“Intention to use sharia e-commerce: Applying a combination of the technology
acceptance model and theory of planned behavior”

AUTHORS

ARTICLE INFO

DOI
RELEASED ON

RECEIVED ON
ACCEPTED ON

LICENSE

JOURNAL
ISSN PRINT
ISSN ONLINE
PUBLISHER
FOUNDER

Afief El Ashfahany
Fatimah Azzahra
Yayuli

Ibrahim Musa Unal

Afief El Ashfahany, Fatimah Azzahra, Yayuli and Ibrahim Musa Unal (2023).
Intention to use sharia e-commerce: Applying a combination of the technology
acceptance model and theory of planned behavior. Innovative Marketing , 19(2),
184-197. d0i:10.21511/im.19(2).2023.15

http:/dx.doi.org/10.21511/im.19(2).2023.15

Thursday, 01 June 2023

Monday, 16 January 2023
Tuesday, 23 May 2023

@) ev |
This work is licensed under a Creative Commons Attribution 4.0 International
License

"Innovative Marketing "

1814-2427

1816-6326

LLC “Consulting Publishing Company “Business Perspectives”

LLC “Consulting Publishing Company “Business Perspectives”

© The author(s) 2023. This publication is an open access article.

=//~/| BUSINESS
PERSPECTIVES

Nem—

businessperspectives.org



®®

Innovative Marketing, Volume 19, Issue 2, 2023

<

==l

BUSINESS PERSPECTIVES

LLC “CPC “Business Perspectives”
Hryhorii Skovoroda lane, 10,
Sumy, 40022, Ukraine

www.businessperspectives.org

Received on: 16™ of January, 2023
Accepted on: 23" of May, 2023
Published on: 1st of June, 2023

© Afief El Ashfahany, Fatimah Azzahra,
Yayuli, Ibrahim Musa Unal, 2023

Afief El Ashfahany, M.Sc., Department
of Islamic Economics and Law,
Faculty of Religion, Muhammadiyah
University of Surakarta, Indonesia.
(Corresponding author)

Fatimah Azzahra, Department of
Islamic Economics and Law, Faculty of
Religion, Muhammadiyah University of
Surakarta, Indonesia.

Yayuli, MPL, Department of Islamic
Economics and Law, Faculty of
Religion, Muhammadiyah University of
Surakarta, Indonesia.

Ibrahim Musa Unal, M.Sc., College of
Islamic Studies, Hamad Bin Khalifa
University, Qatar.

This is an Open Access article,
distributed under the terms of the
Creative Commons Attribution 4.0
International license, which permits
unrestricted re-use, distribution, and
reproduction in any medium, provided
the original work is properly cited.

Contflict of interest statement:
Author(s) reported no conflict of interest

184

Afief El Ashfahany (Indonesia), Fatimah Azzahra (Indonesia),
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INTENTION TO USE SHARIA
E-COMMERCE: APPLYING A
COMBINATION OF THE
TECHNOLOGY ACCEPTANCE
MODEL AND THEORY

OF PLANNED BEHAVIOR

Abstract

This study aims to build a framework for the variables affecting interest in sharia e-
commerce, such as attitude, subjective norms, perceived behavior control, perceived
usefulness, perceived ease of use, and religiosity. Using a convenience sampling meth-
od, this analysis involved 212 young people, who represent the most significant pro-
portion of e-commerce clients. The survey measurements and hypotheses testing used
the partial least square structural equation modeling (PLS-SEM) approach. The results
of the study show that attitude (8 = 0.261, p = 0.000), subjective norm (88 = 0.264, p
= 0.000), perceived usefulness (3 = 0.241, p = 0.013), and perceived ease of use (£ =
0.185, p = 0.032) have a positive relationship with intention to use sharia e-commerce
for youths. In addition, perceived ease of use (8 = 0.759, p = 0.000) also significantly
affects perceived usefulness as a moderator to intention. In comparison, perceived
behavior control (8 = -0.042, p = 0.505) was an insignificant factor in using sharia
e-commerce. This study also shows that religiosity (3 = 0.648, p = 0.000) is essential in
a personss attitude toward intending to use sharia e-commerce. The insignificant rela-
tionship between perceived behavior control and intention to use sharia e-commerce
is believed to be because both conventional and sharia e-commerce are easily operated.
Thus, youth people have not noticed many differences in using sharia e-commerce.

