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Abstract: The study aimed to see the nexuses of motives on behavior intention
online shopping of MSMEs products in Jakarta, Bogor, Depok, Tangerang,
and Bekasi (Jabodetabek) areas with Price, Halal, and Food Product as mod-
erator variables. The research was conducted using quantitative methods. The
data analysis used in this research were validity and reliability tests for instru-
ment tests. The assumption classical tests were the heteroscedasticity, multi-
collinearity, and multiple linear regression tests. Multiple linear regression
tests were t-test, F test, and Moderated Regression Analysis (MRA), calculated
using the SPSS 26 application. Results are Hedonic motivation, perceived use-
fulness, and external subjective norms gave a positive and significant effect on
behavior intention online shopping. Price as the moderator variable on He-
donic motivation and perceived usefulness did not have a significant influence,
similarly for the result of Halal as the moderator variable on the internal sub-
jective norm and external subjective norm. The interaction with Price and
Halal as moderators has a positive effect. Oppositely, Food Products as a mod-
erator variable of the pandemic covid-19 possess a negative response. The con-
tribution of the research can be used by e-commerce, specific sellers, and oth-
ers where the level of halalness is still very much considered by consumers.
The implication for the price is not an issue for online shopping of MSME
products in moderating motives, while food product negatively moderates the
pandemic covid 19 towards online shopping. Therefore, online food sellers
should consider applying the health protocol if there is a new wave of pan-
demic toward a new normal era to anticipate a negative response.
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INTRODUCTION

Micro, small, and medium enterprises are
productive businesses owned by individuals or bu-
siness entities that meet the criteria of businesses
with a relatively small number of employees, busi-
ness scale, and turnover and are generally establis-
hed with limited capital. The position of MSMEs
(Micro, Small, and Medium Enterprises) has long
been recognized as an important sector in the In-
donesian economy, in 2019 the contribution of
MSMEs to Indonesia's GDP was 60.51% and ab-
sorbed 96.92% of the labor (Hartanto, 2021). The
most noticeable effect is a decrease in direct buy-
ing and selling transactions due to the adoption of
the PSBB or PPKM policy. To cope with this sit-
uation, some people turn to internet shopping as a
solution for their activities to meet their needs.

Online shopping transactions are increasing
during the pandemic, and sellers have several ob-
stacles. Some of the challenges faced by online
sellers include a lack of demand for goods/servi-
ces (41.86%), lack of capital (33.76%), and other
factors such as limited internet access, etc. (BPS,
2020). Direct purchasing and selling transactions
are different from online purchases and sales. Dur-
ing this pandemic towards a new era, there is a ne-
ed for insight and understanding of online shop-
ping as a guide for the community to conduct on-
line buying and selling operations. The attitude of
consumers to online shopping, subjective norms,
and perceived behavior control impact their shop-
ping intention (Ha et al., 2021).

In line with increasingly sophisticated tech-
nology advancements, transactions purchasing and
selling also follow the flow of technological deve-
lopments by leveraging the internet network. Dis-
tance and time limit the relationship between the
vendor and the customer. However, with the on-
line buying and selling system, it now feels like
there is no distance between sellers and buyers.
Buyers no longer need to go to markets, shops, or
malls to buy the goods they need simply by acces-
sing online sites via internet-connected gadgets.

During the Covid-19 pandemic, the Indone-
sian government implemented the PSBB Policy
(Large-Scale Social Restrictions) or now PPKM
(Enforcement of Restrictions on Community Ac-
tivities), which has an impact on the community in
various aspects of life, one of the most important
of which is the economy, particularly as consum-

ers, distributors, and producers. It is necessary to
see whether the covid-19 pandemic is one factor
in motivating people buying online to embrace the
new era of post covid-19 in performing online
shopping business.

Studies on the behavior of online shopping
or online purchases in Indonesia are influenced by
several factors, namely trust, price, convenience,
convenience, and availability are the most import-
ant factors influencing consumer shopping at onli-
ne stores, and other factors such as safety, product
quality, website design, and consumer behavior
(Harahap, 2018). However, motives that affect the
behavior intention in buying online MSMEs prod-
ucts are limited. Koch et al. (2020) have research-
ed in Germany for motives for buying online cloth-
ing products with hedonic, utilitarian, and norma-
tive motives. Therefore, this study aims to find out
the nexuses of motives on behavior intention on-
line shopping of MSMEs products with Price, Ha-
lal, and Food Products as moderator variables. The
novelty of this study is putting the pandemic co-
vid-19 as a variable beside other motives and us-
ing moderating variables of price, halal and food
products.

