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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 (BIs) 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 BIs 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 ‘SI 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. 
Sánchez 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 BI 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 



   

 

   

   
 

   

   

 

   

    Empirical study of consumer-to-consumer social commerce users 7    
 

    
 
 

   

   
 

   

   

 

   

       
 

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: 

H5 ‘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 × 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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Table 1 Variable operationalisation 
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1 
Pe

rfo
rm

an
ce

 
ex

pe
ct

an
cy

 
(P

E)
 

V
en

ka
te

sh
 e

t a
l. 

(2
00

3)
 d

es
cr

ib
ed

 P
E 

as
 h

ow
 m

uc
h 

th
e 

ap
pl

ic
at

io
n 

of
 te

ch
no

lo
gy

 in
 v

ar
io

us
 a

ct
iv

iti
es

 w
ill

 b
en

ef
it 

co
ns

um
er

s. 

9 
U

sin
g 

a 
so

ci
al

 c
om

m
er

ce
 d

ig
ita

l s
ys

te
m

 p
ro

vi
de

s m
e 

w
ith

 a
 m

or
e 

va
lu

ab
le

 a
nd

 p
ro

fit
ab

le
 sh

op
pi

ng
 e

xp
er

ie
nc

e.
 

O
rd

in
al

 

1 
Pe

op
le

 in
 m

y 
so

ci
al

 c
irc

le
 in

flu
en

ce
 m

e 
in

 m
ak

in
g 

pu
rc

ha
se

s 
th

ro
ug

h 
di

gi
ta

l s
oc

ia
l c

om
m

er
ce

 sy
ste

m
s. 

2 
Pe

op
le

 w
ho

 a
re

 im
po

rta
nt

 to
 m

e 
re

co
m

m
en

d 
us

in
g 

so
ci

al
 

co
m

m
er

ce
 sy

ste
m

s. 
3 

I u
se

 so
ci

al
 c

om
m

er
ce

 sy
ste

m
s b

ec
au

se
 m

os
t o

f m
y 

co
-w

or
ke

rs
 

do
. I

 fe
el

 th
at

 m
y 

de
ci

sio
n 

to
 p

ur
ch

as
e 

th
ro

ug
h 

so
ci

al
 c

om
m

er
ce

 
sy

ste
m

s a
lig

ns
 w

ith
 th

e 
ha

bi
ts 

of
 th

os
e 

ar
ou

nd
 m

e.
 

4 
I r

ec
og

ni
se

 th
at

 p
ur

ch
as

in
g 

th
ro

ug
h 

so
ci

al
 c

om
m

er
ce

 sy
st

em
s h

as
 

be
co

m
e 

pa
rt 

of
 th

e 
sh

op
pi

ng
 c

ul
tu

re
 in

 m
y 

co
m

m
un

ity
. 

5 
I f

ee
l t

ha
t m

y 
de

ci
sio

n 
to

 p
ur

ch
as

e 
th

ro
ug

h 
so

ci
al

 c
om

m
er

ce
 

sy
ste

m
s r

ef
le

ct
s m

y 
ad

he
re

nc
e 

to
 d

ig
ita

l l
ife

st
yl

e 
tre

nd
s. 

6 
I b

el
ie

ve
 th

at
 p

ur
ch

as
in

g 
th

ro
ug

h 
so

ci
al

 c
om

m
er

ce
 sy

ste
m

s g
iv

es
 

th
e 

im
pr

es
sio

n 
th

at
 I 

am
 a

 m
od

er
n 

an
d 

tre
nd

-fo
llo

w
in

g 
co

ns
um

er
. 

2 
So

ci
al

 
in

flu
en

ce
 

(S
I) 

V
en

ka
te

sh
 e

t a
l. 

(2
00

3)
 d

es
cr

ib
ed

 S
I a

s t
he

 e
xt

en
t t

o 
w

hi
ch

 a
n 

in
di

vi
du

al
 p

er
ce

iv
es

 th
at

 im
po

rta
nt

 o
th

er
s b

el
ie

ve
 th

at
 th

ey
 sh

ou
ld

 
us

e 
th

e 
ne

w
 sy

ste
m

. 

7 
Fo

r m
e,

 p
ur

ch
as

in
g 

th
ro

ug
h 

so
ci

al
 c

om
m

er
ce

 sy
ste

m
s i

s p
ar

t o
f 

ho
w

 I 
de

m
on

str
at

e 
m

y 
so

ci
al

 id
en

tit
y 

w
ith

in
 m

y 
co

m
m

un
ity

. 

