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DETERMINANTS

OF SUSTAINABLE
CONSUMPTION: MODERATING
ROLE OF PANDEMIC FEAR

Abstract

The Covid-19 pandemic has caused consumers to fear and feel anxious about doing ac-
tivities outside their homes, such as shopping. Thus, they switched to e-commerce for
sustainable consumption. This study focuses on sustainable consumption represented
with the variables of perceived effectiveness of e-commerce platform (PEEP), econom-
ic benefits, interactivity, and pandemic fear. This study uses the Uses and Gratification
Theory (UGT) to determine consumer motivation and purchase intentions. It explores
the relationship between PEEP, economic benefits, interactivity, and sustainable con-
sumption, with pandemic fear as a moderating variable. The analysis was conducted
from February to July 2021, with e-commerce being the object of study. The study uses
purposive sampling based on the criteria of respondents who have made a transaction
at least once in one of the marketplaces in Jakarta, Indonesia. An online survey was
employed to test 95 respondents consisting of Millennials and Generation Z who are
active e-commerce users in Indonesia. The moderated regression analysis (MRA) or
interaction test was applied to analyze the data. The results of the study found that
pandemic fear can moderate PEEP’s relationship with economic benefits and inter-
activity that can increase sustainable consumption. The research findings also prove
that relying on interactivity in the buying process encourages them to use e-commerce.
E-commerce can help consumers who are limited in making transactions due to fear
of spreading the Covid-19 virus to fulfill sustainable consumption.

Keywords economic benefits, interactivity, perceived effectiveness
of e-commerce platform, Uses and Gratification theory,
Covid-19

JEL Classification M15, M31, 032

INTRODUCTION

In late December 2019, WHO first identified a new virus, Covid-19,
originating from Wuhan, China (Ornell et al., 2020). This disease can
spread through tiny droplets from the mouth or nose when a person
with Covid-19 coughs or exhales. To reduce the transmission of the
virus, governments are implementing the 5M movements, namely
wearing masks, washing hands, maintaining distance, staying away
from crowds, and reducing mobility. Physical distancing policies are
also carried out in various sectors (Newbold et al., 2020), and several
access roads were closed for a certain period (Koh et al., 2020). This
increases a person’s fears and anxieties (Mertens et al., 2020), such
as fear of contagion, stress, self-isolation, uncertainty, and economic
hardship (Sher, 2020).

E-commerce is one of the consumers’ choices in online commerce
to fulfill needs (Indrasari et al., 2022). The fear and anxiety of the
Covid-19 pandemic have caused a shift in public shopping media to-
ward online shopping, whereas consumers previously carried out
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mainly offline transactions (Davis et al., 2017). Online shopping is more efficient and effective and can
maintain personal safety and reduce the virus’s transmission risk (Tran, 2021). In addition, interactivity
between sellers and buyers, with its dimensions of two-way communication, control, and synchrony,
is an essential factor in increasing the relationship of trust, satisfaction, and sustainable consumption
(Bao et al., 2016; Dabbous & Tarhini, 2019; Wu, 2019; Sultan et al., 2020; Pahala et al., 2021).

Consumers rely on interactivity to make purchasing and repurchase decisions associated with sustain-
able consumption during a pandemic (Tran, 2021). This study uses the UGT theory to explain why and
how consumers are motivated to use e-commerce to meet their needs (Aydin, 2019; Cai & Wohn, 2019;
Pang, 2016; Wu et al., 2016; Endri et al., 2020). Security factors, economic benefits, and interactivity
are thought to be the primary triggers in using e-commerce to meet consumer needs (Mansur et al.,
2019). This is supported by Wang and Zhang (2021), who showed an increase in the intensity of the use
of e-commerce in conducting transactions during the pandemic. This can increase the country’s eco-
nomic growth, profitability, and sustainable consumption (Oléh et al., 2019; Anvari & Norouzi, 2016;
Nurhayati et al., 2021).

Previous research has found the role of pandemic fear as a moderating variable in the relationship be-
tween the perceived effectiveness of e-commerce platforms (PEEP) and economic benefits (Olah et al.,
2018; Tran, 2021), economic benefits and sustainable consumption (Dabbous & Tarhini, 2019; Olah et
al., 2018; Tran, 2021), PEEP and interactivity (Dabbous & Tarhini, 2019; Purwanto & Kuswandi, 2017;
Wu, 2019; Yang & Lee, 2017), and interactivity and sustainable consumption (Guillen-Royo, 2019). This
paper is a follow-up study from Tran (2021), who used pandemic fear as a moderating variable on the re-
lationship between PEEP, economic benefits, and sustainable consumption. Still, in this study, the inter-
activity variable is believed to influence PEEP and sustainability consumption, with pandemic fear as a
moderator variable. In addition, the UGT theory is employed, although this theory is still rarely studied.

