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ABSTRACT

This research discusses the existing marketplaces in Indonesia. The purpose of this research is
to determine the effects of Social Influence on Behavioral Intention and Perceived Usefulness
on Attitude in a marketplace. This study is quantitative research with a causal design, with
304 respondents from Surabaya. There are 9 variables in this study, namely Perceived Use-
fulness (PU), Perceived Enjoyment (PE), Perceived ease of use (PEOU), Trust in the m-
vendor (TR), Social influences (SI), Satisfaction (SAT), Usage behavior (USE), Behavioral
intention (BI), and Attitude (ATT). The results show that Social Influence has a positive ef-
fect on Behavioral Intention, while Perceived usefulness is not proven to affect Attitude.
Keywords: social influence, behavioral intention, perceived usefulness, attitude.

1 INTRODUCTION

Today, people love an efficient lifestyle, in-
cluding the shopping method. Previously,
shopping has to be done by face-to-face
transaction, where consumers need to find a
store and items needed. These days, people
can search for items they want only through
gadgets by visiting various mobile stores.
According to CNBC Indonesia, even though
the world is fighting the Covid-19 pandemic,
e-commerce in Indonesia is growing. Bank
Indonesia reported that e-commerce transac-
tions jumped to the US $ 2.4 billion, an in-
crease of 26% from the second quarter of
2019. Innovations occur as digital payments
gradually shift conventional methods. This
facilitates e-commerce transactions so that
the year-on-year increase in April 2020 was
7%, and the volume was up 78% (Citradi
2020)

Mobile commerce has several definitions.
According to Pradhan (2003), mobile com-
merce refers to the purchase and sale of

goods and services through wireless
handheld devices such as mobile telephones
(cellular phones), personal data assistants
(PDAs), mp3 players, digital cameras,
handheld gaming devices, and computers.
On the other hand, Fuady (2002) instead of
Pradhan (2003) defines e-commerce as a
business process using electronic technology
that connects companies, consumers, and
society in electronic transactions. Both defi-
nitions agree that mobile commerce involves
electronic transactions through a device.
Research on the intention to use e-commerce
in Indonesia is very urgent given the very
high growth of users. This study aims to
help determine what factors can influence
behavioral intention and attitude in a mar-
ketplace. The benefits of this research are
expected to provide information for business
actors regarding consumer responses to what
factors can increase behavioral intention and
attitude in a marketplace.
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1.1 Effect of
intention

attitude on behavioral

In this research, attitude characterizesa per-
son's evaluation of certain behaviors, and it
is assumed that a favorable evaluation will
form an intention to use an information
technology system (for example, shopping),
while on the other hand, a poor evaluation
will prevent a person from using it (Verma
& Sinha 2018). Grof3 (2018) states that atti-
tude has an effect on Behavioral Intention;
thus we propose a hypothesis: H1: Attitude
has a positive effect on behavioral in- ten-
sion.

1.2 Effect of behavioral intention on usage
behavior

Behavioral Intention refers to the willing-
ness to per- form certain behavioral tasks
without any action being taken, while Usage
Behavior refers to the use behavior itself
(Grol 2018). GroR (2018) states that behav-
ioral intention affects usage behavior. Based
on this understanding, we propose a hypoth-
esis:

H2: Behavioral intention has a positive ef-
fect on usage behavior.

