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Abstract: This study aims to analyse the influence of ‘performance
expectancy’, ‘social influence’, ‘price value’, ‘perceived risk’, ‘trust’, and
‘social commerce constructs’ on ‘purchase intention” of social commerce users,
with customer age, online shopping experience, and income as moderating
variables. Data were collected from social commerce users on TikTok,
WhatsApp, Facebook, Instagram, Twitter, Line, and others in the Greater
Jakarta area. Respondents were selected using convenience sampling. The
direct influence between variables and their moderating role were analysed
using structural equation modelling techniques. The AMOS 22 application was
used in this data analysis. Results indicate that performance expectancy, social
influence, price value, perceived risk, and trust influence purchase intention.
Social commerce constructs have been proven not to affect ‘purchase intention’
significantly. Customer age, online shopping experience, and income do not
moderate the relationship among variables.
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1 Introduction

According to the Susenas (National Socio-Economic Survey) survey, Indonesian internet
users in 2022 increased by 62.10% compared to 2021. In 2022, 66.48% of the Indonesian
population used the internet. This high rate of internet usage demonstrates openness to
information and public acceptance of technological advances, as well as a shift towards
an information-based society. The increase in internet users is even higher than the
increase in mobile phone users in the same two years. The mobile phone user in
Indonesia of the year 2022 is about 67.88%, up from 65.87% in 2021.

The increase in internet users supports the development of social media. The
development of social media technology has given rise to a new type of online business
known as consumer-to-consumer social commerce (C-to-C SC). In C-to-C SC,
consumers utilise the features and capabilities of social networking sites (SNS) to support
commercial transactions between users. Products and services are exchanged on various
platforms such as Facebook, Line, Instagram, Twitter, and Pinterest. For example,
Facebook users acting as sellers can use personal accounts to showcase their products,
while Line chat is used to communicate with potential customers. Electronic commerce
between individuals is known as ‘C2C’ (Torres et al., 2021).

The development of social commerce demonstrates that social media plays a crucial
role in shaping consumer behaviour and purchasing intentions through social interactions
and digital information exchange (Guo, 2024; Kour et al., 2025). User engagement and
electronic word of mouth (e-WOM) have been shown to drive purchase intention, while
trust and associated risks, such as privacy and data security, remain key determinants of
online transaction satisfaction (Wang et al., 2024). Furthermore, the formation of digital
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communities and active user participation provide strategic insights into understanding
the dynamics of consumer behaviour on social commerce platforms, particularly in the
consumer-to-consumer context (Fenton et al., 2023; Hirogaki, 2023).

The SC market in Indonesia reached US$8.6 billion in 2022. With an estimated
annual growth of around 55%, the market share is projected to reach US$86.7 billion by
2028. Unlike e-commerce, which is regulated by law, there are currently no regulations
protecting consumers in SC. The weak consumer protection in SC compared to
e-commerce is also related to the lack of a reporting mechanism for buyers who feel
disadvantaged. In Indonesia, e-commerce has an official forum, the Indonesian
E-Commerce Association (idEA), so consumers can report their complaints to idEA.
Meanwhile, social commerce does not have a similar forum.

The unified theory of acceptance and use of technology (UTAUT) model approach is
a technology acceptance model developed by Venkatesh et al. (2003). The UTAUT
combines key elements from eight leading technology acceptance theories into a single
theoretical framework. UTAUT 2 is a theoretical modelling approach developed from the
previous UTAUT model (Venkatesh et al., 2012a).

The UTAUT 2 model was further developed into UTAUT 3 by Farooq et al. (2017).
The conceptual framework used in developing our research model is UTAUT 1, 2, and 3,
with the addition of perceived risk and trust variables. Based on the theory of UTAUT 1,
2, and 3, we used age and experience as moderating variables for these factors. The next
step in the model was to add income as a third moderating variable. Several empirical
studies have been conducted using this model (Siringoringo et al., 2026; Kurnia et al.,
2023; Manrai et al., 2021), yielding diverse findings.

So thus, the objective of this study was identify factors that influence shopping
decision of organic food in social commerce particularly in media social such as Tiktok,
WhatsApp, Facebook, Instagram, Twitter, and Line.

2 Literature review and hypotheses development

2.1 The UTAUT 2 model

The UTAUT 2 is a theoretical model developed from the UTAUT model by Venkatesh
et al. (2012). The UTAUT 2 model combines the key features of eight leading theories of
technology acceptance into a single model. Venkatesh et al. (2003) identified seven
constructs that directly influence behavioural intentions (Bls) or technology use in one or
more of these models. These constructs are performance expectancy (PE), effort
expectancy, social influence (SI), facilitating conditions, attitude toward using
technology, and self-efficacy. Furthermore, four moderators moderate the impact of these
four key constructs on Bls and technology use: gender, age, voluntariness, and
experience.

