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ABSTRACT

The development of a new technology shifts conventional shopping behaviours from offline shopping to online shop-
ping. The rise of e-commerce market and effect of the COVID-19 pandemic accelerate an expansion of e-commerce
integration, this condition provided customers with access to variety of product in much more convenience way. This
research aims to discover factors influencing costumer behaviour on purchase intention based on exogenous variables
such as trust, perceived ease of use, perceived information seeking, cost-saving and moderated by the influence of
gender. This research use partial least square analysis with 169 responders involved that are spread into 79 men and
90 women. By using smart-pls software, this paper discovers that r-square from male variable shown the value of 0,556
(indicates that there are 44,4% unknown variable) and 0.459 for the female variable (indicates that there are 54,1%
unknown variable). Thus, based on the analysis, additional variables are needed to fully recognize another factor that

influences purchase intention.
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1. INTRODUCTION

The development of and internet is one of the main
factors that contributes to the emergence of new technol-
ogy, additionally the integration between internet of
things and everyday items due to the development of in-
dustry 4.0 create positive reinforcement on human activ-
ities. The Minister of Industry of Indonesia claims that
the implementation of Industry 4.0 technology to indus-
trial sector will be a valuable contribution to the growth
Gross domestic product (GDP) with estimated value of
USD 120 billion to USD 150 billion in 2025 [1]. For in-
stance, the implementation of industry 4.0 can be inte-
grated in the commercial and shopping center, this inte-
gration will likely shift the consumer behavior from of-
fline shopping to internet shopping or mostly know as e-
commerce.

E-commerce is a process of acquiring, selling,
transferring, or exchanging products, services or even in-
formation via internet network [2]. E-commerce is di-
vided into several types, namely business-to-consumer e-
commerce, business-to-business e-commerce, consumer-
to-consumer e-commerce, social e-commerce, mobile e-

commerce, local e-commerce [3]. Shoppe, Lazada, To-
kopedia, Bukalapak and Blibli.com are few examples of
the most downloaded e-commerce applications that are
available in Indonesia [4].it is estimated that the value of
the e-commerce market in Indonesia will likely to grow
between USD 55 to $ 65 billion by 2022 [5].

In the covid-19 era, Indonesia’s information and
communication sector grew by 10.88% in second quarter
of 2020, this indicates that most of financial economic
instruments such as finance technology, e-commerce, di-
rigisme wellness service, on demand service and inter-
nets of things will likely depends on digital economic
system. This sector is predicted to grow by 400% during
2020 [6].

In another words, the emergence of e-commerce in
Indonesia will alter consumer behavior on shopping cul-
tures from offline to online shopping. The availability
and variety of items in online shopping compared to the
offline shopping are of the main selling point that con-
tributes to the purchase behavior.

Many researches have been conducted to analyze
the purchase intention on the newly shifting purchase be-
havior of a consumer, research conducted inSpain founds
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that variable of trust, perceived value, fashion innova-
tiveness have a positive influence on purchase intention,
this research was conducted to 433 respondent by devel-
oping a model of trust, perceived value, electronic inno-
vativeness and, fashion innovativeness as exogenous var-
iables for purchase intention [7]. Additionally, research
conducted to 307 respondents in Jakarta found that dis-
count on product brand and brand image are the main fac-
tor that highly influence the purchase intention of a con-
sumers. [8]. Another study investigated the correlation
between time pressure and product involvement in to per-
ceived value and purchase intention. 570 respondents
were contributed to this research and the result found that
perceived value is positively related to purchase inten-
tion. While the time pressure variable as a moderator has
a negative impact on purchase value and purchase inten-
tion [9].

Based on this account, this research aims to conduct
a systematic analysis to measure the correlation between
purchase intention and exogenous variable, such as trust,
cost saving, perceived information seeking and perceived
ease of use in e-commerce transaction during the covid-
19 pandemic situation in Indonesia.
The Technology Acceptance Model was introduced by
Davis in 1986, which is a form of acceptance of the in-
formation technology system used. The aim is to help
provide a basic framework for tracing the influence of
external factors on trust and help explain the acceptance
of a new technological system in society [10], the Tech-
nology Acceptance Model consists of the beliefs which
consist of perceived usefulness and perceived ease of use
and the next side consists of attitude-behavior intention
to use and usage behavior [11]. The basic model for ac-
ceptance of the Technology Acceptance Model is as fol-
lows:

Perceived
Usefullness i
External ‘ Behavioral Actual
Variables Attitude [ Intention to Use
use
Perceived
Ease of Use

Figure 1. Technology Acceptance Model.

