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Digital platform interactivity and Jordanian social commerce purchase intention Pages: 785-294

Malek Alsoud, Luay Al-Muani and Zevad Alkhazali 2 pDF (630K)

Abstract: Social commerce is a first-generation platform that uses a variety of social artributes to arttract the attention of internet users. The
impact of platform interactivity components; Content Usefulness, Engaging, Real-time communication, and E-wom on customers’ purchase
intentions was investigated in this study. A Quantitative research method was applied in this study using an online self-administrative
questionnaire that was published using Google Docs to collect data, and 521 consumers participated in an online survey. The research used
SPSS and AMOS to validate and test the hypotheses. All platform mteractivity components were significantly affecting purchase mtention. This
study provides insights to marketing managers of how consumers perceive social commerce and what affecting them along with practical and
theoretical implications.

DOI: 10.5267/1.1jdns.2022.1.009
Keywords: Social commerce, Content Usefulness, Engaging. Real-time communication. E-wom_ Platform interactivity, Purchase intention

@ (}) © 2010-2023 by the authors; licensee Growing Science, Canada This 1s an open access article distributed under the terms and
>/ conditions of the license. Creative Commons Attribution (CC-BT)

S By

The effect of digital marketing capabilities on business performance enhancement: Mediating the role of customer relationship management
(CRM) Pages: 295-304

Muhammed Nuseir and Ghaleb El Refae < pDF (650K)

Abstract: The advent of digital marketing has replaced traditional marketing and shed a great impact on the global economic paradigm. Digital
market helps to flourish the service sector by offering the customers desired products. Therefore, the aim of this study 1s to examine the impact
of digital marketing capabilities on business performance enhancement i the United Arab Emurate (UAE) insurance sector. This study used the
cross-sectional survey questionnaire method for data collection. This study empirically validated that digital marketing capabilities have a
significant impact on business performance enhancement by using the partial least square-structural equation modeling analysis. The findings of
this study will be helpful for the regulators and policymakers to design a policy to enhance the business performance by using the means of
digital marketing.

DOI: 10.5267/j.ijdns.2022.1.008
Kevwords: Digital Marketing, Business Performance Enhancement, Customer Relationship Management, UAE

m © 2010-2023 by the authors; licensee Growing Science, Canada. This is an open access article distributed under the terms and

T conditions of the license. Creative Commons Attribution (CC-BY)
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The mediating role of brand credibility between social media influencers and patronage intentions Pages: 305-314

Muneer Alrwashdeh, Hussam Ali, Abdullah Helalat and Dina Ahmad Awad Alkhodary T pDF (650K)

Abstract: This study aims to examine how Social Media Influencers (SMIs) influence patronage intentions (PI) through the influence of
mediation on the brand credibility (BC) in the electronic devices sector in Jordan. Furthermore, the data were obtained by an online
questionnaire based on Google Forms and a total of 315 followers in Jordan using an appropnate sampling method. structural equation
modeling using Smart PLS 3 was used to investigate the relationships between SMIs, brand credibility. and patronage intentions (PI). The
results indicated that SMIs directly influence PI and BC. BC Partially mediates the relationship between SMIs and PI. Research limitations in
this studyv focus on a single sector electronic device at a specific location in Jordan Future research may conduct cross-cultural studies to
improve the generalizability of the present research findings.

DOI: 10.5267/).1jdns.2022.1.007
Keywords: Social Media Influencers, Brand credibility, Ewom, Repurchase intention, Patronage mtentions

m © 2010-2023 by the authors; licensee Growing Science, Canada. This is an open access article distributed under the terms and
T conditions of the license. Creative Comnons Attribution (CC-BY)

The differential impacts of customer commitment dimensions on loyalty in the banking sector in Jordan: Moderating the effect of e-service quality
Pages: 315-324

Ahmad Khraiwish, Jassim Ahmad Al-Gasawneh, Jamal M M. Joudeh, Nawras M. Nusairat and Yaser F. Alabdi ® pDF (650K)