UTAUT was initially focused on the context of organisational users, while UTAUT 2
was developed for consumer users. UTAUT 2 added new variables such as ‘hedonic
motivation’, ‘habit’, and ‘price value’ (PV) to measure the level of ‘enjoyment’,
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‘usefulness’, and ‘habitual use of technology’ perceived by users (Venkatesh et al.,
2012). The UTAUT has been verified in various technology acceptance studies (Kumar
and Siringoringo, 2026; Anuj et al., 2023; Kurnia et al., 2023; Manrai et al., 2021).

Factors such as PE, effort expectancy, SI, and facilitating conditions play a significant
role in influencing technology adoption, especially in the context of mobile advertising
acceptance (Tan et al., 2025). These factors explain a large portion of the variance in
users’ intentions to accept new technologies, including advertisements delivered through
mobile devices. This finding confirms the importance of considering these factors in the
context of social commerce and shows that the adoption of new technologies is greatly
influenced by both external and internal factors, such as SI and ease of use.

Factors like BI, compatibility, trust, and security also play a crucial role in the
adoption of digital payment technologies. These factors affect consumers’ commitment to
using electronic payments, which aligns with the UTAUT model. Within this model, trust
and perceived cost influence technology adoption, as highlighted by the UTAUT (Jain
et al., 2023).

2.2 Social commerce constructs

Research on SC has adopted a new perspective that combines two main approaches:
traditional views, such as UTAUT and a social media perspective that highlights new
features such as sensory and relational experiences (Abu Shanab and Shoheib, 2021).
Abu Shanab and Shoheib’s (2021) approach emphasises the importance of interactive
experiences. They found an interactive relationship between user engagement and the
influence of friends and other shoppers.

SC adoption depends on the integration of social aspects with e-commerce
technology, allowing users to interact, share reviews, and make transactions within a
single platform. SC integrates social aspects into the purchasing process, emphasising the
importance of trust and social interaction that influence consumer decisions (Hajli, 2015).
SC constructs, with five dimensions derived from previous models or theories (Hajli,
2015), consist of forums and communities, recommendations and referrals, and ratings
and reviews.

Social commerce through social media influencers has become an important part of
marketing strategy. Social media influencers play a role in influencing consumers’
purchasing decisions through social interactions and product recommendations. A study
by Trehan et al. (2026) provides an overview of the role of influencers in shaping buying
behaviour, as well as their impact on corporate image and performance. These findings
are in line with the context of social commerce, where SI through social media plays a
significant role in shaping consumer purchase intentions.

In social commerce, social media enables direct interaction with consumers,
strengthens engagement, and influences purchasing decisions. The integration of social
media with traditional marketing increases brand exposure and enhances user experience,
which ultimately has the potential to drive product purchases (Al-Kuwari, 2024).
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2.3 Purchase intention

Purchase intention acts as a driving factor that drives individuals to utilise technology to
conduct transactions through SC platforms. Several psychological theories and
approaches indicate that consumer’s actual purchase in online shopping platforms is
significantly influenced by their purchase intention. It can be argued that consumers’
desire to make a purchase is the primary driver of SC use (Andijani and Kang, 2022).

The role of purchase intention in consumer behaviour (Kurnia et al., 2023;
Siringoringo et al., 2026), or technology acceptance (Shard et al., 2023; Jauhari et al.,
2025) has been proven significantly. Online purchase intention can be understood as a
consumer’s level of willingness to conduct transactions through digital media.
Furthermore, this intention also reflects the likelihood of someone purchasing a product.
In general, intention refers to the initial elements that trigger and drive consumer action
in purchasing goods or services. In the context of online shopping, consumer purchasing
behaviour is significantly influenced by how they make decisions regarding the products
or services they choose to purchase online (Yin et al., 2019). Therefore, understanding
consumer purchasing intentions is crucial for improving a company’s financial
performance and gaining a competitive advantage in the market (Ali et al., 2020).

Research by Alkhasawneh et al. (2025) shows that social media influencer
characteristic, such as credibility and the influencer’s relationship with their audience,
influence consumer engagement on social media platforms, especially Instagram, which
in turn affects purchase intention. Other factors, such as social interaction and product
recommendations by influencers, can also impact purchase intention.

Research by Kumar and Walia (2025) indicates that brand trust has a significant
effect on purchase intention. In the context of social commerce, trust becomes a key
factor that drives consumers to make a purchase. These findings suggest that consumers
are more likely to buy products from brands they trust. In this study, the trust variable
plays a role in influencing purchase intention for green products.

2.4 Hypothesis development

According to Venkatesh et al. (2003), ‘PE’ is a user’s expectation that a system will assist
and improve their performance. PE can be identified through consumer perceptions of the
benefits obtained when using social media for shopping activities. The greater the level of
efficiency offered by social media, the more likely consumers are to choose it as a
shopping tool (Dakduk et al., 2020).