1. Perceived Usefulness: Defined by the extent to which
a person believes that using this technology will im-
prove his job performance, with the measurement in-
dicators are to make work easier, accelerate work, in-
crease productivity, effectiveness, develop job per-
formance and be useful [10].
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2. Perceived Ease of Use: It defines the extent to which a
person believes that using technology will be free of
effort with its measurement indicators that are easy to
learn, controllable, clear and understandable, flexible,
easy to use, easy to become proficient in [10].

3. Attitude toward behavior: It is defined as a person's
positive and negative thoughts or feelings in perform-
ing a certain behavior [10].

4. Behavior Intention: Defined as a person's desire to
carry out a certain behavior, someone will do a be-
havior if they have the desire or intention to do so
[10].

5. Actual System use: It is an action taken by someone
who uses an information technology system, where
the behavior of actual use is based on the frequency
and duration of information technology use [10].

One factor of TAM is used in this study, namely

perceived ease of use which explains the ease of use on
the buying experience in an e-commerce shop. In addi-
tion, there are several exogenous variables used, includ-
ing the following:
Based on the TAM model perceived of usefulness shown
positive effect on the purchase intention on e-commerce
market [12]. Perceived of usefulness are more im-
portance that perceived values. Perceived value is indi-
vidual perception on the economic value of the product,
while emotional value covers the social dimension of a
costumer [13], [14]. Costumer will likely feel satisfied
when buying a product or service in a cheaper price from
offline or online shop. Thus, the hypothesis form is as
follow:

H1: Variable cost saving between men and women influ-
ences purhase intention. Trust is perceived as a per-
son's level of trust in his expectations based on the
previous interactions. The importance of trust in-
creases because of the high level of uncertainty and
risk that occurs in online transactions [16]. Lack of
trust is the main reason why consumers do not want
to be involved in e-commerce [17].

H2: Variable trust between men and women influences
purchase intention Perceived information seeking is
an accessible information that gain be gained from
the product. New information that can be gained
from a product facilitates the decision-making pro-
cess and increases buyer intention [18], [19]. Infor-
mation search can increase individual knowledge
about products and online shops as well as skills in
using platform features [20].

H3: Variable perceived information seeking between
men and women influences purchase intention. Per-
ceived ease of use has a strong relationship with
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self-efficacy, self-determination, and competence
[21]. In general someone who has a high level of
self-efficacy will likely makes a more accurate de-
cision. If consumers have made transactions
through e-commerce, the perception that will arise
is related to satisfaction from the experience in us-
ing e-commerce. That is why someone who has an
online shopping experience has a stronger will to
buy through e-commerce [22], [23].

H4: Varible perceived ease of use between men and
women influences purchase intention. From the
overall hypotheses that has been built, gender is
perceived as variable to observe the effect of exog-
enous variables on purchase intention. Gender mod-
erating variables can influence user behavior in us-
ing technology [24]. Thus, in this study the effect of
gender on purchase intention in using e-commerce
shopping during the covid-19 pandemic is also ob-
serve.

Partial Least Square is a powerful analytical
method to develop a theory in exploratory research that
aims to explain the variance of the dependent variable
with the existing dataset, besides that it is covariance to
confirm or reject the theory to test that the proposed the-
ory can estimate the covariance matrix for a specific da-
taset. The advantage of using Partial Least Square em-
phasizes high accuracy predictions [25], PLS does not re-
quire data to have the same distribution so that it is dis-
tributional [26], [27]. Then the data used can be a small
sample size [28], with a causal model or a complex cau-
sality model that focuses on maximizing the observed
constructs and not on the fit model [27]. As a technique
for making predictions, Partial Least Square assumes that
all measures of variance are useful variances to explain
so that the latent variable estimation approach is consid-
ered as a linear combination of indicators and avoids the
problem of factor indeterminacy [29].

2. METHODS

This study used 169 participants where the number
of male participants was 79 and female participants were
90. All participants were at least 18 years old. Partici-
pants can fill out a questionnaire on the condition that
they have at least purchased goods using e-commerce at
least once. The participants will fill out a questionnaire
related to purchase intention as an endogenous variable.
There are 4 exogenous variables, namely perceived ease
of use, trust, cost-saving, and information-seeking varia-
bles. This study uses a gender moderator variable to see
the purchase intention of each gender. The hypotheses
built are as follows:
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Gender

Cost Saving

Trust
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Perceived ease /

of use

Figure 2. Hhypothesis Purchase Intention.

From the model above, there are several hypothe-
ses built from exogenous variables to endogenous varia-
bles, while the hypotheses are as follows:

H1: Variable cost saving between men and women in-
fluences purhase intention

H2: Variable trust between men and women influences
purchase intention

H3: Variable perceived information seeking between
men and women influences purchase intention

H4: Varible perceived ease of use between men and
women influences purchase intention.