Keywords religiosity, sharia e-commerce, theory of planned
behavior, technology acceptance model
JEL Classification D12, D22,181

INTRODUCTION

As technology and digital information develop rapidly, it encourag-
es people to live practical life by carrying out various daily activities
(Nurmalasari, 2022). This development is also in line with the ease of
internet access obtained. One example of technological and internet
advances is shopping online through e-commerce (Munawir, 2021).
E-commerce is a form of advancement of technology in the field of
trade. Through e-commerce, the traditional trading concept that re-
quires traders and buyers to meet in person has changed to a long-dis-
tance vision (Permana et al., 2021). Thus, consumers can choose and
collect goods and compare information more freely without being
limited by space and time. With the convenience offered by e-com-
merce, more and more people use e-commerce both as buyers and
sellers (Munawir, 2021). Commodities in e-commerce are available in
various quality, goods, and price offers (Herzallah & Mukhtar, 2016).

http://dx.doi.org/10.21511/im.19(2).2023.15
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Given that Indonesia has the world’s largest Muslim population, one of the many products is halal
goods. Indonesian people’s consumption interest in halal-certified products and Muslim fashion is very
high (Febriandika et al., 2020). This high consumer interest has prompted e-commerce (Tokopedia,
Shopee, Blibli, and Lazada) to launch special features to meet consumer needs in the Indonesian sharia
market. For example, sharia e-commerce in Indonesia implements a payment system without a credit
card (Faiza et al., 2022). In addition, sharia e-commerce applies sharia-compliant practices that do not
contain usury or interest (Ashfahany et al., 2022). However, many people still need to learn about the
features of sharia e-commerce from platforms in Indonesia. There is a need for insight and public aware-

ness in utilizing halal online shopping sites (Kasanah & Faujiah, 2022).

1. LITERATURE REVIEW

AND HYPOTHESES

Indonesia has the world’s largest Muslim pop-
ulation (Febriandika et al., 2023). With so many
modifications to economic development strate-
gies, the development of the Islamic economy in
Indonesia has been reasonably rapid (Febriandika
et al,, 2020). In a country with most Muslims like
Indonesia, the sharia e-commerce market is cru-
cial. E-commerce is an online channel that can be
accessed via a computer where business activities
are carried out and employed by consumers to ob-
tain information. The process begins by providing
consumer information services by making choices
(Kotler & Armstrong, 2018). E-commerce, such as
it is, refers to using the internet and devices with
web browsers to manage product sales and pur-
chases (Aco & Endang, 2017). With the launch of
the sharia e-commerce feature, the products sold
are also guaranteed to be halal, transactions are
safe, and consumers never use credit cards, which
contain usury (Juliana et al., 2022).

The relationship between perceived ease of use,
subjective norms, and perceived usefulness has
been widely examined. For example, Daragmeh
et al. (2021) investigated the impact of subjective
norms, perceived usefulness, and perceived ease
of use in fintech payments. The study shows that
subjective norms, perceived usefulness, and the
perceived risk of Covid-19 affect behavioral inten-
tion. However, perceived ease of use has no direct
effect on behavioral intention. Nurmalasari (2022)
tested subjective norms, perceived ease of use, and
perceived usefulness in the context of Linkaja
Syariah. It was found that subjective norms affect-
ed perceived usefulness and perceived ease of use.
At the same time, perceived ease of use and per-
ceived usefulness do not significantly influence in-
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tention. Furthermore, perceived ease of use has a
significant effect on perceived usefulness.

The results of the previous studies that examined
the connections between subjective norm, per-
ceived usefulness, perceived ease of use, perceived
behavior control, attitude, intention, desires, and
actual behavior have been inconsistent. For ex-
ample, Aji and Dharmmesta’s (2019) results re-
garding the relationship between subjective norm
and dogmatism are related, but subjective norm
takes the relationship and strengthens dogmatism.
Kalini¢ et al. (2020) examined the connection be-
tween subjective norms and perceived usefulness
and found significant results.

Yupitri and Sari (2012), in the context of Bank
Syariah Mandiri, showed that the facility factor,
with a value of 0.469, influences non-Muslim cli-
ents’ decisions to utilize Islamic banks. With a val-
ue of 0.730, the promotion factor, in contrast, con-
siderably affects non-Muslim clients’ preference to
use Islamic banks. With a value of 0.529, product
factors considerably influence non-Muslim clients’
choice to use Islamic banks. According to Hapsari
and Beik (2014), analyzing non-Muslim and
Muslim respondents in the context of Islamic bank
services, 68% think Islamic banks are superior to
conventional banks. This is because products from
Islamic banks are more transparent (by 46.34%).