SC is equipped with various features designed to facilitate the shopping process, such
as product demonstrations, user reviews, and live customer service. The presence of these
features contributes to forming positive consumer attitudes and increasing adoption of SC
(Huang, 2023). SC has various features designed to simplify the consumer shopping
process, such as product demonstrations, user ratings, and live customer support
(Vatanasakdakul et al., 2023). These features are designed to improve user attitudes and
adoption of SC.

Poureisa et al. (2024) stated that PE had no significant effect on purchase intention
when purchasing organic food through Instagram SC in Iran. Therefore, the hypothesis in
this study is:

H1 °PE influences purchase intention’.
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SI, as defined by Venkatesh et al. (2003), is described as the extent to which an
individual perceives that significant others believe they should use a new system.
According to Oloveze et al. (2022), SI is the extent to which an individual’s belief in
adopting a behaviour is driven by the expectations of others and their adherence to those
expectations. According to Sonia et al. (2024), SI is the impact of external elements, such
as family, friends, and people with close relationships with the user, in influencing an
individual to adopt a particular technology. Migliore et al. (2022) showed that SI has a
positive and significant effect on consumer BI to adopt mobile payments in Jordan.

Suresh and Latha (2022) found that SI significantly influences BI to adopt
m-commerce among rural Indian consumers. Dakduk et al. (2020) found that SI had no
significant effect on BI to use m-commerce among low-income consumers in Ecuador.
Therefore, the hypothesis in this study is:

H2 ‘Sl influences purchase intention’.

PV describes the comparison between the benefits obtained by users and the costs
incurred by using the technology (Venkatesh et al., 2012). Perceived PV refers to the gap
between the perceived price and the benefits obtained by consumers. The price paid
should be commensurate with the value or benefits perceived by users.

In the context of technology adoption, PV is a crucial factor because consumers tend
not to immediately purchase technology-based products without first experiencing their
benefits (Migliore et al., 2022). If the benefits perceived to outweigh the price paid, PV
will positively influence BI to adopt technology (Lavanya et al., 2022). This concept
refers to consumers’ cognitive decisions between perceived benefits and the costs of
using various applications. This can include device costs, data costs, and various service
fees. Therefore, usage behaviour tends to increase when consumers perceive that the
benefits of the technology they use outweigh the costs. Theoretically, PV stems from the
concept of PV (Gharaibeh et al., 2020).

Andijani and Kang (2022) stated that PV significantly influences PI in SC use by
women in Saudi Arabia, particularly among the younger and older age groups. Research
by Abu Shanab and Abu-Shanab (2022) showed that perceived PV was the most
influential factor in shaping the consumer intention to purchase through SC in Qatar.
Sanchez et al. (2020) showed that PV had no significant effect on BI in using online
recommendation systems among e-commerce consumers in Spain. It is clear that the
effect of PV on Bl is still contradictory. Therefore, the hypothesis in this study is:

H3 ‘PV influences purchase intention’.

Risk perception (RP) in marketing refers to the level and type of risk consumers perceive
when considering a purchase. In the context of online shopping, consumers often
perceive higher risks due to the use of modern information technology, which may make
them more reluctant to make purchases (Ali et al., 2020). When consumers face high
levels of risk, they tend to adopt risk mitigation strategies such as utilising warranties,
seeking recommendations from trusted sources, considering the service provider’s
reputation, and accessing relevant information. Without a system capable of limiting the
potential risk of unscrupulous seller behaviour, consumers will be reluctant to make
online purchases (Halbusi et al., 2022).

Eneizan et al. (2019) stated that perceived risk has a negative and significant effect on
consumer BI to use mobile marketing in Jordan. Yin et al. (2019) stated that PR does not
significantly influence PI among SC users in France and China. Research in these three
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countries shows different results. It indicates the need to propose this hypothesis in this
study:

H4 ‘Perceived risk influences purchase intention’.

According to Rahman et al. (2020), ‘trust’ is defined as a user’s belief that promises
made by an SC platform will be kept, indicating the extent to which users believe in the
reliability of the SC site. In an SC environment characterised by intense competition and
high reliance on online interactions, trust serves as a key foundation for platforms and
businesses to build and maintain long-term relationships with users. In the context of SC,
‘trust” means perceiving the words, comments, or recommendations of other users as
reliable and trustworthy. Research shows that this trust develops gradually through online
interactions and consistent use of social platforms (Aref, 2024).

Shoheib and Abu-Shanab (2022) demonstrated that ‘trust’ has a positive and
significant effect on user intention to transact through SC in Qatar. Whilst Sonia et al.
(2024) stated that ‘trust’ does not significantly influence BI to use mobile SC among
users in Indonesia. Those studies show different results that need to be validated in this
study. Thus, the fifth hypothesis is:

HS5 ‘Trust influences purchase intention’.