3. RESULTS AND DISCUSSION

After all the data is obtained, the processing and anal-
ysis process is carried out using the smart-pls software.
The data processing process is as follows:

3.1. Convergent Validity

Convergent validity is used to assess the indicator
level of a latent variable or also known as indicator reli-
ability. The reliability value is sufficient if the justifica-
tion of an indicator to the latent variable is at least 0.7
[17]. In another study the outer loading value between
0.5-0.6 is considered sufficient to qualify for convergent
validity [20]. The table below shows the convergent va-
lidity of each indicator that affects the latent variable.

Based on the convergent validity table above, it
shows the variable purchase intention, perceived in-for-
mation seeking, perceived ease of use, trust, cost saving
variable has a value of > 0.5 which can be stated that each
variable has valid convergent validity.
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Table 1. Convergent Validity
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Variable Indicator Men Verification Women Verification
PEU1 0.768 Valid 0.627 Valid
Perceived Ease of Use PEU2 0.813 Valid 0.849 Valid
PEU3 0.893 Valid 0.771 Valid
T1 0.822 Valid 0.766 Valid
Trust T2 0.922 Valid 0.883 Valid
T3 0.821 Valid 0.845 Valid
Csi1 0.798 Valid 0.765 Valid
Cost Saving CS2 0.832 Valid 0.637 Valid
CS3 0.710 Valid 0.837 Valid
Cs4 0.829 Valid 0.788 Valid
' . 1S2 0.706 Valid 0.502 Valid
zgreck?:]‘ée‘j Information 1S3 0.803 Valid 0.703 Valid
1S4 0.852 Valid 0.908 Valid
PI1 0.877 Valid 0.871 Valid
Purchase Intention PI2 0.796 Valid 0.844 Valid
PI3 0.928 Valid 0.910 Valid

3.2. Discriminant Validity

Disciriminant validity is a calculation of no indica-
tor that gives loading to the latent variable whose value
is higher than the latent variable it should be [16]. Discri-
minant validity can also be observed from the average
variant extracted (AVE) for each indicator it is required
to say the variable valid value (AVE)> 0.5 in order to be
a good model. The following is the average variant ex-

3.3. Composite Reliability

Based on the convergent validity table above, it
shows the variable purchase intention, perceived in-for-
mation seeking, perceived ease of use, trust, cost saving
variable has a value of > 0.5 which can be stated that each
variable has valid convergent validity.

Table 3. Composite Reliability

tracted table. : —
Based on the AVE table above, it shows the varia- Vana_‘ble Men | Women Verm_catlon
ble purchase intention, perceived information seeking, Cost Saving 0.872 | 0.844 Reliable
perceived ease of use, trust, cost saving variable has a Information 0.831 | 0.757 Reliable
value of > 0.5 which can be stated that each variable has Seeking
valid discriminant validity. (F;felrgzlved ease 0.865 0.796 Reliable
Table 2. Discriminant Validity Eg,:Chase nien 0.902 | 0.907 Reliable
Average Variant Ex- Trust 0.892 | 0.871 Reliable
Variable tracted (AVE) Verification
Men Women 3.4. Path Coefficient
g}rt%'r?se In- 0.755 0.766 Valid Path _coefficient evaluation is useq to show how
Perceived In- strong or the influence of exogenous variables, namely
formation 0.623 0.523 valid cost saving, information seeking, perceived ease of use
Seeking and, trust for endogenous variables, namely purchase in-
Perceived ] tention use. Then coefficient determination (R-square) is
Ease of Use 0.683 0.569 Valid used to measure how strongly the endogenous variables
Trust 0.734 0.694 Valid are affected by other variables. There are several catego-
Cost Saving 0630 0578 Valid ries to see the value of the R-square [30]. The value of

0.19-0.33 is in the weak category, then the value of 0.33-
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0.67 is in the moderate category and for values> 0.67 it
is in a strong category. Based on the results of data pro-
cessing that has been carried out from each variable the
R-square value is as follows:

Table 4. R-Square

Variable Men Cate- Women Cate-
gory gory

Purchase 0.556 | Moder- 0.459 Moder-

Intention ate ate

Based on the table above, the R-square value of the
purchase intention variable is 0.556 for men, that indicat-
ing that the exogenous and endogenous variable that af-
fect endogenous variable are 55.6%, which means that
there are still 44.4% of the influence of other variables
that can strengthen the purchase intention variable. Also
R-square value of the purchase intention variable is 0.459
for women, that indicating that the exogenous and endog-
enous variable that affect endogenous variable are
45.9%, which means that there are still 54.1% of the in-
fluence of other variables that can strengthen the pur-
chase intention variable.