LITERATURE REVIEW
Price

Price is the amount of money exchanged for
a product or service statement (Kotler and Arm-
strong, 2012). Kenesei and Todd (2003) stated that
price has an essential role for prospective buyers
in buying a product, from the number of prices dis-
played, including the cost of energy, time, and
emotions because consumers will compare with
competing products. Alfred (2013) stated that it is
known that price and quality affect consumer pur-
chasing decisions.

Halal Product

Ath-Thawil (2016) defined halal as all per-
mitted things that do not contain transactions pro-
hibited by sharia and have been legitimized by sha-
ria to carry out the case. Law Number 33 of 2014
concerning Halal Product Guarantees explains that
halal products have been declared saputrahalal by
Islamic law. Every Muslim is obliged to consume
halal food. In Indonesia, so that people can be sure
of a product that is consumed, the company needs
to attach proof of its halalness with a halal certi-
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ficate issued by the Indonesian Ulama Council
(MUI). Some researches show a significant posi-
tive relationship between halal labels on purchas-
ing decisions for the Muslim consumers. (Agusti-
an, 2013; Bulan, 2016) stated that the Halal label
positively and significantly affects sausage buying
decisions in the Kualasimpang, Aceh Tamiang Re-

gency.

Online Purchase Intention

Individual purchase intentions are related to
behavior and can be classified as a cognitive com-
ponent of individual behavior about how indivi-
duals desire to buy a specific product statement
(Kwek et al., 2010). Schiffman and Kanuk (2000)
stated that an individual's awareness of time, tech-
nological features, shopping conditions, and con-
venience when shopping where product factors
form complex responses with a high value for con-
venience when purchasing online intentions. Man-
ufacturers and marketers use halal certificates and
labels to inform and convince their target consum-
ers that their products are halal and compliant with
the Islamic sharia statement (Alam and Sayuti,
2011). Purchase intentions can be used to test the
implementation of a new distribution channel to
help managers determine whether the concept de-
serves further development and decide which ge-
ographic markets and consumer segments to target
through the channel statement (Morwitz et al.,
2007). Online shopping is buying goods or ser-
vices from those who sell online or online buying
and selling services without having to meet face-
to-face with seller or buyer directly (Sari, 2015).
Online shopping is a process carried out by a con-
sumer to make purchases in the form of goods and
services via the internet (Jusoh and Ling, 2012).

HYPOTHESIS DEVELOPMENT
Hedonic Motivation (HM)

Motivation is significant in the buying pro-
cess because it is one of the processes in which the
needs and desires of consumers themselves have
not been met. Especially during a pandemic when
the demand for food is very high with balanced
nutrition, consumers are faced with limited condi-
tions in obtaining products due o the limited space
for a person to move. Consumers with a high he-
donic value or hedonic motivation will get satisfi-

ed with themselves and enjoy the buying process

compared to the final achievement of purchasing

a product statement (Mikalef et al., 2013). Con-

sumers who have hedonic motivation will be more

motivated.

H1: During the covid-19 pandemic, price consu-
mers' hedonic motivations have a significant
effect on online shopping intentions.

Perceived Usefulness (PU)

Utilitarian motivation is the motivation con-
sumers own with a goal-oriented orientation state-
ment (Delafrooz et al., 2010). So consumers who
shop with utilitarian motivations are goal-oriented
to get these goods. Consumers with utilitarian ne-
eds will be more motivated to shop online when
the social media they visit provide clear, conveni-
ent, and efficient information to meet their needs
(Kim, 2006).

H2: During the covid-19 pandemic, the perceived
usefulness of goods by consumers has a sig-
nificant effect on the online shopping inten-
tions

Internal Subjective Norm (ISN)

In addition to the perceived benefits factor,
flexibility and ease of use of digital payments can
be essential factors determining interest in using
digital payment methods in online shopping (Ezeh
and Nwankwo, 2018).

H3: During the pandemic, consumers' internal
subjective norms are positively related to the
halalness of online products.

External Subjective Norm (ESN)

The inclusion of the halal label aims to pro-
vide the consumers with halal protection and com-
fort for using the product statement (Yuswohady,
2015). Social media or websites that can build con-
sumer trust through the stimuli presented can also
influence the consumer buying interest statements
(Hajli, 2014). The influence of external parties
considered important was a significant factor in
explaining the intention to use digital payment sta-
tements (Setiawan and Mahyuni, 2020; Venkatesh
etal., 2016).