Andijani and Kang (2022) showed that SC constructs have a significant influence on PI
among Saudi consumers using SC. A similar phenomenon may apply to Indonesia SC
users. Therefore, the hypothesis in this study is:

H6 ‘SC constructs influence purchase intention’.

Puriwat and Tripopsakul (2021) stated that age moderates the effect of PE on BI, with
younger users having a higher perceived usefulness of using social media for business
than older users in Thailand. But Sabri Alrawi et al. (2020) found that age did not
moderate the effect of PE on BI, so age differences do not change the level of influence
of perceived usefulness on user intention to adopt mobile commerce services in Malaysia.
This fact drives the need to validate this hypothesis:

H7 ‘Customer age moderates PE on purchase intention’.

Andijani and Kang (2022) found that Customer age moderates the effect of PV on PI
among Saudi consumers using SC. A similar result may apply in the Indonesian SC
context. Therefore, we propose this hypothesis:

H8 ‘Customer age moderates PV expectancy on purchase intention’.

Andijani and Kang (2022) found that ‘online shopping experience’ moderates the effect
of PV on PI among Saudi consumers using SC. A similar result may apply in the
Indonesian SC context. Therefore, we propose this hypothesis:

H9 ‘Online shopping experience moderates PV on purchase intention’.

Abegao Neto and Figueiredo (2023) showed that income moderates the effect of PE on
PI. Whilst Sabri Alrawi et al. (2020) results on mobile commerce users in Malaysia
showed that income did not moderate the effect of PE on BI, so differences in income did
not change the strength of perceived usefulness in driving mobile commerce adoption
intention. This inconsistent result motivates the tenth hypothesis as follows:
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H10 ‘Income moderates PE on purchase intention’.

The role of income as the moderator of the effect of PR on PI is yet inconsistent.
Abegao Neto and Figueiredo (2023) found that income has a significant moderating role
on the effect of PR on PI. Whilst a study by Sabri Alrawi et al. (2020) on mobile
commerce users in Malaysia showed that income did not moderate the effect of PR on BI,
indicating that income differences did not significantly affect perceived risk. This
phenomenon stimulates the following hypotheses:

H11 ‘Income moderates perceived risk on purchase intention’.

The research model proposed in this study is based on the UTAUT2 framework, which
has been widely used to examine consumer adoption of technology. In the context of
consumer-to-consumer social commerce, this model is extended by incorporating social
commerce constructs, perceived risk, and trust, representing the social dimension, risk
uncertainty, and trust in purchasing through social commerce.

Furthermore, the variables customer age, online shopping experience, and income are
used as moderating variables in this study to examine differences in influence across
consumer groups. This conceptual framework is expected to provide an in-depth
understanding of how purchase intention is formed in the context of social commerce in
the Greater Jakarta area.

These 11 hypotheses are depicted in the research model shown in Figure 1.

Figure 1 Research model
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3 Research methodology

3.1 Instrument

The theoretical constructs used in this study are measured and operationalised using
validated questionnaires adapted from previous studies. A five-point Likert scale was
chosen as the response format in this study, where a value of 1 indicates ‘strongly
disagree’ and a value of 5 indicates ‘strongly agree’. Table 1 shows the variable
operationalisation of the research variables.

3.2 Data collection

Data was collected through an online questionnaire or Google Form from SC users on
TikTok (16%), WhatsApp (41%), Facebook (7%), Instagram (22%), Twitter (10%), and
Line (5%) in the Greater Jakarta area. The questionnaire was developed by referring to
various journals that provide indicators and statement items that have been tested for
validity, reliability, and relevance based on the context of SC research.

The questionnaire consisted of three main sections. The first section contained
exclusion criteria questions aimed to determine whether respondents were SC users and
the extent of their use. The second section collected respondents’ demographic data,
including gender, domicile, age, highest education level, occupation, frequently used
social media, selected product categories, online shopping experience, income, and
estimated number of SC purchases per month. The third section focused on measuring
independent variables such as PE, SI, and PV, PR, ‘trust’, and ‘purchase intention’.

The data measurement method used in this study was the Likert scale. According to
Rahman et al. (2020), this scale was first developed by Rensis Likert in 1932 to measure
public attitudes and remains the most popular in measuring perception research. This
scale provides positive rating options ranging from strongly agree (5), agree (4),
somewhat agree (3), disagree (2), to strongly disagree (1). Furthermore, negative
gradations are available, ranging from strongly agree (1), agree (2), somewhat agree (3),
disagree (4), to strongly disagree (5).

According to Kline (2016), the absolute minimum sample size for a simple SEM
model is 200. Furthermore, for consumer subjects with 45 statement items, the required
sample size for this study is 45 X 10 = 450 samples to represent a portion of the
population using SC applications such as TikTok, WhatsApp, Facebook, Instagram,
Twitter, Line, and others in the Greater Jakarta area.

