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DETERMINANTS OF CUSTOMER’S INTENTION TO USE “SHOPEE” IN
JAKARTA
Padita Tri Condro Sekarwangi
Faculty of Business Management & Professional Studies, Management and Science
University, Shah Alam, Malaysia

Paditasekarwangi@gmail.com

Abstract

This study's objective 1s to identify the characteristicsithat impact consumer intention
to use Shopee.in Jakarta by conducting collecting data via gforms . The intention to
utilize is the study's dependent variable, while the three independent factors are trust,
an orientation toward time savings,-and-hedonic motivation. Using.the eonvenience
sample approach, a total of 385 questionnaires were sent out to residents of East Jakarta
through various online platforms (including-Whatsapp, Instagram, and Twitter). The
Statistical Package for the Social Science, version 27.0 (SPSS). On the basis of the test
analysis's findings in Chapter 4, it can be concluded that the three independent factors,
namely trust, time-saving orientation, and hedonic incentive, are all significant when
combined with the one dependent variable, intention to use. So, the Time Saving
Orientation of customers is the primary factor that influences their inclination to use
Shopee. In ‘addition, Trust and Hedonic Metivation are the two factors that most
influence a customer's inclination to use Shopee in Jakarta. understanding of consumer
desire to use Shopee in Jakarta for Small and Medium Enterprises (SMEs) and the
Government in order to advance local items in online purchases and advance the
economy of the Indonesian state. using privately held resources, such the facilities
supplied by Shopee.

Keywords : Intention to Use, Trust, Time Saving Orientation and Hedonic

Motivatio
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Chapter 1

1.2 Introduction
Many economic and social developments occurred during the Covid-19

epidemic, and many operations were relocated torthe Internet environment. Customers
seek to avoid personal touch during this time period.andwinstead rely more on e-
commerce and social commerce. As a result of people's fear of being.infected with the
virus and remaining at heme and avoiding physical contact with other people, the
number of e-commerce sales and revenue has grown significantly (Pantelimon,
Georgescu, & Posedaru)., 2020; Trans, 2020). This circumstance allows businesses to
use the Internet to market their goods and attract new clients. Many businesses are
beginning to offer items and services online (Faraoni, Rialti, Zollo, & Pellicelli, 2019;
Franco & Regi, 2016; Mainardes, Souza, & Correia, 2020). Furthermore, in recent
years, social commerce, also known as social business, has evolved, and is broadly
described as e-commerce operations carried out-on socialmedia platforms (Mclachlan,
2020). While e-commerce platforms provide several benefits to both vendors and
customers, there are hazards and obstacles that must be addressed.

The quality and assurance of services provided by e-commerce platforms is an
issue that has grown in importance since the outbreak of the pandemic. Although the
number of online sales has expanded fast, the company's production processes, product
distribution . logistics, and . customer. relations have deteriorated (Donthu and
Gustafsson, 2020; Acikg€oz and Gunay, 2020; Watanabe and Omori, 2020). One of
the most significant factors of trust in e-commerce is customer perception of service
quality (Qalati et'al., 2021). According to (Buckley and Majumdar., 2018), the service
sector is important in today's world since it gives value to customers, financial flows,
and the creation of numerous jobs throughout'the globe. (Thus, Schafran et al,.2018)
suggest that these organisations' services are more dynamic and accessible, using the
following examples: (1) online banking (e-banking); (2) online education (e-learning);
(3) buying and selling through the internet (e-commerce); and (4) e-commerce

platforms (eg Shopee, Zalora, and others).
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According to (Google Temasek.,2019), Shopee has become the application
with the largest total number of monthly active visitors. Several promotions carried out
by Shopee in this quarter, such as cashback, free shipping with no minimum purchase,
and the selection of brand ambassadors from'renowned persons close to consumers,
may be used to demonstrate Shopee's perseverance in capturing markets, particularly
in Indonesia. Shopee got 190.7 million visitors from Indonesia,.aceording to (Data
Similarweb., 2022). This result represents an increase of 11.37% over the previous
month, when Shopee website visitors totalled 171.2 million in July 2022. Given the
possible concern in this field of research, the current work used the extended UTAUT
as a foundation theory. The current research is being conducted to understand more
about the conceptual framework; which-comprises of three determining components
(time saving orientation, trust, and hedoni¢ motivation). In addition, the author attempts
to provide techniques for improving.the effectiveness of e-commerce platforms in

determining customer intentions to use e=commerce platforms in Jakarta.

