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ABSTRACT 

 

 

 

SINTA 2 

Stocks of substantial ESG firms have been claimed to perform better during crisis periods and consequently serve 

as an "equity vaccine" for investors. This study explores ESG ratings and financial flexibility's impact on stock 

performance. We test these hypotheses in the ASEAN-5 setting by assessing the relation between ESG and 

financial flexibility to stock price resilience in terms of time to recover during 2020 and 2021. The method used 

in this study is a cross-sectional data regression analysis. In a sample of 142 stocks from 5 countries consisting 

of Indonesia, Malaysia, Thailand, Philippines, and Singapore, we found that firms with higher ESG ratings had 

a better stock market performance. They tend to recover faster to achieve their lowest price in 2019. We also 

discovered that having more cash and liquid assets before COVID-19 doesn't make a company better at dealing 

with the impacts of the pandemic compared to other companies. 

 

Keywords: ASEAN-5; corporate resilience; COVID-19; ESG; financial flexibility 
 

 

INTRODUCTION 

During the COVID-19 pandemic, there were widespread claims that Environmental, 

Social, and Governance (ESG) performance protected socially responsible companies from 

extreme drop compared to similar companies with low ESG performance. Morningstar, Inc. 

even claims ESG as an "equity vaccine" against the market sell-off caused by the COVID-19 

pandemic (Andrew Willis, 2020). Broadstock et al. (2020) studied companies listed on the 

CSI300 index and found that companies with high ESG scores performed higher than those 

with low ESG. Companies with high ESG can mitigate financial risks during times of crisis. 

These results are also supported by research from (Gianfrate et al., 2021), which found that 

companies with high ESG values in North America have high resilience during crises. A high 

ESG indicates a good relationship with stakeholders, and stakeholders are willing to help the 

company during periods of crisis. Albuquerque et al. (2020) proved that companies with high 

CSR investments could reduce the company's risk exposure to systematic risk. Mousa, Saleem, 

and Sági (2022) argue that companies that adopt sustainable finance or have good ESG 

performance are proven to have higher resilience and lower risk during periods of crisis. El 
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Khoury et al. (2022) argue that investors often use ESG to evaluate investment choices, and it 

is a significant measure of corporate risk management. 

On the other hand, research related to the influence of ESG components on company 

stock performance still reveals an empirical gap, characterized by inconsistencies in the 

conclusions drawn from previous studies conducted in both developed and developing country 

settings. Bae et al. (2021) conducted research on 1,750 companies in the United States and 

found insufficient evidence to support the notion that CSR influenced stock returns during crash 

periods. Furthermore, this research demonstrates that pre-crisis CSR measures did not 

effectively protect shareholders during the pandemic crisis. (Alharire and Alalwani, 2021) 

investigated the Stockholm Stock Index OMXS30 during the first and second quarters of 2020, 

revealing that high ESG values did not have a significant impact on abnormal risk-adjusted 

returns during these periods. Additionally, Gianfrate et al. (2021) conducted a study of 6,000 

stocks in 45 countries and concluded that there was no strong evidence suggesting that 

companies with high ESG scores exhibited better stock performance during the first quarter of 

2020. The debate surrounding whether companies with high ESG performance can achieve 

stock performance resistant to crisis risks remains ongoing and regionally specific. Researchers 

then found it urgent to test whether ESG performance values were truly a factor in stock price 

resilience during the COVID-19 pandemic, especially within the ASEAN-5 regional scope 

because there had been no similar research with a sample of ASEAN-5 countries. Researchers 

hope that the findings of this research can be a consideration for companies in the ASEAN-5 

region in managing their ESG investments. 

Demers et al. (2021) conducted a similar study. They found strong evidence that ESG 

is not an "equity vaccine" for United States companies against falling stock prices during a 

crisis, during the research period of the explosion of COVID-19 cases, namely in the first quarter 

of 2020 and the full year ending December 31, 2020. Meanwhile, liquidity and leverage, 

financial performance, value chain management, intangible assets developed internally, and 

equity risk can clearly explain stock returns during the COVID-19 pandemic. The study from 

(Cardillo et al., 2022) revealed that companies with superior Environmental, Social, and 

Governance (ESG) ratings exhibited stronger performance compared to companies with inferior 

ESG ratings following the public disclosure of national COVID-19 case and mortality figures 

by public authorities. In line with this research, Syafrullah and Muharam (2017) found that 

environmental performance has a positive but insignificant impact, while social performance 

and corporate governance have a significant positive impact on abnormal company returns. 

These results are also following the legitimacy theory and stakeholder theory. H1: ESG 

performance positively affects corporate resilience during the COVID-19 pandemic. 

As the global impact of the COVID-19 crisis started to emerge, CEOs and CFOs initially 

focused on ensuring the survival of their companies. Their immediate response was centered on 

preserving cash and allocating resources to sustain operations. During exceptional 

circumstances, having additional cash can play a pivotal role in preventing a company from 

experiencing bankruptcy. (Grube et al., 2020). Firms' cash reserves decrease their dependence 
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on external financing demands during the COVID-19 pandemic (Xia et al., 2022a). Fahlenbrach, 

Rageth, and Stulz (2021) studied all U.S. companies listed on the stock exchange and found 

that companies with high financial flexibility experienced a decrease in stock prices of 26% or 

9.7% lower than companies with low financial flexibility. This difference continues until the 

stock price rebound. Cardillo, Bendinelli, and Torluccio (2022) also document that high cash 

holding and asset liquidity in the pre-COVID-19 period helped companies keep performing and 

absorb COVID-19 externalities better than others. 

Companies with high financial flexibility can go through periods of crisis and take 

advantage of investment opportunities (Alipour et al., 2015). Companies with high financial 

flexibility generally performed better during the post-Lehman stock market drop in 2008-2009 

(Fahlenbrach et al., 2021). Alharire and Alalwani (2021) found that companies with high 

financial flexibility positively and significantly affect abnormal risk-adjusted returns. By using 

CAPM and regression model, the authors examine three periods which are "Incubation 

(Thursday, January 2 through Friday, January 17), Outbreak (Monday, January 20 through 

Friday, February 21), and Fever (Monday, February 24 through Friday, March 20)". 

H2: Financial flexibility positively affects corporate resilience during the COVID-19 pandemic. 

The COVID-19 pandemic represents an exogenous shock that harms the capital market 

(Xu, 2021). Similar events still have the potential to occur in the future. These conditions 

prompted the authors to examine the significant characteristics of companies that produce the 

most resilience during times of crisis (Gianfrate et al., 2021) so that investors can choose the 

most resilient stocks when similar conditions recur. 

 

METHOD 

The unit of analysis in this study consists of companies listed on the stock exchanges of 

ASEAN-5 countries, including the Indonesia Stock Exchange, the Malaysia Stock Exchange, 

the Singapore Stock Exchange, The Stock Exchange of Thailand, and The Philippines Stock 

Exchange from 2019 to 2021. This period was chosen because it represents the period of the 

COVID-19 pandemic all over ASEAN. As an association of countries, ASEAN has a shared 

vision and blueprint regarding politics-security, economy, and socio-culture, so they have 

similar economic conditions. This condition is evidenced by the same period of collapse in the 

Indonesian, Malaysian, Philippine, Singaporean, and Thai stock exchanges, namely around 

March 2020. The sampling approach employed in this study utilizes the purposive sampling 

method, which involves selecting participants based on specific criteria set by the researcher. 

This study falls under the category of quantitative research. The initial phase of data 

analysis in this study involved the utilization of descriptive statistics. Descriptive statistics were 

employed to compute various summary measures such as the mean, median, minimum, 

maximum, and standard deviation for each proxy variable. Subsequently, the study proceeded 

to conduct inferential analysis in order to test the formulated hypotheses. Multiple linear 

regression analysis was employed as the inferential analysis technique to test the hypothesis in 

this study. The classical assumption must be tested in linear regression with the Ordinary Least 

Squared (OLS) approach, including the normality, autocorrelation, heteroscedasticity, and 
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multicollinearity tests. Consequently, the EVIEWS 9 program will be employed to assist in the 

data analysis process for this research. 

The data owned has the characteristics of cross-section data. This study uses two variables 

of interest: ESG performance and financial flexibility, in the proxy of quick ratio. This study 

also applied seven control variables: beta, max drawdown, ROA, inventory turnover, debt-to- 

equity ratio, dividend payout ratio, and strategic owner. Data for all independent, dependent, 

and control variables were obtained from Thomson Reuters – Eikon. Thomson Reuters – Eikon 

is a platform for financial scholars and professionals, commonly used as a financial market 

database, financial market analysis tool, and securities trading software. 

Based on signaling theory, companies can use ESG performance as a positive signal to 

stakeholders and can be associated with low uncertainty, especially during periods of crisis 

(Mounir and Ali, 2022). Ding et al. (2021) found that companies with high ESG scores were 

less affected by the negative impacts generated by the pandemic and tended to be more resilient 

during the COVID-19 crisis. Engelhardt, Ekkenga, & Posch (2021) found that high ESG scores 

can be associated with lower stock price volatility during the pandemic. (Pisani and Russo, 

2021) also found that mutual funds with high ESG scores were more resilient during the COVID- 

19 pandemic because they had a lower level of risk. 
 

 

 

 

 

 

 

 

 

 

 

 

 

  Figure. 1 Research Model 

The pandemic has had an impact on the board of directors, managers, shareholders, 

customers, suppliers, and employees. Companies should view the era of disruption as an 

opportunity to adapt business models that are no longer relevant to these stakeholders. To face 

challenges and welcome these opportunities, companies must have flexibility, especially 

financial flexibility. To be able to adapt, the company must have idle resources from the 

H1 

H2 

Fahlenbrach, Rageth, and Stulz 

(2021); 

Cardillo, Bendinelli and 

Financial Flexibility 

(Xia, Qiao, and Xie 2022); 

Yingxu (2020); (Zhou and 

Zhou 2022) 

Corporate Resilience 
Broadstock et al., (2021); 

Yingxu (2020) 

ESG Performance 

(Ding et al. 2021); Broadstock 

et al., (2021); (Garel dan Petit- 

Romec, 2021) 

ROA, Inventory Turnover, 

Beta, Max Drawdown, 

Leverage, Dividend Payout 

Ratio, & Ownership 
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previous period that can be utilized for business process transitions. Among all companies that 

experience a decline in earnings, a smaller share price decline will occur in companies with 

higher financial flexibility. The difference in price reduction reached 26% of the average price 

reduction for all companies in North America (Fahlenbrach et al., 2021) 

A study model has been formulated to illustrate the impact, whether positive, negative, or 

statistically insignificant, as depicted in Figure 1. 

The subsequent equation represents the mathematical formulation employed in this 

study: 

RSLNCt = α0 + β1ESGit-1 + β2QUICKit-1 + β3BETAit + 

β4MAX_DRAWDOWNit + β5ROAit + β6INVENTORY_TOit-1 + 

β7DEBT_TO_EQUITYit-1 + β8DIVIDENDit-1 + 
β9STRATEGIC_OWNERit- + eit ......................................... 

 

(1) 

Definitions for each variable, including their precise calculations and references, are 

provided in Table 1 below: 

Table 1. Variable Measurement 

Variable Code Variable Name Description and Formula References 

  Dependent Variable  

RSLNC Corporate 

Resilience 

Time to recovery in days from the company's 

share price starting from the drawdown date in 

March 2020 until it reached its lowest price in 
2019 

(Xia, Qiao, 

and Xie, 

2022) 

Independent Variable (Variable of Interest) 

ESG ESG 

Performance 

ESG performance scores are available in the 

Thomson Reuters Eikon database. 

(Broadstock et 

al., 2020); 

QUICK Quick Ratio Current Assets − Inventory 
 

Current Liabilities 
(Oad Rajput et 

al., 2019) 

Independent Variable (Control Variable) 

BETA Stock Beta Beta compares the volatility of a stock against 

the volatility of the broader market, typically 

measured by a reference market index. 

(Engelhardt et 

al., 2021) 

MAX_DRADOWN Max Drawdown The decrease from the highest point in 2019 to 

the bottom during the crisis period (March 

2020) 

(Yingxu, 

2020) 

ROA Return on 

Assets 

Net Income 
 

Average Total Assets 

(Gianfrate et 

al., 2021) 

INVENTORY_TO Inventory 

Turnover 

Cost of Goods Sold 

Average Inventory 

(Gianfrate et 

al., 2021) 

DEBT_TO_EQUITY Debt to Equity 

Ratio 

Total Liabilities 

Total Equity 

(Cardillo et 

al., 2022) 

DIVIDEND Dividend 

Payout Ratio 

Annual Dividends Per Share 
 

Earnings Per Share 

(Gianfrate et 

al., 2021) 

STRATEGIC_OWNER Strategic 

Ownership 

The number of shares owned by strategic 

investors compared to the total number of 

shares outstanding. 

(Garel dan 

Petit-Romec, 

2021), (Ding 

et al., 2021) 

Source: Data processed, 2023 
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RESULT AND DISCUSSION 

Table 2. Sample Selection Scheme 

Description Number of 

Observation 

Companies in the Association of Southeast Asian Nations (ASEAN) 5 region listed by 

Thomson Reuters 

3699 

Companies in the ASEAN-5 region in the Thomson Reuters database have ESG 

performance value data for 2019 

322 

Companies in the ASEAN-5 region in the Thomson Reuters database that have complete 

variable data (2019 ESG performance values, 2019 Quick Ratio, 2020 Stock Beta, 2020 

Max Drawdown, 2020 ROA, 2019 Inventory Turnover, 2019 Debt to Equity Ratio 2019, 

2019 Dividend Payout Ratio, and 2019 Strategic Ownership 

215 

Companies that do not pass the criteria in purposive sampling (36) 

Outlier Data from 1 Dependent Variable, 2 Independent Variables, and 6 Control 

Variables 

(37) 

Number of Observations 142 

Source: Data processed, 2023 

 

The purposive sampling criterias were, 1) the lowest share price in 2019 is higher than the 

lowest share price in 2020 (drawdown point), 2) did not experience an upward trend during 

2020 - 2021. The upward trend shows that stock price movements are not in line with market 

movements which experienced a decline from January to March 2022 and then slowly reversed 

toward a positive trend, and 3) did not experience a downward trend during 2020 - 2021. The 

downward trend indicates that the COVID-19 pandemic did not purely influence the downward 

movement in the stock price. 

Only 322 out of 3699 companies have an ESG score or 8.7% of the company database in 

the ASEAN-5 region provided by Thomson Reuters. Thus, 142 companies meet the criteria. 

Refer to Chart 1, and we can conclude that from the 142 companies, the most significant 

proportion were companies in Thailand, namely as much as 27%, followed by Malaysia, as 

much as 21%, Singapore at 20%, Indonesia at 18%, and the least was the Philippines as much 

as 14%. 

Table 3. Descriptive Statistical Test Result 

Variable Mean 
Standard 

Deviation 

Maximum 

Value 
Minimum Value 

Time to Recovery 148.9577 137.9776 648 2 

ESG 54.71207 17.01004 88.96250 10.26805 

Quick Ratio 1.261858 0.973473 5.807330 0.092760 

Beta 1.158580 0.546809 3.130370 0.216291 

Max Drawdown 0.243451 0.171166 0.572391 -0.469675 

Return on Assets 0.043788 0.067795 0.344300 -0.156600 

Inventory Turnover 25.92787 87.60669 822.7498 0.175164 

Debt to Equity Ratio 0.857801 1.166420 12.52387 0.000577 

Dividend Payout Ratio 0.585208 0.653294 4.715114 0.936469 
Strategic Ownership 0.541216 0.219522 0.936469 0.003380 

Source: Data processed, 2023 

 

Based on the results of descriptive statistics, it is known that companies in Indonesia, 

Malaysia, Singapore, Thailand, and the Philippines need an average time of 148.9577 days to 
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recover to their lowest value in 2019 from the lowest point in the 2020 period, with the standard 

value deviation of 137.9776 days. The standard deviation value, which almost equals the mean 

value, illustrates that the data distribution is quite varied. The average recovery time is much 

faster than the time needed by the market indices in the five countries to recover to their lowest 

point in 2019. 

 

  Figure 2. Time to Recovery Calculation Simulation 
  Source: reuters.com accessed on June 4, 2023 

 

The time-to-recovery calculation simulation in this research utilizes price charts from 

PT Aneka Tambang Tbk. The company's shares reached their lowest point in the period 

preceding the pandemic, specifically in 2019, at IDR 675, corresponding to the company's share 

price on May 17, 2019, as indicated in point 1 in Figure 3.2. Subsequently, the company 

experienced a drawdown during the COVID-19 pandemic, causing the share price to plummet 

to its lowest level in 2020, amounting to IDR 357.18, precisely on March 24, 2020 (drawdown 

date), as illustrated in point 2 in Figure 3.2. The share price then rebounded to IDR 679.74 on 

July 21, 2020 (recovery date), as denoted in point 3 in Figure 3.2. This marked the first instance 

post drawdown date that the share price surpassed the lowest 2019 price. Consequently, the 

share prices were deemed to have recovered during the period between March 24, 2020, and 

July 21, 2020, spanning 119 days. 

ESG performance scores help investors, stakeholders, and society, in general, to 

understand how companies manage risks and opportunities related to ESG issues. The average 

ESG value is 54.71207, with a standard deviation of 17.01004. Based on the ESG value 

description table from Refinitiv, the ESG disclosures of companies in the ASEAN-5 region 

generally fall within the value range of >50,75, which means that the ESG performance of 

companies in the ASEAN-5 region is relatively reasonable and has been able to disclose 

material ESG data to the public. The maximum value of ESG performance is owned by Minor 

International PCL, which is 88.96250. Minor International PCL is a global company in the 

hospitality, restaurant, food brand, and retail sectors. Minor International recovered longer than 

the average company in the ASEAN-5 region, with a 2019 ESG score within 442 days from the 

2020 drawdown point. The minimum value of ESG performance is owned by Alliance Global 

Group Inc, which is 10.26805. Alliance Global Group Inc. (AGI) is a conglomerate company 

based in the Philippines. The company was founded in 1993 and operates in various sectors, 

including property, hospitality, retail, food and beverage, and infrastructure. Alliance Global 

1 

3 

2 
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Group Inc. recovered longer than the average company in the ASEAN-5 region, with a 2019 

ESG score within 387 days from the 2020 drawdown point. 

The quick ratio is a financial ratio that measures a company's ability to meet its short- 

term obligations using liquid assets that are most quickly converted into cash. This ratio 

considers current assets that can be converted into cash immediately, such as cash, cash 

equivalents, and trade receivables. The average quick ratio of companies in the ASEAN-5 

region is 1.261858, with a standard deviation of 0.973473. The maximum value of the quick 

ratio as a proxy for financial flexibility is owned by Genting Singapore Ltd, which is 5.80733. 

Genting Singapore Limited is a Singapore-based company that develops and operates integrated 

resorts. Genting Singapore Ltd recovered longer than the average company in the ASEAN-5 

region, with a 2019 ESG score within 250 days from the 2020 drawdown point. Supalai PCL 

has a minimum quick ratio value of 0.09334. Supalai PCL is a property company engaged in 

property development and investment in Thailand. Supalai PCL also recovered longer than the 

average company in the ASEAN-5 region, with a 2019 ESG value within 259 days from the 

2020 drawdown point. 

Max drawdown is a ratio that measures how deep the stock price falls during the 

drawdown period (December 31, 2019, to March 15, 2020). The deeper the stock price falls, 

the more difficult it should be for the stock to rise to reach its lowest price in 2019. The average 

Max Drawdown of companies in the ASEAN-5 region with an ESG score for 2019 is 0.243451 

with a standard deviation of 0.171166. This value reflects that, on average, company shares in 

the ASEAN-5 region experienced a significant decrease of 24.34% during the drawdown 

period. PT Waskita Karyaya Tbk owns the maximum beta value, 57.24%. The minimum max 

drawdown value is owned by XP Power Limited, which experienced an increase in the share 

price of 46.97% during the drawdown period. XP Power Limited is a global company that 

designs, manufactures, and markets advanced electrical power solutions. 

The return on assets (ROA) ratio is one of the financial indicators used to assess a 

company's profitability in utilizing its resources. The average ROA of ASEAN-5 companies 

with an ESG value in 2020 is 4.3%, with a standard deviation of 6.77%. The highest ROA in 

2020 was owned by P.T. Unilever Indonesia Tbk, which was 34.43%. P.T. Unilever Indonesia 

Tbk is a public company engaged in consumer goods and household products. The lowest ROA 

in 2020 was owned by P.T. Matahari Department Store Tbk, which was -15.66%. Matahari 

Department Store is a retail chain operating in Indonesia. Matahari Department Store is one of 

Indonesia's most prominent retailers that offers various products such as clothing, shoes, 

accessories, household appliances, cosmetics, and other items. 

Inventory turnover is a financial ratio used to measure how efficiently a company 

manages its inventory. The inventory turnover ratio shows how quickly a company can turn 

inventory into sales. The average inventory turnover of companies with an ESG value for 2019 

in the ASEAN-5 region is 25.92787 times with a standard deviation of 87.60669 times. The 

highest inventory turnover in 2019 was owned by Singapore Post Ltd, namely 822.7498 times. 

Singapore Post Ltd (SingPost) is a logistics and delivery company based in Singapore. The 

company with the lowest inventory turnover in 2019 is Bukit Sembawang Estates Ltd, which 

is 0.175164 times. Bukit Sembawang Estates Ltd is a real estate company based in Singapore. 

The debt-to-equity ratio is a financial ratio that assesses the proportion of debt and equity 

a company uses to fund its operations and investments. This ratio provides an overview of the 

company's capital structure and the level of associated financial risk. The average debt- to-

equity ratio of companies in the ASEAN-5 region with an ESG value in 2019 is 0.857801, 
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with a standard deviation of 1.166420. This value shows that, on average, companies with an 

ESG score of 2019 in the ASEAN-5 region fund most of their operations and investments with 

equity. Thai Airways International PCL owned the highest debt-to-equity ratio in 2019, 

12.5238665. Thai Airways International PCL, commonly known as Thai Airways, is the 

national airline of Thailand. The company with the lowest debt-to-equity ratio in 2019 is Vale 

Indonesia Tbk, 0.000577. Vale Indonesia is a nickel mining company operating in Indonesia. 

The company is a subsidiary of Vale S.A., a global mining company based in Brazil. 

The dividend payout ratio is a financial ratio that measures how much percentage of a 

company's net profit is distributed as dividends to shareholders in return for their share 

ownership. A high ratio indicates that the company provides shareholders with a good return 

on investment. The average dividend payout ratio of companies in the ASEAN-5 region with 

an ESG value in 2019 is 58.52%, with a standard deviation of 65.33%. This value shows that, 

on average, companies with a 2019 ESG value in the ASEAN-5 region provide dividends with 

a reasonably high value greater than 50%. The highest dividend payout ratio in 2019 was owned 

by International Container Terminal Service Inc, which was 4.7151. International Container 

Terminal Services Inc. (ICTSI) is a logistics and transportation company in the Philippines. 

Table 4. Multicollinearity Test 

Variance Inflation Factors 

Variable Coefficient Variance Uncentered VIF Centered VIF 

C 2747.665 30.61587 NA 

ESG 0.316777 11.57992 1.014095 

QUICK 108.6951 3.068125 1.139650 

BETA 477.1819 8.715644 1.578588 

MAX_DRAWDOWN 4767.569 4.693903 1.545419 

ROA 28954.96 2.091037 1.472422 

INVENTORY_TO 0.011884 1.098144 1.009127 

DEBT_TO_EQUITY 82.21557 1.911670 1.237592 

DIVIDEND 233.9310 1.997305 1.104635 

STRATEGIC_OWNER 2086.591 7.923041 1.112823 

Source: Data processed, 2023 

 

This study's multicollinearity detection was done by looking at the Variance Inflation 

Factor (VIF) value. It can be seen in Table 4 that all VIF for each variable is worth less than 10 

with a value range of 1.014095 to 1.578588. Therefore, there are no symptoms of 

multicollinearity in the research model, and the model can be used as a reliable predictor. 

Table 5. Heteroscedasticity Test 

Heteroskedasticity Test: Breusch-Pagan-Godfrey 

F-statistic 1.283280 Prob. F(9,132) 0.2517 

Obs*R-squared 11.42485 Prob. Chi-Square(9) 0.2477 
Scaled explained SS 7.067562 Prob. Chi-Square(9) 0.6301 

Source: Data processed, 2023 

 

The method used to detect indications of heteroscedasticity in this study is the Breusch- 

Pagan-Godfrey test. Based on the output in Table 5., the probability value of Chi-Square is 
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0.2477, which is greater than the α value of 0.05. Therefore, it can be concluded that this model 

is free from heteroscedasticity symptoms and has high accuracy. 

Table 6. Autocorrelation Test 

Breusch-Godfrey Serial Correlation LM Test: 

F-statistic 0.091196 Prob. F(2,130) 0.9129 

Obs*R-squared 0.198950 Prob. Chi-Square(2) 0.9053 

Source: Data processed, 2023 

 

The autocorrelation test in this study was carried out using the Breusch-Godfrey Serial 

Correlation L.M. test. The test results show that the probability value 0.9129 is greater than α 

= 0.05. Therefore, there is no autocorrelation problem in this model, and this model is sufficient 

to explain the variation in the data. The absence of autocorrelation underscores the model's 

reliability, while its capability to explain the variance in the data solidifies its adequacy as an 

explanatory framework. 
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  Figure 3. Normality Test 

  Source: Data processed, 2023 

 

Normality testing in this study was carried out using the Jarque-Bera test. The test results 

show that the Jarque-Bera test statistic is 5.723644 with a critical point of X2(0.05;2) = 

5.99 or a p-value of 0.057165 greater than α = 0.05. Therefore, based on the Jarque-Bera test 

results and the comparison with the critical value and significance level, it can be concluded 

that the residuals from the normally distributed and the research models can be used as reliable 

predictors. This finding underscores the validity of utilizing these residuals as dependable 

predictors within the context of the study, lending support to their efficacy in informing 

subsequent analytical or predictive endeavors. 

From the result of the hypothesis test, the multiple linear regression analysis equations 

with cross-section data generate the following estimation model: 

 

Observations 142 

Skewness 

 

-5.17e-15 

-18.41623 

 

-188.2039 

 

 

 

Jarque-Bera 5.723644 
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RSLNCt = 210,8993 – 0,935143ESGt – 13,33535QUICKt + 37,31206BETAt + 

212,0963MAX_DRAWDOWNt – 562,2141ROAt + 

0,332517INVENTORY_TOt – 32,53387DEBT_TO_EQUITYt – 
12,71132DIVIDENDt – 69.23546STRATEGIC_OWNERt........................... 

 

 

(2) 

 

Table 7. T-Test Multiple Linear Regression Analysis 

Dependent Variable: TIME TO RECOVERY 

Method: Least Squares 

Observations Included: 142 

Variable Coefficient Std. Error t-Statistic Prob. 

C 210.8993 52.41818 4.023400 0.0001 

ESG -0.935143 0.562830 -1.661503 0.0990* 

QUICK -13.33535 10.42570 -1.279085 0.2031 

BETA 37.31206 21.84449 1.708076 0.0900* 

MAX_DRAWDOWN 212.0963 69.04758 3.071741 0.0026*** 

ROA -562.2141 170.1616 -3.304002 0.0012*** 

INVENTORY_TO 0.332517 0.109013 3.050244 0.0028*** 

DEBT_TO_EQUITY -32.53387 9.067280 -3.588052 0.0005*** 

DIVIDEND -12.71132 15.29480 -0.831088 0.4074 

STRATEGIC_OWNER -69.23546 45.67922 -1.515688 0.1320 

Note: *, **, *** indicate a significance level at 10%, 5%, and 1%  

Source: Data processed, 2023 

Based on the regression output above, it can be concluded that: 

ESG Performance and Corporate Resilience 

The hypothesis test results showed that ESG performance positively affects corporate 

resilience during the COVID-19 pandemic, so H1 is accepted. The negative sign on the regression 

coefficient indicates that ESG performance has a negative relationship with stock time to 

recovery, meaning that if there is an increase in ESG value, the stock price will rise faster to its 

lowest point in the year before the COVID-19 pandemic. The faster the stock price rises, the 

stronger the company will be. 