This study employed the theory of planned be-
havior and the technology acceptance model to
explain consumer intentions to use sharia e-com-
merce. The theory of planned behavior connects
beliefs and attitudes. With this, people evaluate
attitudes toward specified behavior, where beliefs
are subjective, and behaviors impact something
specific (Hill et al., 1996). Subjective norms, atti-
tude, perceived behavior control are the compo-
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nents of the theory of planned behavior (TPB),
while perceived usefulness and perceived ease of
use are components of the technology acceptance
model (TAM). According to TAM, user percep-
tions of a technology’s utility are determined by its
simplicity (Aji & Dharmmesta, 2019). Moreover,
the extended variable, religiosity, measures a per-
son’s commitment to religion.

The theory of planned behavior assumes that an
individual’s behavior is not only under his or her
own control but also requires behavioral manage-
mentthatwill affect theirintentsand actions (Putra,
2014). Attitude is an evaluation of one’s wholeness
regarding positive or negative for expressing cer-
tain behaviors (Wikamorys & Rochmach, 2017).
According to Ajzen and Fishbein (2005) and
Nurmalasari (2022), ideas regarding the effects
of conduct are influenced by attitudes and ac-
tions. Each behavioral belief reconciles the behav-
ior with the results obtained from that behavior.
Ayudya and Wibowo (2018) discovered a positive
and substantial association between attitude and
intention. Fitriana et al. (2022) demonstrate that
attitude outcomes have a positive and significant
impact. Shah Alam and Mohamed Sayuti (2011)
discovered that attitude positively affected the in-
tention to consume halal food.

Subjective norms are people’s judgments of those
who have engaged in behavior recently or in the
past (Ajzen, 1991). They are influenced by beliefs
and motivations in which there are people in-
volved. According to Gu et al. (2009), subjective
norms positively and significantly affected Muslim
interest in utilizing e-money. The relationship be-
tween subjective norms and intention to pay for
halal transportation is positive (Ngah et al., 2021).
Sumadi (2022) shows that subjective norm signif-
icantly positively affects buying behavior of food
items with the halal logo. According to Utomo et
al. (2021), the setting of the subjective norm to-
ward halal business positively affects the intention
to use Islamic financial products.

According to Ajzen (1991), perceived behavior
control is the judgment of how easy or difficult an
activity is. To explain the control of perceived be-
havior, Ajzen (1991) differs from the locus of con-
trol proposed by Rotter (1996). The control center
relates to a person’s relatively stable beliefs in var-
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ious situations (Ramdhani, 2011). This theory also
reflects the experience and predicts future obsta-
cles (Sulistiyarini, 2012). In the context of e-mon-
ey, Nugroho et al. (2018) discovered that perceived
behavior control significantly improved intention.
Hatta et al. (2017), in the context of accounting
knowledge, show that perceived behavior control
positively affects knowledge-sharing behavior.
Viewing halal-certified food, Iranmanesh et al.
(2020) found that perceived behavior control did
not have an impact on willingness to pay. Ashraf
(2019) showed that perceived behavior control
positively affects intention toward halal food.

Perceived usefulness is a situation where indi-
viduals believe in the usefulness of a particu-
lar technology whose performance will increase
(Shomad, 2012). Davis (1989) used this variable to
measure perceived usefulness, where it 1) makes
work faster; 2) is useful; 3) increases productivi-
ty; 4) increases effectiveness; and 5) develops work
performance. Fitriana et al. (2022) showed that
perceived usefulness positively and significantly
affects individuals using the bill payment feature
through Shopee e-commerce. It also positively af-
fects actual system utilization in LinkAja Syariah
services in the context of sharia digital payments
(Hasanah et al., 2021). Ayyub et al. (2020) found
that perceived usefulness has a positive effect on
the intention to use Islamic banking.

A person’s perception of ease of use is that technol-
ogy is simple to use and understand (Sulistiyarini,
2012). The degree to which people feel using a given
technology will be accessible is called ease of use
(Davis, 1989). Perceived ease of use is crucial for as-
sessing the system’s proper use with end users’ per-
spectives of how they utilize information technolo-
gy (Shandyastini & Novianti, 2016). Ha et al. (2019)
show that perceived ease of use positively affects
consumers’ intentions to shop online. Ha (2020)
indicates that perceived ease of use positively and
significantly affects an interest in shopping online.
A study on halal status in products by Giyanti et al.
(2019) found that perceived ease of use positively af-
fected intentions but not significantly.