1. LITERATURE REVIEW AND

HYPOTHESES

can increase consumer buying interest in e-com-
merce platforms by considering the safety and
health of individuals to make relevant purchasing
decisions (Tran, 2021; Indrasari et al., 2022).

1.1. Uses and gratification (UGR)

theory 1.2. Perceived effectiveness

of e-commerce platform,
economic benefits,
and pandemic fear

Uses and gratification theory (UGT) is a consum-
er’s perception of the motivation to use e-com-
merce services to meet their needs (Aydin, 2019;
Cai & Wohn, 2019). UGT is widely used to explore

various media to understand better consumer mo-
tivation in using media (Camilleri & Falzon, 2021;
Simanjuntak et al., 2022). Underlying UGT is that
consumers are aware of their needs and are free to
make their own media choices. If the media can
meet expectations regarding their needs, consum-
ers will use it repeatedly (Li et al., 2018; Najib et al.,
2021). UGT discusses consumer patterns and mo-
tivations in seeking information, interacting with
content and communities, and maintaining pur-
chase decisions for specific situations (Korhan &
Ersoy, 2016; Whiting & Williams, 2013). The case in
question is the Covid-19 pandemic; this condition
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Ease and convenience are the fundamental rea-
sons for shopping in e-commerce (Anisah &
Suhendra, 2018). The security factor is also an
essential thing in transacting online. The e-com-
merce platform has a security mechanism to
protect online transactions from potential risks
during regular pandemics (Tran, 2021). Based on
Chen et al. (2015), PEEP’s purpose is to help con-
sumers avoid potential risks or negative experi-
ences in online transactions. If consumers lack
confidence in PEEP to protect their transactions,
they need additional transactions to increase
their trust (Fang et al., 2014).
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E-commerce also provides various benefits for
consumers and sellers (Setiawati et al.,, 2022).
E-commerce emphasizes cost and time, and
e-commerce companies provide economic in-
centives by offering discounts to consumers to
increase market share and customer base (Olah
et al., 2018). For sellers, e-commerce can reduce
operational costs because they do not need ample
physical space to display their products and do not
need to buy expensive land.

The Covid-19 pandemic triggers fear and concern
in the community (Giordani et al., 2020; Nurhayati
et al,, 2022), causing a panic situation that makes
stock unavailability in stores (Naeem, 2021). Tran
(2021) explained that pandemic fear could in-
crease economic benefits and motivate consumers
to carry out transaction activities through e-com-
merce that requires trust and risk protection.

1.3. Economic benefits, sustainable
consumption, and pandemic fear

Dabbous and Tarhini (2019) explained the effect
of economic benefits on sustainable consumption.
Namely, economic benefits have an impact on sus-
tainable consumption. Economic benefits are con-
sumer perceptions that e-commerce platforms offer
promotions, discounts, and other preferential activi-
ties (Liu et al., 2020). Shopping through e-commerce
platforms emphasizes costs and increases access to a
green environment (Guillen-Royo, 2019). Reducing
costs is critical in increasing sustainable consump-
tion. This can trigger marketing stimuli that the
economy offers lower than traditional transactions.

From the UGT perspective, consumers often re-
spond to the benefits they receive through feelings
of pride (Simon, 2017). However, the pandemic has
increased consumer fears, leading to anxiety affect-
ing technologies such as e-commerce (Al-Maroof et
al,, 2020). Tran (2021) explained that economic ben-
efits could affect sustainable consumption to reduce
Covid-19 when pandemic fear increases.

1.4. Perceived effectiveness
of e-commerce platform,
interactivity, and pandemic fear

PEEP is a customer perception that there is a se-
cure online transaction in the e-commerce envi-

http://dx.doi.org/10.21511/im.18(4).2022.11
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ronment that protects customers from potential
risks (Fang et al., 2014). In a risky e-commerce en-
vironment, consumers rely more on communica-
tion and feedback to gather information to reduce
transaction risks (Bao et al., 2016). Customers rely
heavily on the information provided during inter-
activity, which is seen as an additional means of
guaranteeing security (Fang et al., 2014). Through
interactivity, buyers can build social bonds with
sellers. When PEEP protects an e-commerce plat-
form, consumers will communicate more with
sellers to get more information because they feel
that PEEP will reduce the risk of being involved
in a communication relationship between buyers
and sellers (Dong & Wang, 2018). Interactivity re-
fers to the involvement between buyers and sellers
to obtain adequate information in making pur-
chasing decisions (Chong et al., 2018).