This conclusion is in line with research (Zhou & Zhou, 2022), which found that the 

increase in stock price volatility of companies with high ESG values was lower than companies 

with low ESG values. ESG performance is essential in increasing stock resilience and 

stabilizing stock prices. These results are also supported by research (Yingxu, 2020), which 

found that companies with good ESG performance in each industry can recover more quickly 

during a crisis from market turbulence. ESG can be used as an indicator of relevant corporate 

resilience. In addition, these results are also consistent with research from (Broadstock et al., 

2020), which found that ESG performance had a positive relationship with short-term 

cumulative returns from CSI 300 companies during the COVID-19 pandemic. 

Financial Flexibility and Corporate Resilience 

The results of the hypothesis test show that financial flexibility has no significant effect 

on corporate resilience during the COVID-19 pandemic, so H2 is rejected. This result is not 

following the hypothesis and is not following previous research conducted by (Cardillo et al., 

2022), which found that high levels of cash holding and liquidity in the pre-COVID period helped 

companies to perform and absorb externalities of COVID-19 by better than other companies. 
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This conclusion is also inconsistent with the results of research from (Fahlenbrach et al., 

2021), which found that companies with higher financial flexibility experienced a decrease in 

stock prices of 26% or 9.7% lower compared to companies with low financial flexibility. Even 

though the company has high financial flexibility and is potentially responsive to the challenges 

of the COVID-19 pandemic, the pivot process in business must be done slowly. Financial 

flexibility cannot guarantee that the company will maintain profitability and continue to 

distribute dividends to shareholders. Not all business processes in the industry can be helped by 

digitalization during a pandemic. Based on the regression analysis results, shareholders trust the 

profitability and efficiency of company activities in inventory turnover and long-term debt 

levels as determinants of company resilience during the COVID-19 pandemic. 

Table 8. F-Test Multiple Linear Regression Analysis 

 Simultaneous Parameter Significance  

R-squared 0.373324 Mean dependent var 148.9577 

Adjusted R-squared 0.330596 S.D. dependent var 137.9776 

S.E. of regression 112.8893 Akaike info criterion 12.35851 

Sum squared resid 1682207 Schwarz criterion 12.56667 

Log-likelihood -867.4544 Hannan-Quinn criteria. 12.44310 

F-statistic 8.737225 Durbin-Watson stat 2.054201 

Prob(F-statistic) 0.000000   

Source: Data processed, 2023 

Based on the output results in the table above, the F-statistic results are 8.737225 with a 

significance level of 0.000000, which indicates that the significance level is less than 0.05. So it 

can be concluded that ESG performance, financial flexibility, stock volatility, max drawdown, 

return on assets, inventory turnover, debt-to-equity ratio, dividend payout ratio, and strategic 

ownership simultaneously affect corporate resilience during the COVID-19 pandemic. The table 

above shows that the Adjusted R-Squared value formed in this study is 0.330596, which 

indicates that during the COVID-19 pandemic, the ability of the independent variables and 

control variables (ESG performance, financial flexibility, beta, max drawdown, ROA, inventory 

turnover, debt to equity ratio, dividend payout ratio, and strategic owner) in explaining the 

dependent variable (time to recovery) is 33.0596%. The remaining 66.9404% is explained by 

other variables not included in this research model. 

In the context of robustness testing, a compare means analysis is applied to examine the 

stability and reliability of the results obtained from a statistical model or analysis by comparing 

the means of different groups or conditions. This analysis is employed to evaluate the 

robustness of the conclusions drawn from the initial analysis under varying conditions or 

assumptions. The compare means analysis as a robustness test involves comparing the means 

of two or more groups or conditions using statistical tests such as t-tests or analysis of variance. 

Based on group statistics in Table 8, it can be concluded that, on average, companies 

with high ESG performance in the ASEAN-5 region have higher resilience than companies with 

low ESG performance, which are explained consistently in those five proxies. On average, 

companies with high ESG performance generate ROA of 4.93%, higher than those with low 

ESG performance, which only generate ROA of 3.58%. Companies with high ESG 

performance also have lower stock volatility when measured by beta and price standard 

deviations. Companies with high ESG performance have an average beta of 1.11, while 

companies with low ESG performance have an average beta of 1.22. In addition, companies 
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with high ESG performance have an average price standard deviation of 15.54% from price 

predictions. In comparison, companies with low ESG performance have an average price 

standard deviation of 16.09% from price predictions. Companies with high ESG performance 

also experience lower share price falls than those with low ESG performance. During the 

COVID-19 pandemic, companies with high ESG performance experienced an average share 

price fall of 23.75%, while companies with low ESG performance experienced an average share 

price fall of 25.21%. Companies with high ESG performance also recover faster than those with 

low ESG performance. During the COVID-19 pandemic, stocks of companies with high ESG 

performance recovered on average within 137 days, 29 days faster than companies with low 

ESG performance, which recovered on average 166 days. This finding suggests that, on 

average, organizations with good ESG processes may be better prepared to face the challenges 

provided by the pandemic. 

Table 9. Group Statistics 

Variable Kategori N Mean Std. Deviation Std. Error Mean 

ROA 
High ESG 84 0.049305 0.0708004 0.0077250 

Low ESG 58 0.035799 0.0629323 0.0082634 

BETA 
High ESG 84 1.114414 0.5008972 0.0546524 

Low ESG 58 1.222546 0.6060123 0.0795733 

PRICE STDEV 
High ESG 84 0.155434 0.0897128 0.0097885 

Low ESG 58 0.160971 0.0971203 0.0127525 

MAX DRAWDOWN 
High ESG 84 0.237458 0.1824752 0.0199097 

Low ESG 58 0.252130 0.1544624 0.0202819 

TIME TO RECOVERY 
High ESG 84 136.95 143.466 15.653 

Low ESG 58 166.34 128.851 16.919 

Source: Data processed, 2023 

Based on independent samples of t-test presented in Table 9, it can be obtained that of 

the five resilience proxies, it is known that the Sig (2-tailed) value is not less than 0.05, so it 

can be concluded that there is no significant difference in company resilience between 

companies with high ESG values and companies with low ESG values. Although the compare 

means analysis of the five resilience proxies shows consistent results that companies with high 

ESG performance have higher resilience during the COVID-19 pandemic than companies with 

low ESG performance, the gap between the two is statistically insignificant. 

 

 

CONCLUSION 

This study aims to fill the research gap regarding the role of ESG and financial flexibility 

in corporate resilience during crises such as the COVID-19 pandemic in the scope of ASEAN-

5 countries (Indonesia, Malaysia, Singapore, Thailand, and the Philippines). The study results 

show that ESG performance significantly positively affects corporate resilience during a 

pandemic, helping companies recover faster. However, financial flexibility not significantly 

affects the company's ability to survive during the pandemic. Other variables that affect 

company resilience are stock price volatility, max drawdown, profitability, and capital structure. 

Dividend payments and share ownership structure have no significant effect on 
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company resilience during the pandemic. The article suggests that regulators should make rules 

and policies that encourage companies to pay attention to ESG aspects and focus on financial 

performance. It can be done by introducing ESG reporting standards and guidelines and 

providing tax incentives for companies that meet specific ESG standards. The article also 

suggests that companies should have the courage to increase investment in ESG aspects. It can 

be a more holistic and reliable indicator of company performance, even in crises like black swan 

events. By improving ESG performance, companies can make more accurate predictions about 

future performance prospects and achieve sustainable competitive advantage. 

To address the limitation of this study, the next researcher should be able to conduct 

additional research on a bigger scale to prevent sampling bias and fewer representative sample 

sizes, with the goal of making research more universal and relevant in decision-making. 

Furthermore, future researchers can undertake a series of robustness tests on the corporate 

resilience variable using a variety of additional proxies such as stock price volatility, abnormal 

returns, and loss severity as a substitute for time-to-recovery proxy. 
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ABSTRACT 

This study aimed to investigate the interplay between subjective well-being (SWB), social media engagement 

(SME), and compulsive buying behavior (CBB). It explored long-term and reciprocal connections among these 

factors using a longitudinal design with a 2-wave investigation of 226 employees from various sectors in Jakarta, 

Indonesia. Partial Least Squares Structural Equation Modeling (PLS-SEM) cross-lagged analysis found that SWB 

at Time 1/Time 2 negatively predicted SME and CBB at the same times, indicating long-term influences. 

Additionally, SME at Time 1 and CBB at Time 2 significantly predicted SWB at Time 2. The study also found a 

positive relationship between SME and CBB at both times. This research contributes to the literature by empirically 

examining the reciprocal relationship among SWB, SME, and CBB, focusing on the association between SWB 

and CBB. 

 

Keyword: compulsive buying behavior; reciprocal relationship; social media engagement; subjective well- 

being; longitudinal 
 

 

INTRODUCTION 

Advances in digital marketing, especially the internet and mobile devices, have made 

access to online platforms easier and faster. This ease and speed in accessing various sites and 

online purchasing platforms have driven dramatic changes in consumer behavior. Now, 

consumers can order and buy products online anytime and anywhere. Because of its 

convenience, consumers are sometimes trapped in various advertisements and social 

influences which encourage compulsive transaction behavior. In contrast to impulsive buying 

behavior, which leads to unplanned purchases, compulsive buying is more interpreted as a 

shopping disorder (Müller et al., 2021), in which consumers make repeated and excessive 

product purchases (O’Guinn & Faber, 1989). Although it has attracted much interest from 

researchers over the last two decades (Tarka et al., 2022), compulsive behavior has received 

relatively less attention than impulsive behavior. Hence, this study explores the antecedents 

of compulsive buying behavior based on subjective well-being and social media engagement. 
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Previous studies have extensively studied compulsive buying behavior based on 

psychological factors, including self-esteem, self-control, self-image, and hedonic traits 

(Moon et al., 2022; Mulyono & Rusdarti, 2020; Olsen et al., 2022; Tarka et al., 2022). Other 

factors include emotion, well-being, stress, and depression (Orsolini et al., 2022; Wolfers & 

Utz, 2022). Another approach to studying compulsive behavior is through external stimulus 

factors, including the intensity of internet use, including social media, internet, and 

smartphone addiction (Maccarrone‐Eaglen & Schofield, 2023; Mason et al., 2022; She et al., 

2021; Suresh & Biswas, 2020). The present study aimed to develop internal (subjective well- 

being) and external factors (social media engagement) models to investigate their influence 

on compulsive buying behavior (CBB). In particular, we explore the role of subjective well- 

being (SWB) as an antecedent and outcome of social media engagement (SME) and 

compulsive buying simultaneously. 

Previous work has shown that well-being and social media engagement are 

interrelated, but their cross roles as antecedents and outcomes are equally supported 

empirically. For example, some researchers examine the role of subjective well-being as an 

essential antecedent of the intensity of social media use (Przybylski et al., 2013; Reer et al., 

2019). However, at the same time, other studies have found that the use of social media affects 

decreasing well-being (Agarwal & Mewafarosh, 2021; Barry et al., 2022; Orben & Przybylski, 

2019; Wheatley & Buglass, 2019; Wolfers & Utz, 2022). Considering these differences, we 

are interested in examining the reciprocal relationship between SWB and SME as a bridge to 

explain the cross roles of the two simultaneously. In the same vein, previous studies have also 

confirmed the role of subjective well-being as a determinant of compulsive buying (Ortiz 

Alvarado et al., 2020), as well as an outcome of compulsive buying (She et al., 2021). 

Apparently, previous works only directed a one-way relationship and did not consider the 

follow-up effect. Hence, in the present study, we propose a reciprocal relationship, where 

subjective well-being at the initial point can affect compulsive buying, and then compulsive 

buying behavior also affects subjective well-being in the future. 

As presented in Figure 1, the present study aimed to extend the previous study and 

made three key contributions to the consumer behavior literature. First, we aimed to test the 

relationship between subjective well-being, social media engagement, and compulsive buying 

behavior using two different times. Hence, the consistency of the relationship between these 

three variables will be evaluated based on two time periods: during and after the COVID-19 

pandemic. Second, we aimed to test long-term relationships between subjective well-being, 

social media engagement, and compulsive buying behavior. Drawing 3P Model (Durayappah, 

2011; Su et al., 2021) as a theoretical basis for consistency over time in SWB. Furthermore, 

the long-term effects of SWB on SME and CBB were also evaluated. Third, we address the 

relevant issue of the directionality of associations between SWB, SWE, and CBB at the same 

and different time points. The justification for these assertions will be elaborated upon in the 

following sections. 

Related to SWB, Durapayyah (2011) introduced the 3P Model (present, past, and 

prospect) to study the consistency of individual evaluations of their lives over time. 

Furthermore, He argues that it is essential to consider general evaluations of the present, the 

past, and the future to understand SWB. In other words, present happiness is likely to have 

been caused in the past, and therefore SWB is related to time (Durayappah, 2011). Evaluation 

of SWB over time is also highly recommended by previous studies (Diener et al., 1999). 

Responding to the importance of understanding SWB in a time frame, we suspect that the 
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SWB in this study will be consistent over time, considering that observation periods 1 and 2. 

Hence, the hypothesis we propose: 
H1: SWB at Time 1 is positively related to SWB at Time 2 

Based on the assumptions of social comparison theory (Festinger, 1954), individuals 

with low well-being may be more likely to engage in social media activities to seek 

comparisons and social validation. On the other hand, a person can be highly involved in social 

media activities to seek social support, reduce loneliness, cope with stress or out of habit 

(Mason et al., 2022; Przybylski et al., 2013; Reer et al., 2019). For example, Reer et al. (2017) 

examine three dimensions to measure well-being (loneliness, depression, and anxiety); their 

study found that people with low psychological well-being tend to be more involved in social 

media to cope with stress (Mason et al., 2022). Another assumption comes from social support 

motives. SWB is closely related to social support in the context of interactions between 

humans (Cheng et al., 2022; Kong et al., 2021; Su et al., 2021). Thus, individuals who feel 

they do not get social support in the real world will likely look for alternatives to seek such 

support on social media to fulfill a sense of connectedness and support. 

H2: SWB at Time 1 is negatively related to SME at Time 1 

H3: SWB at Time 2 is negatively related to SME at Time 2 

Theoretically, subjective well-being has been confirmed to vary over time based on 

certain situational factors (Diener et al., 1999; Durayappah, 2011; Lee, 2022), and its effect 

also can changes over time (Soons et al., 2009). According to social comparison theory 

(Festinger, 1954), individuals compare themselves to others on social media platforms, which 

can impact their self-perceptions and well-being. Individuals with higher subjective well- 

being may engage in upward social comparisons, seeking inspiration or motivation from 

others' positive experiences, leading to continued and sustained social media engagement over 

time. Moreover, the long-term effects of subjective well-being on social media engagement 

can be explained through the lens of the 3P Model (Durayappah, 2011), which posits that 

subjective well-being influences individuals' perceptions, priorities, and practices over time. 

As individuals experience changes in their subjective well-being, such as fluctuations in mood, 

life satisfaction, or emotional states, these shifts can impact their attitudes and behaviors 

toward social media engagement in the long run. For example, individuals with higher levels 

of subjective well-being may be more inclined to engage with social media platforms to share 

positive experiences, seek social support, or maintain connections with others. On the 

contrary, individuals experiencing lower levels of well-being may use social media as a coping 

mechanism, seeking validation or distraction from negative emotions. 
H4: SWB at Time 1 is negatively related to SME at Time 2 (long-term) 

The present study also examine the reciprocal relationship between SWB and 

compulsive buying to clarify the dual roles of SWB and compulsive buying. Previous studies 

have also found that the two can influence each other (Ortiz Alvarado et al., 2020; She et al., 

2021). For example, CBB is often associated with lower well-being in general (Ortiz Alvarado 

et al., 2020), and on the other hand, researchers also found the effect of CBB on SWB (She et 

al., 2021). Thus, we are taking a step forward by exploring the reciprocal relationship across 

time between SME and compulsive buying that has not been explored before. Drawing the 3P 

Model (present, past, and prospect), subjective well-being can be temporary (Durayappah, 

2011), so it is crucial to investigate its effect on attitudes and other behaviors in different time 

frames. This study also intended to cover the limitations of prior work (Orsolini et al., 2022; 

Reer et al., 2019; Wolfers & Utz, 2022) that has typically examined the link between SWB, 
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SME, and compulsive buying behavior in a cross-sectional approach. In the same vein, 

previous studies have consistently found a negative effect of the use of social media on 

decreasing well-being (Agarwal & Mewafarosh, 2021; Barry et al., 2022; Orben & Przybylski, 

2019; Wheatley & Buglass, 2019; Wolfers & Utz, 2022). Accordingly, we propose that the 

relationship pattern between SWB and SME is reciprocal, in which low SWB can trigger 

SME, and SME will also affect SWB in the future. 

H5: SME at Time 1 is negatively related to SWB at Time 2 
 

 

 

Figure 1. The hypothesized full cross-lagged model. 
Source: Hypothetical model compiled by the author, 2023 

Note. SWB = subjective well-being; SME=Social media engagement; CBB= Compulsive 

buying behavior; T1 and T2 = Time period data collecting. 

Compulsive buying behavior, also known as compulsive shopping or shopping 

addiction, refers to a pattern of excessive, repetitive, and uncontrollable purchasing of goods 

or services. As deviant behavior, CBB often results in negative consequences such as financial 

problems, emotional distress, and well-being (Moon et al., 2022; Nanda & Banerjee, 2021; 

She et al., 2021). Compulsive buying behavior leads to repetitive and excessive buying 

behavior as a response to negative emotions experienced by individuals (Aydin et al., 2021; 

Müller et al., 2015). Researchers believe CBB is not related to product needs and functions 

but to emotions and moods. The individual with problematic behavior of compulsive 

purchasers is characterized by a lack of financial control, a sensation of satisfaction and release 

after the purchase, and a nonsensical and item-unrelated repeating of this behavior (Mason et 

al., 2022). Compulsive buying behavior also appears as an attempt to fill an emotional void 

or fulfill an unmet psychological need. Individuals who experience low well-being, such as 

depression or anxiety (Zhang et al., 2017). Thus, individuals with low well-being (e.g., 

characterized by high levels of depression and anxiety) may seek temporary gratification or 

diversion by making impulse purchases. Accordingly, low well-being is often associated with 

higher stress levels. To reduce stress, individuals may use compulsive buying as a form of 

coping (Aydin et al., 2021; Ortiz Alvarado et al., 2020). Empirically, CBB is often associated 

with lower well-being in general (Ortiz Alvarado et al., 2020). On the other hand, researchers 
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also found the effect of CBB on SWB (She et al., 2021). Referring to the two-way relationship, 

in our study, we propose that SWB is negatively related to CBB and vice versa, CBB can also 

cause SWB. Hence, our hypothesis: 

H6: SWB at Time 1 is negatively related to CBB at Time 1 

H7: SWB at Time 2 is negatively related to CBB at Time 2 

H8: SWB at Time 1 is negatively related to CBB at Time 2 

H9: CBB at Time 1 is negatively related to SWB at Time 2 

Finally, drawing social comparison theory (Festinger, 1954), this study explores the 

relationship between SMEs and compulsive buying. Since social media has become one of 

marketers' most popular advertising media in the last five years, it is vital to investigate how 

individual involvement in social media influences purchase behavior. Researchers previously 

used various similar concepts, including social media addiction, smartphone addiction, use of 

networking sites, internet addiction, and social media celebrities' posts (Maccarrone‐Eaglen 

& Schofield, 2023; Mason et al., 2022; She et al., 2021; Suresh & Biswas, 2020; Zafar et al., 

2021). Hence, our study provides new insights into compulsive buying as a response to 

consumers' social media engagement. In particular, the relationship between social media 

engagement and compulsive buying has not been explored. A prior study linked more 

compulsive buying based on different factors, including social media addiction (Maccarrone‐ 

Eaglen & Schofield, 2023), smartphone addiction (Mason et al., 2022), internet addiction 

(Suresh & Biswas, 2020), use of networking sites (She et al., 2021), and social media 

celebrities' posts (Zafar et al., 2021). On the other hand, social media is generally confirmed 

to affect impulse buying (Aragoncillo & Orus, 2018; Korkmaz & Seyhan, 2021; Szymkowiak 

et al., 2021). Hence, the proposed hypothesis: 

H10: SME at Time 1 is positively related to CBB at Time 1 

H11: SME at Time 2 is positively related to CBB at Time 2 

 

 

METHODS 

This research is part of a collaborative project of three universities in Jakarta, involving 

two lecturers each as representatives in the data collection process. The target respondents 

were students with employee status in the undergraduate management study program. A 

purposive method was used in selecting the sample, namely, students who have an average 

frequency of online purchases twice a month and have taken marketing management courses. 

Each lecturer representative collects data (ID, email, and phone number) and asks for the 

respondent's willingness to participate in the questionnaire voluntarily. This study uses a 

longitudinal approach collected through two waves in 2022-2023. A time-lag data collecting 

method or repeated collecting at the same respondents separated by a certain period is 

commonly used in consumer behavior research, especially when researchers want to reduce 

common method bias (Podsakoff et al., 2012), or when the research is aimed at determining 

temporary/long-term effects or relationship models reciprocal (i.e., Du et al., 2021; Yang & 

Ha, 2023). 

Stage one (Time 1) was conducted using an online questionnaire (February 2022). 

Each respondent is given a unique code to identify the respondent's name and their class. At 

this stage, respondents were asked to answer questions regarding subjective well-being, social 

media engagement, and compulsive buying behavior. Stage 2 (Time 2) took the same 
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respondents as used a paper-pencil questionnaire in class (February 2023). After checking the 

quality and completeness of the data at Times 1 and 2, the final data of this study amounted 

to 226 pairs of responses, consisting of 59 percent women and 41 percent men. 

The scale used is an adaptation with minor revisions to suit the context of the present 

study. First, subjective well-being was adopted from the WHO-5. Examples of items are "Last 

week, I felt cheerful and in good spirits" and "Last week, I felt calm and relaxed" (Topp et al., 

2015). Respondents were asked to give a rating of 1 = strongly disagree to 5 = strongly agree. 

Second, social media engagement is measured using five items regarding the frequency of 

using social media daily (Przybylski et al., 2013); this scale has good validity and reliability 

by Mariano et al. (2019). For example items: "How often have you accessed social media such 

as Twitter, Facebook, and Instagram in the last week." Respondents were asked to answer at 

five ratings from 1 = 'Never' to 5 = 'Every day.' Finally, compulsive buying behavior adapts a 

3-item scale (Ridgway et al., 2008) with minor revisions. Examples of items are "many of the 

things I buy have not been opened from shopping bags" and "I sometimes buy things I do not 

use." Respondents were asked to answer 5-rating points: 1 = strongly disagree to 5 = strongly 

agree. 

Data were analyzed using the PLS-SEM cross-lagged approach with the SMART PLS 

ver 3.6 programs. Following the guidelines of Hair et al. (2019), the analysis was carried out 

through two stages: evaluation of the measurement and structural models. Furthermore, this 

study follows previous studies (Khan et al., 2022; Prati et al., 2016), which used SEM 

techniques to estimate reciprocal models. In addition, because data on the same variables were 

collected at two different points in time, an invariance analysis was used to test differences 

between times (Khan et al., 2022; Podsakoff et al., 2003). To test the hypothesis, the study 

employed bootstrapping by generating 5000 subsamples of the PLS-SEM model, following 

Hair's (2019) recommendation. 

 

 

RESULT AND DISCUSSION 

Measurement invariance is applied with the measurement invariance of composite 

models (MICOM) recommended by Henseler et al. (2016) by comparing the results at Times 

1 and 2. MICOM analysis consists of three stages, where a first stage is a non-statistical 

approach that will automatically be fulfilled when the configuration is done on the model. 

Stage 2 is assessed by comparing the original correlation with the permutation correlation, 

where compositional invariance is declared established if the permutation p-value > .05. As 

shown in Table 1, the p-values are all > 0.05, indicating the composite does not differ in both 

groups (T1 and T2). Furthermore, in stage 3, the mean and variance differences between 

groups will be tested. The results of the analysis show that both the mean and variance 

differences have p-values > .05, indicating that full measurement invariance has been 

established (Henseler et al., 2016). 
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Table 1. MICOM analysis results 

 

Step  Original Correlation Correlation Permutation 5.00% p-Values  

2 CBB 1.00 .99 .99 .67  

 SWB 1.00 .99 .99 .85  

 SME 1.00 .99 .99 .59  

  Mean Difference Permutation Difference 2.50% 97.50% p-Values 

3A CBB .04 .00 -.19 .16 .63 

 SWB -.12 .00 -.17 .19 .17 

 SME -.06 .00 -.20 .17 .53 

  Variance Difference Permutation Difference 2.50% 97.50% p-Values 

3B CBB -.09 .00 -.22 .19 .38 

 SWB -.03 .00 -.20 .17 .75 

 SME -.07 .00 -.19 .18 .49 

Source: Data is processed using SMART PLS, 2023 

Notes: SWB = subjective well-being; CBB = compulsive buying behavior; SME = social 

media engagement. 

Table 2. Indicator reliability, internal consistency, and convergent validity 
 

Indicator Mean VIF Loading CA CR AVE 
 

 T1 T2 T1 T2 T1 T2  

SWB1 3.35 3.42 2.59 2.36 18.00 31.00 T1=0.90 T1=0.92 T1=0.71 

SWB2 3.41 3.54 2.42 1.99 19.00 32.00 T2=0.90 T2=0.93 T2=0.72 

SWB3 3.33 3.58 2.12 2.58 20.00 33.00    

SWB4 3.43 3.56 2.39 2.42 21.00 34.00    

SWB5 3.54 3.62 2.06 2.72 22.00 35.00    

SME1 2.84 3.03 2.81 2.49 26.00 39.00 T1=0.90 T1=0.93 T1=0.72 

SME2 2.82 3.00 2.34 2.55 27.00 40.00 T2=0.91 T2=0.93 T2=0.73 

SME3 2.68 2.87 2.33 2.38 28.00 41.00    

SME4 2.74 2.94 2.15 2.95 29.00 42.00    

SME5 2.79 3.03 2.41 2.10 30.00 43.00    

CBB1 2.67 2.62 2.47 1.84 23.00 36.00 T1=0.83 T1=0.90 T1=0.75 

CBB2 2.73 2.62 1.63 1.93 24.00 37.00 T2=0.83 T2=0.90 T2=0.75 

CBB3 2.67 2.68 2.10 2.09 25.00 38.00    

Source: Data is processed using SMART PLS, 2023 

Notes: SWB = subjective well-being; CBB = compulsive buying behavior; SME = social media 

engagement; T1 and T2 = Time period data collecting 

The evaluation of the measurement model as recommended by Hair et al. (2019), 

covers reliability indicators, internal consistency, convergent validity, and discriminant 

validity. The study examined loading indicators in Table 2, all exceeding 0.70, indicating 

reliable measurement of intended constructs. Internal consistency, assessed through Cronbach 

Alpha and composite reliability, exceeded 0.70 for all constructs, ensuring consistent 

measurement within each construct. Convergent validity, evaluated via average variance 

extracted (AVE), confirmed all constructs met AVE > 0.50, indicating effective capture of 
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construct variance and surpassing measurement error variance. These results collectively 

validate the reliability, internal consistency, and convergent validity of the measurement 

model, ensuring the accuracy and robustness of the constructs studied. 

Moreover, the assessment of discriminant validity in the measurement model is 

based on two criteria (see Table 3). Firstly, according to the Fornell-Lacker criterion, all 

Average Variance Extracted (AVE) root values exceed the correlations among latent 

variables. Second, the HTMT ratio compares the correlations between different constructs 

(heterotrait) with the correlations within the same construct (monotrait). A value of less than 

0.90 for the HTMT ratio suggests that the constructs are quite distinct from each other, 

supporting discriminant validity (see Table 3). Therefore, the confirmation of discriminant 

validity in the measurement model is supported by these two evaluation parameters (Hair et 

al., 2020). 