O
rd

in
al
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Table 1 Variable operationalisation (continued) 

 

N
o.

 
Va

ri
ab

le
 

Re
fe

re
nc

e 
an

d 
de

fin
iti

on
 

In
di

ca
to

r 
Sc

al
e 

3 
Pr

ic
e 

va
lu

e 
Th

e 
co

m
pa

ris
on

 le
ve

l b
et

w
ee

n 
th

e 
be

ne
fit

s 
ob

ta
in

ed
 b

y 
us

er
s 

an
d 

th
e 

co
st

s 
in

cu
rr

ed
 b

y 
us

in
g 

th
e 

te
ch

no
lo

gy
 (V

en
ka

te
sh

 e
t a

l.,
 2

01
2)

. 
Th

e 
us

e 
of

 te
ch

no
lo

gy
 c

an
 im

po
se

 g
re

at
er

 fi
na

nc
ia

l c
os

ts
 o

n 
cl

ie
nt

s. 
Th

er
ef

or
e,

 c
lie

nt
s 

m
ay

 m
en

ta
lly

 c
om

pa
re

 th
e 

fin
an

ci
al

 c
os

ts
 o

f 
us

in
g 

th
is

 s
ys

te
m

 w
ith

 th
e 

be
ne

fit
s 

ob
ta

in
ed

 fr
om

 u
si

ng
 th

e 
ne

w
 

sy
st

em
 (K

ap
la

n 
an

d 
G

ür
bü

z,
 2

02
1)

. 

1 
Th

e 
qu

al
ity

 o
f g

oo
ds

/s
er

vi
ce

s 
in

 th
e 

so
ci

al
 c

om
m

er
ce

 s
ys

te
m

 is
 

co
m

m
en

su
ra

te
 w

ith
 th

e 
pr

ic
es

 o
ff

er
ed

. 
O

rd
in

al
 

2 
Th

e 
co

st
s 

fo
r g

oo
ds

/s
er

vi
ce

s 
pu

rc
ha

se
d 

us
in

g 
th

e 
so

ci
al

 
co

m
m

er
ce

 s
ys

te
m

 a
re

 a
ff

or
da

bl
e.

 
3 

A
t c

ur
re

nt
 p

ric
es

, t
he

 s
oc

ia
l c

om
m

er
ce

 s
ys

te
m

 s
til

l o
ff

er
s 

m
an

y 
co

nv
en

ie
nc

es
 a

nd
 b

en
ef

its
. 

4 
Pe

rc
ei

ve
d 

ris
k 

Pe
rc

ei
ve

d 
ris

k 
in

 m
ar

ke
tin

g 
re

fe
rs

 to
 th

e 
le

ve
l a

nd
 ty

pe
 o

f r
is

k 
co

ns
um

er
s 

pe
rc

ei
ve

 w
he

n 
co

ns
id

er
in

g 
m

ak
in

g 
a 

pu
rc

ha
se

. I
n 

th
e 

co
nt

ex
t o

f o
nl

in
e 

sh
op

pi
ng

, c
on

su
m

er
s 

of
te

n 
pe

rc
ei

ve
 h

ig
he

r r
is

ks
 

du
e 

to
 th

e 
us

e 
of

 m
od

er
n 

in
fo

rm
at

io
n 

te
ch

no
lo

gy
, w

hi
ch

 m
ay

 m
ak

e 
th

em
 m

or
e 

re
lu

ct
an

t t
o 

m
ak

e 
pu

rc
ha

se
s 

on
lin

e 
(A

li 
et

 a
l.,

 2
02

0)
. 

1 
I c

on
si

de
r t

he
re

 to
 b

e 
si

gn
ifi

ca
nt

 ri
sk

s 
w

he
n 

pu
rc

ha
si

ng
 d

ire
ct

ly
 

th
ro

ug
h 

so
ci

al
 m

ed
ia

 a
pp

s 
on

 m
y 

ph
on

e.
 

O
rd

in
al

 

2 
I c

on
si

de
r t

he
 p

ot
en

tia
l f

or
 lo

si
ng

 m
on

ey
 to

 b
e 

gr
ea

te
r w

he
n 

pu
rc

ha
si

ng
 s

om
et

hi
ng

 th
ro

ug
h 

so
ci

al
 m

ed
ia

 a
pp

s 
on

 m
y 

ph
on

e.
 

