


Wuhan University of Technology PhD’s Degree Dissertation 

i 
 

 

 Sort No.                            Secrete Level          

UDC                                                    University Code       10497 

Wuhan University of Technology 

PhD Dissertation 

 

Research on the Influence Mechanism of Trust and Legal Issue on 

Customer Purchase Intention: in the Context of Indonesia Social Media 

信任和法律问题对顾客购买意向的影响机理研究： 

以印度尼西亚社交媒体为背景 

Name of PhD Candidate  : Ikramina Larasati Hazrati Havidz                                    

Name of Supervisor   : Professor Xie Kefan 

Teaching Unit    : School of Management   

Discipline     : Enterprise Management  

Specialty     : Marketing Management 

Dissertation Submission Date  : 13-05-2019 

Dissertation Defense Date  : May 2019 

Degree Awarding Unit   : Wuhan University of Technology        

Degree Awarding Date   :                                  

Chairperson of Dissertation Defense Committee Board:                

Evaluators                

                                              

                  

                             

Date:   



Wuhan University of Technology PhD’s Degree Dissertation 

ii 
 

 

A Dissertation Submitted to 

 

       

   

 Wuhan University of Technology  

For the Doctor’s Degree in Enterprise Management 

 

Research on the Influence Mechanism of Trust and Legal Issue on 

Customer Purchase Intention: in the Context of Indonesia Social 

Media 

 

信任和法律问题对顾客购买意向的影响机理研究： 

以印度尼西亚社交媒体为背景 

 

Doctoral Candidate: Ikramina Larasati Hazrati Havidz 

Major: Enterprise Management 

Supervisor: Professor Xie Kefan 

 

 

Wuhan University of Technology 

Wuhan, 430070, P.R.China 

May, 2019 

 

 



Wuhan University of Technology PhD’s Degree Dissertation 

iii 
 

 

 

 

 ORIGINAL CREATION STATEMENT 

I confirm that the dissertation is the result of original research work carried out by me under the 

supervision of my supervisor and is not reporting any previously published materials that have 

been used to obtain degrees or certificates in Wuhan University of Technology or any other 

education institutions, except those that have been properly referenced and acknowledged. All 

contributions are offered by my colleagues and friends have also been properly acknowledged.            

 

Signature of PhD Candidate:                                              

Date: 

 

Explanation on the Authorization of Dissertation Application 

I clearly understand the rules and regulations of Wuhan University of Technology regarding record 

and use of dissertation materials. I understand that Wuhan University of Technology holds the 

right of keeping the dissertation in record and the right of lending and referring it. Wuhan 

University of Technology also holds the right to publish the whole content of the dissertation and 

can photocopy, micro photocopy or replicate in any other ways and store it.        

 

 

    Signature of PhD Candidate:                                          

Signature of Supervisor:                          

Date: 

 

 

 

 

 