Gu et al. (2009) argue that intention to use de-
scribes individuals’ will to try and be motivated to
perform a behavior. Morwitz and Munz (2021) state
that intention is widely used in research, especially

http://dx.doi.org/10.21511/im.19(2).2023.15



in marketing and psychology. Dewi and Warmika
(2016) indicated that someone with an intention or
desire would behave to get this desire. Rahmatika
and Fajar (2019), in the context of using e-money;,
showed that intention is positively and significantly
affected by TPB variables such as attitude, subjec-
tive norms, and perceived behavior control.

Attitudes and behavior can be formed from reli-

Innovative Marketing, Volume 19, Issue 2, 2023

Based on the literature review, this study develops
a model for the factors that influence intention to
use sharia e-commerce, including attitude, subjec-
tive norms, perceived behavior control, perceived
usefulness, perceived ease of use, and religiosity
combining the theory of planned behavior and
technology acceptance model. The following hy-
potheses are put (Figure 1):

gious factors. Religious preferences influence con- HI:  Attitude positively and significantly affects
sumer behavior (Shah Alam & Mohamed Sayuti, the intention to use sharia e-commerce.
2011). Religiosity is the extent to which a person is
committed to the faith, and one’s attitudes and be- H2:  Subjective norm positively and signifi-
havior are reflected in that religion (Johnson et al., cantly affects the intention to use sharia
2001). Several studies have revealed that religiosi- e-commerce.
ty positively and significantly affects attitude. For
example, Abd Rahman et al. (2015) and Najib etal. H3: Perceived behavior control positively and sig-
(2022) indicated a positive and substantial associ- nificantly affects the intention to use sharia
ation between religion and attitude toward halal e-commerce.
cosmetics. According to Garg and Joshi (2018), re-
ligiosity positively affects attitude in the context of H4: Perceived usefulness positively and signif-
halal products. In consuming halal food, religios- icantly affects the intention to use sharia
ity positively affects the attitudes of Muslim tour- e-commerce.
ists (Hanafiah & Hamdan, 2021).

H5:  Perceived ease of use positively and signif-
On the other hand, according to the technology ac- icantly affects the intention to use sharia
ceptance model, perceived ease of use also affects e-commerce.
perceived usefulness and directly affects intention.
Perceived ease of use connects to intention indi- H6: Religiosity positively and significantly affects
rectly through perceived usefulness (Davis, 1989). attitude.
Giyanti et al. (2019) provide strong evidence that
perceived ease of use affects perceived usefulness H7: Perceived ease of use positively and signifi-
for intention to find information regarding the ha- cantly affects the relationship between inten-
lalness status of products. tion and perceived usefulness.
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2. METHODOLOGY

A quantitative research methodology is used. The
object of this study focuses on sharia e-commerce
users. To collect the data, a convenience online
questionnaire was employed. The data collect-
ed were then separated into two parts; the first
is a set that identifies the sample’s demographic
information, and the second measures the theo-
retical structure of the research model. To con-
struct a set of questionnaire questions (meas-
urement indicators), indicators for attitude are
adapted from Sulistiyarini (2012) and Utomo et
al. (2021). Subjective norm indicators are adapted
from Nurmalasari (2022). Three indicators of per-
ceived behavior control are taken from Hanafiah
and Hamdan (2021). Measurement indicators of
perceived usefulness are adapted from Rahmi and
Adhy (2019), Park et al. (2014), and Shandyastini
and Novianti (2016). Nurmalasari (2022) and Aji
et al. (2019) suggested perceived ease of use indi-
cators. Utomo et al. (2021) and Juliana et al. (2022)
provided three items to evaluate consumer religi-
osity. Three measurement items for intention are
taken from Sulistiyarini (2012) and Aji et al. (2021).

The study population is the general public who
use sharia-based or non-sharia-based e-com-
merce throughout Indonesia. The research mod-
el and structured hypotheses are evaluated using
a research methodology and questionnaire. The
approach used to collect data is a purposive sam-

Table 1. Measurement model

pling method. Sampling is conducted online, and
a questionnaire link is developed using Google
and shared on Indonesian social media. Two hun-
dred twelve respondents in this study are differed
in age and occupation. In addition to the purpo-
sive sampling method, this study also used the
snowball sampling method, in which the partici-
pants voluntarily became part of the study.