 

Table 3. Discriminant validity evaluation 
 

T1 CBB T1 SME T1 SWB T2 CBB T2 SME T2 SWB 

Fornell-Larcker Criterion 

T1 CBB 0.86       

T1 SME 0.64  0.85     

T1 SWB -0.70  -0.64 0.84    

T2 CBB 0.66  0.50 -0.63 0.87   

T2 SME 0.59  0.60 -0.57 0.49 0.85  

T2 SWB -0.62  -0.59 0.73 -0.58 -0.55 0.85 

 T1 CBB T1 SME  T1 SWB T2 CBB T2 SME T2 SWB 

Heterotrait-Monotrait Ratio (HTMT) 

T1 CBB 

T1 SME 0.74     

T1 SWB 0.81 0.72    

T2 CBB 0.79 0.58 0.73   

T2 SME 0.68 0.66 0.63 0.56  

T2 SWB 0.72 0.65 0.81 0.66 0.60 

Source: Data is processed using SMART PLS, 2023 

Notes: SWB = subjective well-being; CBB = compulsive buying behavior; SME = social 

media engagement; T1 and T2 = Time period data collecting 

The structural model is evaluated after ensuring that the measurement model meets 

validity and reliability. The first stage examines multicollinearity based on the variance 

inflation factor (VIF), then proceeds with R square, f square, and Q square values (Hair et al., 

2019). As shown in Table 2, VIF values range from 1.63– 2.95 (less than 3), indicating that 

the data does not have a collinearity problem. Second, the evaluation on R square shows that 

two model (T2 CBB and T1 CBB and T2 SWB) are at a moderate level (R square raging 0.50 

– 0.74), and four another models are at the weak level (R square raging 0.25 – 0.49). Third, 

the evaluation of effect size (f square) shows that one relationship falls into the category of 

large effect size (f2 > .35): T1 SWB - T1 SME. Two relationships (T1 SWB -> T2 SWB and 

T1 SWB - T1 CBB) are at a moderate level (f2 .15 – .34), and the rest are at a weak level (f2 

0.02 – 0.14). From the evaluation of this effect size, it appears that only one pathway has a 
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significant effect size; two paths are moderate, and the other pathways are at a weak level 

(Hair et al., 2019). Next, evaluate Q2 to assess predictive power. As shown in Table 5, the Q 

square values are all at a high level (Q2 ranging from 0.25 – 0.49), indicating that, in general, 

the predictive power of all models presented is at a moderate level. 

 

Table 4. The reciprocal relationship between subjective well-being, social media 

engagement, and compulsive buying behavior 
No Relationship b SE p-value f2 

H1 T1 SWB -> T2 SWB 0.52 0.07 0.00 0.28 

H2 T1 SWB -> T1 SME -0.64 0.04 0.00 0.71 

H3 T2 SWB -> T2 SME -0.27 0.09 0.00 0.06 

H4 T1 SWB -> T2 SME -0.37 0.09 0.00 0.10 

H5 T1 SME -> T2 SWB -0.15 0.07 0.03 0.03 

H6 T1 SWB -> T1 CBB -0.48 0.07 0.00  0.30  

H7 T2 SWB -> T2 CBB -0.21 0.09 0.02 0.04 

H8 T1 SWB -> T2 CBB -0.39 0.09 0.00 0.12 

H9 T1 CBB -> T2 SWB -0.17 0.07 0.02 0.03 

H10 T1 SME -> T1 CBB 0.33 0.08 0.00 0.14 

H11 T2 SME -> T2 CBB 0.15 0.07 0.02 0.03 

No Model R Sqr Adj. R Sqr Q²  
 

1 T1 CBB  0.55  0.55 0.40  

4 T1 SME 0.42 0.41 0.29 

5 T2 CBB 0.45 0.44 0.32 

6 T2 SME 0.36 0.36 0.26 

7 T2 SWB  0.57  0.57 0.40 

Source: Data is processed using SMART PLS, 2023 

Notes: SWB = subjective well-being; CBB = compulsive buying behavior; SME = social 

media engagement; T indicates the period of data collection 

All hypothesis testing is shown in Table 4 and Figure 2. First, the hypothesis regarding 

the consistency of measurement over time: between SWB at Time 1 and SWB at Time 2 has 

been supported (β= .52, p-value < .01). The second hypothesis regarding the relationship 

between SWB at Time 1 and SME at Time 1 was successfully supported (β= -.64, p-value < 

.01), also consistent with the T2 SWB to T2 SME path (β= -.27, p-value < .01) in hypothesis 

3. Furthermore, the long-term relationship at T1 SWB to T2 SME is also supported (β= -.37, 

p-value < .05). The results of the analysis also provide support for hypothesis 5 regarding a 

reciprocal relationship, where T1 SME is negatively related to T2 SME (β= -.15, p-value < 

.01). 

Hypotheses 6-9 focus on the SWB and CBB relationship and how the temporal and 

reciprocal relationship exists between the two. As shown in Table 5, all hypotheses are 

supported. T1 SWB is negatively related to T1 CBB (β= -.48, p-value < .01), as well as path 

T2 SWB to T2 CBB (β=--.21, p-value < .05), thus, H6 and H7 is supported. Next, the long- 

term effect of T1 SWB on T2 CBB is also supported (β=-.39, p-value < .01), confirming 

hypothesis 8. The reciprocal relationship between SWB and CBB is also successfully 
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supported, namely the T1 CBB to T2 SWB pathway (β=- .17, p-value < .01). The last two 

hypotheses (H10 and H11) regarding the relationship between SME and CBB are both 

supported. At Time 1, SME has been positively related to CBB (β=.33, p-value < .01), and in 

line with Time 2 β=.15, p-value < .05). Hence, the relationship between SME and CBB has 

been consistently demonstrated across the two observation periods. 

This study highlights the subjective effects of well-being on social media engagement 

and compulsive buying over time and is reciprocal. Based on the two-wave data collection, 

our findings reveal that SWB has a negative effect on SME over time and vice versa; SME is 

also shown to have a negative effect on SWB in the future. As expected, the SWB effect on 

compulsive buying is supported over time, as well as the reciprocal relationship, whereby 

CBB also has a negative effect on SWB in the future. We also found a consistent positive 

effect of SME on CBB at two different times. Next, the theoretical and practical implications 

based on the findings of this study are described below. 

First hyphotesis, we confirmed the 3P Model (Durayappah, 2011) in SWB, where the 

results provide consistency over time in SWB. Compared to the study (e.g., Su et al., 2021) 

on the stability of SWB in the three observation periods finding a correlation of .38 (T1 to T2) 

and .41 (T2 to T3), our study provides higher stability by finding the effect of SWB at Time 

1 on SWB at Time 2 of .52. Hence, in addition to contributing to the 3P model, this study 

provides more recent empirical evidence to clarify how individuals' perceptions of their well- 

being at one point in time can be influenced by experiences of previous periods. 

Second, the hypothesis regarding the relationship between SWB and SME (H2-H4). 

This study found that SWB negatively affects social media engagement and is consistent at 

two points. At Time 1, SWB had a -.64 effect on SME, while at Time 2, the effect was reduced 

to -.27; apparently, the observation period in this study largely determines how strong the 

relationship between the two is. This study was conducted at two substantially different times; 

where Time 1 was carried out while social restrictions were still in place due to COVID-19, 

while Time 2 was carried out after the Indonesian government declared the pandemic over. 

Thus, we argue that social media was more intense when social restrictions were still enforced 

because people could not freely carry out physical activities. This reason is also in line with 

the long-term effect of SWB at Time 1 on SME at Time 2 is -.37, much lower than the effect 

on SME at Time 1. In other words, individuals who feel happier and more satisfied with their 

lives are less likely to engage in excessive social media activity. 

In contrast, someone who experiences low levels of well-being (e.g., depression, 

loneliness, stress, or emotional difficulties) may tend to spend more time on social media on 

social media to seek social support and relieve their distress (Worsley et al., 2018). This study's 

results align with the assumptions made by previous studies regarding the relationship between 

depression and the use of social media as a coping strategy (Orsolini et al., 2022; Wolfers & 

Utz, 2022). Specifically, the results of this study provide empirical support in a different way 

from previous studies (Reer et al., 2019), which revealed that a low level of well-being 

(marked by high levels of depression, anxiety, and loneliness) could increase social media 

engagement. 

Third, the reciprocal relationship between SME at Time 1 and SWB at Time 2; this 

relationship has been supported (H5). In other words, in addition to providing support for the 

direction of the relationship of SWB to SMEs (Mason et al., 2022; Przybylski et al., 2013; 

Reer et al., 2019) and the negative effect of SMEs to SWB (Agarwal & Mewafarosh, 2021; 

Barry et al., 2022; Orben & Przybylski, 2019; Wheatley & Buglass, 2019; Wolfers & Utz, 
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2022) simultaneously. This study is the first to explore the mutual effects of SWB and SMEs. 

In line with social comparison theory, our research confirms that individuals who experience 

SWB at low levels deal with it by engaging more intensely in social media activities. 

Furthermore, high social media engagement leads to lower future well-being (Orben & 

Przybylski, 2019; Wheatley & Buglass, 2019). 

Fourth, the relationship between SWB and CBB at the same time (H6-H9). A path 

models revealed that SWB at Time 1 has negatively related to compulsive buying behavior at 

Time 1 (β = -.48, p < .01), as well as at Time 2 (β = -.21, p < 05). Interestingly, Time 1 is 

more dominant than Time 2; hence, two periods of data collection that have different situations 

(pandemic and post-pandemic) give a difference in the strength of the relationship. It can be 

interpreted that compulsive buying behavior is more intense during the pandemic to cover 

deficiencies in well-being. Furthermore, the results of this study also provide that the long- 

term effect of SWB at Time 1 on CBB at Time 2 is also supported, but the effect is lower 

when tested simultaneously. Another interesting finding, we were able to prove a reciprocal 

relationship between SWB and CBB, providing support on two sides: well-being on 

compulsive buying (Ortiz Alvarado et al., 2020) and compulsive buying on well-being (She 

et al., 2021). 

Moreover, the results of this study provide additional insight into the effect of well- 

being on compulsive buying, which was previously studied in different variables. For 

example, Ortiz Alvarado et al. (2020) uses the emotional well-being construct as a driver of 

impulsive buying using a qualitative approach to a sample of female consumers in Mexican 

and Spanish. Older research (e.g., Silvera et al., 2008) states that negative psychology can 

drive impulsive buying behavior. In other words, individuals with a high level of subjective 

well-being are likelier to have low compulsive behavior tendencies than those with lower 

subjective well-being. Hence, this study also adds empirical evidence to the S-O-R model, 

which places the psychological aspect as a mechanism for forming compulsive behavior 

(Darrat et al., 2023; Mason et al., 2022; Min & Tan, 2022). Thus, this study provides new 

insights into efforts to understand the reciprocal relationship between compulsive behavior 

and subjective well-being. 

Finally, SME and CBB relationship (H10-H11). The results of this study confirm the 

positive effect of social media use on compulsive buying behavior. Interestingly, social media 

engagement at Time 1 and Time 2 was significantly related to compulsive buying behavior 

Time 1 and 2; emphasized that the relationship between the two was consistent in the two 

observation periods. Several previous studies have investigated compulsive buying based on 

different factors, for example, social media addiction (Maccarrone‐Eaglen & Schofield, 2023), 

smartphone addiction (Mason et al., 2022), internet addiction (Suresh & Biswas, 2020), use of 

networking sites (She et al., 2021), and social media celebrities' posts (Zafar et al., 2021). On 

the other hand, social media is more often directed at influencing impulse buying (Aragoncillo 

& Orus, 2018; Korkmaz & Seyhan, 2021; Szymkowiak et al., 2021). Hence, this study provides 

the first empirical evidence of a relationship between social media engagement and compulsive 

buying behavior. 

Although it has never been explored, we argue that SME as online activity on social 

media affects CB behavior for two reasons: first, drawing social comparison theory, 

individuals tend to compare themselves with others to evaluate themselves. Through social 

media, individuals can be exposed to perfect or idealistic images of other people's lives, 

especially in possession of goods or luxurious lifestyles. Hence, this situation can trigger 
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feelings of inferiority or a desire to meet the standards displayed by others, which then 

encourages compulsive buying behavior. Second, compulsive behavior related to internet use 

is often explained using the stimulus–organism–response (SOR) model (Mehrabian & Russell, 

1974). Stimulus factors can come from the external environment (exposure to advertisements, 

recommendations, and posts on social media). Exposure to advertisements, posts, and 

information obtained from social media (stimuli) can trigger compulsive buying behavior in 

which the user feels tempted (organism) to buy something without considering it thoroughly 

(response). The S-O-R model is an appropriate framework for explaining how information 

technology influences buying behavior (Mason et al., 2022). Within this theoretical 

framework, social media content represents a stimulus that triggers the formation of affective 

and cognitive states in consumers and ultimately leads to specific behavioral responses. Thus, 

the current research argues that those with an attachment to social media will receive more 

stimulative input. They may feel pressured to buy things others think are popular or want, even 

though they do not need them. 
 

 

 

Figure 2. Model analysis results  

Source: Data is processed using SMART PLS, 2023 

Notes: * p-value < 0.05, ** p-value < 0.01  

The implications derived from the study offer valuable insights for practical 

applications in addressing the relationships between subjective well-being, social media 

engagement, and compulsive buying behavior. Firstly, the findings suggest that individuals 

with lower subjective well-being are more prone to heightened social media use and 

compulsive buying tendencies. To mitigate these behaviors, interventions focusing on 

enhancing social relationships with family, friends, and the community are recommended. By 

fostering interactions, mutual support, and engagement in social activities, individuals can 

enhance their subjective well-being and potentially reduce compulsive behaviors associated 

with social media and buying. 

Secondly, considering that the study participants were working students facing 

challenges in balancing personal satisfaction activities with academic and work 

responsibilities, universities should tailor support services to meet the unique needs of this 
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demographic. Implementing strategies that promote personal well-being, such as 

incorporating blended learning approaches to reduce student burnout (Hendryadi et al., 2022; 

Ramli et al., 2023), can be beneficial in enhancing the overall academic experience and mental 

health of working students. Lastly, collaboration between universities and workplaces is 

essential in raising awareness about the negative impacts of excessive social media usage. 

Organizing seminars involving psychological and IT experts can educate students and 

employees about the potential risks associated with prolonged social media engagement and 

provide strategies for maintaining a healthy digital lifestyle. 

 

CONCLUSIONS 

In this study, a longitudinal design was employed to investigate the relationships 

between subjective well-being, social media engagement, and compulsive buying behavior 

over time. The research yielded three significant findings. Firstly, it confirmed a consistent 

inter-time relationship among the three variables across two different time points, indicating 

a stable connection between them. Secondly, the study revealed a lasting relationship among 

subjective well-being, social media engagement, and compulsive buying behavior over the 

long term, emphasizing the enduring nature of these associations. Lastly, the research 

highlighted a reciprocal relationship between the variables at two distinct time points, 

suggesting a mutual influence among subjective well-being, social media engagement, and 

compulsive buying behavior. Overall, the study provided empirical evidence supporting the 

theoretical frameworks of the 3P Model, the stimulus–organism–response (SOR) model, and 

social comparison theory in explaining the intricate dynamics of these variables within the 

consumer context in Indonesia. 

Despite the significance offered by this study, several limitations warrant attention in 

future research endeavors. Firstly, the research primarily focuses on the direct effects of social 

media engagement and compulsive buying behavior without considering potential moderating 

factors (Tarka & Kukar-Kinney, 2022; Xu et al., 2022) such as gender, income level, and 

personality traits (e.g., self-esteem, hedonic, materialism). Future studies could explore how 

these individual characteristics moderate the relationship between social media use and 

compulsive buying, providing a more nuanced understanding of the underlying mechanisms 

driving these behaviors. Secondly, while the study utilized longitudinal panel data collected 

at two-time points, the reliance on a single data source for questionnaire completion raises 

concerns about common method bias (Podsakoff et al., 2012). Future research could 

incorporate multiple data sources to assess social media engagement and compulsive buying 

behavior, enhancing the reliability and validity of the findings. 

Thirdly, the study's findings do not conclusively establish the long-term effects of 

subjective well-being on social media engagement and compulsive buying behavior. Although 

the observed negative relationship aligns with expectations, the significance of this 

relationship may require validation through a larger sample size. Future research efforts could 

address this limitation by expanding the sample size and reexamining the relationship between 

subjective well-being, social media engagement, and compulsive buying behavior to provide 

more robust and generalizable insights. The last limitation comes from the research sample, 

which is student employees with employee status at two universities in Indonesia. As previous 

studies have shown that culture is an essential determinant of buying behavior (Tarka & 
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Kukar-Kinney, 2022), we call on future researchers to examine whether the results of this 

study can be replicated in contexts outside Indonesia. 
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ABSTRACT 
In response to increasing environmental awareness, universities have introduced shared e-scooters for staff and 
students. However, usage remains low, indicating a disparity. This study investigates factors influencing 
Kasetsart University (Bangkok, Thailand) students' intentions to use shared e-scooters. A Likert-scale survey 
gathered data from 424 qualified respondents, and multiple regression analysis identified six factors: social 
norms, environmental concerns, infrastructure quality, perceived convenience, safety concerns, and cost. 
Environmental concerns and cost had no significant impact on students' intentions to use e-scooters. This study 
helps stakeholders, including the student council, e-scooter suppliers, and university administration, understand 
student demands and formulate suitable policies for on-campus mobility. Boosting e-scooter adoption can also 
justify the university's investment. However, the study is limited by its exclusive focus on student perspectives. 
Future research should integrate qualitative methods alongside quantitative approaches for a comprehensive 
understanding and better policy and service development for e-scooter adoption. 
 
Keyword: intention to use; shared e-scooter; theory of planned behavior 
 

INTRODUCTION  

Many university campuses have sprawling, large spaces to accommodate the many 
faculties and various venues for student activities appropriate for both a stimulating and 
conducive learning environment as well as rest at the university. It is thus critical to provide 
a comfortable and efficient commuting experience within the campus. In Thailand, there are 
numerous modes of commute to get around campus that includes walking, bicycles, 
motorcycles, cars, and buses. Riding a hired motorcycle is popular among university students 
because of the convenience as students simply pay, and the motorbike driver will drive and 
drop them to the front of the lecture building (Puratmaja et al., 2017). Motorcycle use 
however, pose safety risks, that have resulted in numerous accidents and, in some cases, severe 
injuries and even death. Furthermore, some hired motorcycle ride operators are reckless and 
break the law by riding in unsafe manners such as using the mobile phone while riding, 
carrying more than one passenger, speeding,  riding while intoxicated, not wearing helmets, 
disregarding traffic laws, and operating their vehicles in unfavorable weather conditions 
(Chumpawadee et al., 2015). 
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Easy and efficient access to transportation is becoming more important as students 
have to travel in various buildings or to participate in extracurricular activities across the 
campus. Universities have also been actively promoting eco-friendly mobility initiatives to 
reduce the university’s carbon footprint. Kasetsart University’s Bangkok campus in the largest 
university campus in Thailand accommodating a sizable student population. Electric scooters 
(e-scooters) were recently introduced on campus at Kasetsart University. The UI GreenMetric 
World University Ranking in 2023 ranked Kasetsart University 73rd in the world and the first 
university in Thailand to make the list. Kasetsart University’s eco plan takes into account 
regional features and the surrounding environment. In terms of on-campus transportation, the 
university limits the use of cars by promoting car sharing, encouraging the use of bicycles and 
walking, and more recently investing in e-scooters (Limphaiboon et al., 2022).  

The study addresses a crucial research gap in the use of shared e-scooters on university 
campuses, emphasizing the need for universities to prioritize sustainability in line with the 
United Nations Sustainable Development Goals (SDGs) (United Nations, 2017). Despite 
recognizing the environmental benefits of e-scooters, there's a shortage of studies focused on 
their use within universities. While past research has explored e-scooter behavior in various 
settings, there's a specific need for investigation tailored to university contexts. For example, 
Guo & Zhang (2021) conducted a study about the behavior of people using e-scooters in 
Florida. Chen et al. (2021) studied the role of environmental concern in forming intentions for 
switching to e-scooters citywide in Taiwan. As universities aim for eco-friendliness, e-
scooters present another option for sustainable transportation, supporting SDG 11: Sustainable 
Cities and Communities by creating inclusive, safe, and resilient urban areas. Integrating e-
scooters into campus transportation systems further contributes to SDG 13: Climate Action, 
addressing climate change. The study also aims to identify factors influencing students' 
willingness to adopt e-scooters, informing policy development to encourage their use on 
campuses and indirectly promoting environmental awareness and supporting SDG 3: Good 
Health and Well-being (United Nations, 2017). Ultimately, the research outcomes are 
expected to benefit universities and businesses by informing policies that encourage increased 
e-scooter usage and raising students' awareness of environmental issues and the importance 
of conservation through eco-friendly transportation. 
 The Theory of Planned Behavior (TPB) developed by Icek Ajzen is an extension of 
the Theory of Reasoned Action (TRA) (Ajzen, 1991). For decades, TPB was the primary 
framework used to study human behavior. This theory is highly influential in understanding 
user decisions and advancing human behavior research. This theory supports researchers in 
understanding the complex dynamics of human intentions and actual behavior. An individual 
will perform the behavior only if there is a plan to perform the behavior. This action comes 
from intention. This theory has been applied to many fields. For instance, Yuriev et al. (2020) 
employed TPB to predict people's behaviors toward recycling, energy conservation, and 
public transportation use. This study aspires to clarify how people's views toward the 
environment, social norms around environmental conservation, and perceived control over 
their actions influence their environmental behaviors. More recent research, such as by 
Albayati et al. (2023), used TPB to identify the variables that influence engagement with Non-
Fungible Tokens (NFTs) in the metaverse and found that social, technical, regulatory, market, 
and trust have an impact on the intention to invest in NFTs and ultimately on forming 
behaviors. NFTs, like shared e-scooters, represent relatively new concepts for individuals 
unfamiliar with them. Therefore, when individuals have not previously engaged with these 



   

Waranpong Boonsiritomachai, Factors that Influence Shared E-Scooter... 35 

 

 

concepts, they may harbor uncertainties and hesitations. Consequently, examining additional 
supporting factors that encourage individuals to be among the early adopters is essential. TPB, 
with its emphasis on understanding intentions and behaviors, provides a suitable framework 
for exploring these dynamics in shared e-scooter contexts. By leveraging TPB, researchers 
can delve into the underlying factors that influence individuals' intentions to adopt these 
innovations, shedding light on the complexities of human decision-making and paving the 
way for successful adoption strategies. Therefore, this study explores the complex interplay 
between the intention to utilize shared e-scooters among university students and various 
essential factors, including social norms, environmental concerns, infrastructure quality, 
perceived convenience, safety concerns, and cost.  

Social norms prescribe how one should interact with other people and when 
conducting themselves. As a general rule, the more favorable the attitude and social norm, the 
stronger the person’s intention to perform the behavior (Leeuw et al., 2011). Perceived social 
acceptance can impact people's decisions. Zhang et al. (2016) discovered that the expectation 
of others and internalized responsibility both raise the intention to use public transportation 
and increase actual usage of it. In the context of e-scooters, social norms can encourage or 
hinder potential users from using them. The research by Sanders et al. (2020) indicates that 
the visibility of e-scooters and the observation of their use by others can normalize this mode 
of transport and increase its adoption. When considering the previous study by Tsou et al. 
(2019), the researchers also confirmed that social influence may actually boost adoption. This 
phenomenon can explain how social influence can create personal confidence when using new 
services or products. People in a community are pressured by other members or friends to 
conform. The family's actions and attitude have a significant impact on their cognition. As 
shared e-scooter use on-campus is a recent initiative for students, social norms may have an 
influence on their adoption. Hence, it is hypothesized that: 

H1: Social norms have a positively significant impact on the intention to use shared e-
scooters on university campuses. 

Many studies have shown that environmental attitudes can predict the intention to use 
or adopt services and products. Tsou et al. (2019) found that the more concern for the 
environment, the higher the adoption, especially energy sharing experiences. In Western 
countries where cars are the primary form of personal transportation, EVs are most commonly 
linked with electric vehicles that replace traditional gasoline vehicles. In other parts of the 
world, such as in Southeast Asia, electrically powered two-wheeled vehicles serve this 
purpose (Chen et al., 2021). According to Tuli et al. (2021), one approach to reduce carbon 
footprint and support sustainable urban life is to utilize e-scooters. Another study by Chen et 
al. (2021) conducted in Taiwan explained that the Taiwan government, for over 20 years 
promoted research and development of electric scooters, and that users of fossil-fueled 
scooters who are environmentally conscious attempt to switch to e-scooters. Hence, it is 
hypothesized that: 

H2: Environmental concerns have a positively significant impact on the intention to 
use shared e-scooters on university campuses. 

The infrastructure quality of an urban area significantly influences the adoption and 
use of various forms of transportation. Hull & O’holleran (2014) claim that good bicycle 
infrastructure design in cities encourages more people to ride. In the case of e-scooters, bike 
lanes, parking facilities, and the overall design of the urban landscape can either encourage or 
hinder the use of e-scooters. Zuniga-Garcia et al. (2021) found that riders prefer paths with a 
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medium to high level of comfort, such as bike lanes over sidewalks. This demonstrates the 
importance of infrastructure when deciding to use e-scooters or not. Another study by Ma et 
al. (2021) found consistent results, which suggested that the quality of pavement and dedicated 
spaces for scooters can impact usage. The presence of e-scooter parking zones and bike lanes, 
among other campus infrastructure, may influence university students' mobility decisions. 
Hence, it is hypothesized that: 

H3: Infrastructure quality has a positively significant impact on the intention to use 
shared e-scooters on university campuses. 

Convenience is one of the elements that influence a passenger's choice of 
transportation method. Students have various options while commuting from one building to 
another. Students' adoption of shared e-scooters, especially on university campuses, may be 
significantly influenced by their convenience. The ease of accessing e-scooters and their 
flexibility for short-distance travel make them a suitable choice among students.  Sanders et 
al. (2020) explained that the ability to avoid traffic congestion, the lack of a requirement for 
parking space, and overall travel time efficiency are important factors that contribute to the 
perceived convenience of e-scooters for those living in urban areas. Furthermore, as 
technology advances, mobile applications for identifying and unlocking e-scooters have 
become more accessible and popular among passengers (Guo & Zhang, 2021). When 
considering the location to conduct this present study, convenience may be one of the reasons 
for students to use shared e-scooters as flexible mobility solutions due to the Kasetsart 
campus's density and the students' busy schedules. Hence, it is hypothesized that: 

H4: Perceived convenience has a positively significant impact on the intention to use 
shared e-scooters on university campuses. 

Safety is one of the top concerns among passengers when using transportation (Ma et 
al., 2021). The perception of safety risk, either due to traffic conditions or the behavior of 
other road users, can be a significant barrier to the use of e-scooters. The research by James 
et al. (2019) highlighted the impact of vibrations and speed variations on rider safety, 
emphasizing the need for better infrastructure to mitigate these risks. With their maximum 
speed of 15–20 mph, off-the-shelf e-scooters can be unsafe when used on busy sidewalks 
shared by pedestrians. Meanwhile, many facilities may not be able to fully support the safe 
use of e-scooters, which frequently have small wheels, due to physical limitations. As a result 
of safety concerns, various places have prohibited the use of e-scooters. In addition, there have 
been news reports of scooter-related accidents, some resulting in fatalities (Ma et al., 2021). 
These findings are essential for understanding the reluctance among university students, 
where safety concerns may outweigh the convenience that e-scooters offer. Hence, it is 
hypothesized that: 

H5: Safety concerns have a positively significant impact on the intention to use shared 
e-scooters on university campuses. 