Wuhan University of Technology PhD’s Degree Dissertation 

i 
 

摘要 
 

顾客是影响公司业务发展的决定性因素。基本上，如果没有客户或潜在客户，企业的经济活

动将彻底失去方向。目前，公司不仅关注开展经济业务时的产品定位，也越来越认识到接近客户

的重要性，尤其是技术进步使得公司更容易接触到客户或潜在客户。一家好的公司能够从客户的

角度了解当前市场的需求。公司意识到市场环境已经变得更加数字化，这间接地促使公司学习市

场转变过程，并积极地使用最新的技术。 此外，社交媒体平台已成为一种主要的社会活动工具。 

营销是在与客户建立良好关系时提供给消费者的交付价值（产品或公司）。能够很好地管理和了

解客户的公司肯定会以公司利益的形式获得互惠。 

公司可以通过加快社交媒体营销的发展来增加价值，以实现更好的产出。利用社交媒体平台，

可以帮助公司创造有关于潜在客户或现有客户的更好想法。因此，该研究关注的是提供一些有关

印尼客户当前行为的先进知识。该研究采用了 UTAUT 2 理论，并将理论扩展到了本文讨论的研究

目标。初始的 UTAUT 2 理论由两个因变量组成，即行为意向和使用意向，以及七个独立变量，即

表现期望，努力期望，社会影响，促进条件，享乐动机，价格价值和习惯。此外，调节子对自变

量与因变量之间的关系起到一定作用。性别，年龄，经历和自愿性是 UTAUT 2 初始理论中指出的

调节子。该理论的功能是从客户的角度解释特定技术使用者的使用意向。而在该研究中，使用意

向和调节子的角色被删除，并由研究中提出的最新变量取代。此外，该研究还希望将社交媒体作

为技术用途进行讨论。 

该研究未能解释研究框架中提出的 20 个假设中的 8 个。运用 SPSS 24 统计分析软件和 Smart 

PLS 3 软件测试了本研究的结果。利用 SPSS 24 软件进行研究的探索性和描述性分析。通过 Smart 

PLS 3 软件评估验证性因子分析，以分析在研究框架上开发的结构模型。研究结果显示本文提出的

第一个假设成立，并具有很强的显著性水平。这可能是因为印度尼西亚人认为社交媒体很有用。

然而，该研究没有通过第二个假设。就此而言，该研究发现印尼人无法感知社交媒体提供的易用

性。该研究表明，在印度尼西亚不同的社交媒体平台有不同的功能。社交媒体使用的趋势与通信

和产品搜索目的截然不同。 WhatsApp 引发了沟通倾向，而 Instagram 导致了产品搜索和购买倾向。

第三个假设支持了以前文献的研究结果，也符合印度尼西亚的文化。印度尼西亚人做决策时确实

依赖于生活环境。受到的生活环境的影响越大，印尼人使用社交媒体的行为意向越明显。研究结

果表明假设四不被接受。这可能是由于印度尼西亚仍然缺乏与使用互联网技术相关的支持性基础

设施，社交媒体被认为是其中之一。 

更多的感知乐趣，享受和娱乐可以增强使用社交媒体的行为意向。该结论支持了第五个假设。

第六个假设也得到了研究结果的支持。它证明了一些先前的研究结论，印度尼西亚曾经在社交媒

体使用方面占据前十名。该结论清楚地反映了社交媒体已成为印度尼西亚人日常工作生活的一部
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分。然而，该研究未能解释关于社会媒体与价格价值关系的第七个假设。此外，该研究证明了提

出的第八个假设和第九个假设。法律问题是使用社交媒体的购买意向与行为意向关系之间的一个

重要指标。另外，该研究表明了使用社交媒体的行为意向与购买意向的信任之间有直接关系，满

足研究中的第十个假设和第十一个假设。然而，该研究未能解释调节因子信任对使用社交媒体的

购买意向和行为意向的作用。这确定了研究中的第十二个假设。此外，使用社交媒体平台的行为

意向仅调节了表现期望、享乐动机、习惯和购买意向的法律问题之间的关系。另一方面，使用社

交媒体平台的行为意向未能在努力期望，社会影响，促进条件和价格价值上对购买意向提供调节

角色。 

关键词：UTAUT 2 理论，社交媒体平台，信任，法律问题，购买意向 
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Abstract 
 

Customers are the determinants factor in determining the development of company in 

performing their businesses. Essentially, without the presence of customers or prospects customers 

the realization of the economic activities in term of businesses will lead to no directions. In present 

time, company does not only concern about the product oriented when company want to 

implement their business. Today's companies are increasingly recognizing the importance of 

approaching the customers especially with technological advances to make it easier to reach the 

customers or prospects. A good company is certainly a company that has ability to acknowledge 

the needs and wants of the present market on the customers’ point of view. The company realized 

the occurrence of the market environment has become more digital which indirectly led the 

company to learn the market shift and engage with the present technology to date. Moreover, social 

media platforms is one tools that has become the society main activity which cannot be separate 

from them. Marketing is the delivery value (product or company) provided to consumers while 

building a good relationship among customer. Companies that can well manage and understand 

their customers will certainly get reciprocity in the form of benefits for the company.  

Company can increase their value by accelerating the effort on social media marketing with 

the purposes to achieve a better output. Through the adoption of social media platforms for 

company, it assists company to create a better idea regarding either prospect or present customers. 

Hence, the study has concern to provide some advance knowledge regarding the behavior of the 

Indonesian customers in present time. The study adopted UTAUT 2 theory and extend the theory 

to adjust with the study objective that the author intended to discuss. The originated UTAUT 2 

theory consists of two dependent variables that are behavioral intention and intention to use 

followed by seven independent variables that are performance expectancy, effort expectancy, 

social influence, facilitating conditions, hedonic motivation, price value, and habit. In addition, 

there are moderators’ roles plays on the relationship of the independent variables toward the 

dependent variables. Gender, age, experiences, and voluntariness are the moderator roles indicates 

on the UTAUT 2 origin theory. The theory functions to explain the intention to use particular 

technology of users on the customers’ point of view. However, intention to use and the moderators 

role were removed and replace by recent variables proposed on the study. Moreover, the study 

would like to discuss social media as the technology use. 