H4: During the pandemic, consumers' external
subjective norms are positively related to the
halalness of products purchased online.
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Figure 1. Research Framework of Online Shopping Motives

Covid-19 Pandemic (Pcov)

Online shopping with convenience, reliabil-
ity, and shopping features and various payment
channels, including contact-free digital payments,
has been widely practiced during the COVID-19
pandemic (CP) to reduce direct physical contact in
transactions and allow social distancing to be ma-
intained. Hence the covid-19 pandemic is the per-
ception of online shopping during the covid-19
pandemic. Baicu et al. (2020) stated that using the
perception of CP with a single indicator, "CP af-
fects my lifestyle." Furthermore, one of his rese-
arch results stated a positive and significant rela-
tionship between CP perceptions of behavior to-
ward mobile banking and internet banking state-
ments (Baicu et al., 2020).

H5: The covid-19 pandemic that positively af-
fects online shopping.

METHOD

The data collection technique was a purpos-
ive sampling technique using a questionnaire us-
ing google forms. The criteria of respondents did
online shopping for MSMEs products during cov-
id-19 pandemic and resided in Jakarta, Bogor, De-
pok, Tangerang, and Bekasi area or Jabodetabek
for short. The questionnaire was distributed by
snowballing technique through WhatsApp Groups
among the writers’ and enumerators’ networks for
two weeks in November 2021. Of the total respon-
dents, 456 participated, but the ones that fit the cri-
teria were 419 and used as samples.

Instruments research using questionnaires

that employed normative, utilitarian, and hedonic
constructs, namely, subjective norms, perceived
usefulness, and hedonic motivation, and used be-
havioral intentions as the dependent variable of
online shopping motive adopted from Koch et al.
(2020). The perception of doing online shopping
during the pandemic covid-19 using three indica-
tors constructed the pandemic covid-19 variable
using (Pasaribu 2022; 2021), the halal perception
variable, and the perception of price variable using
a single hand developed by writers. All variables
were measured using a 5-point Likert scale rang-
ing from “strongly disagree” to “strongly agree.”
The food variable was the dummy variable with a
dichotomous value, 1 = the MSMEs product was
food, and 0 = the SMEs product was the non-food
product (Table 1).

The research was conducted using quantita-
tive methods (Sugiyono, 2019). Multiple linear re-
gression tests were t-test, F test, and Moderated
Regression Analysis (MRA), calculated using the
SPSS 26 application. The Moderated Regression
Analysis (MRA) test or interaction test was carri-
ed out, in which the regression equation contains
an element of interaction between two or more in-
dependent variables (Liana, 2009). Interaction of
MRA between hedonic motivation and price, per-
ceived usefulness and price, internal subjective
norms and halal, external subjective norms and ha-
lal, covid-19 pandemic, and food variable, hence
the moderating variables were the perception of
price, the perception of halal and the dummy var-
iable of the food product.
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Table 1. Variable Operational Definitions of Online Shopping Motives

Variable Indicator Value
Hedonic Motivation Enjoying in doing shopping online Likert scale
(HM) Satisfying when purchasing MSMEs products online
(Koch et al., 2020) Entertaining in buying MSMES products online
Perceived Usefulness Buying MSMES products online is useful. Likert scale
(PU) Purchasing online is easier.
(Koch et al., 2020) Purchasing online is efficient.

Improving in doing shopping online
Internal Subjective People encourage shopping online. Likert scale
Norm (ISN) The importance people inspire purchasing online.
(Koch et al., 2020) Influence persons to support shopping online
External Subjective The news campaign in buying MSMEs products online. Likert scale
Norm (ESN) Mainstream media were calling for purchasing online.
(Koch et al., 2020) Public figures promote buying MSMEs products online
Covid-19 Pandemic Concerns about buying offline. Likert scale
(Pcov) The increase in the online marketplace
(Pasaribu 2022; 2021) Digital baking as a mode of online payment as lifestyles
Price The importance of price when buying MSMEs product Likert scale
(authors)
Halal The importance of halal when buying MSMEs product Likert scale
(authors)
Food The product of MSME:s is food. 1=VYes

0=No

Behavior Intention Intending to buy online Likert scale

(Koch et al., 2020)

Intending to buy MSMES products

Willingness to do online shopping

RESULTS
Profile of Respondents

Table 2 summarized the sociodemographics
of respondents. For better understanding, the pro-
files of respondents are grouped based on: Profes-
sion, Marital Status, Number of Children, Gender,
Age, Education, Monthly Income, and area of res-
idence of all respondents who shopped online for
MSME products during the Covid-19 pandemic.
Women, 66.11 percent, dominate respondents.
48.69 percent of respondents do not have children,

and the remaining 51 percent already have child-
ren from one to more than four children. Based on
age, the respondents were dominated by Genera-
tion Z, 40.57 percent. Based on education, 56 per-
cent of respondents are dominated by Bachelor
(S1) graduates. The income level was dominated
by 22.20 percent of respondents earning more than
Rp. 6,000,000, 22.72 percent have no-income sta-
tus. Based on the domicile of residence, 65 percent
of respondents are in Bogor, and the rest are in Ja-
karta, Bekasi, Depok, and Tangerang.