This study involved 450 respondents, most of whom were male (322 respondents or
equal to 72%), and 141 (31%) resided in Depok. The majority of respondents were aged
21-30 (206 respondents, equal to 46% of respondent), had a bachelor’s degree of 211
respondents, 47%), and worked as private sector employees as much as 258 respondents,
57%). In terms of user experience, the majority of respondents (211 respondents) had
used SC for 1-3 years (47%). Furthermore, respondents generally had a monthly income
in the range of Rp 1,000,000—Rp 5,000,000, with 219 respondents, 48%). These findings
indicate that SC users in Greater Jakarta are predominantly productive age groups with
high levels of education, middle incomes, and considerable user experience. The
complete respondent profile can be referred to Table 2.
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Variable operationalisation

Table 1
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Variable operationalisation (continued)

Table 1

"Aypromisna) A[[eIoudS e SUOIEPUSWILIOI  SPUSLY AUl [99) |
'sojepdn snyeys Awr ut ‘sojoyd se yons ‘uonjewriojur jeuosiod oreys
0) SUI[[IM dJe PUB SINIUNWIIOD PUE SWNIOJ Ul SPUSLY AW Isn) |

"Aypromisnny

QJe SO IUNUWIIO PUE SWINIOJ SNOLIBA Ul SPUSLY AW [99] | ‘[[eI9AQ
o[qetfar

9Q 0} SONIUNUILIOD PUE SWNIOJ SNOLIBA UT SPUALY AW JOPISUOD |

‘(107 ‘11feH) SUOISIOOP JoWINSUOD Furoudnjul ut
UOT)ORIDIUI [BI00S pue Jsn1) Jo oouelrodur oy Sursiseydurd ‘ssoooxd
Surseyoand oty ojur s100dse [e100s $91LITOIUT IISWUIOD [BID0S

‘urtojye[d o[SUIS € UM SUOTIOBSURI) OJBW PUB ‘SMOIIAI dIRYS $1oN1SU0d
"Jsouoy oq 0} pud} )oeIoUI 0} SI9SN SUIMO[[E ‘A30[OUL09) JOIAUWIUI0D- [}IM s)dadse 90JoUIO0d
[RUIPIQ  SONIUNWIWIOD PUE SWNIOJ SNOLIBA UI SPUSLY AW yuIy) | ‘[e1ousl uf [e100S JO UONRIZAIUI SY) UO SAI[I I0ISWWOD [e100s Jo uondope oy, [e100g 9
‘Aypromisnn axe (*030 ‘ddysyeyp
‘wreIde)su] 00qaoe,] ‘X YOI St Yons) s9)Is 90IOUWIO0D [BI00S
2In00s eyep [euosiod Awr
Surdooy] Jo uorssaxdwr 9AnISOd B SOAIS 9IS 9OIOWIOD [BIOOS O],
‘ejep Jeuosiod
Awr Jo K)11no9s oy} soojueIenS 9)1S 90IOUIIOD [RID0S oY) Jey]) ISn) |
Juowagpnl 1s9q I1oy)
9q 01 9)IS 2JIAWIWOD [B100S Y} Aq papiaoid ao1Ape oY) 109dxd | “(¥20T Jo1V)
. surtiojied [B100S JO SN JUSISISUOD PUE SUOIIOBIIIUT SUI[UO YFnoIy)
9IS ADISUIIOD [2100S SY) JO AISIUOY 91} INOqE SIQNOP OU ALY | Aqrenpeisd sdofoAop jsnI) SIY} JeY) SMOYS [OTedSOY "AY)IomIsnI)
"Aypromisnay pue 9[qRI[a S SIOSN IOYJ0 JO SUONEPUSUWILIONDT JO ‘SJUSUIUIOD
[eurpIQ 9q 0} Ao 91k 9JIS OOIOUILIOD [BID0S Y} Aq opeu sastwioxd o], ‘spiom oY) SurA1o01od 0) SIOFOT IS} “OOIOUILIOD-S JO JXIU0D Y] U] Jsnay, S
A3su19q 03 sdde
eIpoW [€100s y3noayy A3oaarp Juryiowos Juiseyoind IopIsuod |
-ouoyd
Aw uo sdde erpaw [eroos ygnoayy Apoaarp Surseyoind uaym
e)Ep UONOESUET) [RU0SIod AUI 93S [[IM SIOYIO IR} POUIIOUOD WE |
. (020 T8 19 1Y) ouljuo soseydInd oxew 0) JuL)on[oI 910Ul WY}
auoyd Aur uo MM% EvME ﬁm_omm yanorg wEEoMSm swseyond oyewr Aew yorym ‘A30[0ulo9) UOTJEWLIOJUT WIOPOW JO SN oY) 0) anNP
usym 1938315 9q 0] ASUOU SUISO] 10} [ERUN0C JY} ISPISUOD | SYSLI 19y3 1y 9A10010d uoyo s1ownsuod ‘Surddoys surjuo Jo 1xojuod
-ouoyd Awr uo sdde erpour [eroos ysnoyy ot uf ~oseyoind € Sunjewr SULIOPISUOD UIYM JAT00I0d SIOWNSUOD St
eurpiQ Apoamnp Surseyornd usym sYSLI JUBDYIUSIS 2q 0} I} JOPISUOD | S11 Jo 2dK) pue [9A9] 93 03 SI9Jo1 FUNINILW UT YSLI PAAIIIdJ PoAIdIIO] ¥
'$11JOUSq PUB SIOUSTUIAUOD
Auew SIOJJO IS WOISAS 90IOWIWOD [RIO0S dY) ‘SooLid JuaLINo 1y "(120T ‘znqIno pue uejdesy) woiss
) MOU 9y} SuIsn WO pauleIqo sIJouaq oY) Yim wajsAs siy) Sursn
3 oﬁwﬁzo&w ol Eouw@nm 901aLULOd JO S1509 [eroueuly oY) dredwoo AJ[ejust Aet SYUSI[O ‘DI0JOIY],
[BI20S o1} SUIST PosE(dINd S391AI08/SPO0S 10} §1S00 OYL *SJUSI[O UO S1SOJ [eIouRUl 1918313 9sodwil ued A30[0uyod) Jo asn Ay,
‘parayyo sooud oY) YIm 9)eINSUSWIIOD (Z10T 18 12 ysayeyud A ) ASo[ouyo9) 9y} Jursn Aq PaLINOUI SISO oY)
[eurpIQ ST WPJSAS 90IUIIOD [BIOOS YY) UI SO91AIdS/SPooT Jo Afenb oy, pue s1osn £q paure)qo s)jousq o) UddM)oq [9Ad] uostredwrod oy, onjeA 9oL I
2]pog A0oIpuy UOIULDP pUD 22UD.LD[DY 2]qp14D4 ‘ON




