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Abstract—The outbreak of Covid-19 has encouraged 

consumers to shop online to overcome physical distancing. This 

study aims to investigate how consumers use social media 

applications on their smartphones to shop for groceries online. 

Data was collected during Indonesia's large-scale prohibition of 

social distancing on May 2020. Using the Partial Least Square 

Structural equation modelling approach, it is known that the 

usability and ease of social media applications that can be used to 

shop online on consumer’s smartphone influence towards using 

social media applications on smartphones for grocery shopping. 

Attitude is a significant mediator between the perception of 

usefulness and perceived ease of use of social media applications 

on smartphones, and the intention to purchase groceries online. 

Keywords—physical distancing, social media, smartphone, 

online shoping 

I. INTRODUCTION 

The outbreak of the Covid-19 virus in early 2020, made 
people reduce their activities. People were not allowed to meet 
or gather with many people in a certain place. The government, 
both central and regional, urges the public to avoid crowds. 
Learning, working and worship activities should be done at 
home. This was the way to prevent the spread of the corona 
viruses which can cause disease and even the risk of death. One 
of the places that many people gather is a shop, mini market, 
supermarket, and traditional market where consumers could 
buy what their needs at that place.  

Due to governmental regulation to stay at home, people 
would have a problem if they wanted to buy the products they 
need since they could not access the seller's place. However, 
existence of smartphones and social media applications could 
be used to connect consumers and retailers. Many sellers also 
provided online service for consumer who need their service. 
Along with social distancing and physical distancing 
regulation, consumers could use the social media application to 
shop online certain product their need including food.  

Most consumers in developing countries, tend to use offline 
transactions [1]. However, covid-19 pandemic prevents 
consumer from face to face transaction. It leads consumers to 
use online shopping application to purchase their need. This 
situation demonstrated a need to study how consumer use their 
social media application for online shopping. Particularly, this 

study investigated how consumers perceive the use and ease of 
using cellular technology on attitudes to using social media 
applications that affect the intention to purchase online for 
foodstuff during the large-scale social restrictions (semi-
lockdown) during Covid 19-pandemic. 

II. LITERATURE REVIEW 

Online purchasing behaviour is related to how customers 
make decisions, to buy online goods or services they need [2]. 
Online shopping is a process in which customers buy goods 
and services directly from sellers using the internet either 
through websites, applications provided by providers, or 
through social media applications. Intention of customers to 
shop online is a cognitive planning within a certain period 
[3,4]. 

Customer behaviour intentions can be used to predict actual 
behaviour [3]. Online shopping intention is a significant 
predictor of online purchasing decisions [5]. Thus, it is 
important to study online shopping intentions for marketers to 
predict actual buying behaviour and to develop effective 
marketing strategies. The development of information 
technology, especially in smartphone technology, has changed 
the pattern of relationships between humans. Likewise, in 
marketing, with applications in their smartphone, consumers 
can change the relationship with producers [6]. Consumers can 
access product information and make purchases using 
applications on their mobile phones without using a computer 
or laptop [7]. 

Technology Acceptance Model is a model, widely used for 
examining customer engagement with technology development 
[8] and their intention to continue using it [9]. This study 
implements the Technology Acceptance Model (TAM) 
because it can predict customer intentions. TAM is a good 
model used to examine technology acceptance and adaptation 
by customers in their behaviour related to the use of the 
technology [10]. The two concepts studied with TAM are 
usability and ease of use towards application-use attitudes that 
affect online shopping intentions. This study builds a model by 
proposing the perceived usefulness and perceived ease of use 
variables as the main components of TAM. 