1.3 Problem Statement

Problem

When it comes to ecommerce use on smartphones;quality and trust.are very important.
Due to the loss of trust caused by selling personal data from consumers to unscrupulous
individuals; Qalati et al. (2021) report.that many customers are still reluctant to shop
online due to concerns about privacy, perceived. risk, lack of trust in e-commerce
platforms, and perceptions of low service quality and also E-commerce includes
elements of environmental sustainability; For example, in making a purchase,
consumers only see pictures orwideos provided by the seller;-and sometimes when
consumers receive the goods, they do not'match theirexpectations. therefore Various
online marketplaces display online reviews along with product descriptions, making it
easier for consumers to find out about the uses of products and brands which will then

influence consumer purchase intentions (Chakraborty, 2019a). In e-Wom, some users
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often share opinions with other consumers by posting reviews about products and
providing comments, as one of the exchanges

information and means of communicating via the internet (Ciao et al., 2011).
According to Watson et al., (2018) information in online reviews such as ratings and
number of reviews has an important role in increasing onlinesproduct sales. Online
reviews can provide important information for individuals who then, influence the
individual to shop online (Tran and Struttony 2020). The social component.includes
aspects of human needs and cultural development which are the focus (Sun ct.al.,
2013). Thepossibility of replacing conventional and physical businesses with virtual
stores may result in job loss for'some, but e-commerce also opens up job prospects for
employers and those who are digitally literate (Biagi and Falk, 2017). In an effort to
increase its income and finaneial position, businesses often concentrate on economic
factors (Bergman, 2014). Economic sustainability, which is a requirement for business
development and growth, is often hampered. However, if there is significant
environmental damage, no company can develop the economy. Therefore, all aspects
of sustainability can be said to be equally important. As a result, the authors hope to
find the best answers to consumer difficulties, which will later influence e-commerce
solutions to increase consumer confidence in order to increase consumer trust facilities

and increase shopee profits.

1.4 Research Objective

1. To determine the relationship between time saving orientation with Intention
touse E = Commerce Platforms (Shopee)

2. To determine. the relationship.between. trust. with Intention to use E —
Commerce Platforms (Shopee)

3. To determine the relationship between hedonic motivation with Intention to

use E — Commerce Platforms (Shopee)



eyjeyer 1aba yiuyalijod uizi eduey

S
v
1]
=
Q
<
=
T
o
=
——
Q.
-]
~
3
(1]
-
<
Q
=
Q
=
=
1]
T
1]
=
ot
=
Q
Q
=
<
Q
=
Q
3
Q
-
o
-
v
o
=3
()
~
2,
=
2
[
Q
(1]
=%
e
o
=
o
-
-
o

N
=N -
o )
s 28
= Q
Qe s
35S
= =
S
E]
3 <
[ o
3 =
XS
o =
= x
a3
= ©
o
3 =
2 =
3
338
Te5
= °
o
553
S8
=
A< B
) 2
o
9 Qp
Q =
9 o
3 =
9 o
8 97
< -]
w o
o E
£5 £
c 4
= 3
38073
- -
< <
o o
= =
€ 9o 3
= =
2=
3. o
o
s 2
o —
3 8
8 5
°
g °
o
~ >
5 T
IS D
° =
€ £
- w
o
>
x
=
=
x
o
-
o
{
=
3.
Q
(]
Q
=
w
c
i)
~
s
3
o
w
o
&
=

2
Q
=
2]
T
-+
Y

=c
m
x
0
©
-+
9
§.
=
v
&
=3
o
x
E.
x
P4
D
Q
D
=.
e
9
x
3
q
-+
Y

—
9
5
-
o
=)
Qo
3
o
=
Q
=
=
e
wn
m
o p
o
Q
Q9
=
Q9
~
-}
=
w
o
=
-
=
= 5
~
Q
-
<
Q
-
£
=
5
[l
Q9
=
e}
1)
3
m
=
N
o
=
-,
c
3
-~
1)
=
o
o
=)
3
()
=]
<
)
o
c
~
~
9
=)
w
-
3
o
m
-

1.5 Research Questions
1. Does time saving orientation significant influence with intention to use E —
Commerce Platforms (Shopee) ?
2. Does trust significant influence~with.intention to use E — Commerce
Platforms (Shopee)?
3. Does hedonic motivation significant influence with intention to use E —

Commerce Platforms (Shopee)?

1.6 Definitions of Key terms

e Time Saving Orientation
Time saving orientation is the most critical factor to mfluence customers' motivation

to use the technology-based self-service

e Trust

firm belief in the character, ability, strength, or truth of semeone or something.

e Hedonic Motivation
he influence of a person's pleasure and pain receptors on their willingness to move

towards a goal or away from a threat.