WWW.JURNALJAM.UB.AC.ID
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Table 2. Respondents' Profile of Online Shopping MSME products

. e N=419
Profile Classification .
nominal %
Profession Looking for work 15 3.58%
Students 117 27.92%
Employee 142 33.89%
Business owners 48 11.46%
Others 97 23.15%
Marital Status Married 227 54.18%
Single 192 45.82%
Number of children None 204 48.69%
1 child 38 9.31%
2 children 63 15.04%
3 children 62 14.80%
4 children 36 8.59%
>4 children 15 3.58%
Sex Male 142 33.89%
Female 277 66.11%
Age < 15-year-old 4 0.95%
16 - 20-year-old 73 17.42%
21 - 25-year-old 97 23.15%
26 - 30-year-old 31 7.40%
31 - 40-year-old 81 19.33%
41 - 50-year-old 111 26.49%
51 - 60-year-old 19 4.53%
>61-year-old 3 0.72%
Education Middle School 10 2.39%
High School 108 25.78%
Diploma 42 10.02%
Bachelor’s degree 236 56.32%
Master’s degree 19 4.53%
Doctoral Degree 4 0.95%
Income < Rp.2 million 77 18.38%
Rp.2 — 4 million 79 18.85%
Rp.4 — Rp.6 million 79 18.85%
> Rp.6 million 93 22.20%
No income 91 21.72%
Domicile Jakarta 60 14.32%
Bogor 272 64.92%
Depok 17 4.06%
Tangerang 26 6.21%
Bekasi 44 10.50%

9 |
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Instrument Tests

The test for survey questionnaires was done
on all independent variables except food and de-
pendent variables. The food variable was a binary
answer with values 1 and 0. Therefore there was
no need to carry out research instrument tests. Va-
lidity test with a significance level of 0.05, where
HO is accepted if r count > r table, and HO is re-
jected if r statistic r table (Sugiyono, 2019). Data
processing tested can be seen in r-table 0.1966; the
r-count of all tested variables shows the number >
0.1966, which means valid. The reliability test of
the questionnaire uses the Alpha Cronbach formu-
la, namely: if the results of the alpha coefficient >
60% or 0.6 significance rate, then the questionnai-
re is reliable, and if the alpha coefficient < 60%
significance rate or 0.6, then the questionnaire is
not reliable (Sugiyono, 2019). Based on the results
of the calculation, the alpha coefficient is 0.811 >
0.6 significance rate, so it can be said that all in-
struments on the questionnaire are reliable.

Classical Assumption Tests

A classical assumption test was done for all
variables except Food Variable. Heteroscedastic-
ity test using the Glejser test or regression with the
absolute value of residual. The decision is if the
significance value (sig) > 0.05, and then there are
no heteroscedasticity symptoms in the regression

model. On the contrary, if < 0.05, there are heter-
oscedasticity symptoms in the regression model.
The heteroscedasticity result showed that two var-
iables, covid-19 pandemic and halal, have symp-
toms of heteroscedasticity. Based on the results of
this heteroscedasticity test, the assumption test is
not fulfilled. Still, considering a large number of
samples and the results of the F test stating it is
accepted, the statistical analysis technique is ro-
bust. However, the classical assumption test is not
fulfilled (Alsa, 2015).

Multicollinearity test by looking at the tol-
erance value; if the tolerance value is more signif-
icant than 0.10, then there is no multicollinearity,
also seen from the value of the variance inflation
factor. If the value (VIF) smaller than 10.00, then
there is no multicollinearity. From the result, it is
known that the tolerance value is greater than 0.10,
then for the variance inflation factor (VIF), the va-
lue is smaller than 10.00, and it can be said that
there is no multicollinearity. Test the normality of
the data with the P-P plot and Kolmogorov-Smir-
nov curve, where if the significance value is great-
er than 0.05, then the residual value is usually dis-
tributed. If the significance value is smaller than
0.05, then the residual value is not normally distri-
buted. The calculation results for the normality
test obtained the results of 0.200 greater than 0.05,
and then the residual value is normally distributed.