When choosing a means of transportation, passengers must take the cost of 
transportation into account. Low costs benefit passengers, particularly those with restricted 
budgets. Considering the current research context, the majority of Thai students continue to 
rely on their parents' income to meet their daily living expenses (Paireepinas & Dhiravisit, 
2020). As a result, e-scooters must be less expensive or comparable to conventional modes of 
transportation. Guo & Zhang (2021) found that the economic incentives associated with e-
scooter use, such as pricing strategies and promotional offers, can significantly affect a 
passenger’s decision to use this mode of transport. Additionally, the study by Sanders et al. 
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(2020) indicates that the relative cost-effectiveness of e-scooters, especially when compared 
to public transit or personal vehicles, is a compelling factor for cost-conscious passengers. 
Hence, it is hypothesized that: 

H6: Cost has a negatively significant impact on the intention to use shared e-scooters 
on university campuses. 

This present study proposes six hypotheses, consisting of six dependent factors and 
one dependent factor. The conceptual framework is illustrated in Figure 1. 

 
 
 

 
 
 
 
 
 
 
 

 
 

 
Figure 1. Conceptual Framework of Research 

METHODS 

The present study was conducted using the quantitative method which is to test 
theories by means of measurement that emphasizes numerical data on the factors studied. The 
self-administered survey was used to collect data. Questions in the questionnaire used a five-
point Likert scale (from 1 (strongly disagree) to 5 (strongly agree)). The scales for the 
intention to use shared e-scooters were adapted from Eccarius & Lu (2020). The scales for 
social norms were adapted from Kellstedt et al. (2021), whereas the scales for environmental 
concerns were adapted from Halvadia et al. (2022). The scales for perceived convenience were 
adapted from Sanders et al. (2020), while the scales for cost were adapted from Almannaa et 
al. (2021). Infrastructure quality and safety concerns were adapted from Guo & Zhang (2021). 
These questions are appropriate for the present study because they enable the systematic 
collection and presentation of data about variables of interest. By employing a survey, the 
research captures a picture of attitudes and perceptions in each factor toward shared e-
scooters, which can be used to generate broader patterns and trends within the target 
population. 

The present study's population comprises of students currently enrolled at Kasetsart 
University’s Bangkok campus, with a total enrollment of 36,000 students. Given the diversity 
of the student population, a random sampling approach was used to ensure that the sample 
represented the total population. This strategy will eliminate sample bias, making the study's 
conclusions more generalizable. Additionally, the research encompasses students across all 
academic levels, including undergraduate, master's, and doctoral candidates. Following the 
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Cohen (1962) approach in determining the sample size of this population with 95% 
confidence, and a margin of error of 5%, a sample size of at least 384 people would be 
necessary. In addition, to compensate for incomplete or unusable surveys, this study collected 
450 questionnaires. 

A pilot study was conducted with a small subset (30 people) of the target population 
to further test the survey instrument's reliability. The feedback from the pilot test was used to 
make adjustments before its wider distribution. Furthermore, this questionnaire achieved the 
Cronbach’s Alpha coefficient of 0.816, showing a high level of reliability. The data for this 
study was collected over a three-month period, where survey respondents were approached at 
various locations around the university campus. The researchers utilized a QR code system, 
allowing students to easily access the online survey via mobile devices. 

424 out of 450 questionnaires could be evaluated, with 26 eliminated because 
respondents did not complete all of the required information. This present study examined the 
questionnaire responses using the Cronbach Alpha coefficient to determine the level of 
reliability and consistency for each variable. The score ranged from 0.744 to 0.951 and being 
close to 1 and not less than 0.65 indicated the variable’s reliability met the criterion (Nunnally, 
1978). The data was then evaluated with multiple regression statistics. 

 

RESULT AND DISCUSSION  
This section discusses the outcomes of the data analysis. Table 1 displays the 

descriptive statistics and frequencies.  

Tabel 1. Characteristics of Respondents 

Source: Data Processed, 2024 

Based on the data in Table 1, female respondents accounted for 54.71 percent of the 
sample. More than 36 percent are still freshmen, followed by sophomores at 28.5 percent. The 
faculty of Humanities received the most responses (15 percent), followed by the faculty of 
Economics (14.4 percent). Age varied across all categories, with the most common age of 19, 
which accounted for 24 percent of the sampled population. 

Gender Female 232 Year of study First 154 
 Male 192  Second 121 
    Third 65 
    Fourth 71 
    Other 13 

Faculty Business Administration 58 Age 17 11 
 Economics 61  18 44 
 Science 58  19 102 
 Social Science 42  20 68 
 Engineering 38  21 71 
 Humanities 64  22 65 
 Veterinary Medicine 28  23 20 
 Agriculture 39  24 38 
 Others 36  24 up 5 
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Multiple regression analysis was used to assess the impact of several factors on 
Kasetsart University students' intentions to utilize shared e-scooters. The model consisted of 
six independent variables: social norms, environmental concerns, infrastructure quality, 
perceived convenience, safety concerns, and cost. Table 2 shows that respondents gave 
answers ranging from strongly disagreeing to highly agreeing. Respondents in this present 
study chose social norms as the highest scoring variable with an average score of 3.67, 
followed by perceived convenience, which had an average score of 3.49. The next was 
Infrastructure quality with an average score of 3.38. The top three criteria with the lowest 
scores were cost, safety concerns, and environmental concerns, with scores of 3.25, 3.17, and 
2.78 respectively. 

Table 2. Descriptive Statistics of Respondents’ Answer 
Variable Min Max Average St.dev 

Social Norms 2 5 3.67 .8642 
Environmental Concerns 1 5 2.78 .7121 
Infrastructure Quality 2 5 3.38 .7003 
Perceived Convenience 2 5 3.49 .8354 
Safety Concerns 1 5 3.17 .7223 
Cost 2 5 3.25 .7228 
Intention to Use Shared E-Scooters 1 5 3.36 .9634 

Source: Data Processed, 2024 

The model summary is shown in Table 3. The model summary shows a strong 
relationship between the predictors and the usage intention, with an R square of .762. This 
means that approximately 76.2% of the variance in usage intention can be explained by the 
independent variables included in the model. The adjusted R square value of .756 is a more 
precise estimate of the variance explained by the model when applied to the broader 
population.    

Table 3. Model Summary 
Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .850a .762 .756 .74225 
a. Predictors: (Constant), Social Norms, Environmental Concerns, Infrastructure Quality, Perceived 
Convenience, Safety Concerns, Cost 

Source: Data Processed, 2024 

Examining the proposed hypothesis in this study, the results show that all predictors, 
with the exception of environmental concerns and cost, contributed considerably to the model, 
as illustrated in Table 4. Improvements in social norms, infrastructural quality, convenience, 
and safety can be interpreted as an increase in students' inclination to utilize shared e-scooters. 
In contrast, environmental concerns and cost had no significant effect on usage intention, 
demonstrating that in the context of this present study, both the environment and the cost of 
utilizing shared e-scooters are not determining factors for students. 

Table 4. Multiple Regression Results of Intention to Use Shared E-Scooters 
Independent factors Intention to Use Shared E-Scooters 

B SE Beta t p 
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Results Constant .601 .194  3.012 .32 
H1: Supported X1: Social Norms .326 .058 .275 5.618 .001* 
H2: Rejected X2: Environmental Concerns .101 .056 .042 .377 .247 
H3: Supported X3: Infrastructure Quality .184 .059 .134 2.135 .002* 
H4: Supported X4: Perceived Convenience .231 .058 .181 3.953 .001* 
H5: Supported X5: Safety Concerns .241 .510 .209 4.122 .002* 
H6: Rejected X6: Cost .011 .059 .008 .181 .857 

Note: * = significant at a significance level 95% 
Source: Data Processed, 2024 

Compared to previous studies, this study found that social norms have significant 
influence on the intention to use shared e-scooter. This result is aligned with the findings from  
Sanders et al. (2020). Social roles can shape passenger transportation preferences. In this study 
conducted among teenagers, this segment usually likes to emulate or imitate those who are 
close to them. Therefore, they may have increased desire to make the switch if they see their 
friends using shared e-scooters to commute. In terms of infrastructure quality, it is important, 
especially for e-scooters, and it has an impact on passengers willingness to use e-scooters. 
Bieliński & Ważna (2020) confirmed the contribution of well-developed infrastructural 
facilities to the growing adoption of e-scooters among citizens in northern Poland. Safety is 
another factor that impacts the adoption of shared e-scooters. The result of this present study, 
along with many others, indicates that safety is a strong predictor of adoption. For example, 
Kazemzadeh et al. (2023) showed that passengers have serious safety concerns when choosing 
emerging transportation modes such as e-scooters. Safety concerns not only the scooter rider, 
but also the safety of other vehicles on the road. In terms of convenience, this present study 
found a positive relationship with the intention to use shared e-scooters. This finding is 
supported by Sanders et al. (2020) who conducted a study on e-scooters in the United States 
and found that e-scooters are rapidly changing transportation modes in US university 
campuses because passengers perceive them as convenient, faster, and better in hot weather 
than walking. Furthermore, it is used primarily for transportation rather than recreation. The 
current study is conducted in Bangkok, where parking at the university is limited and the 
weather in Thailand is hot. As a result, using a shared e-scooter is one of the most practical 
solutions for students, as it eliminates the need to find parking and allows them to park directly 
in front of lecture halls.  

In contrast to the findings of most prior studies, the intention to use shared e-scooters 
in this present study is not significantly impacted by environmental concerns. When 
examining the responses from the questionnaire respondents, it is found that the 
environmental concern factor received the lowest average score. When considering each 
question within the environmental concern factor, such as "Using shared e-scooters helps 
reduce carbon emissions" or "University-led environmental initiatives encourage me to 
consider using shared e-scooters as a more sustainable transportation option," it becomes 
apparent that the majority of questionnaire respondents tend to disagree with these statements. 
One possible explanation for this could be that most students either disregard or believe that 
environmental issues are irrelevant to them. As a result, individuals may not understand how 
using shared e-scooters can help improve the environment. In terms of cost, this study did not 
find any impact on the intention of using shared e-scooters significant. When considering the 
responses from the questionnaire, it becomes apparent that scores regarding the cost of using 
shared e-scooters are relatively low compared to other factors. Furthermore, when analyzing 
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specific questions in cost factor such as "I am concerned about the cost of using shared e-
scooters on a daily basis" or "The cost savings compared to other modes of transportation 
significantly influenced my decision to use shared e-scooters," a significant number of 
respondents tend to disagree with these statements. This suggests that they may not consider 
the cost of using shared e-scooters or believe that using e-scooter transportation does not result 
in significant savings. Additionally, considering the labor force in Thailand, where labor costs 
are relatively low, using motorcycle taxis for commuting within university campuses may not 
incur high expenses for students. Furthermore, this result can imply that Kasetsart University 
students prioritize social acceptance by others and safety before cost. Alternatively, it's 
possible that students are keenly aware that the university, being located in the capital of the 
country, expects a higher cost of living. Therefore, students could budget in advance and not 
focus on the cost of using an e-scooter. Chen et al. (2021) claimed that when passengers opt 
to use e-scooter, the ease of usage is more important than the price. 

 

CONCLUSIONS  

This study sheds light on the elements that influence university students' desires to 
utilize shared e-scooters, providing a valuable viewpoint on urban academic mobility. 
According to the research, students chose the e-scooter mode of transportation based on a 
variety of reasons, including following social norms, availability of decent infrastructure, 
wanting convenience, and being concerned about safety. Remarkably, both environmental 
concerns and cost had no significant effect on the desire to use shared e-scooters. This implies 
that students place a higher importance on safety and ease of use for short excursions than on 
price and environmental friendliness. These results, along with several previous studies, show 
that users do place higher importance on factors other than cost and environment concerns 
when it comes to using shared transportation services. 

This study contributes to the theoretical understanding of shared e-scooter adoption 
among university students by employing the Theory of Planned Behavior (TPB). The TPB 
framework provides a comprehensive lens through which to explore the intricate dynamics of 
human intention and behavior. By applying TPB, this research investigates into the underlying 
factors shaping students' intentions to adopt shared e-scooters, explaining the complexities of 
decision-making processes in the context of sustainable transportation options. For instance, 
TPB facilitates analyze how individual attitudes, subjective norms, and perceived behavioral 
control impact the intention to adopt shared e-scooters. This approach provides insights into 
the cognitive mechanisms guiding students' choices in sustainable transportation, highlighting 
interactions between personal beliefs, social influences, and perceived control over behavior. 
Through this lens, the study elucidates how factors like environmental concerns, social norms, 
and convenience perceptions collectively influence students' intentions to embrace shared e-
scooters as a viable transportation option on university campuses. 

Bringing share e-scooters for students is considered an investment by the university; 
therefore, utilization of resources such as the use of share e-scooters will encourage continued 
investment. In addition, increased utilization of e-scooters can improve the university's eco 
credentials for sustainable environmental management. Therefore, the involved stakeholders 
including university administrators, lecturers, student council board, and e-scooter suppliers, 
may benefit from the outcomes of this study to encourage higher adoption of shared e-scooter 
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use. As social norms influence students' decision-making, stakeholders should promote   social 
initiatives aimed at making e-scooter use more commonplace within the university 
community. In terms of infrastructure quality and safety, stakeholders should prioritize road 
safety on campus by providing special lanes for e-scooters. Also, the e-scooter must be robust 
and safe, and the university should strongly enforce traffic rules or require users to wear 
helmets for their own protection. Parking for e-scooters and having a sufficient number of 
scooters cannot be overlooked. Students will be more inclined to utilize scooters if they realize 
that they are readily available at all locations and that they don't have to waste time searching 
for parking spaces. 

Although this study did not find significant importance in terms of cost and 
environmental concerns, future research should examine these two factors to comprehend the 
underlying reasons. This will provide a more comprehensive understanding of the dynamics 
influencing students' intentions regarding shared e-scooter adoption on university campuses. 
The lack of significance regarding cost and environmental concerns in this study may stem 
from the specific context or location where the research was conducted. Alternatively, the use 
of shared e-scooters may vary in different locations, leading to differences in cost 
implications. For instance, when comparing the costs of shared e-scooter usage with other 
transportation methods in different countries or regions, there may be significant variations in 
expenses. These differences could impact individuals' decision-making processes when 
selecting e-scooters. Moreover, awareness or perception of environmental factors may differ 
among populations in various areas, influencing users' decisions regarding shared e-scooter 
adoption. Therefore, it is crucial to consider these factors when planning future research 
endeavors. Furthermore, future research should address the long-term sustainability of e-
scooter programs and how they integrate with other modes of transportation. Furthermore, 
comparative studies across universities, nations, or cultural contexts may provide larger 
insights regarding shared e-scooter mobility. It is critical to recognize the limitations of the 
current investigation. Because the focus of the study is on Kasetsart University, the findings 
may not be immediately applicable to another context. Furthermore, this study solely focused 
on sampling students, excluding lecturers or university staff. Thus, future research can 
enhance this limitation by integrating qualitative methods alongside quantitative approaches 
and by comparing various groups within the university community. This comprehensive 
approach would provide additional perspectives by examining a broader spectrum of 
participants, thereby addressing this limitation more effectively. 
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ABSTRACT 

Modern companies invest heavily in understanding future customer needs, but these efforts are sometimes 

unappreciated, leading to poor results. This research aims to understand future anticipation by linking it to 

companies' predictions of technological, cultural, and competitive changes and how consumers perceive these 

changes. Using qualitative methods, data was collected through semi-structured interviews and focus group 

discussions (FGD) with eight participants each. The findings show that customers highly value visionary 

company initiatives, forming positive memories that strengthen brand relationships. These memories, 

particularly in the precordium area of the brain, impact loyalty and shopping behavior, emphasizing the 

importance of introspection and personal experience. The research also introduces the concept of 

"massclusivity" and its relationship with elite consumers, like tablet owners. The novelty of this study lies in 

applying futurology in marketing and utilizing autobiographical memory. 

Keywords: consumer behaviour; corporate anticipation; era of uncertainty; future; technology products 
 

 

INTRODUCTION 

Brands have a significant role for companies and consumers, where consumers shape 

their identity through their products. In contrast, companies benefit financially and have 

good consumer relationships, leading to increased profits (Puente-Díaz & Cavazos-Arroyo, 

2021). Brand building is also vital in motivating internal stakeholders, especially employees 

who feel honoured to be part of the best brands (Goisauf et al., 2020). Furthermore, brand 

development contributes to the development of society, with brand innovations improving 

people's quality of life (A. Huang et al., 2022). However, achieving these benefits for 

consumers, companies, and society is difficult. Therefore, brands and companies must 

invest to continue to compete in the future. This means that future-focused brand strategies 

must be formulated and implemented to create stronger brands and achieve success that 

integrates companies, consumers, and society (Bibri, 2021; Riyadi et al., 2023). 
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The needs of the company's stakeholders are the main key to business success. 

Therefore, brands become strategic assets that must be transformed into effective resources 

for stakeholders, especially when an organisation excels over its competitors (Jain & 

Ranjan, 2020; Murliasari et al., 2023). Developments in the service sector and increased 

investment in trade and manufacturing have created an intensely competitive environment, 

often referred to as the 'red ocean', where companies must constantly learn and adapt their 

competitive strategies (Dabić et al., 2023). This is a proactive approach to brand building 

for the future. Despite this understanding, many managers are still fixated on short-term 

tactics and lack a strategic vision, which often leads to brand failure (Bamel et al., 2022). 

Understanding and anticipating the future is strategic in an organisation, where companies 

must balance expected outcomes (such as profits and reputation) and the costs required to 

achieve those goals (Anton & Nucu, 2020). 

Many companies claim to be able to forecast consumer needs and wants and have 

greater insight into the right time to launch new products and services. However, many new 

products and services still fail. The main cause of this failure is often the company's inability 

to accurately predict future consumer behaviour, an error that stems from reliance on 

experience (Amanatin & Wijaya, 2023; Tiberius et al., 2021). Understanding how to learn 

the brand knowledge integrated into consumers' lives over the years is key for brand 

managers. It is an important factor for the success of a brand, yet often overlooked by 

researchers in this field (Aschemann-Witzel & Janssen, 2022). The autobiographical 

memory approach has been applied in children's market research (Ligaraba et al., 2023; 

Marchini et al., 2021). However, how this approach can be widely adopted and applied 

across organisations requires some thought. Through understanding consumer memories, 

companies can gain benefits, such as building stronger relationships between the company 

and its consumers. 

On the other hand, the relationship between brands and consumers has been widely 

researched. Understanding brand building through consumers' autobiographical memory is 

a useful yet rarely applied approach in brand studies. This is important because brand 

memories, including recognition of colours, images and symbols, can be researched more 

deeply through autobiographical profiles (Rangaswamy et al., 2022; Zhang et al., 2021). 

Other research has also been conducted on consumer attitudes towards European, Asian and 

African brand extension strategies (Attor et al., 2022; Haq et al., 2021; MacNiven et al., 

2023), but how futuristic brands are perceived by consumers based on their memories has 

not been widely researched. The emphasis on future prediction in brand strategy, 

specifically related to the perceived value of such endeavours through autobiographical 

memory generation, has not been widely researched. While there are many studies in 

marketing exploring consumer memory (C. Huang et al., 2022; Rangaswamy et al., 2022; 

Zhang et al., 2021), research exploring customer memories as a foundation for future 

predictions is minimal. As such, we consider this an opportunity to advance theoretical 

understanding in marketing and introduce a new paradigm in research on this topic. 

It is recognised that there is no single dominant method for developing knowledge in 

the marketing field - new approaches and paradigm shifts in enriching marketing theory are 

always appreciated (Haq et al., 2021; Paetz, 2021). To broaden marketing insights by 

introducing new paradigms, this study adopts DeRoo's philosophical perspective on the 

future (Verster et al., 2019). It applies the psychological theory by Steinberg et al. (Paetz, 

2021) to explore and explain how companies anticipate the future from the perspective of 



Andriya Risdwiyanto, Brand Anticipation in an Era... 47 
 

their key stakeholders, namely consumers. This study is also rooted in Mello and colleagues' 

theory of time perspective (Dressler & Paunovic, 2021), which examines attitudes and 

thought processes regarding the past, present and future. To better understand behaviours 

associated with anticipation for the future, we draw on the sociological theory of futurology, 

which focuses on Huber and Bell's generalisations about predictive ability (García- 

Salirrosas & Gordillo, 2021). By combining these two theoretical frameworks, we evaluate 

a conceptual framework designed to predict the impact of future anticipatory actions by 

firms and their relation to the formation of brand loyalty. 

In this context, Indonesia has experienced significant economic growth, with an 

average growth of 5.35% from 2000 to 2016. This has made Indonesia one of the emerging 

economic powers in Asia, alongside countries such as China, India and Singapore. 

Indonesia once accounted for 53% of Samsung's global sales, with 3.5 million smartphone 

users (Ferine et al., 2023; Sestino & Amatulli, 2024). Moreover, with stable economic 

growth and its status as a G-20 member, Indonesia is a potential market for high-tech 

products, especially those that are future-orientated. With a population of approximately 

118 million people of productive age, Indonesia offers a vast market for various digital 

products (Prasetyo & Saefudin, 2023; Ferine et al., 2024). 

The ability to forecast future trends emphasises the importance of conducting more 

research on predictive trends, which are currently under-researched. This study examines 

the link between brand associations and future predictions and their impact on consumer 

brand loyalty. The importance of companies looking to the future and anticipating it is 

crucial, yet there is little research in this area. The focus has been on the relationship 

between future anticipation and marketing outcomes such as consumer loyalty (Gerlich, 

2023; Giza & Wilk, 2021; Kita et al., 2021). This research aims to develop an understanding 

of future anticipation by linking it to companies' predictions of technological, cultural and 

competitive changes and how consumers perceive these changes. From a marketing 

perspective, it is important that consumers appreciate the company's efforts and that the gap 

between management's orientation and consumers' expectations of a brand is minimised, 

which indicates strategic success. Through this research, we hope to help managers 

understand better consumers' perceptions of their futuristic strategies so that they can design 

more effective strategies while introducing new products and services. 

 

METHODS 

Given the limited literature available to explore the relationship between futurology 

and branding in the context of consumer autobiography from an internal company 

perspective, we decided to use qualitative methods in this study. A case study approach in 

qualitative research is often recommended when a deep and detailed understanding is 

required (Yin, 2016). To strengthen our methodology, we adopted a triangulation strategy 

consistent with the practice in contemporary qualitative research, using multiple methods 

in data collection (Miles et al., 2014). According to Miles, Huberman, and Saldana (2014), 

the simultaneous use of data and theory triangulation provides a more complete and in- 

depth picture of the phenomenon under study, and increases confidence in the research 

results. Data were collected through several means, including semi-structured interviews 

and Focus Group Discussions (FGDs). 
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In the inception phase, we conducted semi-structured interviews to gain an 

understanding of future anticipation and its relation to autobiographical memory, brand 

identity and brand interaction. The main objective of these interviews was to gain a broader 

understanding of how participants perceive the future and the autobiographical memories 

associated with them. The interviews were also effective in uncovering their 

autobiographical memory. The collected data from eight participants, considered 

technology product experts due to their experience and expertise in computer and gadget 

sales and repair in Yogyakarta, Indonesia. Respondent’s selected for their in-depth 

knowledge of technology products and understanding of customer needs regarding future 

products. Through these interviews, we managed to capture participants' personal 

experiences, which provided valuable insights for our study. These interviews were 

designed to deepen our understanding of future anticipation initiatives. In particular, the 

interviews were geared towards confirming whether Product X is a good example of a 

perceived future anticipation measure by further scrutinising respondents' reactions and 

views towards Product X. 

In this study, in addition to applying semi-structured interviews, we also conducted 

Focus Group Discussions (FGDs) to deepen the understanding of participants' perceptions 

of the anticipatory actions taken by the company. The FGDs were selected based on the 

results of the interviews and the projective method to further explore the group's opinions 

on anticipatory actions and their relation to autobiographical memory and brand identity 

(Julmi, 2020; Lapan et al., 2012). This research integrates various important concepts to 

navigate the complexities of predicting the future. We apply future anticipation theory from 

the field of futurology, as outlined by Mische and Mello, to provide a deeper understanding 

of future concepts. This approach is used to gather perspectives from technology experts 

and individuals who are familiar with technology products. 

 

RESULT AND DISCUSSION 

Perceptions of Anticipatory Future Actions 

As an initial step in our research, we chose semi-structured interviews to explore 

perceptions of anticipatory future actions, brand relationships and autobiographical 

memory. Through these interviews, we identified common understandings of anticipating 

the future, including the anticipatory steps taken by Company X to make Product X an 

innovator and pioneer, ahead of competitors, and appear authentic, original, sophisticated 

and futuristic. We found that most people who use Product X as a status symbol perceive 

anticipatory actions as 'good function' and following trends. In contrast, those who don't 

have it often see Product X as 'expensive', 'exclusive' and 'original'. 

These findings provide marketers and service providers with insights into the 

importance of anticipating the future to capture the attention of a number of consumers and 

play a vital role in improving market performance. Our results are in line with research 

conducted by Rangaswamy et al. (2022), who found that when companies anticipate 

customer needs, they are well received by consumers and have a positive impact on market 

performance. Research by Zhang et al. (2021) also confirms that consumers appreciate and 

are grateful for the additional effort companies make to fulfil their needs. Therefore, while 
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anticipation of the future can be a key differentiation factor to support market-focused 

companies, relying solely on claims or anticipation alone is not enough to ensure success. 

In our interviews, a frequent answer given by participants when asked about the 

usefulness of Product X for their future needs, such as the question "How is this product 

useful to you in the future?" was that the majority of participants felt that Product X would 

still fulfil their needs (such as for entertainment, internet access, and running applications 

for work or study) for at least the next five years. This shows that most participants had a 

positive view of the usefulness and effectiveness of Product X in solving their problems. 

However, some participants also highlighted the shortcomings of Product X. They 

mentioned that Product X requires additional supporting devices (such as a PC and iTunes 

app), has limitations in accessing free apps, and only supports a limited number of apps. 

From these findings, we can conclude that future anticipation by provider companies 

offers a competitive advantage. However, companies must realise that their anticipatory 

actions increase customer expectations. Attor et al. (2022) suggest that identifying future 

trends helps to better prepare for the present. Our findings support the results of previous 

studies (Haq et al., 2021; MacNiven et al., 2023), which suggest that thinking about the 

future can help increase awareness and wisdom in dealing with the present. 

Next, in the FGDs, we asked subjects to express their understanding of future 

anticipation in the context of tablet PCs, specifically Product X. Similar to the responses in 

the semi-structured interviews, we asked subjects to express their understanding of future 

anticipation in the context of tablet PCs. Like the responses in the semi-structured 

interviews, most subjects praised Product X for its simple yet futuristic design, portability, 

speed, and various accessories supporting their needs. They also highlighted the hardware 

quality of Product X, such as the more responsive touchpad and sensitive screen, and the 

attractive software, such as gaming applications. Some respondents even stated that Product 

X outperformed other brands regarding graphics and processors. 

In addition, these positive perceptions align with the responses from the semi- 

structured interviews, where respondents stated that Company X's anticipatory steps 

towards the future increased customer expectations. This aligns with the view of Attor et al. 

(2022), who state that identifying future trends helps prepare for challenges. This positive 

response also emerged when discussing the differences between the first and second 

generation of Product X, where respondents noted significant changes in Product X-2, such 

as the addition of a camera, improved graphics quality, and better camera pixels, although 

other features remained the same. 

Perception of Brand Relationship and Autobiographical Memory 

Overall, users of Product X have a positive view of this brand relationship. They 

perceive Product X as a solution to various problems, including work, study and 

entertainment. They also value after-sales services such as product warranty and company 

responsiveness. Some respondents even shared their positive experiences, such as 

satisfaction when claiming a warranty for problems with the Product X screen or asking for 

help downloading apps and getting information about the product. Respondents also believe 

that Company X recruits competent employees. 

An individual's association with a particular brand often creates a set of experiences 

that can be considered part of their autobiographical narrative. For example, some users feel 

that using Product X is much more convenient than using a laptop when playing games or 
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surfing the internet, especially when they feel lonely with nothing else to occupy their time. 