The study failed to explain eight out of twenty proposed hypothesis on the research 

framework. The results was tested by the utilization of both SPSS 24 Statistical analysis and Smart 
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PLS 3. SPSS 24 Statistical analysis was applied to do the exploratory and descriptive analysis of 

the study. Confirmatory factor analysis was evaluate by the means of Smart PLS 3 utilization to 

analyze the structural model developed on the research framework The study supported the first 

hypothesis with robust significance value. It might happen because the Indonesian perceived social 

media to be useful. However, the study failed to support the second hypothesis. To this matter, the 

study found that the Indonesian could not perceived ease of use that is offers by social media. The 

study indicates that different social media platforms have different functions in Indonesia. The 

tendency of the social media use are distinct into communication and product searching purpose. 

WhatsApp lead to the communication tendency, while Instagram lead to the product searching and 

intention to purchase tendency. Third hypothesis supported the previous literature which is in line 

with the culture of the Indonesian as well. The Indonesian do depend on their living environment 

when it relates to a decision making. To this, the more influence obtain by them will lead to the 

encouragement of the Indonesian on the behavioral intention to use social media. However, 

hypothesis four lead to the results of not accepted. This may happen due to the Indonesia is still 

lack of supporting infrastructure that relates to the use of internet technology in which social media 

count to be one of them. 

In addition, the more perceived fun, enjoy, and entertaining could increase the behavioral 

intention to use social media and support the fifth hypothesis. The sixth hypothesis is also 

supported on the study. It proved some prior working paper that the Indonesian used to hold the 

top ten rank in term of social media usage. It clearly seen that it have become the citizens daily 

routine to do. However, the study failed to explain the seventh hypothesis on the relationship of 

price value on the social media. In addition, the study justified the eighth and ninth hypothesis 

proposed on the study. Legal issue signified a robust value on the relationship to behavioral 

intention to use social media and purchase intention. Furthermore, the study signified the direct 

relationship of behavioral intention to use social media and trust to purchase intention which 

satisfied the tenth and eleventh hypothesis in the study. Moreover, the study failed to explain the 

moderator role of trust on the behavioral intention to use social media and purchase intention. It is 

to determine the twelve hypothesis on the study. In addition, behavioral intention to use social 

media platforms only mediated the relationship between performance expectancy, hedonic 

motivations, habit, and legal issue to purchase intention. On the other hand, it failed to provide a 

mediator role to effort expectancy, social influence, facilitating conditions, and price value on the 

purchase intention. 

Keywords: UTAUT 2 Theory, Social Media Platforms, Trust, Legal Issue, Purchase Intention 
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Chapter 1  Introduction 

1.1 Research Background 

What people state about trendy in present time concern more on digitization. It has shifted the 

society lifestyle to be more digital as the technology and internet are keep growing[1]. The world 

has start to talk about digital technologies specifically social media’s benefits. The presence of 

digital technologies keep improving since the past decade lead to a changes in the society life. 

Most of people in the globe has start to utilize social media applications as their tools to deal with 

communication in present day. Present communication of the society has move to be more virtual 

than ever compare to previous time. Globally, the utilization of social media platforms adoption 

is growing rapidly. Indonesia is one out of many countries that also show a significant increase in 

social media adoption. A report was written under the work of two teams known as  Hootsuite and 

We Are Social[2] stating that more than half population around the globe are now online. It is 

followed by the finding that since January 2016 internet users around the globe has increase by 

10% or equal to additional of 354 million people. Therefore, the active social media users increase 

by 21% or equal to the additional of 482 million people. Last but not least, the active mobile social 

users are also indicate an increase by 30% or equal to the additional of 581 million people. 

Essentially, there are two motive that lead to the arisen of social media utilization; individual 

and organizational use. In the study of[3], it stated that sharing and gathering information, get 

entertained and relaxation, and having more social interaction is the individual motive to utilize 

social media platforms. Moreover, in the aspect of organization motive, through social media 

platforms organizations are able to employ the technologies as a tool to communicate with the 

customers. [4]revealed that through social media for marketing purposes or in representing the 

organization performance, it provides active communication. Hence, there will happen a two way 

of communication. The biggest advantage of social media as a marketing channel is its ability to 

distribute content and links to viewers, and will keep on increasing if marketer know how to build 

their follower. Articles publish on social media is useful for readers to instantly open hundreds or 

thousands of new articles, and readers can share more. Any interested readers can be bloggers, 

journalists, editors or those who have the potential to join and build natural links on marketer 

content as a reference in their own work. That means social media is able and will greatly increase 

the potential of the company inbound link profile. 