Z.A.H. Lubis et al.

12

Variable operationalisation (continued)

Table 1
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Table 2 Respondent’s demographics

Frequency Percent
Gender
Male 322 72
Female 128 28
Total 450 100
Domicile
Depok 141 31
Jakarta 94 21
Bogor 58 13
Tangerang 71 16
Bekasi 86 19
Total 450 100
Age
<20 year 90 20
21-30 year 206 46
3140 year 137 30
> 40 year 17 4
Total 450 100
Academic qualification
Elementary 0
Senior School 28
High School 135 30
Diploma 76 17
Bachelor 211 47
Magister 0 0
Doctoral 0 0
Total 450 100
Occupation
Private staff 258 57
Entrepreneur 12 3
Student 163 36
Freelance 6 1
Housewife 11 3
Public service 0 0
Others 0 0
Total 450 100
Duration of use
<1 year 36 8

1-3 year 211 47
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Table 2 Respondent’s demographics (continued)

Frequency Percent

Duration of use

3-5 year 203 45

> 5 year 0 0

Total 450 100
Income

<Rp 1.000.000 42 9

Rp 1.000.000-Rp 5.000.000 219 48

Rp 6.000.000—Rp 10.000.000 132 29

> Rp 10.000.000 57 13

Total 450 100

4 Data analysis and results

4.1 Confirmatory factor analysis (CFA)

The measurement model was tested to ensure the validity and reliability of the
instruments used. Construct validity analysis was conducted by reviewing convergent
validity and discriminant validity. The purpose of construct validity analysis is to assess
whether the indicator items related to a construct are truly capable of measuring the
construct as predicted. Convergent validity was evaluated through item loadings and
average variance extracted (AVE).

The CFA model for the measurement has been tested for validity and reliability,
based on the results of AMOS-SEM modelling are shown in Figure 2. Based on the CFA
model results above, the item loadings, CR, and AVE results are presented in Table 3.

Table 3 Item loadings, CR, and AVE

Construct Item Loadings CR AVE
Performance expectancy PE1 0.782 0.928 0.589
PE2 0.777
PE3 0.753
PE4 0.755
PES 0.736
PE6 0.774
PE7 0.724
PES 0.771
PE9 0.829
Social influence SI1 0.725 0.901 0.533
S12 0.760
S13 0.715

S14 0.758
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Table 3 Item loadings, CR, and AVE (continued)