Interactivity can turn visits into purchases and is a
significant concern in repurchase decisions. PEEP
plays a vital role in online marketing, such as elim-
inating consumer perceptions of risks related to
online transactions and system uncertainty (Bao
et al,, 2016). If PEEP can guarantee the e-com-
merce environment, consumers realize that their
transactions are protected and are not too worried
about potential financial losses because they think
the media platform is reliable. However, suppose
PEEP does not guarantee e-commerce security. In
that case, consumers rely more on interactivity to
communicate with sellers and obtain information,
which is an additional guarantee to increase trust
in transactions (Bao et al., 2016). Covid-19 caus-
es a common reaction which is fear. Fear affects
the use of technologies (Al-Maroof et al., 2020;
Mulyana et al., 2022).

1.5. Interactivity and pandemic fear

Interactivity in e-commerce platforms is how con-
sumers can communicate, seek helpful informa-
tion, and make transactions through the platform
(Parasuraman et al., 1985). Hussain et al. (2021)
state that interactivity can affect relational con-
tracts. A relational contract is an unwritten ex-
pectation between e-commerce and consumers to
enhance sustainable consumer relationships. This
can be related to sustainable consumption because
when e-commerce can meet the long-term needs
of its consumers, it will build profitable relation-
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ship with consumers and obtain the ultimate goal
of purchase and repurchase intentions.

If the level of interactivity is high, customers can
find the perceived benefits of e-commerce and
become more involved in online transactions, ul-
timately increasing online shopping intentions.
Interactivity can also enhance the shopping expe-
rience of consumers and sellers, adding a compet-
itive advantage and creating a loyal customer base
(Islam et al., 2021; Addo et al., 2020). The higher
the level of consumer interaction with the e-com-
merce platform, the more it is possible to increase
sustainable consumption during the pandemic.

1.6. Aim and hypotheses

Based on the literature review and the conceptu-
al framework shown in Figure 1, the paper focus-
es on sustainable consumption during Covid-19,
which is associated with the PEEP, economic ben-
efits, interactivity, and pandemic fear variables.
Therefore, this study aims to empirically examine
the relationship between PEEP, economic benefits,
interactivity, and sustainable consumption with
pandemic fear as a moderating variable. To prove
empirically, the research hypotheses were formu-
lated as follows:

Hla: PEEP affects economic benefits.

H2b: Pandemic fear moderates the relationship
between economic benefits and sustainable
consumption.

H3a: PEEP affects interactivity.

H3b: Pandemic fear does not moderate the rela-
tionship between PEEP and interactivity.

H4a: Interactivity affects sustainable consumption.

H4b: Pandemic fear moderates the relation-
ship between interactivity and sustainable
consumption.

2. METHODOLOGY

The population in this study are e-commerce
platform users, precisely marketplace users in
Indonesia located in the Jakarta area with a focus
on Millennials and Generation Z. According to da-
ta from the Central Statistics Agency (Lestari, 2019),
Indonesia’s largest population, dominated by these
generations, is 53.77%. These generations tend to
understand more about using e-commerce by tak-
ing advantage of attractive promos. It can also be
said that they tend to feel the economic benefits
(Olivero & Lunt 2004). Therefore, companies can
provide intensive offers to consumers, such as bo-
nuses, discounts, cashback, and coupons (Escursell

HIb: Pandemic fear moderates the relationship et al., 2021). The paper uses purposive sampling,
between PEEP and economic benefits. targeting respondents who have made a transaction
at least once in one of the marketplaces in Jakarta,
H2a: Economic  benefits affect sustainable Indonesia, with a total sample of 95 respondents.
consumption. The data needed are obtained from online surveys.
Pandemic Fear
Hip Hap
o Economic M Sustainable
PEEP Benefits Consumption
H
3 H4b
Hia

Interactivity

Figure 1. Conceptual framework
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The measurements of the PEEP variable (4 indica-
tors), economic benefit (3 indicators), pandemic
fear (3 indicators), and sustainability consumption
(3 indicators) were adopted from Tran (2021), while
the interactivity variable (3 indicators) was adopted
from Ou et al. (2014). Table 1 shows the definitions
and indicators of the variables. Moderated regres-
sion analysis (MRA) or interaction test is used to
test pandemic fear as a moderating variable.