TAM can be used to understand customer attitudes towards 
technology use [11]. TAM proposes two concepts, namely: 
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ease of use and perceived benefits [12] whereby each factor 
collectively represents a major factor influencing attitudes 
towards smartphone application usage [13]. This model 
consistently finds that ease of use and perceived benefits 
contribute the most to successful use of mobile phone 
applications [14]. Perceived usefulness described the extent of 
customers will believe that using a specific technology can 
create a significant value for them [15]. TAM states that the 
initial behavioural intention to adopt a mobile application is 
determined by one's attitude towards the use of that system and 
the perception of its usefulness, where attitude is a direct 
function of usability [16]. TAM also states that people use 
human representations to assess the fit between task objectives 
and the resulting consequences as a basis for forming 
judgments about user-performance relationships, that is, 
consumers' perceived usefulness [17]. If consumers understand 
that using the application will be beneficial and satisfy their 
needs, then they will take a positive attitude [9,15,18]. 
Usability as an antecedent of traditional technology adoption 
explains the owner's intention to use smartphone applications 
[9]. Therefore, this study proposed the first hypothesis as 
follows:  

H1. Perceived usefulness has a positive impact on attitudes 
towards using social media applications on smartphones for 
grocery shopping. 

Attitude is a cognitive reaction to an action which an 
indication of how hard people are willing to try and how much 
effort they are planning to put in Baek [19]. Perceived ease of 
use refers to the degree to which a person believes technology 
is easy to use [20]. Individuals use a new technology because 
of the perceived extrinsic benefits, such as usability and ease of 
use, as well as intrinsic benefits such as: benefits and hedonic 
[13]. Many studies have described the positive effects of the 
easiness and convenience of digital technology [20-22]. The 
use of TAM in the context of information systems has shown 
that practicality has a significant positive effect on behaviour 
towards mobile application usage [23]. Therefore, the second 
hypothesis is: 

H2. Perceived ease of use positively influences attitudes 
towards using social media applications on smartphones for 
grocery shopping. 

Individual intention to carry out an activity in the context of 
a mobile application is determined by their attitude towards the 
application [24]. It affects the intention to buy for two main 
reasons: first, users do not typically see mobile applications as 
an interruption of their mobile experience, and secondly, 
mobile applications are expected to offer a targeted experience 
to users and provide products at a much lower price [25]. The 
persuasive effect of the application, developed in customer 
relationship management practices, can influence user attitudes 
towards usage and purchase intentions. By logging into an 
application, customers engage in multiple points of contact 
with the product, such as sharing information and making 
purchases [9]. A positive attitude towards using the application 
increases the number of users who are likely to visit the 

application and the duration increases with each visit. This 
leads to increased proximity and increases the purchase 
intention of potential consumers [22]. The use of a well-
designed application will increase the positive attitude of 
customers, which will increase the intention to buy additional 
products or services [26,27]. Thus, this study proposes a 
hypothesis: 

H3. Attitudes towards the use of social media applications 
on smartphones affect the intention to shop for groceries.  

 
Fig. 1. Research conceptual model. 

III. METHOD 

A. Sample  

Sample of this research is smartphone users in West 
Sumatra, consist of housewives or those who are responsible 
for purchasing food for household needs online, using social 
media applications on smartphones. Data were processed by 
Partial Least Square Structural Equation Modelling (PLS-
SEM). The sample required when using SEM is 300 [28]. 
Other experts recommend that the N: q ratio should be 20 to 1, 
or 20 observations (samples) for each estimated parameter in 
the model [29], 10 to 1 [30] or 5 to 1 [31]. Since this research 
has 4 constructs, using recommendation [29], 80 samples are 
required. 

To facilitate data collection, this research will utilize 
information technology by distributing questionnaires online. 
Data collection was carried out from 5 May to 30 May 2020, 
when large-scale social restrictions occurred (semi lockdown) 
in Indonesia. Of the 146 respondents, 102 respondents finally 
met the requirements for sample, which consists of 80.39% 
women and 19.61% men. Educational backgrounds of 
respondents are high school 7.84%, 40.20% undergraduate, and 
postgraduate 51.96%. The respondent occupation are 48.04% 
government employees, 23.53% company employees, 8.82% 
entrepreneur, 12.75% student, 4.90% do not work, and 1.96% 
household. Most of them spend 5 million to 10 million IDR per 
month for shopping (48.04%), and less than 5 million 
(32.35%), the rest spend 10 million to 20 million (11.76%) and 
more than 20 million IDR per month (7.84%) 

B. Measurement 

This study adopts measurement items from studies 
conducted by previous researchers. From the constructs in the 
research model, measurement was carried out using certain 
items. The scale items that show the perceived usefulness and 
perceived ease of use of the application are taken from 
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Kucukusta et al [32], which includes ease, benefit, speed, 
efficiency, and simplicity. Attitude items towards the use of 
social media applications on smartphones are adopted from 
[33], which includes pleasure, benefits, value, and positive 
attitudes, while the purchase intention item comes from a study 
[34] which includes likes, tries and purchases. The 
measurement uses a Likert scale, ranging from 1 = strongly 
disagree to 5 = strongly agree. 