3 
I a

m
 c

on
ce

rn
ed

 th
at

 o
th

er
s 

w
ill

 s
ee

 m
y 

pe
rs

on
al

 tr
an

sa
ct

io
n 

da
ta

 
w

he
n 

pu
rc

ha
si

ng
 d

ire
ct

ly
 th

ro
ug

h 
so

ci
al

 m
ed

ia
 a

pp
s 

on
 m

y 
ph

on
e.

 
4 

I c
on

si
de

r p
ur

ch
as

in
g 

so
m

et
hi

ng
 d

ire
ct

ly
 th

ro
ug

h 
so

ci
al

 m
ed

ia
 

ap
ps

 to
 b

e 
ris

ky
. 

5 
Tr

us
t 

In
 th

e 
co

nt
ex

t o
f s

-c
om

m
er

ce
, t

ru
st

 re
fe

rs
 to

 p
er

ce
iv

in
g 

th
e 

w
or

ds
, 

co
m

m
en

ts
, o

r r
ec

om
m

en
da

tio
ns

 o
f o

th
er

 u
se

rs
 a

s 
re

lia
bl

e 
an

d 
tru

st
w

or
th

y.
 R

es
ea

rc
h 

sh
ow

s 
th

at
 th

is
 tr

us
t d

ev
el

op
s 

gr
ad

ua
lly

 
th

ro
ug

h 
on

lin
e 

in
te

ra
ct

io
ns

 a
nd

 c
on

si
st

en
t u

se
 o

f s
oc

ia
l p

la
tfo

rm
s 

(A
re

f, 
20

24
). 

1 
Th

e 
pr

om
is

es
 m

ad
e 

by
 th

e 
so

ci
al

 c
om

m
er

ce
 s

ite
 a

re
 li

ke
ly

 to
 b

e 
tru

st
w

or
th

y.
 

O
rd

in
al

 

2 
I h

av
e 

no
 d

ou
bt

s 
ab

ou
t t

he
 h

on
es

ty
 o

f t
he

 s
oc

ia
l c

om
m

er
ce

 s
ite

. 
3 

I e
xp

ec
t t

he
 a

dv
ic

e 
pr

ov
id

ed
 b

y 
th

e 
so

ci
al

 c
om

m
er

ce
 s

ite
 to

 b
e 

th
ei

r b
es

t j
ud

ge
m

en
t. 

4 
I t

ru
st

 th
at

 th
e 

so
ci

al
 c

om
m

er
ce

 s
ite

 g
ua

ra
nt

ee
s 

th
e 

se
cu

rit
y 

of
 m

y 
pe

rs
on

al
 d

at
a.

 
5 

Th
e 

so
ci

al
 c

om
m

er
ce

 s
ite

 g
iv

es
 a

 p
os

iti
ve

 im
pr

es
si

on
 o

f k
ee

pi
ng

 
m

y 
pe

rs
on

al
 d

at
a 

se
cu

re
. 

6 
So

ci
al

 c
om

m
er

ce
 s

ite
s 

(s
uc

h 
as

 T
ik

To
k,

 X
, F

ac
eb

oo
k,

 In
st

ag
ra

m
, 

W
ha

ts
A

pp
, e

tc
.) 

ar
e 

tru
st

w
or

th
y.

 
6 

So
ci

al
 

co
m

m
er

ce
 

co
ns

tru
ct

s 

Th
e 

ad
op

tio
n 

of
 s

oc
ia

l c
om

m
er

ce
 re

lie
s 

on
 th

e 
in

te
gr

at
io

n 
of

 s
oc

ia
l 

as
pe

ct
s 

w
ith

 e
-c

om
m

er
ce

 te
ch

no
lo

gy
, a

llo
w

in
g 

us
er

s 
to

 in
te

ra
ct

, 
sh

ar
e 

re
vi

ew
s,

 a
nd

 m
ak

e 
tra

ns
ac

tio
ns

 w
ith

in
 a

 s
in

gl
e 

pl
at

fo
rm

. 
So

ci
al

 c
om

m
er

ce
 in

te
gr

at
es

 s
oc

ia
l a

sp
ec

ts
 in

to
 th

e 
pu

rc
ha

si
ng

 
pr

oc
es

s,
 e

m
ph

as
is

in
g 

th
e 

im
po

rta
nc

e 
of

 tr
us

t a
nd

 s
oc

ia
l i

nt
er

ac
tio

n 
in

 in
flu

en
ci

ng
 c

on
su

m
er

 d
ec

is
io

ns
 (H

aj
li,

 2
01

5)
. 