Social media offers great opportunities in promoting products in present digital era. It lead to 

customer confident as they are easy to search out for the reviews arises from other customer who 

has experienced the product[5]. Social media marketing is originated from a web-based service 
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(4) To investigate and examine whether behavioral intention to adopt social media plays a mediator 

role between  performance expectancy , effort expectancy, social influences, facilitating conditions, 

hedonic motivations, habits, price values, and legal issues to the intention to purchases 

1.5 Research Outlines 

The research dissertation written by author is distributed into seven chapters. The written 

chapters will have correlation between one another. However, before continue to the chapters 

developed by the researcher, the very beginning contains in the dissertation will be the tittle page, 

original creation statement, authorization page, and table of contents.  

Chapter 1 is provide to serve beneficial knowledge on the study introduction. The 

introduction of the first chapter will consist of background of the research, statement of problem, 

aims and significances of the research, research questions and objectives, and the general outlines 

of the research.  

Chapter 2 will discuss the literature review on the determinants of purchase intention. 

Literature review on every variables that proposed on the research conceptual framework will be 

explain in more detail in this section. Moreover, it will define the essence of performance 

expectancy, effort expectancy, social influences, facilitating conditions, hedonic motivations, 

habit, price value, legal issue, behavioral intention to adopt social media platforms, trust, and 

purchase intention.  

Chapter 3 will explain in more specific about the theoretical analysis of trust, legal issue, 

and social media in purchase intention. This section will generally explain the essence of trust in 

social media and purchase intention. In addition, it will describe in more detail regarding the theory 

adopted by researcher in examining the legal issue on social media marketing and purchase 

intention. Lastly, the theory that has been largely discuss in the marketing academic writing about 

the influence of social media in intention to purchases will further discuss in this chapter.  

Chapter 4 will discuss about the present situations of online purchase intention in Indonesia 

customers’ perspectives. This chapter will contains three sub chapter of literature review on the 

Indonesia digital marketing in general. To this purpose, the literature review from Indonesian 

medium source in the form of news and media information will be adopted. 

Chapter 5 was written to provide knowledge on the dissertation research framework and 

methodology. In this section the proposed hypothesis will be presented. There are twenty 

hypothesis proposed by the researcher on the study. The hypothesis proposed on both direct and 

indirect relationship among the variables. Both mediator and moderator are also drawn on the 

developed hypothesis. Furthermore, the research methodology written in the study will consist of 
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Chapter 6 will discuss on the research findings on the influencing mechanism of trust and 

legal issue on customer purchase intention in the context of Indonesia social media. The subchapter 

will consists of pilot study, empirical descriptive analysis, testing the goodness of the measurement 

model, and structural model analysis. The pilot study will be examine under the software of IBM 

SPSS Statistics 24 to capture out whether the developed questionnaires has achieved its 

appropriateness. Empirical descriptive analysis will be analyzed in both IBM SPSS Statistic 24 

and Smart PLS. lastly, to analyze the proposed hypothesis developed on the study, Smart PLS will 

be adopted. Therefore, the hypothesis can be finally drawn as whether accepted or rejected. 

Chapter 7 will be the final chapter on the study. It will discuss the summary of the empirical 

analysis of the study related to the predictors of purchase intention. It will also lighten up the roles 

of trust, social media, and legal issue as one of the purchase intention predictors by customers or 

potential customers. In this chapter, the researcher will also provide the innovative points obtained 

on the empirical analysis. Scope and research limitation, and research recommendations for future 

researcher can also be find in this section. 
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Chapter 2 Literature Review on the Determinants of 

Purchase Intention  

2.1 Unified Theory of Acceptance and Use of Technology (UTAUT) 

UTAUT is one of the latest theory on technology acceptance models developed by[38] by 

adjusting eight leading prior theories to be one theory in determining the technology acceptance 

theories. Those eight composite theories consists of Theory Reasoned Action (TRA) by[39], 

Technology Acceptance Model (TAM) by[40], Motivational Model (MM), Theory of Planned 

Behavior (TPB) by[41], Combined TAM and TPB by[42], Model of PC Utilization (MPCU), 

Innovation Diffusion Theory (IDT), and Social Cognitive Theory (SCT). UTAUT theory was 

introduced to examine the technology acceptance and implementation with the major focus on the 

organizational field.  