This research instrument has met the criteria. The
instrument studied used a validity test where the
value of r-count > r-table or 0.361 was distributed
to 30 respondents. Furthermore, the reliability test
was carried out with a minimum Cronbach’s alpha
of 0.60.

3. RESULTS

Table 2 shows that women aged 18-24 often shop
on e-commerce platforms, where an income of
0-IDR 5,000,000 per month does not prevent

Table 1. Operational definitions

Innovative Marketing, Volume 18, Issue 4, 2022

them from continuing to shop online during this
pandemic. Table 3 shows the results of hypothesis
testing. Thus, all hypotheses are supported.

Table 2. Respondents’ demographics

Source: SPSS 26 data processing.

. Frequency : Percentage

Demographic Category (nq- 95)y % &

= o

31 32.6%
Gender e

64 i 67.4%

2 C21%

70 1 737%
Age e

19 i20%

4 L 42%

80 | 84.2%
Status e

15 15.8%

47 1 49.5%

39 1 41,05%
Occupation e

5 L 5.24%

4 L 421%

76 1 80%
Income (million) e

19 i20%

Variable Definition

Indicator

i Suppose an error occurs in the online purchase. | believe that the e-commerce

PEEP is security owned by

PEEP (Perceived
(Perceive i e-commerce platforms to protect :

Effectiveness ;

: consumers from potential
Of E-commerce P ) : )

i risks associated with online
Platform)

i transactions during regular and
: pandemic times.

(Tran, 2021)

§the

platform can protect me from potential risks.

f something goes wrong with my online purchase, | trust the third party that
‘ the e-commerce platform uses to protect me from potential losses.

i | believe that the e-commerce platform is not taking advantage of me due to
; online purchases.

{1f an error occurs in an online purchase, | believe that the other party used by
mmerce platform shoul

otect me from potential ri

i Economic benefits are defined

i as benefits perceived by

i consumers, such as cost savings
and discounts on purchases from -
i e-commerce during a pandemic.

Economic Benefits
(Tran, 2021)

| saved money when buying on an e-commerce platform during the Cowd 19
;pandemlc

{1 can improve my economic situation by buying from e-commerce platforms
i during the Covid-19 pandemic.

i Buying on e-commerce platforms is cheaper than direct purchases (offline)
i during the Covid-19 pandemic.

i Interactivity is a high level of
i involvement and communication
i between buyers and sellers.

Interactivity
(Qu et al., 2014)

i Active control measures the level of dynamic control that customers and
i sellers have to communicate.

{ Two- way communlcatlon is the extent to which communlcat‘lon is mutually
i beneficial.

ustainable consumption is

i buying products or services on
e-commerce platforms to meet

i consumer needs and desires and
{improve the safety and health

i of oneself and the community
ring a pandemic.

Sustainable
Consumption
(Tran, 2021)

| intend to use e-commerce platforms to meet my needs during the Covid-19
pandemic.

i Pandemic fear is a fear of
i consumer contagion and a belief
i that affects the way consumers

Pandemic Fear
(Tran, 2021)

products during a pandemic.

: use e-commerce platforms to bUV ‘I am afraid to face the Covid-19 pandemic.

http://dx.doi.org/10.21511/im.18(4).2022.11
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Table 3. Summary of research results

Source: SPSS 26 data processing.

i Simple Linear | Moderated L.
: . : . Coefficient of
Variabl Regression Regression Det inati i F-Test T-Test Result
ariables : . : Determination : : : esu
Test : Analysis (MRA) 3 Test (R?) Foo 247 T,. 198667
Sig < 0.05 : i i :

(P:f:)aﬁem economicbenefits (50 B 20.2% B 4976 | Supported
Pandem|c féar mem;{ﬁ i o [ e
relationship between PEEP and _ 0.042 31.4% 15.340 2.068 i Supported
economicbenefits (H1b) b S

Economic benefits affect o
sustainable consumption (H2a), o000 S e - 3945 Supeorted
Pandemic fear mediates the
relationship between economic o :
benefite and sustainable _ 0.030 32.5% 16.053 2.200 Supported
0.005 = 7.1% .Supported |
Pandemic fear mediates the
relationship between PEEP and _ 0.001 31.5% 15.396 3.449 : Supported
nteractivity (H3b) S T S e
Interachv@y affects sustainable 0.003 - 79% - 3007 Supported
LConsUmPtON (H4a) e R S
Pandemic fear mediates the :
relationship between interactivity _ 0.049 29.9% 14.369 2.000 ¢ Supported

and sustainable consumption (H4b)