They felt that Product X provided a more intuitive and satisfying experience in this regard. 

Another respondent also expressed his experience with Product X, describing how 

it provided practical solutions in his daily life. He noted that through Product X, he could 

easily download class tutorial materials when he forgot to bring his printed materials. He 

also appreciated the great durability of Product X, as even though the product was dropped 

once, it still maintained its quality well. This shows how an individual's relationship with a 

brand can form an important part of their life narrative, with every positive experience 

associated with the brand becoming part of their autobiographical story. 

In FGDs involving users of Product X, participants generally expressed a positive 

view of the relationship they had built with the brand maintained by Company X. They 

pointed out that Product X had provided significant support in their work, enhanced their 

learning experience, and reduced stress levels by providing a variety of satisfying 

entertainment features. They pointed out that Product X has provided significant support in 

their work, enhanced their learning experience, and reduced stress levels by providing a 

variety of satisfying entertainment features. Not only that, they also convey a favourable 

impression of the quality of Product X itself and have confidence that the company is 

committed to improving the weak aspects of the product. This reflects their positive 

perceptions of the brand and products produced by Company X, as well as their confidence 

in the company's ability to continuously evolve and improve their user experience. 

Perception of Brand Loyalty 

In our semi-structured interviews focusing on brand loyalty, when asked whether 

they would buy again from the same brand for other products, such as tablet PCs, or whether 

they would recommend this brand or Product X to others who need tablet PCs, the common 

answers from subjects were a strong desire to buy the brand again and a definite 

recommendation to others. Some respondents even strongly recommended Product X, 

arguing that Product X is superior to other brands and offers many advantages. Some 

expressed a desire to continue buying products from Company X, mainly because they were 

already emotionally attached to the product, which they thought had a more attractive design 

and brighter colours. Based on this explanation, especially regarding autobiographical 

memory and brand loyalty, we can conclude that positive autobiographical memory plays a 

significant role in influencing customer loyalty to a brand or product. 

In Figure 1, it show in focused group discussions (FGD), positive responses 

regarding loyalty, particularly towards brand attachment, are reflected in the form of 

autobiographical memory. This phenomenon has the potential to influence the level of 

customer loyalty towards a specific brand or product. It is evident from the participants' 

earnestness in expressing their intention to recommend Product X to others based on their 

appreciation of its superior design, aesthetics, and diverse benefits compared to other brands. 

The concepts related to autobiographical memory and brand loyalty further bolster the 

findings derived from semi-structured interviews on brand loyalty. Positive 

autobiographical memories, encompassing verbal narratives, mental imagery, and 

emotional experiences undergone by Product X users (as outlined by Marchini et al., 2021), 

play a significant role in shaping and maintaining the level of customer loyalty towards a 

brand or product. 
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Figure 1. The Perceptions of Anticipatory Future Actions 

Source: previous studies analysis 

The results of this phenomenological study are closely related to previous research 

on technology adoption and market performance, as presented by previous research results 

(Anton & Nucu, 2020; Bamel et al., 2022; Jain & Ranjan, 2020; Tiberius et al., 2021). 

Participants gave significant responses regarding the importance of companies in 

anticipating the future, especially in technological intelligence. Their comments covered a 

wide range of aspects, from futuristic benefits to the convenience and usability offered by 

technology. This suggests that companies can achieve competitive advantage through these 

anticipatory measures, as revealed by previous studies (Aschemann-Witzel & Janssen, 

2022; Kita et al., 2021; Ligaraba et al., 2023). In addition, these anticipatory efforts also 

contribute to increased consumer expectations, in accordance with previous findings 

(Gerlich, 2023; Giza & Wilk, 2021; C. Huang et al., 2022; Marchini et al., 2021; Zhang et 

al., 2021). 

These findings specifically highlight the importance of the relationship between 

brand loyalty and the role of autobiographical memory in consumer dynamics, which is seen 

as a reflection of the competence of the human resources involved in the process. The 

strength of brand loyalty is reflected in customers' propensity to recommend the brand to 

others and in the emotional experience they have of the brand (Rangaswamy et al., 2022; 

Zhang et al., 2021). Customers form a "mental chain" that connects the brand image with 

autobiographical memory, product attributes, and the language used by consumers in 

semiotic and semantic contexts. This significantly strengthens their propensity to identify 

and select leading brands, as advocated by previous research (Attor et al., 2022; Haq et al., 

2021; MacNiven et al., 2023). The word association technique approach in this study helps 

in illustrating the strong relationship between product attributes and innovation. The 

analysis of product attributes revealed five dominant aspects or conditions, which include 

technological advancement, usefulness and relevance, futuristic characteristics, and brand 

identity. In addition, research conducted by Zhang et al. (2021) concluded that brand 

personality reinforces key attributes such as "contemporary", high social status, and "metro- 

sexual" aspects. However, more importantly, brand personality is also closely related to 

anthropomorphic characteristics, which describe it as having human-like traits. 
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Our findings indicate that companies' efforts in predicting the future are highly 

appreciated by most consumers, which contributes to the formation of favourable 

autobiographical memories and may act as a foundation for brand loyalty. As such, it is 

important for companies to openly communicate and consistently scale up their future 

prediction efforts to consumers. Without effective communication of these initiatives, 

consumers may not understand the investments and may be wasted. Furthermore, 

companies should regularly conduct market analyses to identify future trends. This includes 

the challenge of understanding future consumer needs and wants and taking advantage of 

market, cultural and technological trends to forecast future trends. In order to anticipate the 

future, it is recommended for companies to establish innovation labs aimed at key areas 

such as marketing, finance, human resources, and production to detect and capitalise on 

upcoming trends. 

The managerial findings of this study show that while consumers have a great 

affinity with key product categories and brands, they tend to be less enthusiastic about 

claims of continuous product feature updates. Such claims are often not perceived as 

meaningful improvements by consumers but rather seen as a reaction to competitive 

pressures and market cycle dynamics. Today's consumers are more discerning and 

experienced and value simplicity in marketing and management, seeking solutions that 

deliver tangible improvements in personal productivity. They value companies that 

demonstrate innovation and market leadership as a core part of their identity. Therefore, 

companies should focus on authentically anticipating the future by adopting proactive rather 

than reactive strategies to the market. This will enable them to lead, foresee, and even shape 

societal changes, resulting in increased collaboration with consumers, capitalisation of 

customer ideas, and utilisation of crowdsourcing. 

 

CONCLUSIONS 

Anticipatory efforts and developing brand relationships, such as after-sales service 

and superior features, enhance competitiveness and build customer loyalty, even in 

product weaknesses. These actions create autobiographical memories that influence 

consumer perceptions and purchase decisions. Brand personality plays a role in product 

differentiation and appeal, raising customer expectations. Anticipating future needs 

proved attractive to many consumers, demonstrating the importance of proactivity in 

maintaining a competitive advantage. Findings suggest that anticipation of the future, 

including strategic vision and understanding of market developments, plays a key role in 

improving market performance and is valued by consumers for the value it brings. 

Visionary leadership and a commitment to transparency and honesty fulfil consumer 

needs in a relevant way, strengthening brand relationships and consumer experiences. 

Autobiographical memory, particularly in the precuneus of the brain, impacts consumer 

loyalty and behaviour, demonstrating the importance of self-reflection and personal 

experience. The study also highlights the trend of "massclusivity" and product 

relationships with "premium" consumers, such as tablet computer ownership. However, 

limitations of this study include the small sample and methodology, limiting the 

generalisability of the results and suggesting the need for further research that is more 

extensive and in-depth. 
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ABSTRACT 

 

 

 

SINTA 2 

Many music events, be it concerts or festivals, are being held worldwide, and Indonesia is one of them. 

Motivation to attend a music festival is an experience that is a balance between fun, self-reflection, and impact. 

Our objective is to investigate how event experience helps shape satisfaction and, in turn, leads to future 

behavioural intention. This study uses Partial Least Squares regression to investigate six hypotheses. A total of 

206 individuals in Indonesia who attended concerts in the past six months were surveyed, with 150 valid 

responses, giving a 72.8% response rate. The result shows that event experiences that are escapism, 

entertainment, and esthetic factors positively affect consumer satisfaction among music festivals and concert 

attendees, with the exception of education. Furthermore, consumer satisfaction significantly increases the 

tendency to both recommend and revisit. Thus, this study shows that event organizers need to create a memorable 

experience to gain favourable behavioural intention. 

Keyword: behavioral intention; customer satisfaction; event experience; music event 
 

 

INTRODUCTION 

 

There was a time when consumers tended to listen to whatever music was playing on 

the radio, regardless of their preferences. However, how the music is being consumed, whether 

people engage with music at home, in a concert, or are they alone, are they with others when 

listening to the music, how interested they are with music, these are very interesting to know. 

Today, consumer preferences and expectations have evolved and translated into all aspects of 

the music experience. Live music events are a social manifestation because they provide a 

complete consumption experience that involves a stimulus to multiple senses. The field of 

festivals is recognized as “one of the most productive areas of study in event research” 

(Dolasinski et al., 2021). 

It has been found that people often choose to engage with music because it moves them 

(Garrido et al., 2013; Saarikallio, 2008) or induces an emotion (Garrido & Schubert, 2011; 

Lonsdale & North, 2011; Vuoskoski & Eerola, 2017). Enjoyment can be defined as taking 

pleasure from something. It is similar but not synonymous with happiness, partly due to the 

duration of the experience: happiness may be more abiding than enjoyment and not as tied to 

a specific context. Enjoyment has been found to be a motivation for attendance at, and a typical 

response to, live musical performances, in part due to the presence of others (Baker, 
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2016; Dearn & Price, 2016). In their research on chamber music festival goers, Pitts (2016) 

discussed the positive effects of being able to see other audience members responding to the 

music. However, since the outbreak of the Covid-19 pandemic, individuals’ lifestyles have 

continued to change over the last 2 years to adapt to the new reality (Hwang & Lee, 2022). 

Many music festivals have emerged since the post Covid-19 era. People have started 

to attend music festivals because many have been refraining from going to music festivals due 

to restrictions due to COVID-19. With the recent increase in Korean music, many concerts are 

being held worldwide, and Indonesia is one of them (Bangun, 2019; Bangun et al., 2020). 

Indonesia itself is a fairly large market for popular culture. Indonesia became the first country 

in Asia to have a 2-day concert for the DAY6 Gravity Tour due to the big demands. In 

Indonesia, in 2023 only, there are numerous music events that have been held with various 

scales and scopes (e.g., Twice, Suga, Secret Number, Blackpink, Coldplay, Joyland Festival, 

We The Fest, Synchronize Fest, etc). 

The escalating costs associated with attending music festivals or performances, 

coupled with the proliferation of options available to consumers, underscore the need for 

organizers to adopt innovative strategies to attract and retain attendees (Gelder & Robinson, 

2009; Skirkowski, 2022). Saragih & Amelia (2020) delve into how the experiential aspects of 

festivals drive attendance, highlighting the importance of these experiences in generating 

satisfying and unforgettable events. However, the translation of motivations into actionable 

offerings that resonate with diverse audience segments remains a formidable challenge. This 

requires a deeper examination of the experiential dimensions that reinforce attendee 

satisfaction and loyalty, thereby informing the design and delivery of music festivals that 

transcend mere entertainment to become transformative and immersive experiences. 

Further emphasizing the importance of experience, the development of consumer 

behavior research in a service context has put forward experience as a crucial factor in 

determining satisfaction (Armbrecht & Andersson, 2020). Experiences are at the core of live 

events, and creating unique and memorable experiences is crucial for organizers to survive 

and grow in the festival market (Oklevik et al., 2022). This raises a fundamental question: 

What kind of experience ultimately determines attendee satisfaction and leads to positive 

behavioral intentions? 

Despite extensive research on the dimensions influencing music event-goers' 

experience and satisfaction, there remains a significant gap in understanding how these 

dimensions specifically translate into subsequent behaviors, such as the intention to 

recommend and revisit intentions in the context of music events (Nguyen et al., 2020). While 

studies like Aşan et al. (2020) have successfully delineated aspects such as aesthetics, 

entertainment, escapism, and education as critical to shaping consumer satisfaction, the 

literature still lacks a focused exploration of how these individual dimensions impact longer- 

term attendee behaviors beyond immediate satisfaction. This research gap is particularly 

crucial in a post-pandemic world where consumer expectations and behaviours have shifted 

dramatically (Hooshmand et al., 2023). Addressing this gap could provide valuable insights 

for event organizers to enhance attendee engagement, improve loyalty, and effectively 

leverage WOM as a powerful tool for sustainable event marketing. This study aims to address 

this gap by delving into the specific components of the festival experience that significantly 

impact consumer satisfaction, exploring how this satisfaction translates into positive 

behavioural intentions. By focusing on these nuanced relationships, the research seeks to 

provide strategic insights for event organizers to enhance festival experiences in ways that 
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align with contemporary consumer expectations, thereby fostering enhanced loyalty and 

positive word-of-mouth in a highly competitive market. 

In "The Experience Economy” by Pine & Gilmore (1998), the concept of staging 

experiences as a distinct economic offering is expanded upon, emphasizing the shift from 

goods and services to providing memorable events that engage customers on an emotional 

level. This framework resonates with the multifaceted nature of music events, where attendees 

seek not only entertainment but also an immersive journey (Buswell et al., 2016). Pine & 

Gilmore (1998) further detail the 4E's framework (i.e., Educational, Esthetic, Escapist, and 

Entertainment) as fundamental components in designing and delivering memorable 

experiences. These elements intertwine to create a holistic and immersive encounter for 

festival attendees, catering to their diverse desires and expectations. 

In the context of music festivals and events, the educational dimension refers to the 

incorporation of knowledge-driven elements that enrich attendees' understanding and 

appreciation of the music and its cultural context. This aspect could be achieved by 

incorporating elements such as educational panels, artist talks, and interactive multimedia 

exhibits that convey the historical and technical aspects of music. Engaging attendees in this 

manner transforms them from passive spectators into active learners, enriching their festival 

experience (Quadri-Felitti & Fiore, 2013). An event experience also involves a change in 

memory and knowledge (Berridge, 2020), such intellectual engagement not only promotes a 

deeper connection with the music and artists but also increases overall satisfaction by 

enriching attendees' knowledge base (Ayob et al., 2013). 

Esthetics refers to the visual and sensory elements that contribute to the overall look 

and feel of an event (Karim et al., 2022). This encompasses everything from the strategic 

layout of the venue to the intricate details of stage design and the ambient lighting that sets 

the mood that is expected to create a multi-sensory experience that resonates with the 

audience. The carefully curated esthetic elements are not only intended to delight the senses 

but also to create an environment that fosters an emotional connection between the audience 

and the performance (Bhandari et al., 2019). This heightened sensory engagement plays a 

critical role in enhancing the overall experience, contributing to the lasting impact and 

satisfaction of the event (Duffy & Mair, 2018). By leveraging esthetic elements effectively, 

music festivals can craft a compelling, visually stimulating experience that resonates with 

attendees, reinforcing positive memories and ensuring that each moment is both impactful and 

memorable (Yuksel et al., 2010). 

The entertainment dimension at music festivals is central to the overall experience. 

Although frequently used, there are no clear definitions of the term “entertainment” (Collis, 

2017). We follow a general definition of entertainment, which characterizes it as an activity 

that is diverting, amusing, or pleasing and that agreeably occupies one’s time and attention 

(Vogel, 2020). It is intricately linked to the emotional responses and pleasure of the audience, 

serving as a crucial determinant of customer satisfaction (Torres et al., 2019). The more 

entertaining the event, the higher the level of satisfaction among attendees due to the lasting 

favourable emotional impact, which later influences individuals' overall assessment of the 

event's quality and value (Morgan, 2008). 

Lastly, the escapism dimension of music festivals provides a crucial psychological 

break from the mundanities of daily life. The music event is believed to provide attendees with 

a momentary escape from everyday routine due to its immersive characteristics (Luo et al., 

2022). This sense of escapism is often facilitated through thematic elements, unique 
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settings, and special performances that collectively foster a sense of otherworldliness and 

adventure. As attendees are drawn into experiences that differ markedly from their routine 

environments, the escapism provided not only heightens the enjoyment but also deepens the 

impact of the experience (Marshall et al., 2023). The ability to detach from the ordinary and 

immerse in the extraordinary enhances the perceived value of attending the festival, leading 

to increased satisfaction (Aşan et al., 2020). 

Thus, we hypothesize that: 

H1: Esthetic positively affects consumer satisfaction. 
H2: Education positively affects consumer satisfaction. 

H3: Entertainment positively affects consumer satisfaction. 

H4: Escapism positively affects consumer satisfaction. 

Behavioural intents are crucial variables for event planners to understand the future 

actions of the customers (Meeprom & Silanoi, 2020). Behavioural intents can be manifested 

through numerous means, including intentions to revisit and intentions to recommend 

(Zeithaml et al., 1996). Prior research has shown that there is substantial evidence supporting 

the major influence of satisfaction on behavioural intentions across many service sectors (H.- 

C. Wu et al., 2018). It is expected that attendees will feel a sense of enthusiasm following 

satisfaction, which will motivate them to share their favourable impression of such an 

experience with their social circles (Sisson & Alcorn, 2022). At the same time, satisfaction 

will also create a sense of attachment that will foster a strong drive to the revisit intention 

(Mainolfi & Marino, 2020). 

H5: Consumer satisfaction positively affects Intention to Recommend 

H6: Consumer satisfaction positively affects Revisit Intention 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1. Research Model 

Source: previous studies analysis 

 

METHODS 

This study uses individuals in Indonesia who attended concerts or music festivals 

within the last six months as its sampling frame. Convenience sampling was utilized to capture 

diverse types of experiences as it provides practical and efficient participant recruitment based 

on accessibility and willingness to participate (Malhotra, 2020). The Data was gathered 

through an electronic survey administered on the Qualtrics platform in December 2023. A 
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total of 206 individuals completed the survey, with 150 responses considered valid after 

screening, giving a 72.8% valid response rate. The description of respondent’s characteristics 

is shown in Table 1. The majority of the respondents are female (74.67%), with an age range 

of ≤ 20 (26.00%), followed by 31-35 (22.00%). Employees (40.70%) are the highest type of 

occupation of our respondents, and they are closely followed by students (37.30%). This study 

investigated seven variables related to event experiences, namely esthetics, education, 

entertainment, escapism, consumer satisfaction, intention to recommend, and revisit intention. 

The measurements for esthetics, education, Entertainment, and escapism were adopted from 

Sisson & Alcorn (2022), while consumer satisfaction followed Mason & Paggiaro (2012). 

Intention to recommend and revisit intention was measured according to (Nguyen et al., 2020). 

Table 1. Respondent’s Characteristics 
 

Gender 
Male 25.33% 

Female 74.67% 
 

≤ 20 26.00% 

21-25 21.30% 

Age 

 

 

 

 

Occupation 

 

 

 

 

 

 

Average Monthly Disposible Income 

 

 

 

 

Source: Author's own creation, 2023 

26-30 14.70% 

31-35 22.00% 

35-40 11.30% 

>40 4.70% 

Students 37.30% 

Employee 40.70% 

Entrepreneur 7.33% 

Other 14.67% 

≤ IDR 2.000.000 35.33% 

IDR 2.000.001 - IDR 4.000.000 26.00% 

IDR 4.000.001 - IDR 6.000.000 12.67% 

IDR 8.000.001 - IDR 41000.000 7.33% 

IDR 10.000.001 - IDR 12.000.000 8.00% 

IDR 12.000.001 - IDR 14.000.000 4.00% 

IDR 14.000.001 - IDR 16.000.000 1.33% 

IDR 16.000.001 - IDR 18.000.000 0.67% 

IDR 18.000.001 - IDR 20.000.000 1.33% 

> IDR 20.000.000 3.33% 

 

 

RESULT AND DISCUSSION 

The reliability and validity were tested using PLS-SEM. The Composite Reliability 

(CR) value assessed reliability with CR scores above 0.7 indicating reliability (Hair et al., 

2009). Table 2 demonstrates that the CR score is above the minimum threshold, hence 

confirming reliability. Next is the assessment of convergent validity. Apart from the CR score, 

Hair et al. (2009) recommended that both the value of factor loading above and the Average 

Variance Extracted (AVE) score above 0.5 will indicate convergent validity. Table 2 shows 

that convergent validity is attained because all factor loading values and AVE scores are over 

0.5. 
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 Table 2. Construct Measurement, Reliability, and Convergent Validity  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 to other music events.  

Note: CR: Composite Reliability; AVE: Average Variance Extracted 

Source: Author's own creation, 2023 

Fornell & Larcker (1981) tested discriminant validity by comparing the square root 

of each AVE to the Inter-Correlation (IC) value. When the square root of the AVE and the 

IC value were compared in Table 3, the square root of the AVE was less than the IC value. 

These results show that the discriminant validity between the constructs has been achieved. 

In addition, the Heterotrait-Monotrait (HTMT) criterion was utilized to provide a 

further evaluation of the discriminant validity. In order to determine discriminant validity 

using this method, the HTMT ratio score needs to be less than 0.90, as stated by Henseler et 

al. (2015)The values of the HTMT presented in Table 3 indicate that there are no 

discriminant validity issues using the HTMT.90 criterion, as all the values are below 0.90. 

As a consequence, the HTMT.90 test demonstrates that discriminant validity has been 

attained. 
Table 3. Average Variance Extracted, Inter-Correlation, & HTMT 

Item description summary Factor Loading CR AVE 

Esthetic (Cronbach's alpha: 0.798)    

ES1 This music event setting was well assembled in harmony. 0.861 0.869 0.625 

ES2 
This music event stages and setting offered a good 0.771   

 experience.  

ES3 This music event setting was elaborate and meticulous. 0.811 

ES4 The place of This music event was attractive in many ways 0.711 

Education (Cronbach's alpha: 0.870) 

ED1 This festival improved my knowledge of music. 0.833 0.911 0.719 

ED2 I learned many new things about music at this festival. 0.852   

ED3 This festival made me desire to learn more about music. 0.822   

ED4 This festival was a good learning experience. 0.883   

Entertainment (Cronbach's alpha: 0.806) 

EJ1 I enjoyed watching other visitors enjoy this music event. 0.833 0.882 0.714 

EJ2 I enjoyed many activities at this music event. 0.826   

EJ3 I enjoyed being one of the visitors at this music event. 0.874   

Escapism (Cronbach's alpha: 0.809) 

EC1 I was completely immersed into this music event. 0.866 0.883 0.715 

EC3 I could imagine I was a different person at this music event 0.788   

EC4 This music event made me like I was in a different world 0.881   

Consumer Satisfaction (Cronbach's alpha: 0.876) 

CS1 This music event met my expectations 0.875 0.923 0.801 

CS2 I made the right choice in attending this music event 0.925   

CS3 This music event gave me high satisfaction 0.884   

Intention to Recommend (Cronbach's alpha: 0.855) 

IR1 I would recommend this music event to others 0.888 0.911 0.774 

IR2 I would talk positively about this music event to others 0.892   

IR3 I would tell my friends and relatives to this music event 0.859   

Revisit Intention (Cronbach's alpha: 0.799) 

RI1 I am willing to revisit this music event 0.923 0.884 0.722 

RI3 I am interested in revisiting this music event 0.928   

RI4 
I would consider this music event my first choice, compared 

0.672 

 



62 Matrik: Jurnal Manajemen, Strategi Bisnis, dan Kewirausahaan Vol. 18, No. 1, Februari 2024 
 

 

 1 2 3 4 5 6 7 

Esthetic (1) 0.791 0.417 0.655 0.451 0.617 0.58 0.525 

Education (2) 0.339 0.848 0.539 0.551 0.331 0.427 0.497 

Entertainment (3) 0.531 0.429 0.845 0.775 0.68 0.686 0.523 

Escapism (4) 0.378 0.435 0.633 0.846 0.558 0.637 0.636 

Consumer Satisfaction (5) 0.522 0.29 0.599 0.499 0.895 0.832 0.745 

Intention to Recommend (6) 0.483 0.368 0.58 0.544 0.725 0.88 0.72 

Revisit Intention (7) 0.409 0.402 0.434 0.503 0.627 0.595 0.85 

Note: Diagonal from top left to the bottom right is the IC value; down-left to the IC value is the square root 

of the AVE; up-right to the IC value is the HTMT value 

Source: Author's own creation, 2023 

We also examine the indicator’s collinearity. This is done to identify predictor 

variable independence. The outer Variance Inflation Factor (VIF) was utilized in this study 

to assess collinearity between the indicators. Table 4 shows the VIF values, which vary from 

1.234 to 3.100. It is worth mentioning that, according to Hair et al. (2011), a VIF value 

greater than 5 indicates collinearity. As a consequence, collinearity across predictor 

constructs is not an issue, and we may proceed with the results report analysis. 

Table 4. Variance Inflation Factor 
 

Variable Code VIF Variable Code VIF Variable Code VIF 

Esthetic  ES1 1.907  Entertaintment   EJ1 1.887  Consumer  CS1 2.095  

  ES2 1.675   EJ2 1.889  Satisfaction   CS2 2.985  

ES3 1.806 EJ3 1.573 CS3 2.487 
 

 ES4 1.396  Intention to 

Recommend 

  IR1 2.088  

IR2 2.436 

 

Education ED1 2.637 Escapism EC1 1.542 IR3 1.987 

 ED2 2.827 EC3 1.961  Revisit  RI1 3.634  

  ED3 2.1   EC4 2.292  Intention   RI3 3.732  

ED4 2.456 RI4 1.252 
 

Source: Author's own creation, 2023 

We then look at the value R2 and Q2 statistics to analyze the predictive capabilities 

and relevance of the model, as described by Japutra et al. (2021). The variance explained 

(R2) indicates the proportion of variance in the dependent variable explained by the 

independent variables (Hair et al., 2009). Cohen (2013) suggested the R2 values for 

endogenous latent variables are assessed as follows: 0.25 (substantial), 0.09 (moderate), and 

0.01 (weak). The results (see Table 5) show that the model explained the variance of 43.7% 

of consumer satisfaction, 52.6% of intention to recommend, and 39.4% of revisit intention. 

The value of Q2 is used to assess the predictive capabilities of the model. As a relative 

measure of predictive relevance, Q2 values of 0.02 (small), 0.15 (medium), and 0.35 (large) 

indicate that an exogenous construct has a predictive relevance for the endogenous construct 

(Hair Jr et al., 2021). Our results show that the Q2 values for our endogenous constructs are 

0.381 (consumer satisfaction), 0.356 (intention to recommend), and 0.237 (revisit intention). 

Thus, it is safe to conclude that the model has predictive relevance and capabilities. 

After establishing the model's predictive relevance and capabilities, an inner model 

was generated using a bootstrapping procedure (5,000 subsamples) to test the hypotheses. 

Table 4 shows the results of the direct relation of our model. The results show that escapism 

(β = 0.189; t-value = 2.111; p < 0.05), Entertainment (β = 0.346; t-value = 3.473; p < 0.01), 
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and esthetic (β = 0.279; t-value = 3.307; p < 0.01) have a positive and significant direct effect 

on consumer satisfaction. Thus, the data supported H1, H3, and H4. However, education 

does not significantly impact consumer satisfaction (β = -0.035; t-value = 0.475; p > 0.1). 

Therefore, H2 is not supported by the data. The results also indicate that both intention to 

recommend (β = 0.725; t-value = 14.020; p < 0.01) and revisit intention (β = 0.627; t-value 

= 9.297; p < 0.01) are positively affected by consumer satisfaction. As a result, the evidence 
supports H5 and H6. 