The partial least square (PLS) method and
SmartPLS software were utilized for data analy-
sis to test and analyze data from the respondents.
Model testing in PLS-SEM consists of reliability
and validity model testing and model prediction.
The average variance extracted (AVE), cross-load-
ings, Cronbach’s alpha (CA), and composite reli-
ability (CR) are external model indicators. At the
same time, R Square and Q2 predictive relevance
are used in measuring the internal model. Then,
to calculate the model estimates, the Fornell-
Larcker criterion is used with the PLS bootstrap-
ping method, while relevant predictive value was
measured using the PLS blindfolding method. The
detail of measurement indicators in conjunction
with factor loading, CR, AVE, and CA scores are
shown in Table 1. CA score and CR for each con-
struct is more than 0.70, which means that all var-
iables are credible. The factor loading, AVE, and
extreme loading values are employed to measure
convergent validity. The results of all factor load-
ing values are above 0.60, while the AVE value is
above 0.50, which means all constructs are valid.

Source: Own calculations.

. ¢ Factor : ; :
Variable Items : . i CR { AVE : CA
: i Loading : : :
For me, it is essential to use sharia e-commerce instead of using regular © 0898 | 0934 0779 . 0905
L O T O e SR NSO AR N
Using sharia e-commerce is my own choice (not coercion of others or anyone 0.825
Attitude else) '
i For me, it is enjoyable to use sharia e-commerce compared to using ordinar 0.868
jecommerce
I like using sharia e-commerce compared to regular e-commerce & 0935 S A N
Most of the people | know do sharia e-commerce . 0792 0911 0721 0871
Subjective Most of the people | know use sharia e-commerce  ~~: 0826 : & &
norm
Perceived
beha\/|or .........................................................................
control

i | find it easier to order in sharia e-commerce compared to regular e-commerce :
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. Factor H
Variable Items : L R : AVE CA
: i Loading :
Sharlg ef?ommerce helps present the required products safely and with halal 0.866 0.941 0.799 0916
Certlﬁcatlon 44444444444444444444444444444444444444444444444444444444444444444444444444444444444444444444
Perceived Using sharia e-commerce gives me a sense of comfort i 0912 b,
usefulness | am sure that sharia e-commerce does not contain illicit transactions or Maysi 0.892
i (speculation) ’
Perceived
ease of use Using sharia e-commerceiseasy
......... The use of sharia e-commerce is clear and understandable
With the same facilities and prices, | will prioritize choosing sharia e-commerc
Intention icompared to non-sharig b TR s
I buy products in sharia e-commerce because it can provide peace and
i tranquility in life bgg s attrition is violated )
Religiosity i buy .product.s in sharia e-commerce because | know about halal and haram in 0.939
Lo T U SN SN SRR SRR
| use sharia e-commerce based on religious rules, one of which is prohibiting 0.901
transactions that contain Riba, Gharar (obscurity), and Maisir (speculation) ’
3. RESU LTS Education
unior HighSchool L 05%
. . . Senior High School 144 67.9%
The total sample collected in this study is 212 re- -8 e DI
d Of th d o Undergraduate L S 307%
spondents. Of these respondents, 143 (67.5%) are o~y 0 . 5 .
0 .
female, and 69 (32.5%) are male, with the age be- Occupation
low 25 years (90.6%). Respondents’ religions vary, i Servant - 18 85%
but most are Muslim (96.2%). Most of them are  SelfEmplojed = 9 4.2%
students (73.1%), with their last education dom- Employee 27 127%
inated by senior high school (67.9%) and under- Student . ESEI . 731%
. 0,
graduate (30.7%). In terms of income, most re- Others : 18 8.5%
. Income
spondents are still under parental care. Most re- :
dent f the islands of J d Bali No income B SR 19 . 56.1% .
spondaents ari rom € 1slands o1 Java an ali, as Below Rp l.OO0.00Q ............................. 16%
many as 92.5% or 196 respondents (Table 2). Rp 1000000 Rp 2000000« s 118%
Table 2. Demographics Rp 2.100.000-Rp 3.000.000 . ... CA 2%
Rp.3.100.000-Rp 4.000000 ~ : . 10 L. AT% .
Source: Own calculations. Rp 4‘10'(‘):000»Rp S.QO0.000 ........... 8 .................. 38%
0
Characteristic Frequency (%) >Rp 5.000.000 — 3.3%
Gender Origin -
- - T -
Female : 143 32.5% Java Bali Island S A 1% 92.5%
Male 69 67.5% Kalimantanlistand & 5 i 24%
Sumatra Island 3.3%
Age | | T S O 9ly
BEIOW2S I L e
2535 SN~ S 61% . s Tenggara B i
3645 Lo 0% " T
Above 45 : 6 S 08% WO .crlterla are used to measu're ( iscriminant
Religion validity: the Fornell-Larcker criterion and the
Islam f 204 96.2% cross-loading factor. The value of Fornell-Larcker
Christianity 6 28%  and cross-loading assigned to each indicator must
Buddhism & 1 05%  be greater than the correlation of other variables.
Hindu 1 i 0.5%