Table 3. Regression Models of Behavior Intention of online shopping on MSME’s product

Model Regression Y

Independent Variables (X)

Model 1 Bl Pcov, HM, ISN, ESN, PU
Model 2 Bl Pcov, HM, ISN, ESN, PU, Hal, Price
Model 3 Bl Pcov, HM, ISN, ESN, PU, Hal, Price, Food
Model 4 BI Pcov, HM, ISN, ESN, PU, Hal, Price, Food, ISN*Hal, Pcov*Food,
HM*Price, ESN*Hal, PU*Price

Table 4. Regression Change on the Models
Reg. Model R square Adjusted R Square R square change Sig. F Change
Model 1 0.299 0.291 0.299 0.000
Model 2 0.314 0.302 0.015 0.012
Model 3 0.317 0.303 0.003 0.200
Model 4 0.357 0.336 0.040 0.000
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Table 5. ANOVA of the Four Models of Regression

Model Sum of df Mean F Sig. Decision of
Squares Square Model
Model 1 Regression 417.200 5 83.440 35.268 0.000 Accepted
Residual 977.106 413 2.366
Total 1394.305 418
Model 2 Regression 437.822 7 62.546 26.876 0.000 Accepted
Residual 956.483 411 2.327
Total 1394.305 418
Model 3 Regression 441.645 8 55.206 23.759 0.000 Accepted
Residual 952.660 410 2.324
Total 1394.305 418
Model 4 Regression 497.677 13 38.283 17.292 0.000 Accepted
Residual 896.628 405 2.214
Total 1394.305 418

Table 6. T-Test and MRA Test Of Bl of Online Shopping of Msmes Products

Model Variable B Std. Error t Sig. Decision
Model 1 (Constant) 2.323 0.658 3.530 .000 -
HM 0.129 0.057 2.249 .025 Accepted
PU 0.237 0.050 4.691 .000 Accepted
ISN 0.076 0.055 1.387 .166  Not Accepted
ESN 0.149 0.062 2.408 .016  Accepted
Pcov 0.074 0.059 1.267 .206 Not Accepted
Model 4 (Constant) 16.330 3.501 4.664 .000 -
HM -0.208 0.237 -0.880 .380 Not Accepted
PU 0.184 0.238 0.774 0.439 Not Accepted
ISN -0.437 0.309 -1.415 0.158 Not Accepted
ESN -0.319 0.341 -0.934 0.351 Not Accepted
Pcov 0.057 0.071 0.810 0.418 Not Accepted
Price -0.966 0.744 -1.299 0.195 Not Accepted
Hal -2.234 0.607 -3.684 0.000 Accepted
Food 0.703 1.094 0.643 0.521 Not Accepted
HM*Price 0.079 0.057 1.398 0.163 Not Accepted
PU*Price 0.013 0.056 0.241 0.810 Not Accepted
ISN*Hal 0.115 0.067 1.728 0.085 Not Accepted
ESN*Hal 0.106 0.074 1.426 0.155 Not Accepted
Pcov*Food -0.040 0.091 -0.436 0.663 Not Accepted

9 |
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Four Regression Models

The data analysis technique uses multiple
linear tests to test the effect of independent varia-
bles on behavior intention (dependent variable).
There are four models to analyze (Table 3). The
four models were analyzed using regression and
by adding the moderator variables.

The results of the regression analysis are
presented in Table 4. The R square of the based
model (Model 1), which had no moderator variab-
les, was 0.299 or 29.9% with an adjusted R square
of 0.291. Adding two moderator variables, Halal
and Price (Model 2), gave a better R square 0.314
with the sig. F change was 0.012 less than 0.05,
which meant the model resulted in a significant dif-
ference by adding moderator variables Halal and
Price. Model 3 gave a higher R square 0.317 by
adding a dichotomous food variable, but with no
significant difference with Model 2 due to sig. F.
Change bigger than 0.05, which was 0.200. The fi-
nal model with the interaction of variables among
the moderator variables (Model 4) provided the
highest R square, 0.357, with an adjusted R square
of 0.336. Model 4 also gave sig. F change 0.000
less than 0.05 meant the result showed a signifi-
cant difference by adding the interaction with mo-
derator variables: HM with Price, PU with Price,
ISN with Hal, ESN with Hal, and Pcov with Food.