Abstract: The current research scrutinizes the relationship between the three model commitment components (affective, nonmative, and
calculative commitment) and their various influences on customer lovalty. This is particularly in the banking sector setting in Jordan A self-
reported questionnaire was distributed to collect primary data for analysis. 333 completed questionnaires were analyzed via using PLS software
to extract the effect of e-service quality on the relationship between customer commitment and loyalty. The results of this study demonstrate that
the affective type of commitment has a positive impact on customer loyalty followed by normative commitment and lately by calculative
commitment. Moreover, the results show that the mfluence of the dimensions of customer’s commitment on loyalty is moderated by e-service
quality. This study indicates that affective commitment elements (self-identification, sense of belonging and emotional attitudinal components)
are essential for customers when they deal with their bank. On the other hand, the cost associated with leaving has shown to have the weakest
impact on customer lovalty. Companies must know that customers may switch even though the cost associated with leaving 1s high.

DOI: 10.5267/).1jdns.2022.1.006
Keywords: [slamic banks, Conventional banks, e-service quality (e-5Q), Affective commitment (AC), Normative comtmtment (INC),
Calculative commitment (CC), Customer loyalty, Jordan

e (V) © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
T conditions of the license. Creative Conmmons Attribution (CC-BY)

The effects of hedonic and utilitarian values on e-lovalty: Understanding the mediating role of e-satisfaction Pages: 325-334

Mohammed Al Doghan and Abbas N Albarg % PDF (630K)

Abstract: The purpose of this paper is to examine effects of hedonic and utilitarian aspects of consumer behaviour toward e-lovalty and how e-
satisfaction plays a mediating role between them. A survey method was adopted to test the research model. The primary data for the survey was
collected during January 2021, using the convenience sampling approach, from business school students. The structural equation modelling
method was used to analyse the data with AMOS 22.0 software. The measurement model was estimated through a confirmatory factor analvsis
before testing the structural model framework and hypotheses (response rate 94.3%, n=264). The results showed that hedonic and utilitarian
shopping values have great influence in shaping e-satisfaction. The study also highlights the importance of mediating the role of e-satisfaction
between shopping values and e-lovalty. This research highlights why and how “satisfaction with website™ matters in the contribution of shopping
values to behavioural outcomes by presenting its mediating role. The study offers mmplications and suggestions to e-retailers by specifying
characteristics that should be given more consideration in order to increase online consumer e-satisfaction and e-loyalty. It also contributes to
the present body of knowledge on shopping and buying behaviour in the online context, especially for those who have theoretical and
managerial interests on the subject in emerging economies like Jordan. The novelty of the paper comes from the fact that it cumulatively
captures the factors influencing online consumers’ loyalty in the Jordanian context. apart from validating the mediating role of e-satisfaction

DOI: 10.5267/j.1jdns.2022.1.005
Keywords: Hedonic Shopping Value, Utilitarian Shopping Value, E-retailing, E-satisfaction, E-lovalty

e (1) © 2010-2023 by the authors; licensee Growing Science, Canada. This is an open access article distributed under the terms and
T conditions of the license. Creative Commons Attribution (CC-BY)
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A combined deep learning model based on the ideal distance weighting method for fake news detection Pages: 347-354

Sarayut Gonwirat, Atchara Choompo! and Nareng Wichapa < pDF (650K)

Abstract: Fake news has become a major problem affecting people, society, the economy and national security. This work proposes a combined
deep learning model based on the 1deal distance weighting method for fake news detection. The proposed model was validated on the ISOT and
COVID-19 fake news datasets. Furstly, the ISOT and COVID-19 fake news datasets were collected. Secondly, the training-based models were
used to provide accuracy values. After that. these values were transformed into criteria weights using the new ideal distance weighting method.
Finally. the prediction value of the proposed model is calculated by the criteria weights. The results show that the proposed method is effective
to distinguish the fake news datasets.