http://dx.doi.org/10.21511/im.19(2).2023.15
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minant validity with any of the items in this study.
After measuring the validity and reliability, the
next step is to test the structural model.

Based on the discriminant validity results in Table
3, each variable item has a value greater than the
other variables’ value. For instance, the attitude
variable with a value of 0.883 is greater than the
variables below. The perceived ease of use varia-
ble value of 0.896 is greater than the value below.
Meanwhile, to pass cross-loading criteria, the val-

Table 3. Fornell-Larcker criterion

ue of each indicator under the same construct to
their own construct variable must be greater than
the value of another construct (Table 4). Both
discriminant validity test (Fornell-Larcker and
cross-loading) results showed that the item varia-
ble’s value was greater than the other variables, so
the discriminant variable in this study was good.

Using a bootstrapping method, the structural mod-
el was evaluated by looking at the R square, path
coeflicients, and t-values (Andriani & Putra, 2019).

Source: Own calculations.

Fornell-Larcker ATT

REL

SN

0.883
0.681
0.662
0.571
0.681
0.648
0.673

Table 4. Cross-loadings

Cross Loading

REL

053 . 0809
0.582

0826
0872
0.901

08
0.541 0.499

Note: ATT = Attitude, INT = Intention, PBC = Perceived behavior control, PEU = Perceived ease of use, PU = Perceived usefulness,

REL = Religiosity, SN = Subjective norm.
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Table 5 shows the result of R? and Q2. Attitude’s R?
value of 0.421 means the independent variable, re-
ligiosity, can explain 42% (R square = 0.421) of the
attitude variable. Meanwhile, subjective norm, at-
titude, perceived behavior control, perceived use-
fulness, perceived ease of use, and religiosity could
explain 60.9% (R square = 0.606) of the intention
to use sharia e-commerce. At the same time, per-
ceived usefulness is explained by perceived ease of
use (57.7%; R square = 0.577). According to Sarstedt
et al. (2017), a Q Square value of more than 0 in-
dicates the model has good relevance. This study
found that Q Square was 0.322, 0.496, and 0.452 for
attitude, intention, and perceived usefulness in us-
ing sharia e-commerce. This explains that the mod-
el has good predictive power for research subjects.

Table 5. R square results

Source: Own calculations.

Endogenous Variable R Square Q Square
AL 0421 0322
N ...0:809 LOA%

PU 0.577 0.452
Note: ATT = Attitude, INT = Intention, PU = Perceived

usefulness.

Table 6 shows the path coeflicients, t-statistics, and
significant levels to test all hypotheses. Hypotheses 1,
2, 3, and 6 belong to the theory of planned behavior,
while hypotheses 4, 5, and 7 belong to the technology
acceptance model. First, the path coefficient’s find-
ings indicate that the relationship between attitude
and intention to use sharia e-commerce (ATT->INT)
is significant and positive ( = 0.261, ¢ = 3.872); thus,
hypothesis 1 is accepted. Second, the results of the
path coefficient also explain that the correlation be-
tween subjective norm and intention to use sharia

Innovative Marketing, Volume 19, Issue 2, 2023

e-commerce (SN>INT) is significant and positive
(B = 0.264, t = 3.632); thus, hypothesis 2 is accept-
ed. Third, the correlation between perceived behav-
ior control and intention to use sharia e-commerce
(PBC-INT) is negative and insignificant (f = -0.042,
t = 0.505); thus, hypothesis 3 is rejected.