1.7 Significant of The Study

The research was conducted because the trust of consumers and other facilities towards
purchasing interest via.e-commerce platforms is helpful to e-commerce parties such as
Shopee, Zalora, and Tokopedia..However, via customer purchasing-interest, it will
support the economic growth of the current government and MSMEs, creating new
employment and innovating to enhance the performance of e-commerce platforms as

technology develops.
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CHAPTER 5

DISCUSSION AND CONCLUSION

5.1 Introduction
The study that the researcher conducted«is summarized in.this chapter. Here is a

succinct description of the results: Research goals, a framework, andresearch methods
are only a few of the problems that are briefly explored in this section. In this chapter,
the study's key conelusions are also discussed. The results of empirical studies. that
were conducted based on the data analysis are reported in this section. After that, the
present study's ramifications are examined. There are offered further scientific

contributions. An analysis of the limits and-potential research areas follows.

5.2 Summarization and Interpretation
The covid-19 pandemic has a significantly different impact on purchasing. Multiple e-

commerce sites enable people to do transactions.solely using mobile devices. The
Shopee app enables users to use only one program.to-make purchases, order food, and
make ather payments. Although Shopee is an established online retailer in Indonesia,
it has had'to modify its facilities over time to meet the needs of its customers. In this
study, three independent variables—time-saving orientation, trust, and hedonic
motivation—are discussed. For this'study, every one of the factors listed above has
been examined. The following are the findings of the variable hypothesis that
influences customers' intents of using the Shopee app In Jakarta, especially East
Jakarta:

5.2.1 Relationship between time'saving.orientation.and-intention to use
In summary, the potential results shown in time saving orientation in using the Shopee
application in Jakarta, especially East Jakarta, have significant advantages. This is in

accordance with what was conveyed to respondents that customers prefer to use Shopee
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for their online purchases because it is faster and more convenient. Furthermore, the
speed of time and practicality in using Shopee helps consumers in many ways.

The findings of this study reliable studies by Sultan and Uddin (2011) Arcoding to the
result of a study “Consumers’ attitude towards online shopping: factors influencing
gotland consumers to shop online’

The findings presented above.indicate that Shopee's implementationwof a trust has a
significant impact on.the factors that determine a customer's propensity to use Shopee

in Jakarta..

5.2.2 Relationship between trustand intention to use

In summary, the potential results shown in trust in-using the Shopee application in
JaKarta, especially East Jakarta, have significant advantages. This is in accordance with
what was conveyed to respondents.that.customers prefer to use Shopee because
consumers buying goods online cannot see directly only from pictures or videos and
sellers sometimes provide pictures but do not match the original so there is a facility to
provide reviews from consumers as material. ratings and consumers can interact with
each other.

The main findings back up previous research undertaken by Chueamuangphan, K. V.
(2019) arccoding to the result packaging waste from E-commerce: consumers’
awareness and concern. Sustainable Waste Management: Policies and Case Studies.
The findings presented above indicate that Shopee's implementation of a trust has a
significant impact on the factors that determine a customer's propensity to use Shopee

in Jakarta.

5.2.3 Relationship between hedonic motivation and intention to use

In Summary, the potential results shown in hedonic motivation in using the Shopee
application in Jakarta, especially East Jakarta, have significant advantages. This is in
accordance with what was conveyed to respondents that customers prefer to use shopee

because there are products that follow trends that are always updated on the shopee
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application and make online purchases or like looking at products as an escape from

stress resulting in hedonistic consumer behavior.

The findings of this study reliable studies by Picot-Coupe, K. K.-L. (2020) arcoding to

the still work and/or fun? Corroboration of the hedoni¢c and utilitarian shopping value

scale. Journal of Business Research.

The findings presented above indicate that Shopee's implementation, of a hedonic

motivation has a significant impact on the factors that determine a, customer's

propensity to use Shopee in Jakarta:

Table 5.2 Sumaration Hypothesis

Research Question

(RQ)

H1 ' Does time saving
orientation
significant
influence with

intention to use E —
Commerce

Platforms (Shopee)

?

H2 Does trust
significant
influence with

intention to use E=
Commerce
Platforms

(Shopee)?

Research Objective
(RO)
To determine the
relationship between
time saving
orientation with
Intention to use E —
Commerce

Platforms (Shopee)

To .determine. the
relationship between
trust with Intention
to.._use E -
Commerce

Platforms (Shopee)

Research Result
Hypothesis

There is a Suppoested
relationship

between Trust and
Intention to Use

Shopee

There 1s a Suppoested
relationship

between Time

Saving

Orientation and

Intention to Use

Shopee
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H3 Does hedonic To determine the Thereisa Suppoested
motivation relationship between relationship
significant hedonic motivation between Hedonic
influence with = with Intention.to use «Motivation and
intentiontouse E— E =" __Commerce Intention'to Use
Commerce Platforms (Shopee) Shopee
Platforms
(Shopee)?