1 
In

 g
en

er
al

, I
 th

in
k 

m
y 

fr
ie

nd
s 

in
 v

ar
io

us
 fo

ru
m

s 
an

d 
co

m
m

un
iti

es
 

te
nd

 to
 b

e 
ho

ne
st

. 
O

rd
in

al
 

2 
I c

on
si

de
r m

y 
fr

ie
nd

s 
in

 v
ar

io
us

 fo
ru

m
s 

an
d 

co
m

m
un

iti
es

 to
 b

e 
re

lia
bl

e.
 

3 
O

ve
ra

ll,
 I 

fe
el

 m
y 

fr
ie

nd
s 

in
 v

ar
io

us
 fo

ru
m

s 
an

d 
co

m
m

un
iti

es
 a

re
 

tru
st

w
or

th
y.

 
4 

I t
ru

st
 m

y 
fr

ie
nd

s 
in

 fo
ru

m
s 

an
d 

co
m

m
un

iti
es

 a
nd

 a
re

 w
ill

in
g 

to
 

sh
ar

e 
pe

rs
on

al
 in

fo
rm

at
io

n,
 s

uc
h 

as
 p

ho
to

s,
 in

 m
y 

st
at

us
 u

pd
at

es
. 

I f
ee

l m
y 

fr
ie

nd
s’

 re
co

m
m

en
da

tio
ns

 a
re

 g
en

er
al

ly
 tr

us
tw

or
th

y.
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Table 1 Variable operationalisation (continued) 

 

No
. 

Va
ri

ab
le

 
Re

fe
re

nc
e 

an
d 

de
fin

iti
on

 
In

di
ca

to
r 

Sc
al

e 

6 
So

ci
al

 
co

m
m

er
ce

 
co

ns
tru

ct
s 

Th
e 

ad
op

tio
n 

of
 so

ci
al

 c
om

m
er

ce
 re

lie
s o

n 
th

e 
in

te
gr

at
io

n 
of

 so
ci

al
 

as
pe

ct
s w

ith
 e

-c
om

m
er

ce
 te

ch
no

lo
gy

, a
llo

w
in

g 
us

er
s t

o 
in

te
ra

ct
, 

sh
ar

e 
re

vi
ew

s, 
an

d 
m

ak
e 

tra
ns

ac
tio

ns
 w

ith
in

 a
 si

ng
le

 p
la

tfo
rm

. 
So

ci
al

 c
om

m
er

ce
 in

te
gr

at
es

 so
ci

al
 a

sp
ec

ts 
in

to
 th

e p
ur

ch
as

in
g 

pr
oc

es
s, 

em
ph

as
isi

ng
 th

e 
im

po
rta

nc
e 

of
 tr

us
t a

nd
 so

ci
al

 in
te

ra
ct

io
n 

in
 in

flu
en

ci
ng

 c
on

su
m

er
 d

ec
isi

on
s (

H
aj

li,
 2

01
5)

. 

5 
I t

hi
nk

 m
y 

fri
en

ds
’ r

ec
om

m
en

da
tio

ns
 a

re
 g

en
er

al
ly

 tr
us

tw
or

th
y.

 
O

rd
in

al
 

6 
O

ve
ra

ll,
 m

y 
fri

en
ds

’ r
ec

om
m

en
da

tio
ns

 a
re

 tr
us

tw
or

th
y.

 
7 

I t
ru

st 
m

y 
fri

en
ds

 o
n 

va
rio

us
 so

ci
al

 m
ed

ia
 p

la
tfo

rm
s a

nd
 a

m
 

w
ill

in
g 

to
 sh

ar
e 

pe
rs

on
al

 in
fo

rm
at

io
n,

 su
ch

 a
s p

ho
to

s, 
in

 m
y 

sta
tu

s u
pd

at
es

. 
8 

I t
hi

nk
 m

y 
fri

en
ds

’ r
at

in
gs

 a
nd

 re
vi

ew
s a

re
 g

en
er

al
ly

 h
on

es
t. 

9 
I f

ee
l m

y 
fri

en
ds

’ r
at

in
gs

 a
nd

 re
vi

ew
s a

re
 tr

us
tw

or
th

y.
 

10
 

O
ve

ra
ll,

 m
y 

fri
en

ds
’ r

at
in

gs
 a

nd
 re

vi
ew

s a
re

 tr
us

tw
or

th
y.