The correlation between perceived usefulness and in-
tention to use sharia e-commerce (PUSINT) is signif-
icant and positive (8 = 0.241, t = 2.461); thus, hypoth-
esis 4 is accepted. Fifth, the path coefficient explains
that the correlation between perceived ease of use
and intention to use sharia e-commerce (PEU->INT)
is significant and positive (8 = 0.185, ¢ = 2.155); thus,
hypothesis 5 is accepted. Sixth, the relationship be-
tween religiosity and attitude (REL>ATT) is signif-
icant and positive (8 = 0.648, t = 14.340); thus, hy-
pothesis 6 is accepted. Seventh, path coefficient anal-
ysis shows that the correlation between perceived
ease of use and perceived usefulness (PEU->PU) is
significant and positive (f§ = 0.759, p = 0.000); thus,
hypothesis 7 is accepted.

Table 7 shows the direct effect between religiosi-
ty and intention (REL->INT) and the indirect ef-
fect between religiosity and attitude and intention
(REL>ATTSINT). The path coefficient and t-sta-
tistics for both direct and indirect effects show the
same score (f = 0.163, t = 3.624), meaning religiosity
is positively and significantly affecting the intention
to use sharia e-commerce directly or indirectly.

In addition, Figure 2 shows the findings of the re-
search model from Smart PLS data running. The
number between each construct variable (blue color)
and between indicators (yellow color) and construct
variable indicates t-statistics.

Table 6. Path coefficients, t-statistics, and significant levels

Source: Own calculations.

Hypothesis  Path coefficients : t-statistics | p-values : Effectsize : Decision : Theoretical framework
HL:ATT-SINT 0.261%** i 3872 ¢ 0000 { 0072 : Supported ‘:
HRSNOINT 0264t 3632 0000 . 0082 . Supported
H3:PBCINT L0042 0.61¢ 0002 ¢ Rejected
H4:PU->INT 0.241** 0.013 Supported
CHSPEUSINT o 0dsst L 218s 0,03 Supported
HE:REL>ATT 0.648*** 0. Supported
ety s o e comported

Note: Significance level * p <0.1; ** p < 0.05; *** p < 0.001; ATT = Attitude, INT = Intention, PBC = Perceived behavior control,
PEU = Perceived ease of use, PU = Perceived usefulness, REL = Religiosity, SN = Subjective norm; TPB = Theory of planned

behavior; TAM = Technology acceptance model.
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Theory of Planned Behavior

30.439

25.052

100.383

8.837

39.379

50.176

64.971

63.381

66.244

INT4 61.258

|

|

|

|

| PU3 48.535

: PU4 4.843 44349 25252 68.691\67.634

! [ Peur peu2 || peus || Ppeus

|

: Technology Acceptance Model |

Note: ATT = Attitude, INT = Intention, PBC = Perceived behavior control, PEU = Perceived ease of use, PU = Perceived usefulness,
REL = Religiosity, SN = Subjective norm.

Figure 2. Moderation modeling
Table 7. Direct and indirect effects

Source: Own calculations.

Path Path coefficients t-statistics p-values
Direct Effect
RELINT 0.169 3.624 0.000
Indirect Effect
REL-SATT->INT 0.169 3.624 0.000

Note: ATT = Attitude, INT = Intention, REL = Religiosity.

4. DISCUSSION

body of knowledge regarding sharia e-commerce
behavior, this paper explores factors that affect the
The intention to use sharia-based products has intention to use sharia e-commerce by combining
been widely studied. However, there needs to be the theory of planned behavior and the technol-
more studies that explore sharia e-commerce, in  ogy acceptance model. The novelty in this study
particular behavior studies. In order to expand the lies in expanding the use of the theory of planned
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behavior by adding religiosity and combining all
variables with the technology acceptance mod-
el. The theory of planned behavior helps to pre-
dict individual consumer behavior toward sharia
e-commerce. It can show future consumer behav-
ior by increasing prediction power (Mondéjar-
Jiménez et al., 2016; Conner, 2015; Ngah et al,,
2021). While the technology acceptance model is
useful in predicting the ease and benefits of shar-
ia trading, the benefits and conveniences of sharia
e-commerce are greater than those of convention-
al e-commerce.

Of the seven hypotheses, six are supported, while
only hypothesis three is rejected. The results show
that hypothesis 1 is supported, with a t-statistic
value of 3.817. This is in line with Hanafiah and
Hamdan (2021), who confirmed that attitude sig-
nificantly affects intention in the context of halal
food. These results show that consumers can main-
tain the quality of halal items and transactions
free of usury and uncertainty by adopting a pos-
itive attitude and employing sharia e-commerce.