Based.on table 5.2 summaration hypothesis which explains the research question (RQ),
Research Objective (RO) and. Research® Hypothesis so that the three independent
variables namely time saving orientation; trust and hedonic motivation are related to

the intention to use e commerce platforms-and have the results supported.

5.3 Implication of Study
5.3.1 Theoretical

The framework built by the author can be used to show:how the theory of this research
IS put into practice because it Is built using the independent and dependent variables
stated by the ‘author, ensuring that.no other. framework is identical to this framewaork
from previous studies. In addition, this framework can'serve as a guide for future

studies on shopper performance and other independent variables.

5.3.2 Empirical

The empirical implication of this researchis that it can become a reference for
conducting research on Intention to use e-commerce platforms that are influenced by
time-saving orientation, trust, and hedonic motivation. However, research on business

performance can also be done with different variables.
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5.3.3 Practical

The results of this research are expected to be input for online business people
regarding the development of products or services online. This research provides the
benefit of knowing individual interest in shopping online at the Shopee marketplace.
In addition, the shopee company can improve existing facilities-as a form of increasing
loyalty to consumers. Research.conducted on online markets, namely e<commerce, can
provide knowledge about market opportunities that exist in the online.werld. The
results of this research can be a:guideline for how businesses in the online market.can
continue to.be developed, given the focus of the research, namely‘online reviews found
on each online shopping platform.” Thus, business people can develop products or

services and take advantage of the feature

5.4 Limitation & Recommendation
This research has a number of limitations that arose during its conduct. As a result of

the ‘limitations encountered during the. research, the researcher has a number of
suggestions for future researchers. The investigation limitations and recommendations

are as follows:

5.4.1 Limitation
Regardless of the results of this study, the researcher acknowledges that this study has
a number of limitations. These are the limitations of this study:

1. At the time of questionnaire” completion, respondents were not given
instructions. Consequently, it is possible that the respondents did  not
comprehend the queries.

2. Due to the fact.that the majority of respondents were obtained through.an online

survey, the objectivity of this field is limited.
5.4.2 Recommendation

According to the findings, contributions, and limitations of this study's research.

Several recommendations have been made:
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1. In the not-too-distant future, the Shopee app will be adopted by a large number
of individuals, particularly consumers who enjoy e-commerce purchasing and
SME entrepreneurs. Therefore, additional research can readily increase the
number of consumers and entrepreneurs used.as the population.

2. Because more proprietors~areimplementing the “Shopee App for their
businesses, determining the area for additional research is facilitated. It can
enhance and provide additional information regarding the intention'to use the
Shopee app for business.te.future researchers. pertaining to the intentto.use the
Shopee App in future research.

3. Providing instructions online is a new challenge for future researchers, as this
study used an online form without detailed instructions to collect responses. It
was extremely difficult to ensure that respondents completed the questionnaire
because the majority of respondents disregarded the instructions at the top. In
order for future researchers to-avoid making. erroneous calculations, it is
anticipated that they will provide new ideas for implementing new methods of

supplying online instructions to respondents.

5.5 Conclusion
Time saving orientation, trust and hedonic motivation are three important factors that

must be considered in consumer intention.to use e-commerce, namely shopee, because
these three things can determine the company's success in.the future, especially in this
case Shopee is a pioneer of business ideas in this field, especially in Indonesia, so these
three factors must be the main targets that must be maintained or developed in the
future.

Based on the discussion and testing that has been-carried out, it can be concluded that
time saving orientation has a positive and large influence on Shopee's customer
satisfaction in Jakarta. For the innovation variable which has a correlation of .552
(52.2%) and with a regression analysis of .000. This indicates that Shopee has also been

able to implement time savings to provide fast time in online shopping and satisfaction
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intention to use shopee in Jakarta. This study found a relationship between service
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quality with .460 (46%) and with a regression analysis of .000. This shows that trust is

good enough because shopee applies the facility tosreview goods or services when
shopping by its consumers so that-at the time of purchase eonsumers feel honest. The
last is hedonic motivation.shows the highest value of .593 (59.3%).which means that
shopee services and facilities have a strong impact on consumer habits, namely.hedonic
motivation at shopee in JakartasThen it produces an R'Square value of 0.424, namely
(42.4%) which means that the value of the independent variable, namely hedonic
motivation, on the dependent variable, namely Customer Satisfaction, has a strong

impact on each other.
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