 

 

 

 

  

 

 

 

Figure 2-1 Reprinted version of UTAUT 2 Theory 

Performance expectancy, effort expectancy, social influence, and facilitating conditions are 

applied to determine the behavior intention and use behavior on a technology acceptance. The 

theory contains gender, age, experience, and voluntariness of use as the moderating variables. The 

study indicates behavioral intention acquire 70 % of the variance while use behavior signified the 

variance of 50%. Furthermore, extend their study by adding some recent variable to determine the 

technology acceptance models. The extended UTAUT is named after UTAUT 2 with specific 

analysis on a customers’ point of view. To this extent, the authors[43] has facilitating conditions, 

hedonic motivations, and price value as a recent relationship to behavioral intention and habit as 
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Chapter Summary 

The chapter discuss in more detail on the definition of the variables on UTAUT 2 theory. In 

addition, social media is the taken particular technology adopted in present study for the UTAUT 

2 analysis use. Moreover, it is also belief by most practitioners and customers that trust could be 

one of the basic foundation of an individual in make a decision. Yet, to maintain trust is 

challenging for companies. Therefore, through social media is expected to assist the practitioners 

in maintain a good relationship with the potential or prospect customer for a long-term relationship 

and trust. Social media provide various benefit to the users including for the daily activity 

implemented by the engage users. There are some people who engage to the employment of social 

media platforms because they experienced benefit value. However, instead of perceived benefit 

value, usually the engagement of one’s behavior on social media platforms is affected by some 

other factors. Place where the users live, supporting infrastructure, and activity which has been 

repeatedly conduct which lead to the users’ tendency to adopt social media platforms. In addition, 

when the users could perceived some benefit value of the services offers by the social media 

platforms, the tendency of the users could shift from communication perspectives to product and 

information searching perspectives. In which, product and information searching through social 

media platforms provide solutions to the users. Not to mention, the user can even have an intention 

to do online purchasing on particular social media platforms once trust has been build or achieve. 

Moreover, in line with the technology development, legal issue is essential and critical to provide 

balance on the online transaction in social media. Yet, regulation concerning the position of 

customers is still lack in the online transaction activity. Essentially, an individual may have 

concern on particular action taken by them may lead to the individual legal issue awareness. In 

which, it make an individual will concern the effect that will perceive as the result of an action 

taken by them including online transaction in the future.  
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Chapter 3 Theoretical Analysis of Social Media, Trust, Legal 

Issue, and Purchase Intention 

3.1 The Presence of Trust on Social Media and Purchase Intention 

Customers trust are all knowledge held by customers regarding all conclusions made by the 

customers about objects, attributes, and benefits obtain by them. Objects can be products, people, 

companies, and everything where someone has trust and attitude. Attributes are characteristics or 

features that objects may or may not have. Intrinsic attributes are anything that is related to the 

actual nature of the product, while extrinsic attributes are everything that is obtained from the 

external aspects of the product, such as brand names, packaging, and labels. Finally, the benefits 

are positive results that are perceived by the customers. Trust is a beliefs about integrity on the 

honesty and the ability to keep promises of the trusted party. It also define for benevolence that is 

relates on trustworthy attention and motivation to act in accordance with the trust perceived by the 

trusted party. Competency define for the ability of the trusted parties to carry out the trust she or 

he has received. In addition, predictability specify for the consistency in party behavior who is 

trusted. Trust is defined as a perception of reliability from the customer’s point of view based on 

experience, or more in the sequence of transactions or interactions characterized by the fulfillment 

of expectations for the purchased product or services[98].  

 Trust reflects two important components, namely brand reliability and brand intentions. 

Brand reliability or source reliability is based on customer confidence that the product is able to 

meet the promised value or in other words the perception that the brand is able to meet needs and 

provide satisfaction. Brand reliability is essential for the creation of trust in the brand because the 

ability of the brand to fulfill the promised value will make customers put the same sense of 

satisfaction in the future. While brand intention is based on customer confidence that the brand is 

able to prioritize the interests of customers when problems in product consumption appear 

unexpectedly. Customers’ beliefs are all knowledge possessed and conclusions made by customers 

about objects, attributes, and benefits[99]. Intrinsic attributes are everything that is related to the 

actual nature of the product, while extrinsic attributes are everything that is obtained from the 

external aspects of the product such as name, brand, and label. Therefore, trust is about the 

marketer’s or seller’s ability includes competence, experience, and ability in the knowledge on 

how to build and maintain trust from the customer.  