DOTI: 10.5267/j.ijdns.2022.1.003
Keywords: Fake news detection, Deep learning, Weighting method

m © 2010-2023 by the authors: licensee Growing Science, Canada This is an open access article distributed under the terms and
AT conditions of the license. Crearive Commons Attribution (CC-BY)

The effect of knowledge sharing on the relationship between empowerment, service innovative behavior and entrepreneurship Pages: 419-428
Shadi Abualoush, Abdallah Mishael Obeidat, Nader Mohammad Aljawarneh, Shaker Al-Qudah and Khaled Bataineh < pDF (650K)

Abstract: This study is aimed at exploring the effect of empowerment on creative work and entreprencurship behavior. It is also aimed at
identifying the mediating role of sharing knowledge between them. The relevant data were collected through a questionnaire from (9) Jordanian
commercial banks_ where (340) questionnaires were distributed to workers in the Jordamian commercial banks In addition, a statistical analysis
was used to show the relationship between the variables and draw the conclusions. The results of the study show there is an empowering effect
on creative work behavior through knowledge sharing. Moreover, it also showed that there was an empowering effect on entrepreneurship
through knowledge sharing. This study does, to a large extent. bridge the gaps within the literature and develops an understanding of how to
empower emplovees in order to mcrease their creative behavior, make them entrepreneurs, and enhance the same through knowledge sharing.
The results of this study indicate that there are certain important benefits for the workers in the banking industry which can be gained through
facilitating more innovative behavior among their emplovees. The results also indicate that emplovee’s empowerment and enhancing knowledge
sharing are essential to creative and entrepreneurial work behavior.

DOI: 10.5267/).ijdns.2021.12.012
Kevwords: Empowerment, Knowledge sharing, Creative work behavior. Leadership

m © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
=y conditions of the license. Creative Commons Attribution (CC-BY)

Mobile-customer relationship management and its effect on post-purchase behavior: The moderating of perceived ease of use and perceived
usefulness Pages: 430-448

Jassim Ahmad Al-Gasawneh, Batool Al Khoja, Marzoug Aved Al-Qeed, Nawras M. Nusairat, Qais Hammouri and Marhana Mohamed Anuar < rDF
(650K)

Abstract: Customers' online shopping intentions have not changed in response to technological advancements, making it difficult for businesses
and marketers to invent new strategies to maintain long-term relationships with customers and encourage them to repurchase despite
unprecedented technological advancements around the world. Following these issues, the current study investigated how M-CRM., Percerved
Ease of Use, and Percerved Usefulness influenced Post-Purchase Behavior, as well as how Ease of Use and Percerved Usefulness mediated the
relationship between M-CRM and Post-Purchase Behavior. The study introduces the Unified Theory of Acceptance and Use of Technology as a
theoretical framework to accomplish this goal The 239 responses were evaluated using Smart Partial Least Squares after the data was obtained
from a random sample of Jordanian consumers. M-CRM. as well as Perceived Ease of Use and Percerved Usefulness, had a beneficial influence
on post-purchase behavior, according to the data. Perceived Usefulness and Ease of Use The relationship between M-CRM and Post-Purchase
Behavior was impacted by usefulness. Companies might use these facts to develop a marketing strategy for Jordanian customers

DOT: 10.5267/j.ijdns.2021.12.010
Keywords: Mobile CRM, Perceived Ease of Use, Usefulness, Post purchase, Jordan

m © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
=T conditions of the license. Creative Commons Attribution (CC-BT)
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Does BLE technology contribute towards improving marketing strategies, customers’ satisfaction and loyalty? The role of open innovation Pages:
440-460

Haitham Alzoubi, Muhammad Alshurideh, Barween Al Kurdi, Iman Akour and Ramsha Aziz ® poF (650K)

Abstract: The purpose of this study is to explore the marketing strategies for the introduction of Beacons technology applications (BLE)
technology in businesses and how it can convert potential clients into satisfactory and loyal customers. Open innovation 1s the pathway to taking
businesses to the next level with the help of and introduction to BLE technology contributions. Companies are flexible towards adopting new
technologies to make sure that their marketing strategies are working positively. Global Village Dubai was the market that we targeted to study
the customers’ needs and wants. This was done through 138 questionnaires distributed among 139 stores that met our research criteria. We used
ANOVA through the SPSS program for analysis of the data. The results supported all our hypothesis of the study. which means there 1s a
positive and strong relationship of adopting BLE technology on customers’ satisfaction which leads towards customers’ loyalty, making them
stick to the brand for long term. The results of our research revealed that Beacons technology applications have positively influenced marketing
strategies which in turn have impacted customer satisfaction and loyalty. The proximity marketing is the best strategy developed in lieu of open
mnovation. Future studies are welcomed for analvzing the same model in perspective of other markets for clearer advocacy of the hypothesis
that proximity marketing is the marketing strategy that helps in customers” happiness leading towards their loyalty.