4. DISCUSSION

This study found that pandemic fear moderates the
relationship between PEEP, interactivity, and eco-
nomic benefits on sustainability consumption, which
means that the fear of the Covid-19 spread causes
consumer freedom to be limited so that consumers
spend more time and money on e-commerce plat-
forms (Fang et al., 2014; Tran, 2021). Consumers will
not hesitate or worry because the security of privacy
and transactions provided by e-commerce is guar-
anteed. Transaction security provided in personal
and material data security can enhance consumer
confidence in e-commerce. Moreover, the transac-
tion activities carried out online can help consumers
avoid and reduce potential risks.

Consumers need security in online shopping because
it can protect them from various risks that may oc-
cur due to their transactions, such as fraud and prod-
uct non-conformance. The protection provided can
create a positive engagement relationship between
sellers and buyers as well as for the e-commerce par-
ty itself. In addition, parties who use with e-com-
merce also secure all types of consumer transactions
from errors in online purchases. E-commerce will
not use consumers for their company’s needs and
make mistakes because they are bound by applicable
law. With consumer trust in e-commerce, they will
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have positive interactions such as communicating
through the chat feature provided by e-commerce.
Consumers are very dependent on the information
supplied by the seller as long as the interactivity goes
well, the seller’s response is fast, and the information
provided is accurate and clear (Hussain et al., 2021;
Islam et al., 2021).

Bao et al. (2016) stated that if e-commerce guaran-
teed the security of consumer transactions, con-
sumers are not too worried about their trades and
would only rely a little on interactivity. However, in
this study, consumers still rely on interactivity in the
buying process in e-commerce, which is supported
by Chong et al. (2018) and Wu et al. (2010). They state
that the perception of security in online purchases
is essential in establishing a positive interaction re-
lationship between sellers and buyers. According to
UGT theory, the economic benefits that consum-
ers can feel are the motivation or encouragement of
consumers to use e-commerce media to meet their
needs and desires during the pandemic. Sellers pro-
vide various offers such as discounts, cashback, and
free shipping, increasing consumer motivation to be
more interested in shopping online. The shopping
experience can help consumers save time and costs,
who will continue to use e-commerce platforms to
carry out all the transactions they need in the long
term (Guillen-Royo, 2019).

http://dx.doi.org/10.21511/im.18(4).2022.11
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CONCLUSION

Pandemic fear can increase economic benefits and motivate consumers to carry out transaction activ-
ities through e-commerce that require trust and risk protection. Covid-19 has created a wave of fear
worldwide, so consumers need the information to control fear and risk, which leads to a high level of
interactivity when shopping on e-commerce platforms. This study concludes that pandemic fear can
moderate PEEP’s relationship to economic benefits and interactivity, increasing sustainable consump-
tion. The e-commerce platform must provide several essential features, such as social interaction and
content, and facilitate real-time communication. It is intended to build successful relationships in the
decision-making process. The Covid-19 pandemic examines the extent to which people continue to
shop during the pandemic with new shopping patterns. This study emphasizes the UGT theory and the
pandemic fear approach as a feeling of being afraid to leave the house during the pandemic, resulting
in uncertain conditions and reducing the company’s income. This paper broadens the understanding
of pandemic fear explicitly. It contributes to the sustainable consumption of Generation Z consumers
during the pandemic.

The practical implications offer strategies that companies can implement where changes in consumer
spending patterns are due to the Covid-19 pandemic. With this increasingly competitive business envi-
ronment and the number of companies that cannot maintain their business, companies need to change
business patterns toward online business because conditions force them to adopt a new strategy. In
addition, companies need to pay attention to the safety and convenience of shopping so that consum-
ers feel and interact with both companies and other consumers. This study suggests that although the
pandemic creates an atmosphere of fear of leaving the house, online shopping system makes it easier for
people to fulfill their daily needs.

This study develops Tran’s (2021) findings by adding an interactivity variable. The paper considers
the interactive urgency between sellers and buyers during the Covid-19 pandemic, giving consum-
ers the confidence to shop. This study used a limited number of respondents and was carried out
during the Covid-19 pandemic; for this reason, the pandemic fear variable was deemed appropriate
because consumers were afraid to shop outside the house. However, the variables studied are suita-
ble at a particular time; further research can examine other variables adjusted to certain conditions.
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