3.5. Hypothesis Testing

Hypothesis testing in this study was carried out
by looking at the value of T-statistics and the value of P-
value, the research hypothesis can be declared accepted
if the P-value is <0.05 or the value of T-statistics > T-
Table or 1.992 for men and T-statistics > T-Table or
1.988 for women. The following are the results of hy-
pothesis testing obtained in this study through the inner
model.

Hypothesis 1 connecting the exogenous cost-saving
variable on purchase intention with gender moderation
resulted that for men, the P-value was 0.001, and the T-
statistic was 3.219 > T-Table 1.992. And for women, the
P-value was 0.000, and the T-Statistic was 3.965. > T-
Table 1988. From the results of the P-value which means
both men and women consider the cost-saving variable
to be one of the factors that influence consumers to make
purchases using e-commerce. The higher the value of

Table 5. Hypothesis Testing
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cost-saving, the more intentional to make purchases us-
ing e-commerce will increase. Hypothesis 1 was ac-
cepted by both men and women. Previous research stated
that the cost-saving factor influences purchase intention,
these are following the TAM theory, variable perceived
usefulness has a positive impact on technology ac-
ceptance intention [23].

Hypothesis 2 connecting the exogenous trust varia-
ble to purchase intention with gender moderation re-
sulted that for men, the P-value was 0.009 and the T-sta-
tistic was 2.640 > T-Table 1.992, and the resulted for
women, the P-value was 0.014, and the T-Statistic was
2.462 > 1988 T-Table. The results of the P-value mean
that both men and women consider the trust variable as
one of the factors that influence consumers to make pur-
chases using e-commerce. The higher the value of trust
from e-commerce, the intention to make purchases using
e-commerce commerce will get increase. Hypothesis 2
was accepted by both men and women. Previous research
said that the trust variable has a positive influence on pur-
chase intention in e-commerce [16].

Hypothesis 3 connecting the exogenous perceived
information-seeking variable on purchase intention with
gender moderation resulted that for men the P-value was
0.087, and the T-statistic was 1.714 < T-Table 1.992.
And the resulted for women, the P-value was 0.079, and
the T-Statistic was 1,762 < T-Table 1,988. From the re-
sults of the P-value which means that both men and
women consider the perceived information-seeking vari-
able is not a factor that influences consumers to make
purchases using e-commerce. Hypothesis 3 was rejected
by both men and women. Previous research that per-
ceived information-seeking does not affect purchase in-
tention in using e-commerce [31]

Hypothesis 4 connecting the exogenous variable
perceived ease of use on purchase intention with gender
moderation resulted that for men the P-value was 0.094
and the T-statistic was 1.676 > T-Table 1.992 and re-
sulted for women, the P-value was 0.028 and the T-Sta-
tistic of 2,212 > T-Table 1,988. From the results of the P-
value which means that men consider the variable per-
ceived ease of use is not a factor that influences consum-
ers to make purchases using e-commerce. Hypothesis 4

Path Coefficient T Statistic P-Value Decision
Hypothesis Men Women Men Women Men Women Men Women
H1 0.416 0.322 3.219 3.965 0.001 0.000 Accepted Accepted
H2 0.303 0.223 2.640 2.462 0.009 0.014 Accepted Accepted
H3 0.146 0.168 1.714 1.762 0.087 0.079 Rejected Rejected
H4 0.150 0.205 1.676 2.212 0.094 0.028 Rejected Accepted
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was rejected for men. However, women consider the per-
ceived ease of use variable to be one of the factors that
influence women consumers to make purchases using e-
commerce, or the higher the value of perceived ease of
use from e-commerce, the intention to make purchases
using e-commerce will get bigger. Hypothesis 4 was ac-
cepted for women. Previous research that perceived ease
of use has a positive effect on purchase intention because
perceived ease of use determines self-efficacy it has a
positive impact on purchase intention in the open market
[23].

4, CONCLUSION

From the results obtained, the factors that influence
a person's intention to buy in e-commerce by using exog-
enous trust variables, perceived ease of use, perceived in-
formation seeking and, cost-saving by moderating gen-
der variables during the covid-19 pandemic. The conclu-
sion for men have 4-factors from an r-square of 0.556 or,
there are still 44.4% variables that are not yet known with
the variables accepted for men are variable trust and cost-
saving. Also, the results for female with these 4-factors
from an r-square of 0.459 or, there are still 54.1% varia-
bles that are not yet known. The accepted variables for
women are variable perceived ease of use, cost-saving,
and trust. So from the results of the hypothesis that con-
sumers have trust when shopping with e-commerce, and
when shopping online, respondents believe that cost sav-
ing is better than shopping offline.
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