 

 Table 5. Results of Structural Equation Analysis  

Path β STDEV T statistics 

Esthetic → Consumer Satisfaction 0.279 0.084 3.307* 

Education → Consumer Satisfaction -0.035 0.074 0.475ns 

Entertainment → Consumer Satisfaction 0.346 0.100 3.473* 

Escapism → Consumer Satisfaction 0.189 0.090 
2.111* 

* 

Consumer Satisfaction → Intention to Recommend 0.725 0.052 
14.020 

* 

Consumer Satisfaction → Revisit Intention 0.627 0.067 9.297* 

Variance Explained (R2) 

Consumer Satisfaction 0.437 

Intention to Recommend 0.526 

Revisit Intention 0.394 

Note: β: Path Coefficient; * p < 0.1; ** p < 0.05; *** p < 0.01; ns not significant 

Source: Author's own creation, 2023 

This study provides a comprehensive examination of the factors that influence 

consumer satisfaction and the subsequent behavioural intentions in the specific context of 

music festivals and concerts. The findings contribute valuable insights into the intricate 

dynamics of event experiences, offering a nuanced understanding of attendee satisfaction 

and its implications for future consumer behaviour. 

The analysis clearly demonstrates that escapism, entertainment, and esthetic factors 

play pivotal roles in shaping consumer satisfaction at music festivals and concerts. The 

significance of these hedonic aspects underscores the power of events. Hedonic consumption 

relates to multisensory, fantasy, and emotive aspects of experience, providing an escape from 

the ordinary, offering entertainment, and creating esthetically pleasing experiences 

(Armbrecht & Andersson, 2020; Hirschman & Holbrook, 1982). These findings align 

seamlessly with existing literature that underscores the pivotal role of hedonism in 

influencing consumer satisfaction (Grappi & Montanari, 2011) For music event attendees, 

the emotional and sensory elements of escapism, entertainment, and esthetics contribute to 

the reinforcement of satisfaction, making these factors crucial elements for event organizers 

aiming to create memorable and satisfying experiences (Garrod & Dowell, 2020; Wood & 

Kinnunen, 2020). These elements resonate deeply with the desires of attendees to experience 

something out of the ordinary, enriching their sensory and emotional engagement. 

Entertainment, in particular, stands out among these factors as having the largest 

impact on satisfaction. This can be attributed to its direct engagement with the emotional and 

sensory responses of the audience. Entertainment at music events typically involves a 
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blend of live performances, interactive elements, and perhaps digital enhancements that 

collectively produce a rich, engaging atmosphere (Pizzolitto, 2023). This aspect of the 

experience is not merely about passive observation but involves active participation and 

emotional investment from the audience, which intensifies their overall event satisfaction 

(Komarac & Ozretić Došen, 2022). 

Moreover, the entertainment value at music festivals often serves as a catalyst for 

memorable experiences. High-quality, engaging entertainment is likely to elicit strong 

emotional reactions of joy, excitement, and awe, which are fundamental in creating lasting 

memories (Wu et al., 2024). These emotional responses are crucial as they directly influence 

attendees' satisfaction and their subsequent decisions to share their positive experiences 

through word-of-mouth and to return to future events (Wei & Miao, 2017). 

Contrary to our initial beliefs, this study objects to conventional expectations by 

showing that education does not significantly impact consumer satisfaction within the 

context of music festivals and concerts. However, these results are in line with the findings 

by Yürük et al. (2017) that also finds that education does not affect satisfaction in a music 

event context. The education aspect of events contributes to the cognitive aspect of an 

experience. At the music festival or concert, participants are more passive in comparison to 

any other type of event. Thus, this makes them less inclined to engage in cognitive-type 

activities as they are more likely only want to absorb stimulus (Oklevik et al., 2022). 

Moreover, the study emphasizes the pivotal role of consumer satisfaction in shaping 

critical behavioural intentions among attendees. The intention to recommend the event and 

express a desire to revisit is significantly influenced by the level of satisfaction experienced 

during the music festival or concert (Llopis-Amorós et al., 2019). Satisfied consumers 

emerge as ambassadors for the event, fostering positive word-of-mouth and contributing to 

the potential for long-term customer loyalty (De Nisco et al., 2017). This highlights the 

practical significance for event organizers to prioritize attendee satisfaction, as it enhances 

the current event experience and influences future attendance and promotion (Mainolfi & 

Marino, 2020). 

This study also offers valuable insights for event organizers in the music festival and 

concert industry, specifically providing practical implications designed to enhance attendee 

satisfaction and foster positive behavioural outcomes in the future. First, event organizers 

should prioritize the creation of immersive and esthetically pleasing experiences that provide 

an escape for attendees. Incorporating elements that stimulate Entertainment and sensory 

delight can significantly contribute to heightened satisfaction levels. The strategic use of 

lighting, stage design, and visual esthetics can amplify the overall event experience, leaving 

a lasting impression on attendees (Edensor, 2015; Tan et al., 2023). 

Second, recognizing the significant impact of escapism and entertainment on 

satisfaction, event organizers should collaborate closely with artists and performers to curate 

experiences that resonate with attendees (Minor et al., 2004). Engaging artists who can create 

immersive and emotionally resonant performances aligns with the desires of the audience, 

potentially elevating the overall satisfaction of the event (Tung Au et al., 2017). A well- 

crafted and engaging stage performance has the power to transport individuals from their 

everyday reality into a state of heightened emotion, imagination, and sensory experience. 

Furthermore, understanding the strong influence of consumer satisfaction on 

behavioural intentions, organizers should actively encourage attendee advocacy. 

Implementing social media engagement initiatives and post-event activities strategies can 
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help capture and leverage positive word-of-mouth (Strand & Robertson, 2020). A simple 

strategy to promote the action of sharing highlights and captivating moments by creating 

specific hashtags and interactive posts will prompt user-generated content. Providing 

exclusive, sharable, behind-the-scenes content will also give an incentive to keep the post- 

event engagement high. Interacting with the followers by responding to comments, 

reposting, and expressing gratitude will foster a sense of community. 

Additionally, initiatives that incentivize repeat attendance can contribute to the 

cultivation of long-term customer loyalty. Providing special discounts, early bird access, or 

exclusive perks for those expressing their intention to revisit. Personalizes communication 

channels, such as targeted email or social media direct messages, will also allow for a more 

direct form of communication to share a more tailored information or offerings. 

Furthermore, knowing the non-significant impact of education on consumer 

satisfaction, event organizers should tailor their marketing and communication strategies to 

focus on the emotional and experiential aspects of the event rather than relying on 

educational components. Highlighting the entertainment value, diverse musical offerings, 

and unique experiences can be more effective in attracting and satisfying a broad audience 

(Dobson, 2010). 

 
CONCLUSIONS 

In conclusion, this study sheds light on the intricate dynamics of consumer 

satisfaction and behavioural intentions within the context of music festivals and concerts. 

The positive and significant relationship identified between escapism, entertainment, and 

esthetic factors and attendee satisfaction underscores the pivotal role of hedonic experiences 

in shaping perceptions. The non-significant impact of education prompts gives a piece of 

evidence to event organizers to focus their strategies on the emotional and experiential 

dimensions that resonate most strongly with their audience. 

The study further highlights the critical influence of consumer satisfaction on 

behavioural intentions, as satisfied attendees demonstrate a higher prospect of 

recommending the event and signal an intention to revisit it. This point stresses the 

importance of delivering a positive, memorable experience, actively cultivating positive 

word-of-mouth, and fostering long-term customer loyalty. 

While this study provides valuable insights, there are avenues for future research that 

can extend our understanding of consumer behaviour in the context of music festivals and 

concerts. One limitation of this study is the potential simplification of contextual and 

demographic variation among respondents. While this research identifies key factors of the 

attendee's experience (i.e., esthetic, education, entertainment, and escapism), it may not 

capture the complexity of individual preference to its fullest. This study relies on 

generalization and may not account for a diverse segment of the audience with unique 

expectations and backgrounds. 

Future research should delve deeper into the diversity of audiences and their specific 

preference by taking into account individual characteristics such as socioeconomic status, 

age, cultural background, etc. For instance, as indicated by (Oklevik et al., 2022), the 

educational level had mixed effects on satisfaction across different event types, suggesting 

a nuanced influence that varies with the nature of the event. Therefore, future studies could 
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benefit from investigating how educational engagement, specifically during diverse event 

formats, such as rehearsals or competition-based concerts, affects consumer behaviour and 

satisfaction. Such an exploration would enrich the theoretical framework and offer practical 

guidance for organizers on effectively incorporating educational elements to enhance 

attendee experiences. 

Furthermore, another promising avenue is to investigate the role of technology in 

shaping customer satisfaction. With the increasing integration of interactive technology in 

live events, understanding how these innovations impact satisfaction could provide valuable 

insights. Exploring the influence of personalized digital experience, social media interaction, 

and mobile applications could help event organizers leverage these technologies effectively. 

Lastly, this study acknowledges a fundamental limitation in its analysis due to the 

diverse nature of concerts in Indonesia, which vary widely not only by musical genre (e.g., 

K-pop, EDM, indie, and rock) but also by the type of event (e.g., concert, festival, recital, 

private events, etc.). These variations introduce complexities in uniformly assessing and 

comparing experiences, potentially affecting the generalizability of the research findings 

across different types of events (Pizzolitto, 2023). Thus, future research should aim to 

specifically address the diversity of concert types by developing a more segmented approach 

in the study of music concert experiences. This could involve a comparative analysis of how 

different genres and event types influence audience perceptions, engagement levels, and 

economic impacts. 
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ABSTRACT 

Staycation has been growing and continuously gaining popularity in Indonesia during and after the COVID-19 

pandemic. This study aims to identify segments of staycation tourists/staycationers in Jakarta, one of Indonesia's 

most popular staycation destinations. Using quantitative methods, this study implements a proportional sampling 

design based on accommodation types with a total of 130 valid and reliable online questionnaire surveys. This 

study identifies factors and clusters using lifestyle variables from Activity, Interest, and Opinion (AIO) Model 

and examines their correlation with demographic, geographic, and behaviour segmentation. Data were analysed 

by descriptive statistics, including factor analysis, cluster analysis, discriminant analysis, and cross-tabulation 

analysis. The findings revealed four types of staycationers in Jakarta: (1) I-want-everything staycationers, (2) 

independent and attention seekers, (3) indulgent shopaholics, and (4) culture and local adventurers. Profiles and 

characters of each staycationer segment were analysed, giving significant knowledge about staycation market, 

particularly in Jakarta. Thus, this study offers valuable information for tourism and hospitality businesses to 

focus on the most potential market segment. 

Keywords: AIO model, lifestyle segmentation, market segmentation, marketing, staycation 
 

 

INTRODUCTION 

Amid economic euphoria induced by the tourism sector, on March 12, 2020, the World 

Health Organization (WHO) announced COVID-19 as a global pandemic; thus, various policies 

to prevent virus transmission were domestically and internationally issued (Sigala, 2020). Due 

to strict procedures such as travel and mobility bans, community lockdowns, and stay-at-home 

campaigns, alternative tourism called staycation arose and became a new trend. A staycation is 

generally defined as a local travel activity by tourists/residents on a daily trip at or near their 

homes without travelling abroad (Wong et al., 2021). In Indonesia, the staycation trend is 

defined as a vacation activity carried out by living or settling in a place (for example, a hotel or 

villa) not far from home or still in the same city (Purnamasari, 2020). Thus, a staycation is a 

unique phenomenon where residents reinvent their city from tourists’ perspective with the help 

of the local hotel industry that offers leisure facilities and activities (Sadhale & SuvarnaSathe, 

2021). 

In Indonesia, staycation activities have increased dramatically within the past few 

years, especially during the COVID-19 pandemic, due to restricted mobilisation policies 
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(Ministry of Tourism and Creative Economy of Indonesia, 2021b). According to data released 

by Thinkwithgoogle.com, there was a 220% increase in searches for “staycation” in Indonesia 

in 2020, much higher than the 150% increase in 2019 when staycations were still relatively new 

and not widely known in Indonesia. The main staycation destinations in Indonesia during 2020 

are Jakarta, Bandung, and Surabaya, followed by Malang, Yogyakarta, Solo, Semarang, and 

Bali (Ministry of Tourism and Creative Economy of Indonesia, 2021a). Jakarta is considered 

the most significant city for staycation activities in Indonesia, with a significant number of 

staycation markets with interest such as work from hotels and special occasion celebrations. 

The Agoda Survey (2021) shows that a staycation has become a new trend in celebrating the 

turn of the year, where Indonesian tourists, especially in Jakarta, prefer to stay in an upscale 

hotel to pamper themselves during the turn of the year. In addition, Jakarta is one of the cities 

with a significant public interest in doing staycations for work, where complete room facilities 

such as comfortable work corners and stable internet connections are the main attractions 

(Godeleova, 2020). These highlight Jakarta as a unique and important staycation market, thus 

confirming the research focus on the staycation market in the Jakarta area. 

However, the increasing demand for staycation activities exposes tourism business 

businesses to a new problem, mainly how to build a compelling package to develop a staycation 

demand base (Espaillard et al., 2021). This situation indicates the importance of analysing and 

studying the staycation phenomenon to obtain a complete and in-depth understanding of the 

staycation market. The idea of a staycation is still relatively new, so empirical studies of 

consumer behaviour in this market are not widely available (James, 2014). Research on 

staycation tourist analysis was carried out by Espaillard et al. (2021) in Canada and James 

(2014) in the US, who analysed several potential staycation markets in each region. Research 

on the development of the staycation phenomenon in Indonesia was carried out by the 

Indonesian Ministry of Tourism and Creative Economy in collaboration with the Faculty of 

Tourism of Udayana University in 2021 to understand staycation markets in Bali. Nevertheless, 

the research conducted on the lifestyle segmentation of staycationers was still limited nationally 

and globally. 

Lifestyle segmentation research has begun to be widely applied in various fields. 

However, in Indonesia, lifestyle segmentation in the tourism sector was carried out by Srihadi 

et al. (2016), who investigated foreign tourists visiting Jakarta. Through demographic-related 

questions and 38 AIO questions, 4 (four) foreign tourist segments were obtained: culture 

interest shopaholic, sporty culture explorer, aspiring vacationer, and want-everything 

vacationer. Even though many researchers have been studying the phenomenon of staycation 

in Indonesia, research focusing on the segmentation of staycation tourists in Indonesia has yet 

to be found. This study attempts to fill the knowledge gap within the research universe by 

analysing profiles and segmentation of staycation tourists in Jakarta primarily using lifestyle 

segmentation. Therefore, the findings of this research can complement and enrich the literature 

related to staycation in Indonesia. 

This research aims to identify and analyse existing segments of staycationers in Jakarta, 

Indonesia, through analysis of lifestyle aspects along with geographic, demographic, and 

behavioural backgrounds. Thereby providing a better understanding of the characteristics of 

each segment as the basis for formulating the right strategy or package. Drawing on the theory 

of market segmentation in tourism, consumer lifestyle, and the concept of staycation, three 

research questions were constructed as follows: (1) What are the segments of staycationers in 

Jakarta through the lifestyle clustering (2) What are the demographic, geographic, and 
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behavioural profiles of staycationers in Jakarta, (3) What are the characteristics of each segment 

of staycationers in Jakarta. The contributions of this study to the literature on segmentation and 

marketing of tourism are in two ways: first, by presenting the use of demographic, geographic, 

behavioural, and lifestyle segmentation for identifying staycation markets; second, by 

developing marketing strategies and packages based on the identified segments. This research 

can be applied as a reference for further studies on the development of staycationers 

segmentation analysis in the other parts of Indonesia, not to mention other types of tourism. 

 

METHODS 

This research combined 4 (four) segmentation methods: geographic, demographic, 

behaviour, and lifestyle. The originality of this research is a segmentation analysis of staycation 

market using lifestyle segmentation of Activity, Interest, and Opinion (AIO) Model from 

Plummer (1974), which has not been studied before in Indonesia. From the 9 (nine) activity 

dimensions, 9 (nine) interest dimensions and 9 (nine) opinion dimensions proposed by 

Plummer, only 5 (five) activity dimensions, 4 (four) work dimensions and 5 (five) opinion 

dimensions were used in this study. The selection process of lifestyle dimensions was based on 

which dimensions are relevant to staycation activities, which is supported by previous works by 

James (2014) and Srihadi et al. (2016). The lifestyle dimension can be found in Table 1. 

Table 1. The Lifestyle Dimension 
Activities Interests Opinions 

Work Family Themselves 

Hobbies Home Social issues 

Social events Job Politics 

Vacations Community Business 

Entertainment Recreation Economics 

Club membership Fashion Education 

Community Food Products 

Shopping Media Future 

Sports Achievements Culture 

Source: Plummer, 1974 

Other segmentations are widely used for segmentation analysis, such as geographic, 

demographic, and behaviour segmentation. Kotler (2007) described geographic segmentation 

as dividing the market into distinct geographic units, such as states, regions, provinces, cities, 

settlements, or neighbourhoods. In this study, geographic segmentation used the city as the 

geographic variable. Demographic segmentation differentiates customer groups into 

demographic units such as age, family size, family life cycle, gender, income, occupation, 

education, religion, race, generation, nationality, and social class (Kotler. 2007). Demographic 

variables used in this study are gender, age, occupation, family life cycle, and income. In 

behavioural segmentation, buyers are divided into groups based on their knowledge, attitude, 

use, or response to a product (Kotler, 2007). This research used previous research from the 

Ministry of Tourism and Creative Economy in 2021, which led to the selection of behavioural 

variables, including accommodation type, saving preference, travel purpose, information 

source, transportation mode, travel companion, frequency, duration, distance, and spending 

amount. 
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The conceptual framework developed for this study is presented in Figure 1. Several 

variables for segmenting the market are geographic (X1), demographic (X2), behavioural 

(X3), and psychographics/ lifestyle (X4). Initially, a segmentation based on travellers’ 

lifestyles was conducted to separate the market into several homogenous groups/clusters. 

Following this process, the relationship between identified clusters and their geographic, 

demographic, and behavioural background is systematically analysed to gain comprehensive 

characteristics of each group. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. The conceptual framework with research objectives 
Source: own elaboration, 2021 

This study used purposive convenience techniques to select samples. The survey 

respondents included Jakarta residents who had a staycation trip in Jakarta. The selection 

criteria for staycationers participating in this study included being permanent/temporary 

residents of Jakarta, having had a staycation trip within the past two years, and enjoying in- 

house facilities as primary activities. Busnawir (1982) states that a sampling procedure has 

two requirements: representative and adequate. Fulfilling the first requirement, the design 

sample in this study was proportionally obtained from staycationers who stayed at 5 (five) 

accommodation categories. The accommodation categories included 4-5-star chain hotels, 4- 

5-star non-chain hotels, 3-star hotels, non-star hotels, and villas/apartments. The second 

requirement of an adequate sample amount is conducted based on the cluster analysis rules, 

which need five times the number of variables and are even more acceptable when using a 

10:1 ratio (Hair, 2010). Based on the base 10:1 ratio of cluster analysis, a total target of 130 

samples was constructed from the 13 lifestyle variables used in this study and distributed in 

the five categories, as seen in Table 2. The study survey was conducted during the first quarter 

of 2021 through an online survey by distributing a questionnaire created in Jotform. 

Research Variables 

Quantitative Variable 

Measurement: 
Ordinal Scale 

Quantitative Variable Measurement: 

Nominal Scale 

Psychographics / Lifestyles Variables (X4) 

Activities: 

• Work 

• Entertaiment 

• Vacation 

• Shopping 

Interest: 

• Family 

• Recreation 

• Food 

• Achievement 

Opinions: 

• Themselves 

• Social Issues 

• Products 

• Future 

Aims : 
1. Identify the segment of staycationes 

in Jakarta through the lifestyle 

clustering. 

Geographic Variable (X1) 

2. Identify the demographic, 

geographic and behavioural profiles 

of each segment of staycationers in 

Jakarta. 
3. Analyse the characteristics of each 

segment of staycationers in Jakarta. 

Demographic Variable 

(X2) 

Behavioral Variable (X3) 

Factor and Cluster Analysis 
AIM1 : Segmenting the market based on their lifestyles Descriptive Analysis 

AIM2 : Profiling the market based on 

geographic, demographic, behavioural aspects 

Cross-Tab Analysis 
AIM3 : Analysing the characteristics of the 

identified segments 
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Table 2. Sample Distribution per Category 

Category Sample Amount  Percentage (%) 

4-5 Star Chain Hotels 26  20 

4-5 Star Non-Chain Hotels 26  20 
3 Star Hotels 26  20 

Non-Star Hotels 26  20 
Villas/Apartments 26  20 

TOTAL 130  100% 

Source: own elaboration, 2021    

The questionnaire used in the study comprised three parts, including two filter 

questions to identify respondents’ definitions of residential and staycation. The first part 

consisted of six questions about the demographic and geographic aspects such as city, gender, 

age, occupation, family life cycle, and income. The second part comprised ten behavioural 

questions, including accommodation type, saving preference, travel purpose, information 

source, transportation mode, travel companion, frequency, duration, distance, and spending 

amount. The third part contained 36 AIO measurement items covering tourists' activities, 

including how they spent their time and money, their interests, and their opinions about 

themselves and their surroundings. Notably, several questions representing work, vacations, 

entertainment, shopping, and sports are used to measure activities; family, recreation, food, 

and achievements are used to measure interest; themselves, social issues, products, future, and 

culture are used to measure opinions. The AIO statements were generated based on previous 

research and were measured on a five-point Likert-type scale, in which 1 = strongly disagree, 

2 = disagree, 3 = neutral, 4 = agree, and 5 = strongly agree. However, compared to the previous 

study, the selection of lifestyle indicators and statements was adjusted to ensure that the 

questionnaire items corresponded precisely with the research aim and targeted respondents. 

Statistical Package for the Social Science (SPSS) version 25 was used to analyse and 

interpret data. After data were collected from respondents, validity and reliability tests were 

conducted. Subsequently, all data were tested thoroughly by descriptive analysis using factor 

analysis, cluster analysis (K-Means), and cross-tabulation. First, factor analysis was used to 

reduce 36 AIO statements into more specific factors by choosing a variable with a strong 

correlation. Second, validity and reliability tests tested factors from the previous analysis. 

Third, valid factors were processed using non-hierarchical K-Means cluster analysis to 

classify staycationers into exclusive mutual groups (Srihadi et al., 2016). Fourth, discriminant 

analysis was carried out to validate the cluster analysis results. Lastly, the study used cross- 

tabulation and chi-square analysis to examine whether there was a relationship between 

demographic, geographic, and behavioural variables with the established lifestyle 

clusters/segments. 

 

RESULTS 

The geographic profiles show that most respondents are from South Jakarta. Looking 

specifically at the demographic profiles, the majority of respondents were female (52.3%), 

between 25-34 (58.5%), employed (86.2%), young singles (46.2%), and had an income <15 

million/month (56.9%). Respondents’ behaviour when having a staycation shows that most of 

them use the internet as the primary source of information (84.6%), prefer private vehicles for 
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mobilisation (66.9%), travel with family members (47.7%), have a regular staycation for 1-6 

times/year (75.4%), length of stay around 1-2 nights (89.2%), search for 0-15km staycation 

destination distance from home (39.2%), spend around <2 million/trip (51.5%), think that 

staycation is saving travelling expenses (77.7%), and allocating the saving for another 

staycation trip in the future (40%). 

Table 3. Behavioural profiles of respondents (N=130) 
 Frequency (%)  Frequency (%) 

Staycation Purpose  Distance  

Vacation/sightseeing 8 (6.2) 0 - 15 km 48 (36.9) 

Rest and relaxation 65 (50) 16 - 30 km 51 (39.2) 

Business/Working 8 (6.2) 31 - 45 km 14 (10.8) 

Family Togetherness 40 (30.8) 46 - 60 km 9 (6.9) 

Socialisation/Celebration 9 (6.9) > 60 km 8 (6.2) 

Information source  Length of stay  

Internet 110 (84.6) 1 - 2 nights 116 (89.2) 

Friends/relatives 20 (15.4) 3 - 4 nights 14 (10.8) 

Travel Companion  Frequency/year  

Alone 18 (13.8) 1 - 6 times 98 (75.4) 

Family 62 (47.7) 7 - 12 times 25 (19.2) 

Friend 24 (18.5) 13 - 18 times 6 (4.6) 

Partner 26 (20) > 24 times 1 (0.8) 

Staycation expense/trip  Accommodation type  

< IDR 2 million 67 (51.5) 4 - 5 stars chain 26 (20) 

IDR 2 - 5 million 49 (37.7) 4 - 5 stars non-chain 26 (20) 

IDR 6 - 10 million 10 (7.7) 3 stars 26 (20) 

IDR 11 - 15 million 2 (1.5) non star 26 (20) 

> IDR 15 million 2 (1.5) villa/apartment 26 (20) 

Saving opinion  Saving allocation  

Yes 101 (77) For future staycation 52 (51.5) 

No 29 (22.3) For staying extension 9 (8.9) 
  For saving 40 (39.6) 

Transportation mode    

Public transportation 12 (9.2)   

Private vehicle 87 (66.9)   

Online transportation 31 (23.8)   

Source: Processed data, 2021 

Factor analysis of staycationers’ lifestyles. Factor analysis requires several 

fundamental tests: Kaiser Meyer Olkin (KMO) and Bartletts Test of Sphericity, Measure of 

Sampling Adequacy (MSA), and Communalities. Two items with MSA values below 0.5 

were removed from the analysis, leaving 34 AIO statements that fulfil all the requirements. 

A factor analysis with a varimax rotation was then performed to identify the primary lifestyle 

factors among staycationers. Items with a loading factor lower than 0.40 were removed, and 

the remaining items were reanalysed. The procedure was repeated until only items with a 

factor loading above 0.40 were attained. High correlations between a factor and its items can 

be seen from high factor loading values. Ten factors with eigenvalues greater than 1.00 were 

identified, explaining 67.604% of the variation. After that, the reliability test was carried out 

to ensure the consistency and feasibility of each factor used. Eight factors with high- 

reliability coefficients were exposed, accounting for 60.06% of the total variance. Table 4 
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and Table 5 illustrates the result of factor analysis and the reliability coefficients computed 

for each factor. 

Table 4. Factor analysis result I 

Factor Loading 

Factor 

Eigen 

value 

Variance 

(%) 

Reliability Mean Overall 

mean 

 

Factor 1: Culture Adventurous  7,59 22,33 0,762  4,16 

I am full of enjoyment and 0,699    4,13  

discover a challenge everyday       

I am interested in a different way 

of life 

0,752    4,25  

I enjoy meeting new people 0,483    3,77  

I like exploring a different culture 0,650    4,25  

Immersing myself in the culture 0,646    4,42  

while on vacation is important to       

me       

Factor 2: Aspiring Economizer  3,11 9,16 0,759  4,35 

I feel responsible to complete any 0,576    4,55  

work       

I often shop at discount stores 0,402    3,88  

I enjoy a quiet and happy private 0,581    4,49  

life with my family       

I am sure that my life is 0,697    4,48  

meaningful       

I feel optimistic about my future 0,802    4,35  

Factor 3: Sociable and Family  2,44 7,17 0,565  3,99 

My entertainment is to go out 0,762    4,01  

with friends       

Travelling with family comforts 0,421    4,19  

me       

I enjoy eating out at a 
restaurant/café with friends 

0,605    3,93  

I like spending time with my good 0,846    4,07  

friends       

I frequently visit friends and 0,632    3,73  

relatives       

Factor 4: Foodie and Local  1,87 5,51 0,694  3,95 

Explorer       

I like to go on recreational trip 0,510    3,36  

such as going to an amusement       

My recreational activities happen 0,682    3,94  

around my house/city       

I love visiting local 0,567    4,15  

eateries/cafes/restaurants       

I am interested in trying new 0,703    4,22  

foods       

Personal goals that I established 0,517    4,06  

are practical and feasible       

Source: Processed data, 2021 
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Table 5. Factor analysis result II 

Factor 5: Indulgers  1,66 4,88 0,687  4,53 

I prefer vacations that help me 0,628    4,61  

relax       

I look for coziness when I choose 0,634    4,6  

a vacation destination       

I enjoy socializing or entertaining 0,596    4,51  

I believe tourism can contribute to 0,652    4,41  

the conservation of nature and       

culture       

Factor 6: Shopaholic  1,46 4,28 0,626  2,89 

I usually buy well-known brands 0,746    2,83  

I spend a lot of money on 0,761    2,94  

shopping       

Factor 7: Attention Seeker  1,35 3,96 0,489   

When I have a problem, I turn to 0,597    3,35 3,37 

family or relatives for help in       

solving it       

I like to try new products when 
they come out on the market 

0,761    3,38  

Factor 8: Active Achiever  1,22 3,59 0,444  4,17 

I like taking outdoor trip on the 0,752    4,01  

weekend to escape from the       

routine       

I pay attention to my personal 0,491    4,33  

achievements       

Source: Processed data, 2021 

The first factor was named ‘Culture adventurous’, which represented 22.33% of the 

total variance, with a Cronbach’s alpha value of 0.762. The first factor describes 

staycationers who courageously enjoy new challenges and unique, adventurous lives, are 

fascinated by exploring and learning about different cultures, and love to meet people. The 

second factor was labelled ‘Aspiring economizer,’ explaining 9,16% of the total variance 

with a Cronbach’s alpha value of 0.759. The second factor describes staycationers who feel 

optimistic about the future, see life as meaningful, work responsibly, enjoy a quiet and 

private life with family, and often shop at discount shops. The third factor was ‘Sociable and 

family traveller’, describing 7.17% of the total variance with a Cronbach’s alpha value of 

0.565. The third factor describes staycationers who love to spend time and hang out with 

friends, enjoy eating out in restaurants/cafés, frequently visit friends and relatives, and are 

comfortable travelling with family. The fourth factor was named ‘Foodie and local explorer’, 

representing 5.51% of the total variance with a Cronbach’s alpha value of 0.694. The fourth 

factor describes staycationers who prefer a recreational trip near home, love outdoor 

recreation such as an amusement park, regularly visit local restaurants, are interested in 

trying new foods, and set feasible personal goals. The fifth factor was labelled ‘Indulgers’, 

explaining 4.88% of the total variance with a Cronbach’s alpha value of 0.687. The fifth 

factor describes staycationers who prefer relaxed vacations, look for cosiness when choosing 

a vacation destination, enjoy socialising or entertaining outdoors, and positively believe 



Shinta Wardhani, Segmentation Analysis of Staycationers... 79 
 

tourism can contribute to the conservation of nature and culture. The sixth factor was marked 

‘Shopaholic’, describing 4.28% of the total variance with a Cronbach’s alpha value of 0.489. 