1.3 Effect
attitude

Behavioral GroR (2018) states that Perceived
Usefulness affects attitude. Perceived use-
fulness itself is associated with the benefits
offered by m-shopping and refers to utilitari-
an shopping values (e.g., allowing shopping
at any time and place; with permanent and
convenient internet access, offering a choice
of information, goods, and unlimited ser-
vices; and offering real-time interaction and
communication channels to connect with all
colleagues and vendors) (Pantano & Pripo-
ras 2016 instead of GroR 2018). Thus, we
propose the following hypothesis:

H3: Perceived usefulness has a positive ef-
fect on attitude.

of perceived usefulness on
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1.4 Effect
attitude

Perceived enjoyment focuses on activities
that involve multisensory and emotive expe-
riences in the consumption process during
m-shopping; thus, perceived enjoyment sat-
isfies entertainment and recreational needs
in managing functionally oriented purchase
results (supporting time or good value for
money) (Kim et al. 2015 instead of Tyas &
Darma 2017). GroR (2018) reveals that per-
ceived enjoyment has an effect on attitude,
thus we propose the following hypothesis:
H4: Perceived enjoyment has a positive ef-
fect on attitude.

of perceived enjoyment on

1.5 Effect of perceive ease of use on
perceive usefulness

Grol} (2018) argues that perceived ease of
use has an effect on perceived usefulness.
Another important attitude factor for deter-
mining m-shopping acceptance is ease of use
(PEOU). This is related to the extent to
which one believes that using a particular m-
shopping service will be free of mental
and/or physical effort and the level of effort
in learning to use m-shopping services
properly (GroRR 2018). The easier the sys-
tem's ease of use, the higher the users' per-
ceived usefulness.

H5: Perceived ease of use has a positive ef-
fect on perceived usefulness.

1.6 Effect of perceived ease of use on
perceive usefulness

GroR (2018) states that perceived ease of use
affects perceived enjoyment. The more ac-
cessible and more intuitive the m-shop uses
a smartphone, the more valuable and fun it
will be (Kim et al. 2015 instead of Tyas &
Darma 2017). Complexity and lack of usa-
bility will have the opposite effects, forming
negative attitudes based on experiences of
minor usability and pleasure; as a result,
preventing consumers from regularly engag-
ing in m-shopping (Sharifi & Esfidani
2014). The hypothesis proposed is as fol-
lows:
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H6: Perceived ease of use has a positive ef-
fect on perceived enjoyment.

1.7 Effect of perceived ease of use on
attitude

GroR (2018) states that perceived ease of use
has an effect on attitude. The ease of use of
perception is one of the factors in the TAM
model that has been tested by Davis et al.
(1989) instead of GroR (2018) . These re-
sults indicate that these factors are proven to
explain a person's reasons for using infor-
mation systems and indicate that users ac-
cept the new systems being developed.

H7: Perceived ease of use has a positive ef-
fect on attitude.

1.8 Effect of trust in the m-vendor on
behavioral intention

GroR (2018) stated that trust in the m-vendor
has an effect on behavioral intention. When
consumers feel confident with certain ven-
dor specifications (for example, virtue, com-
petence, and integrity), a positive feeling
will likely be formed, and the first business
activities will begin, resulting in sharing of
personal information and conducting m-
purchase transactions (Yang 2015 instead of
Verma & Sinha 2018). Therefore, m-vendor
trust reduces the uncertainty and complexity
faced by consumers when m-shopping and
helps to engage more optimistically and pos-
itively (Grol? 2018).

H8: Trust in the m-vendor has a positive ef-
fect on behavioral intention.

1.9 Effect of social influence on behavioral
intention

Grol3 (2018) states that Social Influence has
an effect on behavioral intention. Social in-
fluence is a type of social pressure whose
degree depends on the desire of individual
consumers to follow the preferred reference
group and norms (social desires), which
eventually becomes the border for group
members' uniform behavior (Yang 2015 in-
stead of Verma & Sinha 2018). Therefore, it
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IS not surprising that social influence strong-
ly influences consumers' intention to engage
in m-shopping (Zhang et al. 2012 instead of
GroR 2018).

H9: Social influence has a positive effect on
behavioral Intention.

1.10 Effect of satisfaction on

behavior

usage

Satisfaction is considered the most important
factor in determining shopping behavior in
this study (Hung et al. 2012 instead of Az-
izah 2017). Satisfaction refers to the post-
utilization stage, where individual consumer
expectations regarding m-shopping serve as
a basis for measuring the level of satisfac-
tion. GroR (2018) states that satisfaction af-
fects usage behavior.