Trust on customers usually can be establish from the perceived satisfaction. Moreover, trust 

in social media can be develop once customer could get the satisfaction and security guarantee on 
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been done. If the purchased product does not provide the expected satisfaction, then the customer 

will change his attitude towards the brand of the product into a negative attitude, even rejecting 

the product in the future. Conversely, if the customer gets satisfaction from the product they 

bought, then the desire to purchase for the product tends to be even greater. 

The point of developing a successful marketing strategy is disclose with communication 

movement. All promotions are accepted by the customers as information that is collected in the 

environment’s surrounding. First of all, the customers must be exposed to the promotional 

information, so then they are able to enter into promotional communications and understand the 

meaning of the conversation. Finally, the knowledge, meaning, and trust obtained about the form 

of promotion they receive will be integrated with other knowledge to create attitudes and make 

purchasing decisions. So promotion must influence not only on the customer cognition but also 

their behavior[135]. The purpose of the product or service company can be achieved if consumers 

do certain behaviors, including buying products or using these services. Promotion terms are 

estimates of the number of users in a target population based on the active users (customers). With 

a range that aims to estimate how big the role of people in the delivered information, then the range 

itself consists of a large or limited area. The main purposes of marketers in marketing is to change 

the customer behavior in order to make a purchase or use decision on the services offered. Quality 

of a message greatly opens up the possibility to influence the potential and present customer to 

purchase. The message must be able to create positive emotions in customers, such as quality 

messages must be effective, interesting, unique, creative, complete and easy to understand.  

Chapter summary 

Trust are all knowledge that is owned by customers and all conclusions made by customers 

about objects, attributes, and benefits. Intrinsic attributes are everything that is related to the actual 

nature of the product, while extrinsic attributes are everything that is obtained from the external 

aspects of the product such as name, brand, and label. Trust is defined as customer willingness to 

accept weaknesses in the online transactions based on their positive expectations about the 

behavior of the online stores in the future implementation. Trust is the foundation of buying and 

selling transactions between the two sellers and buyers. It can be concluded that trust will be 

formed if customers conduct a purchasing system at a market place. In addition, purchasing 

decision is depend on the customers trust on the obtained information quality. There are some 

factors that emerge the legal issue arise around the society. Firstly, the need of regulation to be the 

mediator to protect both engaged parties on a trade activity so that there will be no parties get 

losses. Secondly, the fast development of technology brought to high demand of regulation 
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especially with the trade activity that has been more digital to date. The regulation shall fill in the 

gap between parties to create feel of safe by the involved parties. In which legal issues relates to 

both outside and inside factor which come from the environment and also a person as an individual. 

Currently, buying and selling transactions using social media has been widely used among all level 

of upper, middle, and ordinary income of an individual on a class of group. Social media can 

increase sales widely and does not require expensive fees. It is considered the most effective media 

in doing business whether it's relates on products or services. Social media can deliver chain 

messages that will be spread by others simultaneously. Customers will also find it easier to find 

and get information about the products or services they want to use or purchase. Purchasing 

behavior is a series of physical actions as well the psychological experience of the customer when 

buying a particular product.  
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Total Population 

265.4 million 

Unique Mobile Users 

177.9 million 

Internet Users 

132.7 million 

Social Media Users 

130.0 million 

Mobile-Active Social Media 

Users 

120.0 million 

Chapter 4 Analysis on the Present Situation of Indonesia 

Online Purchase Intention   

The development of the digital’s world with the assistance of internet reach the users globally. 

Today’s development on the society around the world demand to be more innovative. Innovation 

on the marketing communication can be one of innovation that should be consider about. It can be 

clearly seen that present society are more digital than before. It is undebatable that on the present 

time internet technology is no longer taken as a new thing happen in term of the technology 

development and growth among the society. It is due to technology continually keep improving 

its performance with a very rapid development on it and brought many changes of the society 

pattern life, especially Indonesia. The changes on the society patterns life reached various aspects 

including the social life, cultural life, trade, and many else.  Along with these developments, the 

behavior of people will changes. A company’s or seller’s goals are definitely to attract and obtain 

a potential customer and to keep good relationship with the present customer. Hence, written 

by[136] that businesses seen the importance of new path in the integrated communication to be 

shifted to be more digital as the society have become now. It gives advantages to both marketer 

and customers on time efficiency. The way in conduct a communication, businesses, and convey 

information are much easier and faster. Distance will not be gap to the society especially to 

Indonesian as the country is archipelago consisting of many islands that separate between one and 

another city.  