The sixth factor describes staycationers, who spend a lot of money on shopping and usually 

buy well-known brands. The seventh factor was marked ‘Attention seeker’, describing 

3.96% of the total variance with a Cronbach’s alpha value of 0.489. The seventh factor 

describes staycationers who rely on family relatives’ help when solving problems and love 

to try new products in the first launch. The eighth factor was ‘Active achiever,’ representing 

3.59% of the total variance with a Cronbach’s alpha value of 0.444. The eighth factor 

describes staycationers who prefer outdoor trips on the weekend to escape from the weekday 

routine but also pay attention to personal achievements. 

Table 6. Statistic summary of cluster analysis 
 

 Cluster 1  Cluster 2 
Cluster 

 3  
Cluster 4 

   
 

F 
 

Sig. 

(n=69)  (n=20) (n=12) (n=29)   

Culture Adventurous 4,30  3,65 3,68 4,58 29,02 0,00 

Aspiring Economizer 4,39  3,91 3,77 4,34 23,70 0,00 

Sociable and Family 
Traveller 

4,26  3,49 3,65 3,81 10,94 0,00 

Foodie and Local Explorer 4,08 3,70 3,48 3,99 2,52 0,06 

Indulgers 4,62 4,20 4,48 4,57 0,77 0,51 

Shopaholic 3,28 2,38 3,25 2,16 30,04 0,00 

Attention Seeker 3,43 3,58 2,71 3,34 8,66 0,00 
Active Achiever 4,12 3,53 3,67 3,88 2,40 0,07 

 

Cluster Name 

 

Source: Processed data, 2021 

I-Want- 

everything 

staycationers 

Independent 

& Attention 

Seekers 

Indulgent 

Shopaholic 

Culture & 

Local 

Adventurers 

Clusters of staycationers’ lifestyles. Using the silhouette plot to measure the 

significance of graphic length, an optimal number of four clusters was determined, 

appropriately defining the preferred interpretation, meaning, and size. The silhouette plot 

assesses the quality of a cluster solution, enabling the effectiveness of object classification 

and distinguishing clear-cut clusters from weak ones (Landau et al., 2011). The K-Means 

clustering method was then performed to group the previously formed factors. The mean 

value was used to interpret and name the clusters. Mean values above 4.00 indicate that a 

tourist lifestyle attribute is essential, while those below 4.00 indicate that the attribute has 

low importance. As shown in Table 6, the 130 respondents were grouped into four clusters: 

(1) I-want-everything staycationers (53%), (2) independent and attention seekers (15%), (3) 

indulgent shopaholics (9%), (4) culture & local adventurers (22%). 

Discriminant Analysis. A discriminant analysis was performed to validate the result 

of the cluster analysis. The analysis examines the differences among the four clusters and 

the specified variables that distinguish the clusters. The analysis also measures the accuracy 

degree of respondent classification. Three canonical discriminant functions were calculated 

and found to be statistically significant; function 1 explained 43.4% of the variance 

(eigenvalue = 1.843, Wilks’ Lambda = 0.076, x2 = 316.274, df = 24, Sig. = 0.000). Function 

2 explained 39.7% of the variance (eigenvalue = 1.684, Wilks’ Lambda = 0.217, x2 = 

187.766, df = 14, Sig. = 0.000). Function 3 explained 16.9% of the variance (eigenvalue = 
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0.715, Wilks’ Lambda = 0.583, x2 = 66.326, df = 6, Sig. = 0.000). In total, 96.9% of the 130 

grouped cases were correctly classified. 

Geographic, demographic, and behaviour profiles within clusters. After 

completing the cluster analysis and determining its accuracy, chi-square tests for 

independence analysis and cross tabulation were conducted on each cluster using the 

respondents' geographic, demographic, and behaviour profiles. Based on the chi-square test 

results, the variables significantly correlate with the clusters are staycation frequency 

χ2=17.845, p=0.037) and staycation saving opinion (χ2=12.208, p=0.07). In short, the four 

clusters significantly differ regarding staycation frequency and staycation savings opinions. 

Understanding the psychographic segmentation in each cluster and analysing it more deeply 

through cross-tabulation tests with other segmentations. The interpretation of the statistics is 

explained through detailed descriptions for each segment as below. 

Cluster 1: I-Want Everything Staycationers. In this study, staycationers in Jakarta 

have similar characteristics to Indulgers looking for a quiet, relaxing vacation and 

comfortable accommodation destinations. Cluster 1 comprises 69 respondents, representing 

53% of the sample, the largest segment with eight essential factors. This cluster represents 

people with considerable responsibility and achievement, an optimistic attitude and a high 

social spirit. Staycationers in this cluster are happy and feel comfortable when travelling with 

their family due to their value of a quiet and happy life. This segment enjoys meeting new 

people and socialising, such as hanging out, eating out, and doing other activities with friends 

and relatives. They usually go out on weekends to take a break from the routine. During a 

staycation, they prioritise a relaxing vacation and a quiet and comfortable destination. They 

like a wide range of activities related to the outdoors, culture, cuisine, and shopping. They 

love to explore and learn about new cultures. They love to try new foods and visit local 

eateries. Shopping activities are also part of the lifestyle in this segment. The I-want- 

everything staycationer is the only segment with the most representative age classes, with 

the highest percentage of 59.4% aged 25-34. Most of this segment comes from South Jakarta 

(44.9%) with young singles (49.3%) and families with children (39.1%) life cycles. They 

like a staycation in non-chain 4-5 star hotels with a distance of around 0 – 30 km (77.1%), a 

duration of 1-2 nights (85.5%) but sometimes up to 3-4 nights (14.5%). This segment 

represents the middle-high-income class (46.3%) with higher spending than other segments. 

The staycation frequencies preferred in this cluster are 1-6 times/year (76.8%). The purpose 

of a staycation is to rest and relax (56.5%) with their family and partner (66.7%) and friends 

(20.3%). 

Cluster 2: Independent and Attention Seekers. Cluster 2 consists of 20 respondents, 

representing 15% of the sample. This cluster represents people who tend to withdraw from 

social activities and strongly desire to succeed in work and personal achievement. 

Staycationers in this cluster tend to be more self-centred than others, supported by the fact 

that young singles dominate this cluster and the highest percentage of travelling alone. They 

have a considerable interest in new things related to personal achievement. Activities that 

attract attention, such as attending product launches, are highly favoured by this segment. 

However, they are not interested in buying branded goods or spending too much money 

shopping. They prioritise a relaxing vacation and a comfortable destination when doing a 

staycation. They love exploring their surrounding areas, such as recreational parks and local 

eating places. The activities must offer a unique experience, allowing them to become the 

centre of attention. The Independent and attraction lover is a segment with most of the 25- 
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44 age group residing in East Jakarta. Most of this segment prefers staycation trips at 4-5 

star hotel chains with a further distance of about 16-30 km (55%) and, therefore, chooses to 

use private vehicles for staycations (85%). The majority are young singles (55%) with a 

greater propensity to travel alone than other segments (25%). They make the lowest possible 

expenditure of <2 million (60%) but with a more regular frequency compared to other 

clusters by 7-12 times (30%) and 13-18 times (20%). The purpose of a staycation is rest and 

relaxation (50%). 

Cluster 3: Indulgent Shopaholics. Cluster 3 comprises 12 respondents, representing 

9% of the sample; the prominent factors are Indulgers and Shopaholics. This cluster 

represents people with high needs and desires in their personal development. In social life, 

they tend to be more flexible; they like socialising with friends and relatives but maintain 

privacy by avoiding unnecessary attention. Staycationers in this cluster love to go outside 

after work or weekends to relieve fatigue and routine. Among other clusters, this segment 

likes to spend time shopping. They have good knowledge of various brands and are willing 

to buy well- known brands. During a staycation, they seek a comfortable place for relaxation 

and tranquillity. Their interest in shopping activity is the primary consideration for a 

staycation location close to a shopping centre or city centre. The Indulgers shopaholic is a 

segment with the majority of the 25-34 age group (58.3%) living in South Jakarta, and it is the 

only cluster with all respondents working as employees. They like staycations in 

villas/apartments and three stars hotels with close distances from their homes, about 0-15 

km (66.7%), so having a more flexible transportation mode compared to other clusters, such 

as private vehicles (50%), public transportation (25%) and online transportation (25%). The 

frequency of staycations in this cluster is entirely dominated by staycationers who do 

staycations 1-6 times per year (91.7%) and duration of 1-2 nights (100%). This cluster 

primarily consists of young singles and young couples without children (75%), with the 

lowest income among the four clusters, <15 million per year (91.7%). Therefore, they are 

spending money carefully and prioritising savings. Therefore, they do not consider 

staycations as saving benefits (58.3%) and tend to use excess vacation money as savings 

(60%). This cluster is the largest segment with staycation’s purpose of celebrating special 

days (25%) and has the lowest percentage of travelling alone compared to other clusters 

(8.3%). 

Cluster 4: Culture and Local Adventurers. Cluster 4 consisted of 29 respondents 

representing 22% of the sample, with essential factors of Culture adventurous and Foodie & 

Local explorer, indicating people who like challenges. However, they also value a quiet and 

happy life with their family. Staycationers in this cluster like outdoor trips to relieve fatigue 

due to routine. In addition, they are interested in learning about different cultures and local 

life. They care about diversity and are comfortable and excited to know new people and their 

culture. They want to explore their surroundings and the locals on a staycation trip. Their 

preferred activities are mainly related to local culture and cuisines. Among other clusters, 

this segment is the least likely to spend time and money shopping, thus having a high 

sensitivity for discounts. The Culture and local adventurous is the only cluster with 

representative respondents from all Jakarta regions, with the highest distribution of the young 

age group (Gen Z) of 18-24 (17.2%). They like staycations in hype non-star hotels to see 

local life better than other types of accommodation. Although most prefer a staycation 

distance of no more than 30 km from their residence, they are also willing to travel more 

than 60km (10.3%). This segment has a staycation frequency of no more than 12 times/year 

with quite varied lengths of stays: 1-2 nights (89.7%) and 3-4 nights (10.3%). Dominated by 
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families with children (51.7%) from low to middle-income classes, this cluster is quite 

generous for a staycation spending of 2-5 million (34.5%) and 11-15 million (6,9%). This 

segment is the largest segment that relies on friends/relatives’ recommendations for a 

staycation decision. They do a staycation for family togetherness (41.4%) and 

business/working. They are more likely to travel with a partner/spouse than other clusters 

(31%). 

 

 

DISCUSSION 

The findings revealed four clusters of I-Want Everything Staycationers, Independent 

and Attention Seekers, Indulgent Shopaholics and Culture and Local Adventurers. This 

study adopted the AIO Model from Plummer (1974), which classifies consumers into 

different lifestyles based on activities, interests, and opinions. Therefore, the study 

successfully measures staycationers’ activity in Jakarta regarding how they spend their time, 

what interests are vital for them, self-opinions about themselves and their surroundings, and 

some essential life achievements. Previous research on lifestyle conducted by James (2014) 

in the US found 4 (four) segments of staycationers: Socialites who are adventurous eaters, 

Adventurous eaters, Television/movie buffs, and Culture enthusiasts. This research shows 

that several primary attractions of staycations, such as culinary, adventurous activities, 

movies, and culture, have shaped the characteristics of staycationers. In addition to this 

knowledge, the findings in this study contribute new findings that shopping and local 

wisdom also become vital attractions for staycationers in choosing their destinations. 

The findings also explained each cluster's characteristics based on geographic, 

demographic, and behavioural segmentation. The geographic profiles of staycationers in 

Jakarta showed that most staycationers resided in South Jakarta. This is supported by the fact 

that South Jakarta is the center of hype and has a high level of lifestyle in Jakarta. Related to 

the demographic profiles, the findings in this research show that staycationers in Jakarta are 

dominated by millennials and Gen Y cohort groups who are digital natives. Thus, they are 

familiar with the internet and various mobile applications and usually search for information 

and book-staying packages online. This aligns with research by Srihadi et al. (2016), who 

found that the demographic profile shows foreign tourists visiting Jakarta are Gen X and Gen 

Y, with independent travel patterns and advanced technology in look, book, and pay 

activities. In addition, the finding about the family cycle of millennials and Gen Y, who are 

majorly single, added information to the previous research conducted by Yesawich (2010) 

and James (2014), who identified young families with children as one of the segments 

frequently doing staycationers. 

Related to behaviour segmentations, the findings showed that staycation preferences 

of Jakarta’s staycationers are a maximum distance of 30 km, a length of stay of 1 -2 nights 

(commonly booked on weekends), and a budget of around 5 million for one staycation trip. 

These findings added new insights about the consumer behaviour of staycationers in Jakarta 

that complemented the previous research by the Ministry of Tourism and Creative Economy 

(2021) about behavioural characteristics of staycationers in Bali. Therefore, research on 

different provinces in Indonesia could be compared and analysed for a thorough market 

strategy for staycation activities. 
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The scientific implications of this study are the contribution to putting a definition on 

staycation. There are many perceptions of the definition of staycation. A staycation is 

generally defined as a local travel activity by tourists/residents on a daily trip at or near their 

homes without travelling abroad (Wong et al., 2021). Tore (2021) defined staycation as 

travelling locally on a small and intimate scale with family or friends. Purnamasari (2020) 

stated that a staycation is staying at least one night in a rented place, such as a hotel or a villa 

near or in the city of residence. Moreover, Li (2022) mentioned that staycationers mainly 

engage in leisure activities inside the hotels. At the same time, Yesawich (2010) put a 

minimum stay of one night and approximately 80 km from the place of residence for 

staycation activities. This study defines staycation as alternative tourism that allows people 

to have a leisure experience by staying at least one night in a local near-home lodging and 

enjoying in-house hotel facilities as their main activities. 

Managerial implications of this study related to the idea of a staycation, which is still 

relatively new, so knowledge about the lifestyles, geographic, demographic, and behavioural 

profiles of staycationers would enable lodging businesses to understand the market better. 

The findings of this study have provided practical guidance for tourism businesses, 

particularly lodging businesses, by identifying four segments of staycationers in Jakarta. 

Therefore, new or improved strategies for the staycation market can be implemented based 

on the identified characteristics of each segment. Details of the promotion strategies for each 

segment are explained in the Table 7. In summary, lodging marketers can offer a unique 

staying product and service tailored based on market needs and preferences while attentively 

building a more resilient business in the long run through business diversification. 

Table 7. Proposed Promotion Strategies 
 

Clusters Potential Staycation Package 

I-Want Everything 

Staycationer 

 

 

Independent and 

Attention Seekers 

• On-site activities such as yoga classes, free bicycle rent, batik workshop 

• On-site Spa voucher with special discounts for all family members 

• Free kids meal for in-room dining order 

• Welcome treats and camping tent gimmicks for children 

• Information maps about hidden local gems and iconic places 

• Thematic dinner package with special rates 

• Room upgrade with bathtub/jacuzzi or floating breakfast in pool 

• Free on-site vehicles such as bicycles and scooters 
 

Indulgent Shopaholic • Shopping coupons/vouchers in the nearest shopping center 

• Special room rates at the special moments such as Jakarta Great Online 

Sale (JOGS), End Year Midnight Sale 

• Free shopping bag with unique design 

• Gathering facility for friends and family 
 

Culture and Local 

Adventurers 

 

 

Source: Own elaboration, 2021 

• Walking tour and heritage trail activities to the nearest culinary icon and 

museum with local guide 

• Complimentary voucher to the local museum, restaurants and events 

• Shuttle bus to the culture attractions nearby hotel 

 

 

CONCLUSIONS 

This study aimed to determine the staycationers segment in Jakarta, examine the 

demographic, geographic, and behavioural profiles of staycationers in Jakarta, and assess 
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the characteristics of each identified segment. This study has identified eight lifestyle factors 

and four segments of staycationers in Jakarta, namely I-want-everything staycationers, 

Independent and attention seeker, Shopaholic indulgers and Culture and local adventurous. 

The four clusters have similar essential factors of Indulgers, showing that respondents doing 

staycation generally look for relaxing holidays and comfortable destinations. Apart from this 

similarity, each cluster has unique factors that differentiate one another. The finding 

highlights the importance of segmentation analysis in understanding existing staycation 

markets, thus underlying fundamental knowledge for further targeting and positioning 

strategies. 

Several limitations in this study need to be addressed. The major limitation of this 

study is the adequate number of respondents, which can be improved in future research. 

Although the current study is based on a small sample of respondents, the finding 

successfully identifies several representative market segments covering actual situations and 

market conditions. Since this study was limited to staycationers in Jakarta, the conceptual 

model developed in this research can be used as a reference for future study and be applied 

to a broader scope in the Indonesian context, as well as a more advanced study of comparison 

between different provinces. Finally, a different setting of post-pandemic market research 

will be insightful in understanding the market development after the border reopening. 

Further research with more respondents and a broader location scope must be carried out to 

continuously establish relevant and up-to-date market knowledge within new tourism 

circumstances in a post-pandemic world. 
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ABSTRACT 

Electric vehicles (EV) are new products that will replace conventional vehicles. Previous studies on factors 

influencing EVs purchase intention rarely includes the impact of social media factors. This study aims to build a 

comprehensive model examining factors that influence consumer intention to purchase EVs. Based on the theory 

of reasoned action and risk-benefit model, this study incorporates social media relevance, vendor trustworthiness, 

vendor expertise, social influence, and perceptions of EV benefits and risks. Data is collected through online 

surveys. 295 data were obtained and analyzed by exploratory factor analysis and multiple regression using SPSS. 

The results show that perceived relevance to social media has the greatest influence on EV purchase intention, 

followed by perceived benefits and risks, social influence, and vendor expertise, while vendor trustworthiness 

didn’t have a significant impact. This study’s result contributes to the knowledge of EV buying factors and offers 

managerial implications for EV providers’ business strategy. 

 

Keyword: factor, purchase intention, social media, theory of reasoned action, electric vehicle 
 

 

INTRODUCTION 

Electric vehicles (EV) have gained more popularity these recent years. The market of EV 

in some countries has begun to take shape. However, the EV market in Indonesia is still in its 

infancy. Based on Gaikindo’s report on electric car sales, only 705 units were sold in 2019, 

consisting of 685 units of hybrid type and 20 units of Plug-in Hybrid Electric Vehicle (AHK 

Indonesien, 2021). Indonesian Transportation Ministry reported that the country had only total 

14,400 EVs with 12,464 electric motorcycles and 1,656 electric cars as of mid-November 2021 

while they already had about 15.7 million units of passenger car and 115 million units of 

motorcycle in total on the road at 2020 (Shofa, 2022). The Indonesian Transportation Ministry 

reported that the increase in electric vehicles to April 2022 was about 5,400 units, thus total 

electric vehicles in Indonesia were about 20,000 units (Gunawan, 2022). This shows that the 

EV population in Indonesia is still very low, but the market interest has increased significantly. 

The Indonesian government itself has officially announced its roadmap to become a major 

player in the global EV market through the Minister of Industry Regulation No. 27 of 2020, 

which stated a plan to have annual local production capacity of more than 0.6 million units of 

electric cars and 2.45 million units of electric motorcycles by 2030 (AHK Indonesien, 2021). 
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However, as innovative products often carry both positive and negative consequences, it is 

necessary to analyze factors that can reduce the potential customer’s hesitation to adopt EV 

technology, hence enabling the acceleration of EV adoption in Indonesia. 

As customers nowadays are perceptually and behaviorally more engaged to social media, 

social media platforms are increasingly being used for marketing and advertising of products 

and services. In an era where technological advances have changed the nature of interaction, 

social media are becoming new places where government, people, organizations interact with 

each other socially, politically, educationally and commercially, leading to the exchange of 

thoughts, information, products and services (Alalwan, 2018). Social media marketing can even 

result in electronic word-of-mouth which may be useful for introducing technologically- 

innovative new products like EV. However, the high cost and time spent on social media 

advertisement (ads), coupled with very low sales when introducing technologically-innovative 

new products on the market of EV, makes it important to design social media ads that 

successfully attracts and engages customers, also motivates them to purchase EV despite of the 

perceived risk. Thus, social media ads may also play an important role to accelerate EV 

adoption in Indonesia. 

A wide range of studies has been done on examining purchase intention of EV using 

different variables such as attitudes, subjective norms, behavioral control (Bhutto et al., 2022), 

social influence, technical factors, socio-economic factors (Miranda & Delgado, 2020), among 

others. Research related to the online engagement impact on EV purchase intention in the U.S 

has been conducted by Nguyen & Chaudhuri (2019) but the scope of online engagement 

discussion was only related to e-WOM volume and sentiment. Other research trying to 

understand the formation of consumer beliefs when facing new technologies was conducted by 

Featherman et al. (2021). It tried to explore the relation of belief in vendor trustworthiness & 

expertise in perception of EV adoption’s benefits & risks and its subsequent impact on EV 

purchase intention in the U.S, and suggested that further research can be done by varying the 

brand, target market, and presentation of information to explore more about the formation of 

belief in vendor expertise and trustworthiness, and assessments of the technology adoption’s 

risks and benefits. Meanwhile, limited research conducted in Indonesia related to EV purchase 

intention examined factors such as sociodemographic, financial, technological (Utami et al., 

2020), functionality, emotion, cost of ownership and car identity (Febransyah, 2021). Thus, 

there has been no research that specifically examines the influence of social media 

advertisement engagement on the EV products purchase intention in Indonesia, when actually 

social media advertisement has been proven to influence customers especially for first-time 

purchase of the products (Bughin et al., 2010). Advertisement in social media has been widely 

used these days to promote products, however its effectiveness to enhance purchase intention 

of technologically-innovative new products like EV hasn’t been observed. It makes engagement 

on EV social media ads an interesting and important topic to research. 

This study tries to analyze the impact of social media ads engagement on EV purchase 

intention to gain more insight and enrich understanding of EV purchase intention driving factors 

that has been found by Featherman et al. (2021). The research question that will be answered 

by this research is “How are the effects of social media ads (measured by perceived relevance) 

along with perceived risk, perceived benefit, vendor expertise, vendor trustworthiness and 

social influence on consumer purchase intention of EVs in Indonesia?” It aims to examine the 

effect of social media ads (measured by perceived relevance) on EV purchase intention in 

Indonesia, along with other factors that influence the formation of consumer beliefs when facing 
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new technologies, such as perceived risk, perceived benefit, vendor trustworthiness, vendor 

expertise and social influence. This study is important because it offers empirical insights for 

EV marketers to adjust their digital marketing strategy especially on social media advertising 

to develop meaningful communication that makes customers more engaged, enhances 

consumer belief in EV adoption and in turn, enhances EV purchase intention. In addition, for 

EV manufacturers, this research can be taken into consideration for their efforts to continue to 

develop their brand so that they become the choice of Indonesian consumers. By supporting EV 

manufacturers and marketers, this research will also contribute to the achievement of 

Indonesian government targets in the acceleration of EV adoption in Indonesia. 

To achieve the objective of this study, the main theoretical framework underlying this 

research is theory of reasoned action (TRA), because it has been widely applied in innovative 

technology adoption research thus enabling easy comparison of the research result (Lai, 2017). 

In addition, it has a long history of application in various field, providing a robust foundation 

of methodological approach and empirical support. Compared to the theory of technology 

acceptance model (TAM) which only focus on perceived usefulness and perceived ease of use 

while ignoring the social influence, TAM doesn’t address the intrinsic motivations, so its 

application in a customer setting, where technologies are adopted not just for completing tasks 

but also for meeting emotional needs might be limited (Taherdoost, 2018). Meanwhile, 

compared to the theory of planned behaviour (TPB) which incorporates perceived behavioral 

control on top of attitude and subjective norm, the theory of reasoned action (TRA) is simpler 

as it focuses on 2 primary determinants of behavioral intention (attitude and subjective norm) 

which make it easier to be applied, measured, and communicated, especially where the control 

over behavior is not an issue or the behavior is under volitional control (Madden et al., 1992). 

According to Fishbein & Ajzen (1975), theory of reasoned action is used to understand 

and predict human behavior by examining the underlying motivation of performing an action 

(which in this study refers to the actual purchase of EV products). It states that the direct 

determinant of an actual behavior is the intention to perform it. The intention itself is influenced 

by attitudes (the way individuals feel towards a particular behavior) and subjective norms 

(social pressure from relevant groups to perform / not perform the behavior, which in this study 

is manifested as a social influence variable). Meanwhile, attitude towards a particular behavior 

is influenced by the evaluation of potential outcomes (positive / negative outcome) and strength 

of behavioral beliefs regarding the outcomes (whether the outcome is probable). 

By referring to the theory of reasoned action, to get people to actually purchase EV 

products, it’s essential to understand factors that influence their purchase intention, which are 

factors that represent or affect the person’s attitude and subjective norm of EV purchase. 

Regarding this matter, the research of Abzari et al. (2014) showed that marketing 

communication through social media influences brand attitude and has a significant impact on 

intention to purchase. Hence, engagement on social media marketing may affect intention to 

purchase. Consumer engagement itself, according to Watkins et al. (1991) possess similarities 

with relevance in structure because companies also try to more engaged future customers by 

enhancing their relevance in consumers’ minds. Thus, perceived relevance can be used as 

operational variables that represent social media ads engagement in this research. It has also 

been proved to have significant influence towards purchase intention at the research of Alalwan 

(2018). 

In addition, the importance of understanding the drivers of attitude towards purchase 

behavior also encourages the use of the risk-benefit model as the second theory that underlies 
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this research. According to the risk-benefit model, a technology acceptance depends on the 

customer’s perception / belief of the risk and benefit (Bruhn, 2007). As perceived risk can be 

considered as potential negative consequences, perceived benefits can be considered as 

potential positive consequences of adopting the new technology (M. Featherman et al., 2021). 

Both may influence customer’s belief and their subsequent attitude towards EV purchase. 