Hypothesis 2 is supported, with a t-statistic value
of 3.817. The intention to use sharia e-commerce
and subjective norm have a positive connection.
These results align with Aji et al. (2021), who
found that subjective norm significantly improves
the intention to use e-money. This is because the
respondent’s family encourages the respondent to
use sharia e-commerce and also because the ma-
jority of Indonesia’s population is Muslim, thus
motivating consumers to choose sharia-compliant
e-commerce.

Hypothesis 3 is rejected. This is inconsistent with
Halim et al. (2020) and Shah Alam and Mohamed
Sayuti (2011), who found a positive and significant
relation between perceived behavior control and
intention toward halal food purchases. In this case,
respondents felt they could not use sharia e-com-
merce. This is because consumers perceived the
same easiness of Islamic and conventional e-com-
merce. Thus, consumers have yet to find any dif-
ficulties in controlling sharia e-commerce. This
is supported by the analysis results of perceived
usefulness and perceived ease of use, which show
positive results on the ease and benefits of sharia
e-commerce.

http://dx.doi.org/10.21511/im.19(2).2023.15
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The results of hypotheses 4 and 5 show that per-
ceived usefulness and perceived ease of use signif-
icantly influence intention. This supports Aji et
al. (2019) and Aji et al. (2021). The findings show
that the customer believed that sharia-compliant
e-commerce is beneficial, while positive values of
perceived ease of use are because consumers per-
ceive that practical use of sharia e-commerce is as
simple as conventional e-commerce.

Hypothesis 6 explores the role of religiosity since
this variable addition provides a better understand-
ing of consumer behavior when utilizing sharia
e-commerce. The result shows that religiosity has
a significant impact on a person’s attitude toward
sharia e-commerce. In particular, this study also
found that religiosity possesses strong evidence
affecting intention both directly and indirect-
ly. This is consistent with Hanafiah and Hamdan
(2021) and Ngah et al. (2021). Understanding reli-
gion can affect the use of sharia e-commerce - the
higher religious beliefs, the greater the knowledge
of halal and sharia products. Therefore, consumer
religiosity can be reflected in the decision to use
sharia e-commerce.

Finally, analysis of the relationship between per-
ceived ease of use and perceived usefulness con-
firms that, in addition to perceived ease of use di-
rectly influencing intention to use sharia e-com-
merce, perceived ease of use indirectly influenc-
es intention through perceived usefulness. This
emphasized the importance of perceived ease of
use in influencing intention. The findings support
Giyanti et al. (2019), who found that perceived
ease of use significantly affects perceived useful-
ness in online halal searching.

This study can benefit various parties, such as
e-commerce service providers and sellers in sha-
ria e-commerce, who can develop new strategies,
models, and methods for promoting sharia e-com-
merce. Besides, the contribution of this study to
the literature in this field is an understanding of
the determining factors in using sharia e-com-
merce that will help e-commerce companies and
policymakers to promote sharia e-commerce
more effectively. These findings may also reflect
consumers’ attitudes toward sharia e-commerce
in other Muslim countries.
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CONCLUSION

This paper explores the factors that affect consumer intention to use sharia e-commerce with a
combination of the technology acceptance model and the theory of planned behavior. Based on
both theoretical frameworks, the study developed a model that explains the intention to use shar-
ia e-commerce by several factors: attitude, subjective norm, perceived behavior control, perceived
usefulness, and perceived ease of use, adding one additional variable - religiosity.

The data were collected through an online convenience survey of 212 youth people as represent-
ative of e-commerce clients, while data analysis was processed through a partial least square ap-
proach. This study found that attitude, subjective norm, perceived usefulness, perceived ease of
use, and religiosity significantly and positively affect the intention to use sharia e-commerce. In
contrast, perceived behavior control does not have a significant effect. Consumers perceive both
Islamic and conventional e-commerce as easy to use. Thus, consumers have yet to find any signif-
icant differences in sharia and conventional e-commerce. This is supported by the analysis of the
correlation between perceived usefulness and perceived ease of use results, which show the benefits
and ease of adopting sharia e-commerce. This study also found that religiosity has direct and in-
direct effects on intention. This finding strengthens the role of religiosity in halal intention, espe-
cially sharia e-commerce intention.

This study is one of the supporting references for further investigation. However, it has several
limitations. First, various characteristics of respondents in terms of age, race, and non-Muslim
religion can be added. However, the study’s results are still significant in extending the body of
knowledge. It is hoped that further research could be developed by adding another extended varia-
bles, and the scope of the subsequent research is expected to be more comprehensive.
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