Item Loadings CR AVE
Social influence SIS 0.757 0.901 0.533
S16 0.749
S17 0.709
SI18 0.662
Price value PV1 0.861 0.793 0.563
PV2 0.697
PV3 0.680
Perceived risk PR1 0.618 0.845 0.579
PR2 0.785
PR3 0.843
PR4 0.779
Trust TR1 0.638 0.856 0.500
TR2 0.795
TR3 0.689
TR4 0.626
TR5 0.771
TR6 0.703
Social commerce constructs FK1 0.730 0.938 0.558
FK2 0.800
FK3 0.745
FK4 0.682
RR1 0.754
RR2 0.772
RR3 0.797
RR4 0.712
PU1 0.722
PU2 0.765
PU3 0.731
PU4 0.745
Purchase intention PI1 0.671 0.773 0.532
PI2 0.733
PI3 0.781
PR3 0.843
PR4 0.779

According to Kline (2016), CFA is considered adequate if the factor loading is > 0.50
(ideal > 0.70), AVE > 0.50, and CR > 0.70. The results in Table 2 show that all indicators
have loadings > 0.50, with some even > 0.70, thus strongly representing the construct. All
constructs have CR > 0.70, indicating good reliability. An AVE value > 0.50 for each
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construct confirms convergent validity (the construct explains > 50% of the indicator’s
variance). Thus, the measurement model meets the criteria for validity and reliability.

Figure 2 CFA model (see online version for colours)
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4.2 Hypothesis testing

After the model’s fit has been tested and the data meet the assumption of normality, the
next step is to test the research hypothesis. Analysis is conducted using SEM by
examining the regression coefficient values in the regression weights table. Significance
is determined based on a p-value < 0.05, while causality is tested by reading the critical
ratio (CR) value, which is equivalent to a t-test in regression. The results of the
hypothesis testing are presented in Table 4.

The results of the hypothesis testing, based on Table 4, show that ‘trust’ has the
strongest influence on PI (4= 0.307; p < 0.000), followed by PV (8= 0.280; p < 0.000),
SI (= 0.202; p < 0.000), and PE (£ = 0.115; p = 0.031). Our results show that PR
decreases PI (f = —0.189; p = 0.000). In contrast, SC Construct had no effect on PI
(8=0.036; p=0.487).

Table 4 Hypothesis test result

Hypothesis Estimate S.E. C.R. P value Description
PI — PE 0.115 0.031 2,210 0.027 Significant
PI « SI 0.202 0.035 3,798 0.000 Significant
Pl — PV 0.280 0.031 4,684 0.000 Significant
PI — PR -0.189 0.048 3,472 0.000 Significant
PI — TR 0.307 0.049 5,256 0.000 Significant
PI «— SCC 0.036 0.035 0.696 0.487 Not significant

4.3  Moderation effect

According to Kline (2016), a moderator serves as a variable that strengthens, weakens, or
changes the direction of the influence between two other variables in a structural model.
A moderation effect is considered present if the path from the interaction variable (XxM)
to the dependent variable is statistically significant. Indexes used in validating the
moderation role are:

1  Critical ratio > +1.96
2 p-value <0.05.

The results of the moderation hypothesis testing are presented in Table 5.

Table 5 Moderation result

Moderation path Estimate S.E. C.R. P value Description

PI «— PE x CA 0.024 0.043 0.555 0.579 Not significant
PI — PV xCA -0.059 0.041 -1,381 0.167 Not significant
PI — PV x OSE 0.065 0.044 1,540 0.124 Not significant
PI «— PE x INC —0.058 0.045 -1,284 0.199 Not significant
PI «— PR X INC 0.029 0.044 0.641 0.521 Not significant

The results of the hypothesis testing based on Table 4 indicate that the interaction
variables PE X Customer age, SI X Customer age, PV X Customer age, PV X Online
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shopping experience, PE x Income, and PR X Income do not show a significant
moderating effect, with a p-value greater than 0.05.

5 Discussion

The influence of PE on PI aligns with research conducted by Andijani and Kang (2022),
which found that PE significantly influences PI. Research by Gharaibeh et al. (2020)
showed that the greatest impact on intention to use mobile commerce was found in PE.
Therefore, consumers’ use of SC indicates that using digital SC systems provides a more
valuable and profitable shopping experience, which can increase purchase intention.

The influence of SI on PI aligns with research conducted by Suresh and Latha (2022),
which found SI to be a significant antecedent factor in BI. Thus, consumer use of SC
indicates that long-time consumers believe that making purchases through SC systems
gives the impression of being modern and trend-following consumers, which can increase
PIL

PV has been found to influence PI. This aligns with research by Andijani and Kang
(2022), which found that PV significantly influences PI. Research by Shoheib and
Abu-Shanab (2022) indicates that perceived PV is the most influential factor in forming
consumer intention to purchase through SC in Qatar. Therefore, consumers using SC
perceive that the quality of goods/services in the SC system matches the price offered,
which can increase purchase intention.

The result indicates an influence of PR on PI. This aligns with research by Yao et al.
(2023) stated that PR significantly influences continued intention. Research by Rahman
et al. (2020) found a significant relationship between PR and user intention to use SC.
Therefore, consumers using SC consider that purchasing something directly on a social
media application is likely to be low risk. Therefore, existing consumers still consider the
perceived low risk. Therefore, existing consumers will continue to make purchases,
which can increase purchase intention.