Analysis of variance (ANOVA) for the four
models is presented in the Table 5. All the models
gave a sig value below or less than 0.05. Therefore
the decisions were all the models were good. The
F tests resulted that all variables in each model
proven simultaneously affected Bl on online shop-
ping for MSMEs products.

T-test is a test for a partial test of each vari-
able affecting Bl on each model presented in Table
6. Based model or Model 1 showed that all coeffi-
cients (Unstandardized B) were positive. Hedonic
motivation, perceived usefulness, and external
subjective norms were variables that significantly
affected behavior intention (BI) on online shop-
ping for MSMEs products at Jabodetabek. At the
same time, internal subjective norms and covid-19
pandemic did not significantly influence BI. Ro-
bustness tests by adding moderator variables Halal
and Price as Model 2 and then adding Food as
Model 3 showed that the results of t-tests were the
same: Hedonic motivation, perceived usefulness,
and external subjective norms were significant

variables that affected Bl. Moderated Regression
Analysis (MRA) was Model 4 by adding the inter-
action of independent variables with moderator
variables (Table 6). The results partially showed
no significant effect between independent interac-
tion variables and moderator variables on the BI.
However, based on Table 3 regression change, it
could be seen that Model 4 gave the best R square
and adjusted R square. It indicated although the
moderator variables did not provide a significant
effect partially, as a model, simultaneously, all var-
iables and the interaction with the moderator vari-
ables gave significant differences. Therefore, pri-
ce moderated hedonic motivation and perceived
usefulness positively, and price positively moder-
ated internal subjective norms and external subjec-
tive norms. It means that price and halal give stro-
nger behavior intention towards online shopping
on MSMEs products. Food variables negatively
moderated the perception of covid-19 pandemic.
It means that if the product of MSMEs is a Food
product, it will weaken the behavior intention with
the perception of the covid-19 pandemic.

DISCUSSION
Nexus between Hedonic Motivation and Inten-
tion on Online Shopping

The results obtained in this study showed
that hedonic motivation affects the intention (BI)
to shop online for MSME products during the
COVID-19 pandemic. Consumers stated that they
enjoyed and felt satisfied shopping online, and
shopping online felt that they could be entertain-
ing in the current COVID-19 pandemic. Itisin line
with the research by Koch et al. (2020), where it is
known that hedonic motivation dominates utilita-
rian motivation in their respective relationships
with purchase intentions, which are related to con-
ditions that occur because of the COVID-19 pan-
demic, limited opportunities for recreation as a
purpose of pleasure which during this pandemic
could not be done. Therefore, consumers made on-
line shopping a recreational pleasure activity. It is
similar to the socio-demographics of this research
that Generation Z and women dominate online
shopping. According to previous research, young
women have a high level of hedonic motivation
(Koch et al., 2020). Ideas and adventure from the
hedonic motivations aspects proved to have a sig-
nificant effect on Bl (Mikalef et al., 2013). It is
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also in line with research (Zahra and Sanaji, 2021)
that hedonic motivation significantly affects the
repurchase intention. It implies that respondents
shopping online for MSME products are motivated
by hedonism. Therefore, MSME marketing com-
munication in social media can capitalize on the
hedonic motive of the customer by making trends
viral, socializing, stressing the sense of adventure,
and establishing the importance of social status.
Some of the hedonics' motivations include giving
surprise gifts or tankful cards to fulfill the enjoy-
ment, satisfaction, and entertainment of the indi-
cators of hedonic motivation during the online
shopping of MSME’s products. Some sellers have
done this during the pandemic era, such as linen
mask sellers, with surprise gifts like a sticker, pin,
or key chain.

Nexus between Perceived Usefulness and Inten-
tion on Online Shopping

The results obtained in this study perceived
usefulness affects the behavior of online shopping
for MSME products toward the new normal era.
Consumers stated that buying MSME products on-
line during the covid-19 pandemic was very use-
ful, made shopping activities more accessible and
efficient, and felt that the right action was taken to
shop online. This study's results align with the re-
search by Koch et al. (2020) and Mikalef et al.
(2013) that perceived usefulness significantly af-
fects behavior intention. The aspect of perceived
usefulness, such as product selection and informa-
tion availability, must be provided by the MSME.
Respondents feel that shopping online is advanta-
geous, easier, and more efficient. Online shopping
frequently improves familiarity with marketplace
applications such as Shopee and Tokopedia. The
majority of respondents are a person with income
with married status; therefore, is motives of per-
ceived usefulness of shopping online became im-
portant during the covid-19 pandemic and conti-
nue toward a new era.

