), meaning that there is a positive and significant influence simultaneously between confidence and risk perception of buying intentions.
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