  

  

 

 

 

 

 

Figure 4-1 Indonesia's digital landscape 

Digital marketing provide great advantage as place for businesses to interact with the potential 

customer. It is due to most society has engage them self on the digital platforms. It also allow the 



Wuhan University of Technology PhD’s Degree Dissertation 

60 
 

its law regulating the privacy and data protection for the information and communication 

technology users.  The existing law determined that it cannot work effectively in catching up with 

the information and communication technological development. In addition, it is certainly that the 

legal vacuum has implications on the regulation of the privacy and data protection. The law that 

is regulate for the privacy and data protection is still under draft proposal[154]. Therefore, the 

regulation of the minister of communication and informatics of the republic of Indonesia No. 20 

of 2016 concerning the privacy data protection in the electronic system enacted to mediate the 

legal vacuum of the Indonesia Law on the privacy data protection. Personal data protection must 

be considered as one of the most important fields needed by Indonesia. This is an important issues 

in modern society due to it is certainly will affect the path of the society in do communication and 

trading. 

Chapter Summary 

The present situation of Indonesia indicates the emergence on ecommerce in which also goes 

in line with the social media for market place. In some years back to date, Indonesia market place 

perform its trading activity to be more digital followed by some evidence where the country used 

to take the 10th place on the Southeast Asia and the global report. The Indonesian activities on 

social media platforms found to possess high consumption in the country. In which, it led 

companies to utilize both ecommerce and social media for their marketing strategies to reach the 

potential customers. Social media functions to boost the willingness of the potential customer to 

visit the ecommerce platforms. It is because social media has great benefit in introducing new or 

recent activity due to social media has become the society daily routine. It provides opportunities 

for businesses to perform action under the company objectives, marketed the product. In addition, 

this chapter also provide regulation that present in Indonesia that is related with the online sale 

and purchase activity. The regulation discuss in this chapter explain about the policy that can give 

feel of security to the customer due to the belief when a feeling of security increase, trust might 

occur.  
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are variables that require indicators to perform measurement or testing. While the Manifest 

variable is a variable that acts as an indicator in a SEM research model, or known variables as 

variables that can be observed and measured directly. The manifest variable serve as an indicator 

for the latent variable. Structural Equation Modeling (SEM) is expected to use to analyze the 

measurement written in the study[201].  

Chapter Summary 

This chapter discuss about the proposed model develop on the study. UTAUT 2 Theory is the 

extended theory of UTAUT theory in which has customers as the research analysis. In addition, 

the author dropped the use behavior and moderators variable originated from UTAUT 2 due to the 

author would like to propose and explore the modify theory of UTAUT 2. The study intended to 

combine and analyze the effect of behavioral to use particular technology with the purchase 

intention of an individual. The study expect to provide contribution in the marketing practitioners 

and academician regarding on variables that might be new determinant in understanding the 

market in present time. The study proposed the ideas into three relationship analysis that are direct, 

indirect, and moderator relationship. Behavioral intention to adopt social media platforms will be 

tested as a mediator between the independent variables to purchase intention. In addition, the 

moderator role of trust is also address in this chapter to analyze the moderator role function of the 

variable. The study is a questionnaires based survey that are distributed in Indonesia. Moreover, 

the study conduct pilot study before distributing the questionnaires to large respondents. It also 

explain that the study will utilize SPSS Statistical analysis and Smart PLS as the software use to 

analyze the empirical data. Furthermore, this chapter is written to propose the insight to predict 

intention to purchase on an online behaviors under the use of social media in the Indonesia online 

environment. 
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Chapter 6  Findings on the Influencing Mechanism of Trust and 

Legal Issue on Indonesia Customer Purchase Intention in Social 

Media  

In this chapter, the researcher will discuss in more detail regarding the results analysis 

obtained under the questionnaires. The researcher would like to explain the study’s finding in both 

descriptive and quantitative. Descriptive analysis is applied to interpret the respondents’ 

characteristics obtained under study from the filled up questionnaires. Additionally, quantitative 

analysis will be used to justify the collected data that will be measured under a statistical 

calculation. Hence, quantitative analysis will be adopted to provide justification on the pilot study 

and the goodness test of the measurement model. Validity, reliability, and hypothesis testing will 

be further describe on the functions of goodness test of the measurement model analysis.  