DOI: 10.5267/j.ijdns.2021.12.009
Kevwords: BLE (Beacon) Technology. Proximity marketing, Customers’ satisfaction, Customers” lovalty

@ () © 2010-2023 by the authors; licensee Growing Science, Canada. This is an open access article distributed under the terms and
T conditions of the license. Creative Commons Attribution (CC-BY)

Continuance intention to use digital payments in mitigating the spread of COVID-19 virus Pages: 527-336

Singha Chaveesuk, Bilal Khalid and Wornchanok Chaiyasoonthorn 2 PDF (630K)

Abstract: This study investigated the continuous intention to use digital payment solutions in online transactions to mitigate the spread of the
COVID-19 virus. Primary data was collected from mdmviduals using digital pavment systems in Bangkok., Thailand using a structured
questionnaire from a total of 400 respondents. The study adopted the Technology Acceptance Model (TAM). Data were analyzed using
Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM) in AMOS 26. The results revealed that factors that significantly
affected continuous intention to use digital payments were percerved ease of use. satisfaction, attitude, and social distancing. Satisfaction
mediated the effects of perceived usefulness, perceived ease of use, and social distancing on continuous intention to use. Attitude mediated the
effect of percetved usefulness on continuous intention to use. The study recommends that concerned policymakers and institutions should
consider users” satisfaction, social distancing, and percerved ease of use when developing digital payment systems.

DOI: 10.5267/}.1jdns.2021.12.001
Kevwords: COVID-19, Digital pavments, Contagious diseases, Continuance intention, Thailand

@ (}) © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
4 BY conditions of the license. Crearive Commons Arnribution (CC-BY)

Consumer attitudes towards the use of autonomous vehicles: Evidence from United Kingdom taxi services Pages: 337-350

Omar Hasan, Julie McColl, Tom Pfzefferkorn, Samer Hamadneh, Muhammad Alshurideh and Barween Al Kurdi < PDF (650K)

Abstract: The pritnary aim of this research is to determine attitudes held towards autonomous vehicles (AVs) and understand their impact on
intentions to use the service among ride-hailing users in the UK. Based on the Theory of Planned Behaviour model, an online. self-administered
survey was used to collect data from 151 consumers (18-24-vear-olds). The relationship between variables was measured using a Spearman’s
Rank test in SPSS. The results of this study found all categories (overall amitude, perceived ease-of-use, perceived value, perceived safety.
perceived risk, technology. environmentalism, subjective norms, perceived behavioural control) received a positive mean score. From these
results, 1t can be concluded that this sample holds positive attitudes towards AVs and intend to use the service when they are made available. A
positive score for perceived risk, however, mdicated that this group thought there may be safety concerns when using this technology. The main
contribution of this study 1s providing data to a new, and rapidly evolving field of research and thus the findings of the present study contribute
to ongoing research related to consumers attitudes of AVs. Managerially, companies that focus on developing and implementing AV taxis need
to focus more on the safety benefits of such vehicles.

DOI: 10.5267/j.ijdns.2021.11.010
Keywords: Autonomous vehicle, Consumers attitudes. Theory of planned behavior, Ride-hailing services, United Kingdom

@ (¥) © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
T conditions of the license. Creative Commons Attribution (CC-BY)
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A machine learning approach to find the determinants of Peruvian cocaine local price Pages: 3
Yulisa Margoth Huamdn Fvala, Alexander Floves Guillen, Elizabeth Yadhira Perez Evangelista, Ruben Angel Ruiz Parejas and Jimmy Alberth Deza Quispe
“E PDF (650K)