Nexus between Subjective Norms (Internal/
External) and Intention Online Shopping

The outcomes found in this study showed
that the internal subject norm is not proven to in-
fluence the behavior intention of shopping online
for MSME products during the COVID-19 pande-
mic. This study's results align with research (Koch

et al., 2020) that Internal Subjective Norms do not
significantly influence behavior intention. A per-
son's inner circle does not influence the intention
of online shopping for MSMEs’ products. The ed-
ucational background of respondents can explain
that the majority have higher education or at least
a diploma (1-year Diploma, 2-year Diploma, or 3-
year Diploma) holder. The higher of education, the
more independent one’s reasoning in shopping de-
cisions.

On the contrary, the results obtained in this
study showed that the external subject norms af-
fect the behavior of online shopping for MSME
products during the COVID-19 pandemic. Consu-
mers stated that buying the MSME products onli-
ne during the COVID-19 pandemic was driven by
the latest news regarding the number of MSMEs
switching to online stores, the latest issues on the
social media about the latest economic develop-
ments, and the opinion of economists that online
shopping is safer than traditional shopping or off-
line buying. Moreover, with the MSME campaign,
the news in media, and the public figures sum-
mons on it, it proves empirically that respondents
affect it and become the external subjective norm
motives. This study's results align with research
(Koch et al., 2020; Pasaribu, 2021 and Pasaribu
and Kemora, 2022) that external subjective norms
significantly influence behavior intention. Further-
more, the study aimed to explore how SMEs per-
ceive QRIS, and the one factor influencing their
intention to use the QRIS was external subjective
norms (Setiawan and Mahyuni, 2020). The use of
public figures, such mayor, governor, or president,
for campaigning on buying MSME products can
boost the external subjective norms motif of cus-
tomers.

Nexus between the Covid-19 Pandemic and In-
tention Online Shopping

The results obtained in this study are that
the Covid-19 pandemic was not proven to affect
online shopping behavior for MSME products du-
ring the COVID-19 pandemic. It is not in line with
research conducted by (Baicu et al., 2020) that the
COVID-19 pandemic variable affects behavior in-
tentions. In contrast to research (Pham et al., 2020)
that the covid-19 pandemic can cause customers
to switch to buying more online. It can be explain-
ed by research by Sumaedi et al. (2021), where the
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perceived severity of covid variable has no effect
on the stay-at-home variable, which was carried
out in Jakarta in 2021. Baicu et al. (2020) conduct-
ed research at the beginning of the covid-19 pan-
demic.

Meanwhile, this research was conducted in
early November 2021, when new normal condi-
tions had been started. Consequently, the COVID-
19 pandemic was no longer a condition that had a
real influence on behavioral intentions in buying
MSME products online, which was in line with re-
search on Bl on mobile banking usage (Pasaribu,
2021 and Pasaribu and Kemora, 2022). The more
alternative payments for online shopping, such as
mobile banking (transfer), e-wallet (Shopeepay,
Gopay), e-credit (SPayLater, GoPayLater), and
COD (cash on delivery) thus, customers do not
need to go outside, stay at home, the more conven-
ient for customers to do online shopping regard-
less the covid-19 pandemic.

Price as Moderating Variable

Price did not moderate Hedonic Motivation
(HM * Price) and Perceived Usefulness (PU * Pri-
ce). Price as an independent variable significantly
affected the Bl of GoFood online shopping (Her-
vina et al., 2021). Still, it was rejected as a moder-
ator variable in this study, giving the same finding
as this research. It can be explained by the socio-
demography of respondents, where the profession-
al percentage of respondents who are employed,
self-employed, and others is 69% (excluding res-
pondents who are students or looking for work).
The incomes of respondents are higher than Rp.4
million. Therefore the price of MSME products is
not an issue. Moreover, the price of MSME’s pro-
ducts is relatively low or reasonable for middle to
lower-income people. Therefore, price is empiri-
cally not an issue in buying MSME products.

Halal as Moderating Variable

The results obtained in this study show that
the internal interaction between internal subject
norm and halal (ISN * halal) is not proven to mod-
erate the effect of the internal subject norm varia-
ble on behavior intention. This statement is explai-
ned by the profile of the respondents, where the
majority have a bachelor's degree or above. There-
fore respondents already have ISN inherited stro-
ngly due to a higher educational background. The

external subject norm * halal interaction towards
Bl also has no significant value. It is supported by
previous research that partial halal awareness does
not significantly influence consumers' online pur-
chasing decisions through GoFood in the Covid-
19 pandemic era (Hervina et al., 2021).