TABLE I.  MEASUREMENT INSTRUMENT 

Variable Measurement Item 

Perceived 

Usefulness 

 

 Social media applications can make 

online shopping for food easier (Use1) 

 Application is useful to shop for 

groceries online (Use2) 

 Application helps me shop for 
groceries online faster (Use3) 

 Application helps me shop for 

groceries more efficiently (Use4) 

Perceived 

ease of use 

 

 

 Applications can be easily learned to 

shop for groceries online (Easy1) 

 Does not require big efforts to use the 

application (Easy2) 

 Can easily use the application to shop 
for groceries online (Easy3) 

 Application work steps, can be easily 

followed (Easy 4) 

Attitude 

towards 

social 

media 

application 

for online 

shopping  

 I am happy to use the application to 

shop for groceries online (Atti1) 

 Application is useful for buying 
groceries online (Atti2) 

 Application is valuable since it can 

connect to seller's directly (Atti3) 

 I can find out food products that are 

sold online by the seller through the 

application (Atti4) 

 I have a good attitude towards 

applications (Atti5) 

Intention to 

purchase 

using social 

media 

application   

 Most likely I will continue to buy 
groceries online using the app (Int1) 

 I will use the application, to buy 

online if I need groceries (Int2) 

 I will always shop online for groceries 

using this application (Int3) 

IV. RESULTS 

A. Reliability and Validity 

Reliability of all constructs was tested using the Cronbach's 
Alpha and Composite Reliability (CR) measurement. If the 
value is greater than 0.7 indicates that the model has internal 
consistency [35]. The measurement of convergent validity is 
measured by Average Variance Extracted (AVE). Value 
greater than 0.75 indicates the reliability of the measurement 
model [35].  

 

 

 

 

TABLE II.  MEASUREMENT PROPERTY 

Construct  Item  
Factor 

Loading 

Cronbach'

s Alpha 
CR AVE 

Perceived 

Usefulness 

Use1 0.807 0.871 0.912 0.772 

Use2 0.885    

Use3 0.879    

Use4 0.824    

Perceived 

ease of use 

Easy1 0.852 0.905 0.934 0.779 

Easy2 0.837    

Easy3 0.922    

Easy4 0.918    

Attitude 

towards 

social 

media 

application  

Atti1 0.859 0.901 0.927 0.717 

Atti2 0.850    

Atti3  0.859    

Atti4 0.815    

Atti5 0.851    

Intention 

to 

purchase 

Int1 0.871 0.857 0.913 0.779 

Int2 0.860    

Int3 0.915       

 
Table 2 shows that all loading factors of each item are 

greater than the cut off value of 0.50 [35]. The Cronbach Alpha 
(α) and Composite Reliability (CR) values are also greater than 
0.7. This shows the reliability of the outer measurement model 
[35]. The average variance extracted (AVE) value of the 
variable has a greater cut off value of 0.50, indicating that the 
measurement model has convergent validity [35]. 

Discriminant validity is measured by comparing AVE 
square roots of each construct with the correlation between 
constructs. Table 3 shows that the value below the diagonal is 
the correlation between variables, while the diagonal value is 
the square root of AVE. All values that are under the diagonal 
are smaller than the diagonal values, which indicates that the 
measurement model has good discriminant validity. 

TABLE III.  CORRELATION BETWEEN VARIABLES 

  Intention Ease to use Attitude Usefulness 

Intention 0,882 

   Ease to use 0,563 0,883 

  Attitude 0,776 0,729 0,847 

 Usefulness 0,658 0,731 0,743 0,849 

B. Hypothesis Testing 

To test the hypothesis, a bootstrapping approach is used 
[36]. Results of this approach is described in Table 4. 