Abstract: The coca leaf has many uses in the Peruvian culture. Although there are legal usages. people employ coca for illicit business. The
most infamous illegal use is cocaine production. The cocaine business is highly profitable, but it harms human health. Then, what are the
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examines the effect of ease of use on e-WOM through the intention to use and social media commu-
nity on the mobile payment method. This research was conducted by taking data through closed
questionnaires designed with a five-point Likert scale. This study distributed two hundred fifty ques-
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Keywords: results of data processing show that the ease of use of technology applications had a positive effect
Ease of use on the intention to use an e-WOM. Ease of use of technology has a positive effect on the social media
e-WOM community because of the ease of operation and understanding of the steps for using technology to
Intention to use technology access and join as members of the social media community. Intention to use in the operation of
The social media community technology and relatively low cost does not directly affect e-WOM but must go through a community

on social media that provides an exciting atmosphere. The social media community has a significant
effect on e-WOM. The social media community can share information on social media and share
reviews between members so that it creates a sense of trust and mutual concern among members.
This study provides an insight into the mobile payment provider to consider the ease of use of their
design. This research contributes to the ongoing research in the online payment application study in
the pandemic era.
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1. Introduction

The use of mobile payments as a means of making payments has attracted public interest because it provides convenience,
practicality, and security (Kavitha and Kumar, 2018). The growth in the use of mobile payments does not only occur in
Indonesia but various countries. The use of mobile payments will increase in 2020 due to an increase in the number of Covid-
19 infected. The spread of the viruses is due to contact between a COVID sufferer through a medium that can transmit,
including the use of work media, payment media for transportation media, and other media that have been contaminated and
then touch the eyes, nose, or mouth (WHO, 2020). The government also advises residents to make a payment system that is
safe from the coronavirus by not making payments directly to prevent the spread of the virus. Currently, the digital platform
has been running well and has provided facilities related to mobile payments, including Gojek, Gojek, Tokopedia, Bukalapak,
Halodoc, Lazada, and Ruangguru, which have provided facilities and support (Djalante, 2020).

The growth rate of mobile payment users in various countries is quite large. The highest development of mobile payment
users in China reached 86% in both 2018 and 2019. The growth of mobile payment users in Indonesia in 2018 reached 38%,
* Corresponding author.
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and the growth in 2019 reached 67%. Various factors can cause the enormous growth of mobile payment users, and one of
them is eWOM. Sahin, Gulmez, and Ersoy (2019) stated that e-WOM is information communicated between consumers about
a product and is carried out voluntarily through an electronic network. Information between consumers is relatively trustwor-
thy because consumers who provide information do not tend to benefit as when the company provides the information. E-
WOM has a strong influence on consumer behavior because e-WOM has a positive influence on consumer trust in a brand
(Lopez and Sicilia, 2013). E-WOM affects trust in a brand because when providing information about a product or service, it
is another consumer who is not paid by the company, the consumer will have more confidence in the information in e-WOM.
Information technology can accelerate the process of communication and sharing of data between supply chains in the busi-
ness (Tarigan et al., 2021).

The critical role of e-WOM in marketing is the orientation of the company to build a positive e-WOM so that it supports
marketing activities (Terenina et al., 2019). E-WOM, which has a positive meaning, is influenced by various variables: ease
of use, web design, responsiveness, personalization, and assurance (Anita, 2019). These five dimensions affect e-WOM be-
cause when consumers are satisfied with the five dimensions, they cause consumers to share information via electronic media.
Based on the object under study now, namely mobile payment, from the five dimensions related to mobile payment, namely
ease of use. The definition of mobile payment, as stated by Aydin and Burnaz (2016), is a payment process for transactions
of goods, services, or other bills made using mobile communication and devices. Ease of use of an application or website
affects e-WOM because when an application is easy to use, it causes the user to feel satisfied, and this satisfaction encourages
him to inform other consumers. Meanwhile, other variables are web design, responsiveness, personalization, and assurance
in research conducted by Anita (2019) for hotel websites, so that website design, responsiveness, personalization, and assur-
ance are related to hotel services while in this study more focus on applications.

A strong e-WOM is also influenced by the high use of social media, even based on this source, it is stated that such information
is transformed to other consumers in social media. For this reason, the high use of social media encourages the strengthening
of e-WOM because e-WOM occurs from the use of social media. Indonesian people are cultured to gather and socialize, but
due to time constraints, the community on social media is in great demand by the public. Community members on social
media can socialize and interact in cyberspace even though they cannot meet in person. The benefit of the community on
social media makes many groups of people interact with each other (for example, because of regional backgrounds, family,
education alumni, and others) to build communities on social media to interact with each other. The use of community in
social media encourages the occurrence of e-WOM because the original purpose of these communities was formed to be able
to interact with each other (Choi et al., 2017).