6.1 Pilot Study 

As it has been discuss in previous chapter, pilot study will be the first methodology to be 

conducted. Moreover, SPSS 24 is adopted to do the pilot study as the research framework establish 

under the study contains new proposed variable. SPSS 24 is a proper software to examine an 

exploratory study as it has feature to check and classify (grouped) whether the new items 

researcher develop can be grouped into some components or dimensions. The adoption of SPSS 

24 in current context is to execute the validity and reliability test on the pilot study. The pilot study 

was distributed to collect the respondents’ answers on October 15, 2018. It was distributed by the 

use of google surveys platforms.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 6-1 Pilot study analysis on the respondents' age 
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identified as possessing lower p value than its threshold with the 0.000 p value obtained. The 

obtained p value on the twentieth hypothesis was found to have a robust significance result. 

Therefore, the study has proven that behavioral intention to use social media has a partial mediator 

role from legal issue to purchase intention 

Chapter Summary 

The study identified the first robust predictors of behavioral intention to adopt social media 

platforms are performance expectancy, habit, and legal issues. Those three independent variables 

proposed on the hypothesis characterized the Indonesian tendency on the behavioral intention to 

use particular technology. Hedonic motivations possess the second predictors’ places of the 

behavioral intention to adopt social media platforms. In addition, social influence defined the role 

as one of the behavioral intention to adopt social media after performance expectancy, effort 

expectancy, legal issues, and hedonic motivation. Hence, there are five supporting variables in 

determining the behavioral intention to adopt social media on the Indonesian customers’ 

perspectives. The study also has classified the different level of predictors according to its robust 

value in determining the Indonesian behavioral intention to adopt social media. There are 3 out 4 

proposed variable in determining the Indonesian intention to purchase. The study failed to analyze 

the moderator relationship between behavioral intentions to adopt social media toward intention 

to purchase. In addition, the current study identified legal issue, behavioral intention to adopt social 

media, and trust to play major role in predicting intention to purchase on the Indonesian customers’ 

point of view. Moreover, the relationship of legal issue to purchase intention that is mediated by 

the behavioral intention to adopt social media signified to have robust role. Followed by the 

mediating roles of behavioral intention to adopt social media between habit and purchase intention 

as the second important predictors. The relationship of Performance expectancy and hedonic 

motivations to purchase intention by the mediation of behavioral intention to adopt social media 

platforms is ranked accordingly to their robust value. 
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Chapter 7 Conclusions and Future Study  

7.1 Conclusions 

The first hypothesis on the relationship of performance expectancy to adopt particular 

technology, which is social media platforms in this case is in line with some prior study[38] on the 

customer’s point of view and [43]on an organizational point of view. Therefore, the study could 

justified the relationship of performance expectancy to adopt particular technology is not limited 

to the customers or organizational point of view. It is due to either customer or organizational point 

of view represent an individual point of view in experiencing particular technology. In which, as 

long as an individual find usefulness once using particular technology then they will perceived the 

benefit. The performance expectancy that is perceived by the user is generalizable to both 

customers and company. Also, it will only distinct to the employment purpose in which customers 

will has purpose to satisfy their needed once company purpose is to achieve the work performance 

by using particular technology. In addition to that, Hypothesis 1 is supported by several prior 

study[160],[159],[124],[54]. In which the study objectives of the aforementioned prior study is also in 

line with this study where it is also discuss and supported the positive relationship of utilizing 

social media as the effect given by perceived usefulness. The survey conducted by the author 

captured out that Indonesian found social media platforms to be helpful for them in implementing 

their activity. The Indonesian user declared under the survey that social media platforms is useful 

in term of product or information searching. More choice regarding the related product and 

information that they search for is perceived by them once running the social media applications. 

Regardless to that, the Indonesian users on the behalf of Indonesian digital customers justified 

social media platforms assist them to quickly find what they are up to. Using social media increases 

the users’ productivity. Hence, the more benefit perceived by the users, the more behavioral 

intention to adopt social media platforms in Indonesia customers’ point of view. 

In the Indonesian users’ point of view on the effort expectancy toward the behavioral intention 

to adopt social media platforms does not in line with prior study[161],[124],[54],[38],[43]. The study 

indicates different result compare to prior study that is proposed on the Hypothesis 2. The 

relationship between effort expectancy on the behavioral intention to adopt social media platforms 

in Indonesian customers’ perspective indicates a positive relationship. In which, the more ease of 

use perceived by the users the higher behavioral intention to adopt social media platforms will be. 

However, the study could not prove the significant result on the positive relationship obtained 

under the study. There might an assumption arise in the study concerning the insignificant result 

of effort expectancy to the behavioral intention to adopt social media in Indonesia. As from the 
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