Sweeney et al. (1999) defined perceived risk as the customer's subjective expectations of 

a loss. Mitra et al. (1999) found that risks even delay purchase decisions. In the case of EV 

adoption in the U.S., Featherman et al. (2021) also demonstrated that perceived risk reduces 

purchase intention, because EV adoption inherent some risks as it’s radically innovative 

technology which requires large expense (for the product purchase and possible home 

infrastructure upgrades), and also behavioral change. However, customers in different country 

may have their own unique traits, attitude and behavior (Jarrett, 2017). 

Meanwhile, perceived benefit can be defined as the customer's subjective expectations of 

benefits obtained from the product consumption experience. It has a significant impact on 

customer’s intention to purchase certain products (Kim et al., 2008). Porter & Donthu (2006) 

stated that customers will likely overcome difficulties of adopting new technology if there are 

substantive perceived benefits. 

In addition, Featherman et al. (2021) found that vendor trustworthiness significantly 

decreases perceived risk while also increases perceived benefit of EV adoption, thus increases 

EV purchase intention in the U.S. Gefen (2002) defined vendor trustworthiness as belief about 

reputation, credibility and honesty of a particular vendor in conducting business. It's an 

especially important determinant of purchase intention when involving risky product purchase. 

Belief of vendor expertise also becoming a purchase decision criterion (Lafferty et al., 

2002) as customers prefer to engage with more knowledgeable and experienced vendors (Laura 

Yale & Gilly, 1995), especially when involving expensive and innovative-related purchases. 

Belief of vendor expertise refers to customer’s belief about a vendor’s knowledge, skill, 

competency, and experience. Customers proactively review vendor competency, practices, 

policies, and reputation to be used as decision criterias (Ohanian, 1990). 

Another important factor for purchase decision of a radically-innovative product like EV 

is social influence. Social influence is a manifestation of subjective norm in the theory of 

reasoned action (M. Featherman et al., 2021). Bearden & Rose (1990) defined social influence 

as a process where customers consider their important referents’ opinions for important 

purchases, and often make choices that others will agree with. Research of Gunawan & Huarng 

(2015) reported that social influence has a positive influence on purchase intention. 

In addition to the factors influencing purchase intention mentioned above, perceived 

relevance is also believed to play a significant role. Perceived relevance is the degree to which 

customers perceive an ads related to them or their values / may contribute to the achievement 

of personal goals in some way (Zhu & Chang, 2016). Alalwan (2018) stated that customers are 

likely to purchase products presented in social media ads if they feel the ads are related to their 

personal preferences and interests. Pavlou & Stewart (2000) also demonstrated that 

personalization, as an effort to increase perceived relevance, has a positive impact on trust, 

purchase intention and satisfaction. 

Based on the theoretical foundation, proposed conceptual framework, and literature 

above, the following hypothesis are proposed: 

H1: Perceived risk influences the purchase intention of EVs negatively. 

H2: Perceived benefit influences the purchase intention of EVs positively. 
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H3: Belief of vendor trustworthiness influences the purchase intention of EVs positively. 

H4: Belief of vendor expertise influences the purchase intention of EVs positively. 
H5: Social influence has a positive impact on the purchase intention of EVs. 

H6: Perceived relevance of social media ads has a positive impact on the purchase 
intention of EVs. 

 

METHOD 

To achieve the objective of this study, by referring to the theory of reasoned action and 

risk-benefit model, the conceptual research model was developed (Figure 1). This study adopts 

the research model of Alalwan (2018) which used perceived relevance of social media ads to 

predict purchase intention as operational variables of social media ads engagement. This study 

also adopted the research model of Featherman et al. (2021) which used perceived benefit, 

perceived risk, vendor trustworthiness, vendor expertise and social influence as antecedents of 

EV purchase intention. Each construct was tested by using items adapted from previous studies 

and adjusted to electric cars context in Indonesian language. The measurement items for 

perceived relevance were adopted from Zeng et al. (2009), which were also used by Alalwan 

(2018). Perceived benefit was measured using items adopted from Forsythe et al. (2006), while 

perceived risk was measured using items from Featherman & Hajli (2016). Vendor expertise 

and trustworthiness measurement items were adapted from Featherman et al. (2010), Newell & 

Goldsmith (2001), and Ohanian (1990). All of the measurement items for perceived benefit, 

perceived risk, vendor trustworthiness, and vendor expertise were also used and modified from 

Featherman et al. (2021). While social influence’s measurement items were adopted from 

Fishbein & Ajzen (1975), purchase intention’s measurement items were adopted from both 

Featherman et al. (2021) and Alalwan (2018). A 7-point Likert scale was used to measure all of 

the main questionnaire items, from 1 (strongly disagree) to 7 (strongly agree). 

 

Figure 1. Research Model 

   Source: Featherman et al. (2021) & Alalwan (2018) 

 

The data was collected through convenience sampling (non-probability sampling, from 
people who were available and willing to take part) by online questionnaire survey. Before 
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conducting the main survey, a pilot study with 53 respondents was conducted, and it reported 

that the language used was clear. At the main survey, the sample was screened to ensure that 

they know about electric car existence in Indonesia and own minimum an account in social 

media platforms. Preliminary analysis consists of Kaiser-Mayer-Olkin and Bartlett's Test were 

conducted to know sample adequacy for conducting factor analysis. Exploratory Factor 

Analysis (EFA) was then conducted to ensure the factor's convergence and adequate level of 

validity is achieved (factor loading > 0.5), also Cronbach’s alpha test to ensure variable’s 

reliability (Cronbach’s alpha > 0.7). After ensuring the questionnaire items were valid and 

reliable, Multiple Regression Analysis was conducted to examine the impact of independent 

variables (perceived relevance of social media, perceived risk, perceived benefit, vendor 

trustworthiness, vendor expertise, and social influence) on dependent variables (EV purchase 

intention) at 0.05 significance level. 

 

RESULT AND DISCUSSIONS 

The respondents who participated in this study should know about electric vehicles 

existence in Indonesia and own minimum an account in social media platforms. Out of 315 

respondents who filled out the questionnaire, 20 responses were categorized as invalid data. 

Therefore, 20 data were omitted (resulting 295 data) and then analyzed by using SPSS. The 

respondent’s profile was summarized in Table 1. 

Table 1. Respondents’ Profile 
Information  Percentage 

Gender Male 73% 
 Female 27% 

Age 18-34 years old 31.9% 
 35-44 years old 40.7% 
 45-59 years old 27.5% 

Education High school 15.6% 
 Diploma 5.4% 
 Bachelor 58% 
 Master 18.6% 
 Doctoral 2.4% 

Monthly expenses (excluding primary < Rp 2.000.000 21.4% 

& secondary needs) Rp 2.000.000 - Rp 5.999.999 38% 
 Rp 6.000.000 - Rp 9.999.999 14.2% 
 Rp 10.000.000 – Rp 19.999.999 13.9% 
 > Rp 20.000.000 12.5% 

Account ownership in social media platform Facebook 80.3% 
 Instagram 85.8% 
 Twitter 43.4% 

Preferred vendor for EV Hyundai 36.9% 
 Nissan 10.2% 
 Tesla 36.6% 
 Honda 37.6% 
 Toyota 45.4% 
 Wuling 10.8% 
 BMW 15.3% 
 Mitsubishi 13.9% 
 Chevrolet 5.4% 

Source: Data analysis result using SPSS, 2022   
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Table 2. Validity and Reliability Test Result 
Variables  Instruments Factor 

Loading 

Perceived Risk PR1 I may sometimes forget to charge my EV and then I would lose 0.634 

(Cronbach’s Alpha  time having to find recharging stations that take at least an hour  

0.752)  for a recharge.  

 PR2 There will be hidden costs with owning an EV. 0.714 
 PR3 Driving outside of my town with my EV would add stress to my 0.733 
  life if I have difficulty recharging (anxiety).  

 PR4 Because of the advanced GPS and computer system, my 0.726 
  personal driving information may no longer be private.  

 PR5 EV price is expensive even after tax rebates, so there is the risk of 
losing money if it does not last many years. 

0.704 

Perceived Benefit PB1 A benefit from buying an EV would be the pride & satisfaction 0.723 

(Cronbach’s Alpha  that I contribute to improve environment.  

0.686) PB2 I’d save my time by never again waiting for oil change. 0.635 
 PB3 If I purchase an EV and was the driver, my friends and I could 0.670 
  share a fun, innovative new lifestyle together.  

Vendor TR1 The existing electric car vendor that I like is honest. 0.748 

Trustworthiness TR2 The existing electric car vendor that I like is reliable. 0.780 

(Cronbach’s Alpha TR3 The existing electric car vendor that I like is sincere. 0.785 

0.933) TR4 The existing electric car vendor that I like is trustworthy. 0.740 

Vendor Expertise EXP1 The existing electric car vendor that I like is an expert. 0.795 

(Cronbach’s Alpha EXP2 The existing electric car vendor that I like is knowledgeable. 0.809 

0.952) EXP3 The existing electric car vendor that I like is innovative. 0.818 
 EXP4 The existing electric car vendor that I like has genius 0.770 
  engineering.  

 EXP5 The existing electric car vendor that I like is qualified. 0.787 
 EXP6 The existing electric car vendor that I like is skilled. 0.770 

Social Influence SI1 I would discuss an EV purchasing decision with my parents or 0.772 

(Cronbach’s Alpha  elders to seek their advice and approval.  

0.763) SI2 I would discuss an EV purchasing decision with important 0.790 
  friends to seek their advice and approval.  

 SI3 People who are important to me, would think that I should choose 0.536 
  an EV for my next automobile.  

Perceived RLV1 Social media advertising of EV is relevant to me 0.749 

Relevance of RLV2 Social media advertising of EV is important to me. 0.819 

social media RLV3 Social media advertising of EV means a lot to me. 0.832 

(Cronbach’s Alpha RLV4 Social media advertising of EV fits to my interest. 0.832 

0.967) RLV5 Social media advertising of EV fits to my preferences. 0.816 
 RLV6 Overall, I think social media advertising of EV fits me. 0.790 

Purchase Intention PI1 I would be willing to buy an EV. 0.704 

(Cronbach’s Alpha PI2 I would recommend EVs to friends or relatives. 0.706 

0.947) PI3 I am already comfortable with EVs and have decided that 0.644 
  owning an EV is in my future.  

 PI4 I will buy EV that is advertised on social media. 0.799 
 PI5 I desire to buy EV promoted in on social media ads. 0.761 
 PI6 I’m likely to buy EV that is promoted on social media. 0.741 
 PI7 I plan to purchase EV that is promoted on social media. 0.735 

Source: Data analysis result using SPSS, 2022 

 

Based on Table 1, the ratio of male and female respondents in this study was less balanced. 
However, based on Bannister et al. (2013) gender doesn’t influence customer’s attitude to the 
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purchase intention of products advertised in social media ads. In terms of age, the majority was 

from the age group of 35-44 years old (40.7%). Meanwhile, the respondents’ educational level 

varies, from mostly bachelor degree (58%) and master degree (18.6%), which shows that the 

majority of respondents have a good educational level. As for expenses, the majority of 

respondents spend more than Rp 2.000.000/month for non-primary and non-secondary needs, 

which infers that the majority of respondents were from middle and upper economic class 

(according to the Indonesian Ministry of Finance (2015), the middle-class income society has 

income starting from Rp 2.600.000 – Rp 6.000.000). In terms of account ownership in social 

media platforms, most of the respondents have an Instagram account (85.8% of respondents) 

and Facebook (80.4% respondents), but only 43.4% of respondents have an account on Twitter. 

Lastly, the order of preferred electric car vendors from the highest to lowest is Toyota (45.4%), 

Honda (37.6%), Hyundai (36.9%), Tesla (36.6%), BMW (15.3%), Mitsubishi (13.9%), Wuling 

(10.8%), Nissan (10.2%), and Chevrolet (5.4%). 

The Kaiser-Mayer-Olkin measure was found to be 0.944 (above the accepted value which 

is 0.5), indicating there was sufficient data for factor analysis. Barlett’s test of sphericity was 

also conducted to check whether there was redundancy between variables, by testing the null 

hypothesis that the original correlation matrix is an identity matrix. The significance of Barlett’s 

test was found p < 0.001 (significant, below 0.05), which indicated that the correlation matrix 

is significantly different from an identity matrix. Then, factor analysis was conducted to ensure 

factor’s convergence and validity (factor loading > 0.5), also variable’s reliability (Cronbach’s 

alpha > 0.7). Factor analysis results are shown in Table 2. 

Table 3. ANOVA Result 
 Model Sum of Squares Df Mean Square F Sig. 

1 Regression 226.408 6 37.735 84.496 .000 

 Residual 128.616 288 .447   

 Total 355.024 294    

a. Dependent Variable: Purchase_Intention 

b. Predictors: (Constant), PRelevance, PRisk, Social_Influence, PBenefit, VExpertise, VTrustworthiness 

Source: Data analysis result using SPSS, 2022 

The model found from multiple regression analysis was statistically significant with p 

<0.001 (Table 3). Based on Adjusted R2, variables of perceived risk, perceived benefit, vendor 

trustworthiness, vendor expertise, social influence and perceived relevance were able to explain 

63% of the variance of EV purchase intention in Indonesia (Table 4). Autocorrelation was also 

tested using Durbin-Watson and the value found was 1.970. As the Durbin-Watson value was 

almost 2, thus there was no autocorrelation in the model. 

 

Table 4. Summary of the Regression Model 
Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin- 

Watson 

1 0.799 0.638 0.630 0.66827 1.970 

a. Predictors: (Constant), PRelevance, PRisk, Social_Influence, PBenefit, VExpertise, VTrustworthiness 
 

b. Dependent Variable: Purchase_Intention 

Source: Data analysis result using SPSS, 2022 
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Table 5. Multiple Regression Analysis Result 
 

Model Standardized 

Coefficients 

t Sig. Collinearity Statistics 

 

 Beta   Tolerance VIF 

1 (Constant)  2.564 0.011   

 PRisk -0.096 -2.659 0.008 0.961 1.040 

 PBenefit 0.209 4.963 0.000 0.708 1.412 

 VTrustworthiness 0.028 0.526 0.599 0.459 2.179 

 VExpertise 0.143 2.592 0.010 0.412 2.427 

 Social_Influence 0.192 4.356 0.000 0.644 1.552 

 PRelevance of soc media 0.428 8.434 0.000 0.487 2.051 

Source: Data analysis result using SPSS, 2022 

 

Multicollinearity was then tested using tolerance value and variance inflation factor (VIF). 

No multicollinearity will be indicated by a tolerance value of 0.1 or higher (Arrenberg, 2020), 

and VIF less than 3. Based on the result (Table 5), it was found that no multicollinearity problem 

exists in this study. 

This study was conducted with the intention of examining social media ads engagement 

(which is measured by perceived relevance) that along with other factors which influence 

customer beliefs formation when facing new technologies (perceived risk, perceived benefit, 

vendor trustworthiness, vendor expertise, social influence) could shape the customer’s purchase 

intention. Based on the theory of reasoned action, it’s essential to understand factors that 

influence purchase intention to get people to actually purchase certain products (Fishbein & 

Ajzen, 1975), which in this study refers to factors that represent or affect the person’s attitude 

and subjective norm of EV purchase. Social media platform as the new places where people, 

organizations, and governments interact with each other socially, politically, educationally and 

commercially, is believed to be useful for introducing technologically-innovative new products 

like electric car, due to its role in leading the exchange of thoughts, information, products and 

services (Alalwan, 2018). However, as promoting in social media ads requires a high cost and 

time, there’s a concern whether social media ads really attract customers. The hypothesis test 

result of this study is shown in Table 6 and Figure 2. 

Table 6. Hypothesis Test Result 
Hypothesis Parameter 

Estimates 

p-values Status 

H1: Perceived risk influences the purchase intention of EVs -0.096 0.008 Accept 

negatively.    

H2: Perceived benefit influences the purchase intention of EVs 
positively. 

0.209 0.000 Accept 

H3: Belief of vendor trustworthiness influences the purchase 0.028 0.599 Reject 

intention of EVs positively    

H4: Belief of vendor expertise influences the purchase intention 0.143 0.010 Accept 

of EVs positively.    

H5: Social influence has a positive impact on the purchase 0.192 0.000 Accept 

intention of EVs.    

H6: Perceived relevance of social media ads has a positive 0.428 0.000 Accept 

impact on the purchase intention of EVs.    

Source: Data analysis result using SPSS, 2022 
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Figure 2. Research Finding 
   Source: Data analysis result using SPSS, 2022 

   Notes: n.s.: not significant; * p < 0.05; ** p < 0.01; *** p < 0.001 
 

 

The results show support to the theory of reasoned action. Perceived risk, perceived 

benefit, belief of vendor expertise and perceived relevance of social media ads as factors 

influencing customer’s belief and their subsequent attitude towards EV purchase is found to be 

significantly influencing EV purchase intention. Social influence which is a manifestation of 

subjective norm in the theory of reasoned action also show a significant impact to EV purchase 

intention. Only the belief of vendor trustworthiness which doesn’t influence EV purchase 

intention significantly because it doesn’t impact the purchase intention directly. 

Perceived risk 

The perceived risks associated with EV adoption measured in this study was basically 

related to functional risk (difficulty in finding charging station), financial risk (hidden cost and 

depreciation), physical risk (security of personal information) and psychological risk (anxiety). 

Based on the regression result, customer’s purchase intention of electric car in Indonesia can 

be predicted by the perceived risk of EV adoption, as the p-value was found significant (p = 

0.008) at 0.05 level, with the effect of perceived risk demonstrating negative influence to 

purchase intention (β = -0.096). It means that as perceived risk of adopting electric cars 

increases, customer’s purchase intention towards electric cars decreases. Thus, H1 is accepted. 

Perceived risks exist as there are uncertainties of the final outcome and consequences, 

which are likely to be undesirable. It relates to potential losses in various dimensions, such as 

performance, physical, financial, psychological, social and time risk (Dowling, 1986). The 

perceived risks of adapting a new technology leads to negative attitudes toward it, which causes 

individuals to be reluctant to adapt it (Ram & Sheth, 1989). These perceived risks in turn delay 

purchase decisions (Mitra et al., 1999), thus resulting in negative significant influence to EV 

purchase intention. 
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In order to be successful in accelerating EV adoption, companies in the EV industry in 

Indonesia should try to minimize customer’s perceived risk by winning customer’s confidence. 

Bhukya & Singh (2015) suggested that companies can focus on promoting the product 

performance to minimize functional risk, positioning product according to price-quality 

association to minimize perceived financial risk, educating customer of the product quality to 

minimize physical risk, and adopting better customer relationship management while providing 

better service to minimize psychological risks. Thus, in terms of marketing efforts, companies 

in the EV industry in Indonesia should promote more on the performance of the electric cars, 

such as possible mileage traveled in different traffic conditions to minimize the perceived 

functional risk. They should also align their market positioning better according to price-quality 

association while also considering the purchasing power of their targeted market to minimize 

perceived financial risk. Meanwhile, to minimize perceived physical risk, companies can 

educate customers of the product quality such as the security system they used in the product 

(to ensure personal information security). Companies can also convince customers by 

promoting better service that they provide, also educating customers of the government’s 

support towards EV products (government plan related to national EV adoption target and 

benefit offered for adopting EV) to minimize psychological risks. In addition, Featherman et al. 

(2021) also found that customer’s belief of vendor trustworthiness and expertise reduce 

customer’s perceived risk, thus brand image should also be enhanced to reflect company’s 

trustworthiness and expertise, by communicating company’s skill and expertise further. Lastly, 

aside from marketing efforts, more importantly, companies also need to innovate EV products 

further to address customer’s concern operationally, thus further minimize customer’s 

functional, financial, physical and psychological risks. 

Perceived benefit 

Customer’s purchase intention of electric cars in Indonesia can also be predicted by the 

perceived benefit of EV adoption, as the p-value was found significant (p = 0.000) at 0.05 level. 

Perceived benefit was found to have a positive impact on the purchase intention (β = 0.209). It 

means that as perceived benefit increases, customer’s purchase intentions towards electric cars 

also increase. Therefore, H2 is accepted. This result is in accordance with the research of 

Schuitema et al. (2013) which demonstrated that customers’ perceived instrumental 

(functionality of the new technology), hedonic (emotional experience such as pleasure) and 

symbolic (sense of self / social identity from owning a new technology) attributes have 

substantive impact on the intention to purchase EV products. As such, companies in the EV 

industry in Indonesia are encouraged to communicate more about EV benefits through their 

ads, such as the benefits associated with the product, benefits offered by the company, and also 

benefits offered by the government, covering the 3 attributes (instrumental, hedonic and 

symbolic). The benefits stated in the ads may also be customized according to the targeted 

market to enhance audience’s engagement and generate purchase intention. 

Vendor trustworthiness 

Belief of vendor trustworthiness’ influence to EV purchase intention was found to be 

positive but insignificant (β = 0.028, p = 0.599) at 0.05, thus it can’t be used to predict EV 

purchase intention in Indonesia. Therefore, H3 is rejected. This result is different from the 

research result of Featherman et al. (2021) which demonstrated a positive significant influence 

of vendor trustworthiness towards EV purchase intention in the U.S, because reliable vendors 

were believed as being less risky, and customers are more inclined to purchase risky products 

from trustworthy vendors. A possible reason for the differences in trustworthiness significancy 
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is that the vendors used in this study are relatively new in the EVs operaration. Even though the 

vendors have operated for years in conventional vehicle, Indonesian consumers still do not 

know their performance in EVs. 

Customers already feel that the vendors are reliable in conventional cars, but not in EVs 

as EVs are considered new in Indonesia. In addition, many infrastructures such as charging 

stations or EV repair shops are still limited provided by the vendors. This makes the customers 

have limited trust for EV. In addition, Lien et al. (2015) found that trustworthiness doesn’t 

impact purchase intention directly. Instead, trustworthiness has a positive indirect impact on 

purchase intention, by being a mediator which enhances customers’ perceived value or benefit. 

As such, vendors in the EV industry in Indonesia are encouraged to improve customer’s belief 

of vendor trustworthiness. 

Vendor expertise 

Based on the regression result, the customer's purchase intention of electric cars in 

Indonesia can be predicted by the customer’s belief of the vendor's expertise, as the p-value was 

significant (p = 0.010) at 0.05 level. Customer’s belief of the vendor expertise was found to 

influence customer’s purchase intention in a positive way (β = 0.143). It means that the more 

customers believe in the EV vendor expertise, the more likely they intend to purchase the EV 

product. Therefore, H4 is accepted. This result is in accordance with the research result of Aaker 

et al. (2012) which demonstrated that consumers desire products from brands they perceive as 

highly competent brands. The belief of high competence in a particular brand enhances 

consumer confidence / positive evaluation of the brand’s product quality and performance, 

hence advancing brand trust and intention to purchase the product (Xue et al., 2020). As such, 

companies in the EV industry in Indonesia are suggested to convince customers by increasing 

brand image through communication about their skill and expertise especially in EV production. 

Social influence 

The positive effect of social influence to EV purchase intention in Indonesia was found to 

be significant (β = 0.192, p = 0.000 at 0.05). Therefore, H5 is accepted. It means that Indonesian 

customers ask for opinion and approval from references / important people for EV purchase 

decisions. According to AFS (2022), Indonesian people tend to ask opinion from parents or 

other important persons as a form of respects as they’re considered to have more experiences 

in life, not as a form of dependency. The Cultural Atlas (2022) also stated that conservative 

conduct is the norm in Indonesian people as they don’t want to risk losing face in their society 

by doing something inappropriate, so they usually act with restraint to protect their self-worth 

and peer perception. This result is in line with the research result of Featherman et al. (2021) 

which demonstrated that social influence has a positive significant impact on EV purchase 

intention in the U.S, especially on younger customers who were influenced by parents, elders and 

important friends. As such, companies in the EV industry in Indonesia are encouraged to attract 

not only the potential EV user customer but also attract those people who being their ‘influencer’ 

and ‘decision maker’ in their EV purchase decision making. 

Perceived relevance 

Customer’s perceived relevance to social media ads of EV products was found to 
significantly affect EV purchase intention in Indonesia, as the p-value was found significant (p 

= 0.000) at 0.05 level. Perceived relevance positively influences the purchase intention (β = 

0.428), and it has the largest value of coefficient in this model, which indicates that it is the 

most influencing factor affecting EV purchase intention. Therefore, H7 is accepted. This result 
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implies that customers tend to purchase EV products advertised in social media ads the more 

they feel the social media ads related to their own personal goals, values, preferences, and 

interest (Zhu & Chang, 2016). This result is also in accordance with the result of Alalwan (2018) 

that demonstrated a positive significant influence of perceived relevance to customer’s purchase 

intention in Jordan. Hence, companies in the EV industry in Indonesia need to try to engage the 

potential customers by enhancing relevance in consumers’ minds, as suggested by Watkins et 

al. (1991). Pavlou & Stewart (2000) suggested that enhancing relevance can be done by 

personalization of ads. Zhu & Chang (2016) further explained that companies should customize 

their ads to their targeted customer’s lifestyle, needs, characteristics and interests to be more 

capable in delivering their message. 

 

CONCLUSION 

This research examined the effect of social media ads engagement on electric car purchase 

intention in Indonesia, along with other factors that influence customer beliefs formation when 

facing new technologies (perceived risks, perceived benefits, vendor trustworthiness, vendor 

expertise, social influence). By using multiple regression analysis, it was found that customer’s 

perceived relevance towards social media ads has the greatest effect to EV purchase intention 

in Indonesia, followed by perceived benefit, social influence and beliefs of vendor expertise, 

which also significantly influence purchase intention in a positive way. Perceived risk also 

significantly influences EV purchase intention. Meanwhile, vendor trustworthiness doesn't 

significantly influence EV purchase intention. 

As such, EV practitioners in Indonesia are very encouraged to enhance EV relevance in 

consumers’ minds through ads personalization according to target market’s characteristics, 

preferences and interest. Companies in the EV industry are also encouraged to communicate 

more about EV benefits through their ads (benefits associated with the product, benefits offered 

by the company, and also benefits offered by the government), and try to attract not only the 

potential EV user customer but also attract their ‘influencer’ and ‘decision maker’ in purchasing 

EV products. Companies are also encouraged to increase their brand image through the 

communication of their skill and expertise in terms of EV production. Customer’s belief of 

vendor expertise will reduce the perceived risks, however, companies are suggested to further 

reduce it through several marketing and operational efforts. 

Although this study has provided a new insight of EV purchase intention driving factors 

in Indonesia related to EV social media ads, this study had some limitations. Firstly, this study 

didn’t examine the effect of demography (e.g: gender, age, education, income), customer’s 

personality traits (e.g: generational personality differences) and customer’s characteristics in 

technology adoption (innovator, early adopter, early majority, late majority, laggard), which 

may also impact customers' formation of attitude and behavioral intention towards EV purchase 

as a green and radically-innovative product. Therefore, future research can be done by 

addressing these factors in the research model. This study also only examined the purchase 

intention of electric car products in general. As different types of electric vehicle products (e.g: 

electric motorcycle) may have different perceived benefits and risks, this study result couldn’t 

be generalized into other electric vehicle products, thus future research is suggested to apply 

this model to other types of electric vehicle. Future research can also examine the purchase 

intention of various types of electric cars (Battery Electric Vehicle, Hybrid Electric Vehicle, 

Plug-in Hybrid Electric vehicle, and Fuel Cell Electric Vehicle). This study also only applied a 
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quantitative approach in examining the driving factors of EV purchase intention in Indonesia. 

Further research with a qualitative approach can be done to discover more about factors that 

drive customer’s perceived relevance on EV ads, customer’s expectations of EV product’s value 

proposition, and Indonesian customer decision making process of purchasing risky products, to 

be able to better align company’s marketing strategy in increasing customer’s purchase 

intention. In addition, this study only used regression method to examine the relationships 

between the variables in such a complex model. Future research is suggested to use a more 

robust analytical methods such as covariance based structural models. Lastly, this study used 

convenience sampling for sample selection which may have limitation in the representativeness 

of the population. As such, future research is suggested to use sampling techniques that can 

better improve the representativeness of the population. 
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