MSMEs Food Product as Moderating Variable

Variable Food Product in the interaction
with the covid-19 pandemic (Pcov * Food) gave a
negative response, which meant that respondent
has more concerned about buying food products
online, although the effect is not significant. The
knowledge of the dangers of the COVID-19 pan-
demic is thought to encourage young respondents,
who are the majority in this research, to care about
the coronavirus transmission to themselves and
their families so that purchasing decisions are ma-
de without physical contact with the seller, which
is online shopping. It can be explained further that
the most respondents are women. Most female res-
pondents make food purchasing decisions through
online shopping due to being prudent about the
COVID-19 pandemic. In the new era, online food
sellers should consider complying with health pro-
tocols to anticipate the negative response if a new
wave arises. The finding is in line with the rese-
arch of Wahyuningsih et al. (2022) and Maulana et
al. (2021) that the food product is a preference for
shopping online MSMEs products.

The regression model resulted in 35.7% of
R square. The research can explain 35% of the var-
iables toward behavior intention online shopping
of MSEM products at Jabodetabek. Other factors
can be added, such as digital assets (social media,
website and marketplace) mentioned in other rese-
arch (Apriani et al., 2021).

IMPLICATIONS

Motives that affect Intention behavior on
buying MSMEs products in the marketplace are
hedonic motivation, perceived usefulness, and ex-
ternal subjective norms. Sellers in the marketplace
can emphasize the fun of shopping online, such as
by adding surprise gifts. Monetizing perceived use-
fulness can be done by adding the detailed benefits
of products or services. Whereas the motive of ex-
ternal subjective norms by using a popular tagline
or in line with the trend. External subjective norms
for buying MSMEs’ products use the government
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campaign to boost the MSMES’s economy. Food
Products as moderating variable suggest that cus-
tomers after the covid-19 pandemic are more awa-
re of safety and health. Therefore, protocols for the
covid-19 pandemic can be continued, such as in-
formation for the protection of food products and
during delivery by the driver and stating clearly
when purchasing food products online in the mar-
ketplace.

RECOMMENDATIONS

The condition of the COVID-19 pandemic
that has occurred since late 2019 requires people
to be more open to the virtual world. Technology
development has made micro, small, and medium
enterprises in marketing their products switch of-
fline to online. The first suggestion is that the ob-
jects used in further research can use e-commerce,
such as Shoppee, Tokopedia, Lazada, Bukalapak,
GoFood, and others. The second suggestion is that
the product can be specific, such as food only, cos-
metics, clothes, drinks, drugs, and others, where
consumers' level of halalness is still very much
considered. The third suggestion is that the varia-
bles, such as digital assets, can still be redeveloped
for online and offline shopping intentions. Lastly,
for further research, the sampling technique can
use random sampling.

The limitation is due to spreading the ques-
tionnaire by a snowballing technique based on the
authors' and enumerators' networks. Snowballing
technique limits to the general population. Thus
the concentration of respondents is 72% having at
least diploma education. The income of the res-
pondent majority is higher than the minimum wa-
ge. Therefore, the finding of the research can ra-
tionalize basically to this characteristic of people.

CONCLUSIONS

Online shopping transactions are increasing
during the covid-19 pandemic, but micro, small,
and medium enterprises face several obstacles, one
of which is a lack of demand for goods/services.
The study aimed to see the nexuses of motives on
behavior intention online shopping of MSME pro-
ducts in Jakarta, Bogor, Depok, Tangerang, and
Bekasi (Jabodetabek) areas with Price, Halal, and
Food Products as the moderator variables. Hedo-
nic motivation, perceived usefulness, and external
subjective norms had a positive and significant ef-

fect on behavior intention in online shopping. At
the same time, internal subjective norms and cov-
id-19 pandemic do not influence behavior intenti-
on on online shopping. Price as a moderator vari-
able on Hedonic motivation and perceived useful-
ness do not have a significant influence; similarly,
Halal is a moderate variable on the internal and
external subjective norms. The interaction with
Price and Halal as moderators has a positive ef-
fect. Oppositely, Food Product as a moderator var-
iable of the pandemic covid-19 possessed a nega-
tive response, which meant that food product is a
concern in covid-19 pandemic behavior intention
in online shopping, even though it is not a signifi-
cant nexus. Online sellers of MSMEs can capital-
ize on the motives of consumers in their strategy
towards the new normal era as well as government
and other stakeholders to boost the promotion of
the MSME’s products due to external subjective
norms, having a significant effect.
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