 
11

 
I t

ru
st 

m
y 

fri
en

ds
’ r

at
in

gs
 a

nd
 re

vi
ew

s a
nd

 a
m

 w
ill

in
g 

to
 sh

ar
e 

pe
rs

on
al

 in
fo

rm
at

io
n,

 su
ch

 a
s p

ho
to

s, 
in

 m
y 

sta
tu

s u
pd

at
es

 
7 

Pu
rc

ha
se

 
in

te
nt

io
n 

Pu
rc

ha
se

 in
te

nt
io

n 
ac

ts 
as

 a
 d

riv
in

g 
fa

ct
or

 th
at

 e
nc

ou
ra

ge
s 

in
di

vi
du

al
s t

o 
ut

ili
se

 te
ch

no
lo

gy
 to

 c
on

du
ct

 tr
an

sa
ct

io
ns

 th
ro

ug
h 

so
ci

al
 c

om
m

er
ce

 p
la

tfo
rm

s. 
Se

ve
ra

l p
sy

ch
ol

og
ic

al
 th

eo
rie

s a
nd

 
ap

pr
oa

ch
es

 su
gg

es
t t

ha
t c

on
su

m
er

 b
eh

av
io

ur
 in

 u
sin

g 
on

lin
e 

sh
op

pi
ng

 p
la

tfo
rm

s i
s s

ig
ni

fic
an

tly
 in

flu
en

ce
d 

by
 th

ei
r p

ur
ch

as
e 

in
te

nt
io

n.
 It

 c
an

 b
e 

ar
gu

ed
 th

at
 c

on
su

m
er

 d
es

ire
 to

 m
ak

e 
a 

pu
rc

ha
se

 
is 

th
e 

pr
im

ar
y 

dr
iv

er
 o

f s
-c

om
m

er
ce

 u
se

 (A
nd

ija
ni

 a
nd

 K
an

g,
 2

02
2)

. 

1 
I w

ill
 c

on
tin

ue
 to

 m
ak

e 
pu

rc
ha

se
s t

hr
ou

gh
 so

ci
al

 c
om

m
er

ce
 

sy
ste

m
s a

s o
fte

n 
as

 I 
do

 n
ow

. 
O

rd
in

al
 

2 
I i

nt
en

d 
to

 in
cr

ea
se

 th
e 

fre
qu

en
cy

 o
f p

ur
ch

as
es

 th
ro

ug
h 

so
ci

al
 

co
m

m
er

ce
 sy

ste
m

s i
n 

th
e 

fu
tu

re
. 

3 
I i

nt
en

d 
to

 c
on

tin
ue

 m
ak

in
g 

pu
rc

ha
se

s t
hr

ou
gh

 so
ci

al
 c

om
m

er
ce

 
sy

ste
m

s 

8 
Cu

sto
m

er
 

ag
e 

Cu
sto

m
er

 a
ge

 a
lso

 in
flu

en
ce

s t
he

ir 
le

ve
l o

f i
nt

er
es

t i
n 

us
in

g 
ce

rta
in

 
te

ch
no

lo
gi

es
. A

da
pt

at
io

n 
to

 so
ci

al
 c

om
m

er
ce

 a
lso

 v
ar

ie
s a

cr
os

s a
ge

 
gr

ou
ps

; t
he

re
fo

re
, f

ur
th

er
 re

se
ar

ch
 is

 n
ee

de
d 

to
 u

nd
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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 
 31–40 year 137 30 
 > 40 year 17 4 
 Total 450 100 
Academic qualification   
 Elementary 0 0 
 Senior School 28 6 
 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 
PE5 0.736 
PE6 0.774 
PE7 0.724 
PE8 0.771 
PE9 0.829 

Social influence SI1 0.725 0.901 0.533 
SI2 0.760 
SI3 0.715 
SI4 0.758 
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Table 3 Item loadings, CR, and AVE (continued) 

 Item Loadings CR AVE 
Social influence SI5 0.757 0.901 0.533 

SI6 0.749 
SI7 0.709 
SI8 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 (β = 0.307; p < 0.000), followed by PV (β = 0.280; p < 0.000), 
SI (β = 0.202; p < 0.000), and PE (β = 0.115; p = 0.031). Our results show that PR 
decreases PI (β = –0.189; p = 0.000). In contrast, SC Construct had no effect on PI  
(β = 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 
PI ← 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 (X×M) 
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 × CA 0.024 0.043 0.555 0.579 Not significant 

PI ← PV × CA –0.059 0.041 –1,381 0.167 Not significant 

PI ← PV × OSE 0.065 0.044 1,540 0.124 Not significant 

PI ← PE × INC –0.058 0.045 –1,284 0.199 Not significant 

PI ← PR × 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 × Customer age, SI × Customer age, PV × Customer age, PV × Online 
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shopping experience, PE × Income, and PR × 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 
PI. 

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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