H10: Satisfaction has a positive effect on us-
age behaviour.

2 RESEARCH METHODS

This study uses primary data to obtain data
directly through respondents by distributing
questionnaires online. In addition to data for
model testing, respondent profile data were
collected, primarily related to age and gen-
der and the purpose of conducting online
transactions with certain marketplaces. The
object of this research is one of the largest
marketplaces in Indonesia, given its very
rapid growth.

The target population in this study are re-
spondents who are the biggest consum-
ers/users of the marketplace application in
Surabaya. Population characteristics were
respondents aged at least 18 years who have
purchased products from different vendors
and transacted and used various types of
marketplace services in the past six months
and domiciled in Surabaya.

In this study, the model testing used
Structural Equation Modeling (SEM) with
two steps. The first step is the measurement
model, and the second step is the structural
model. Data processing used SPSS 20 and
AMOS 18. Before processing the data, re-
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searchers first tested the validity and reliabil-
ity using SPSS 20 with a total of 30 ques-
tionnaires. The questionnaire was developed
using parallel translation.

3 RESULTS AND DISCUSSIONS

Most of the respondents in this study were
male students aged 18-24 years. The three
factors that makeup attitude toward mobile
shopping (Perceived ease of use (PEOU),
Perceived Enjoyment (PE), and Perceived
Usefulness (PU)) have adjacent mean val-
ues. All the variables mean above 3, so it
can be said that the marketplace consumer's
perception of the three variables is good.
The results show that consumers in Surabaya
love marketplace services because it makes
shopping easy, attractive, and easy to use, so
consumers perceive that the marketplace is
valuable. Three factors that make up the be-
havioral intention, namely attitude toward
mobile shopping (ATT), Trust in the m-
vendor (TR), and also social influences (SI)
that have an average of all variables above 3
indicating that consumer perceptions are
quite good. Consumers in Surabaya tend to
find marketplaces that are attractive, able to
provide good service, and have good auto-
mation systems, so they tend to keep using it
in the future. Usage behavior is formed by
two variables: behavioral intention and satis-
faction, which have a high average of above
3.

It can be said that consumers have high
shopping intentions via smart phones and are
satisfied with the shopping transaction
method, thus making consumers continue to
use marketplace services for personal pur-
chases.

In addition, the results show that H1, H2,
H4, H5, H6, and H9 are supported, while the
hypotheses H3, H7, H8, and H10 are not
supported. The first hypothesis (H1) shows
the influence of attitude on behavioral inten-
tion, with a CR value of 2.282. This indi-
cates that H1 is supported and in line with
GroR (2018) study results. The more the
consumers like a marketplace, the higher the
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intention to use it. Hypothesis two (H2)
shows the effects of behavioral intention on
usage behavior, where the CR value is
1.903. This indicates that H2 is supported
and in line with Grof3 (2018) study results.
This result explains that the higher the be-
havioral intention, the more often the con-
sumers use the marketplace.

Hypothesis three (H3) shows that per-
ceived usefulness is not proven to have an
effect on attitude, with a CR value of -1.304.
This result is not in line with GroRR (2018)
study results. This result explains that per-
ceived usefulness is not a factor that affects
the attitude of marketplace consumers. From
the overall model, it can be seen that enjoy-
ment has an effect on attitude. It can be said
that consumers like the marketplace because
they feel enjoyment in its use.

Hypothesis four (H4) shows the effects of
perceived enjoyment on attitude with a CR
value of 1.921, which in line with Grof3
(2018) study results. This result explains that
the higher the consumer's perceived enjoy-
ment, the better the attitude towards the
marketplace. These results indicate that con-
sumer attitudes are formed because they en-
joy using the marketplace, which could be
because of the complete product display and
excellent features.