The ‘trust’ variable influences ‘purchase intention’. This is in line with research by
Yin et al. (2019), which found that trust has a significant influence on PV. This is further
supported by the research by Ali et al. (2020), which showed a direct positive impact
supported by trust on purchase intention. Therefore, existing consumers using SC
perceive the promises made by SC sites as highly trustworthy, which in turn increases
their purchase intention.

The results of the SC constructs variable showed no effect on PV, thus contradicting
the research of Andijani and Kang (2022), which showed that SC constructs significantly
influence PI. Therefore, existing consumers using SC indicated that forums and
communities, reliable recommendations and referrals, and trustworthy ratings and
reviews are not strong enough to increase purchase intention. Therefore, for existing
consumers, those factors do not directly drive purchase intention.

Customer age did not show a moderating effect of PE on PI. This is inconsistent with
research conducted by Puriwat and Tripopsakul (2021), which found that age moderates
the effect of PE on PI. Therefore, consumers with long-term purchases using SC
experience the same value and benefit in driving purchase intention no matter of the age
differences. Therefore, the age differences of long-term purchasers neither strengthen nor
weaken this relationship, indicating that ‘PE’ is an important factor perceived equally
across all age groups.
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Customer Age did not show a moderating role in the relationship between PV and PI.
This is inconsistent with research by Andijani and Kang (2022), which found that
customer age moderates the effect of PV on PI. Thus, the entire age range of old
purchasing consumers in using SC feels the level of quality of goods/services in the SC
system according to the price offered, so the age of old buyers does not strengthen or
weaken the relationship, which indicates that ‘PV’ is an important factor that is perceived
equally across all age ranges.

The online shopping experience did not show any moderating role on the effect of PV
on PI. This is inconsistent with research by Andijani and Kang (2022) that found that
‘online shopping experience ‘moderates the relationship between PV and PI. This may
indicate that, based on the online shopping experience of long-time consumers using SC,
they perceive the quality of goods/services in the SC system as commensurate with the
price offered. Therefore, the online shopping experience of long-time consumers neither
strengthens nor weakens this relationship, indicating that PV is independent of user
experience.

Income did not show any moderating role on the effect of PE on PI. This is
inconsistent with research by Abegao Neto and Figueiredo (2023), which showed that
income moderates the effect of PE on PI. Thus, both low-and high-income consumers
equally perceived the use of digital SC systems as providing a more valuable and
profitable shopping experience. It means income level neither strengthened nor weakened
the influence of ‘PE’ on ‘purchase intention’, indicating that ‘performance expectancy’ is
independent of consumer income level.

Our result does not indicate a moderating role of income on the effect of PR on PI.
This is inconsistent with research by Abegao Neto and Figueiredo (2023), which
indicates a significant moderating role on the relationship between PR and PI. Consumers
at all income levels share the same perception that purchasing activities on social media
platforms are relatively safe and trustworthy, so risk factors do not act as a barrier to
driving purchase intention. Therefore, income level neither strengthened nor weakened
the influence of ‘perceived risk’ on ‘purchase intention’, indicating that ‘perceived risk’
is independent of consumer income level.

6 Conclusions, implications, and future research

Based on the findings, for old buyers, the social commerce construct has no effect
on the purchase intention. The customer age does not indicate a moderating effect of the
relationship between ‘PE’, ‘SI’, and ‘PV’ and ‘purchase intention’. Also, ‘online
shopping experience’ does not show a moderating effect on the relationship between
‘PV’ with other factors. Consumer income does not show a moderating role on the
relationship between ‘performance expectancy’ and ‘perceived risk’ and ‘purchase
intention’.

The implications of this research are that it can benefit companies using ‘social
commerce platforms’ in the Greater Jakarta area. Industries that use social commerce
platforms in their product marketing can use the results of this study to evaluate and
understand their consumer behaviour. Furthermore, the results of this study can serve as a
reference for ‘social commerce platforms’ in the Greater Jakarta area to create
communities that enable consumers to engage in interactions with similar interests,
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thereby increasing purchase intentions and consumer engagement. These results can also
be used as guidelines for improving service systems to enhance the user experience.

This study is limited to UTAUT 2 factors and moderating factors only age, shopping
experience, and income. For future researchers, the results of this study, which show an
insignificant relationship, actually open up opportunities for further research to explore
other factors that may influence ‘social commerce ‘consumer behaviour, such as using
UTAUT 3. Hedonic motivation and habit variables that are included in UTAUT 3 may
play an important role in shaping the ‘social commerce’ behaviour.

In line with that, hedonic motivation and habit may show a strong effect on ‘social
commerce’ consumers when a female is the subject. Therefore, using gender as a
moderator to propose a model perhaps will bring different results.
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