TABLE IV.  HYPOTHESIS TEST 

Path Std Beta 
T 

statistic 
P Value Result 

Usefulness 

Attitude 
0.348 4.44 0.000 Supported 

Ease to use 

Attitude 
0.383 4.47 0.000 Supported 

Attitude  

intention 
0.764 11.50 0.000 Supported 

 
Hypothesis 1 predicts that perceived usefulness has a 

positive effect on attitudes towards the use of social media 
applications on smartphones for grocery shopping. The test 
results showed statistically significant (β = 0.348 and T statistic 
= 4.44 with p < 0.05). Thus Hypothesis 1 is accepted. 
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Likewise, Hypothesis 2 predicts that perceived ease of use 
positively affects attitudes towards using social media 
applications on smartphones for grocery shopping. The test 
showed statistically significant (β = 0.383 and T statistic = 4.47 
with p < 0.05). Hypothesis 3 which predicts that attitudes 
towards the use of social media applications on smartphones 
affect the intention to buy online is also statistically significant 
(β = 0.764 and T statistic = 11.50 with p < 0.05). Thus 
Hypothesis 2 and Hypothesis 3 are also accepted. 

C. Mediation Effects 

Testing the mediating effect of attitudes between perceived 
usefulness and intention to purchase as well as between 
perceived ease to use and intention to purchase is carried out 
using the indirect effect approach and the bias-corrected 
bootstrap confidence intervals [37].  

TABLE V.  HYPOTHESIS TEST FOR MEDIATOR VARIABLES 

  

Mediator 

Indirect 

path 

coefficient  

P 

Value 

Lower 

2.5% 

Upper 

97.5% 

Usefulness 

 intention Attitude 0.348 0.000 0.192 0.503 

Ease of 

useintenti

on Attitude 0.295 0.000 0.138 0.458 

 
The results indicate that the indirect effect of perceived 

usefulness on intention to shop online is significant. The bias-
corrected bootstrap confidence intervals of the mediator differ 
by zero (0.192 to 0.503). Thus, attitude is a significant 
mediator between the consumer's perceived usefulness and 
intention to purchase. Table 4 also shows that the direct effect 
of perceived usefulness is also significant on attitudes. This 
indicates that attitude plays a mediating role between perceived 
usefulness and intention to purchase online using social media 
application on smartphone. 

Likewise, for the perceived ease of use variable. The 
indirect effect of perceived ease of use on the intention to shop 
online is significant. The bias-corrected bootstrap confidence 
intervals of the stance mediators differ by zero (0.192 to 
0.503). Thus, attitude is a significant mediator between 
consumers' perceptions of ease of use and intention to shop 
online using social media application on smartphone. The 
direct effect of perceived ease of use is also significant on 
attitudes (Table 4). Thus, attitude mediates the relationship 
between perceived ease of use with intention to shop online 
using social media application in smartphone. 

V. CONCLUSION 

This study aims to determine how consumers use social 
media applications on their smartphones to shop for groceries 
online during a period of large-scale social distancing due to 
the Covid-19 outbreak. This study found that perceived 
usefulness has a positive effect on attitudes towards using 
social media applications on smartphones to shop grocery 
online. It supports study [9,15,18] which found that consumers 

who take benefit from using the application to fulfil their 
needs, will take a positive attitude toward the application. 

Likewise, the perception of ease of use positively affects 
attitudes towards using social media applications on 
smartphones, in line with [20-23].  Furthermore, the attitude 
towards the use of social media applications on smartphones 
influencing the intention to shop for groceries online is also 
statistically significant. This result similar with study 
[22,26,27]. 

Attitude is a significant mediator between the perception of 
usefulness of social media applications on smartphones and 
intention to purchase online for groceries. This study also 
proves that attitude is also a significant mediator between the 
perceived ease of use of social media applications on 
smartphones and the intention to buy for groceries online.  

Furthermore, during semi lock down or largescale 
prohibition of social distancing in Indonesia, the perceive 
usefulness and perceived ease of use led consumer have a 
positive attitude toward utilization of social media application 
on their smartphone to purchase grocery food they need. 
Therefore, marketers must take advantage by using social 
media applications for selling their products. 
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