Hypothesis five (H5) shows a relationship
between perceived ease of use and perceived
usefulness with a CR value of 9.551 in line
with Grof3 (2018) study results. This result
explains that perceived ease of use has a
positive effect on the perceived usefulness in
the marketplace; the easier the marketplace
features to use, the more consumers will find
the marketplace useful.

Hypothesis six (H6) shows the effects of
perceived ease of use on perceived enjoy-
ment with a CR value of 9,763. This implies
that H6 is supported and is in line with Grof}
(2018) study results. This result explains that
perceived ease of use has a positive effect on
the perceived enjoyment of a marketplace,
where the easier it is for consumers to use,
the more consumers will feel the enjoyment
of a marketplace.
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Hypothesis seven (H7) shows that per-
ceived ease of use has no effect on attitude,
with a CR value of 1.613. This indicates that
H7 is not supported and not in line with
GroR (2018) study results Ease of use does
not directly shape consumer attitude but
must form enjoyment first, then consumers
will like the marketplace.

Hypothesis eight (H8) shows that trust in

the M- vendor has no effect on behavioral
intention, with a CR value of -.242. This in-
dicates that H8 is not supported and is not in
line with GroR (2018) study results. This re-
sult explains that Trust in the M-vendor has
no effect on the behavioral intention of a
marketplace. This can arise because transac-
tion security is always prioritized in a mar-
ketplace so that customers can always trust
the marketplace system.
Hypothesis nine (H9) shows a relationship
between social influences and behavioral in-
tention, where social influences have a posi-
tive effect on the behavioral intention with a
CR value of 1.779. This indicates that H9 is
supported and in line with Grof} (2018)
study results. This result explains that social
influences have a positive effect on behav-
ioral intention, the greater the social influ-
ences, the greater the intention to use them.
Hypothesis ten (H10) shows that satisfaction
IS not proven to have an effect on usage be-
havior, with a CR value of 1.498. This indi-
cates that H10 research is not supported and
in line with Grof3 (2018) study results. This
result explains that satisfaction has no effect
on the usage behavior of a marketplace. This
could be due to the marketplace's nature as a
place for sellers and buyers to meet. As long
as the transaction is successful, the custom-
ers will be satisfied with the marketplace.
Yet, dissatisfaction with the goods and de-
livery occurs; it is addressed to the seller and
the expedition, not the marketplace. If there
is disappointment with one of the sellers, the
buyer can look for other sellers in the mar-
ketplace, which will not affect the usage be-
havior.
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Trust in the

Mvendor

Figure 1. Hypothesis testing results.

4. CONCLUSION

This research provides interesting results
due to the unique characteristics of market-
place users in Indonesia. Consumers empha-
size the enjoyment of using a marketplace
and make it a virtual storefront to browse
products. Consumers also realize that they
have the freedom to choose sellers, so mar-
ketplace satisfaction does not affect usage
behavior.

The number of monthly active users, aka
monthly active users (MAU), Tokopedia
during the Covid-19 pandemic increases by
10 million more than before the pandemic to
100 million users. However, in Indonesia,
Shopee has overtaken the number of To-
kopedia users as the market leader for online
shopping platforms. Shopee succeeded in
replacing Tokopedia as the most visited e-
commerce site in Indonesia in Q4 of 2019.
Shopee offers enjoyment through games
with prizes that can be used for shopping.
Tokopedia continues to take strategic steps
to strengthen its position in the Indonesian e-
commerce market. Early January 2021, there
was news that Gojek would merge with To-
kopedia. If the consolidation of these deca-
corn companies can be realized, it will un-
doubtedly bring a competitive advantage to
Tokopedia. Tokopedia will be able to com-
plement, synergize, and improve its service
portfolio from upstream to downstream in
supply chains that competitors do not own.
This also has the opportunity to increase To-
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kopedia's behavioral intention and usage be-
havior.
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