The use of social media for consumers varies, and many of them are by building online communities. This community takes
various forms, both communities related to hobbies, communities related to work, communities related to professions, and
communities related to brands. The critical role of this community causes many companies to be interested in building a
community to support product marketing (Vohra and Bhardwaj, 2019). E-WOM, as research by Mensah (2010), is also influ-
enced by the intention to use technology, meaning that when consumers have a firm intention to use technology, especially
social media technology, there is a tendency for consumers to share information and access information so that the intention
to use technology affects e-WOM. Intention to use causes someone to take a long-time using technology, including social
media technology, so that users tend to follow various information on social media by responding or providing information
that they want to share with fellow community members. Meanwhile, according to Kumar et al. (2017), intention to use
technology is also influenced by the ease of use. The findings explain that if consumers find it easy to use technology, there
is a strong intention to use the technology for various consumer interests. This study aims to obtain the magnitude of the
influence of ease of use on e-WOM through the intention to use technology and the social media community for mobile
payment usage.

2. Literature Review of E-Payment

Electronic payment is payment via an electronic signal that is directly or indirectly related to a credit account (Lok et al.,
2015). The electronic payment system is online-based and involves using a credit account. The credit account is created by
the consumer through a financial company and fills in the balance in the credit account so that it can be used to make electronic
payments. The e-payment system, as stated by Terenina et al., (2019), is also called a digital payment system. The definition
given of electronic payment systems is a method of payment made using digital mode. The payment process is carried out by
involving applications or internet media and does not use cash in cash. E-payment system is a payment system that involves
three essential components, namely: partners, the technology, and the environment (Teoh et al., 2013). E-payment systems
tend to be responded positively by the public, as stated by Kavitha and Kumar (2018), security and convenience in the payment
process. The E-payment system provides security because it does not involve the use of cash so that the security factor can be
maintained. The e-payment system is considered to reduce security risks because payment for a transaction is made online
and does not involve the use of cash. The e-payment system also provides convenience because it saves time, and the process
runs faster. The advantages to citizens of a county in a cashless economy are risk of carrying currency notes and loss of hard-
earned money can be avoided (Thirupathi et al., 2019). This opinion focuses more on the risk factors that are considered an
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advantage of an e-payment system because by using this payment system, the risk of losing money is lower. Unlike the case
when payments are made physically, the possibility of security risks and risks of loss is more significant.

2.1 Mobile payment

Mobile payment is a payment process for transactions of goods, services, and other bills using mobile communication and
devices (Aydin and Burnaz, 2016). This opinion reveals that mobile payment is defined as a payment service that involves
the use of mobile communication and devices. Payment service that utilizes wireless with an application is specifically de-
signed for online payments. The applications used have been designed with due regard to safety and comfort factors in their
use. Mobile payment is a service that provides added value to users because it can be done by utilizing applications organized
by mobile application service providers, mobile operators, and financial institutions. Based on mobile payment, it is a service
for payments that involve device providers, cellular operators, and financial institutions in a device so that users can make
payments (Teoh et al., 2013).

2.2 Ease of use

Ease of use of technology as a person's level of confidence in using a technology that only requires a little effort (Lok, 2015).
The purpose of this opinion is the ease of using a media or technology if someone is not required to have specific criteria that
make it difficult to use the media or technology. Someone feels they do not need excessive energy or effort to be able to use
a technological application. The meaning of ease of use is also relatively the same as stating that ease of use is one's belief
that the use of a particular system does not require significant effort (Correa et al., 2019). The use of a specific technology
requires an understanding of navigation or certain ways, but when a respondent believes that a method is standard, it means
that the level of ease of use from the use of technology is high. Ease of use is stated as the level of one's confidence as a user
of a particular system (Lok, 2015). When a system user can improve performance, ease of use is declared high. Perceived
ease of use refers to their perceptions regarding the process leading to the outcome.

Ease of use of technology leads to the perception of the process to produce the final result, meaning that when the result of a
job increases, it means that the ease of use of the technology used is high (Terenina et al., 2019). The ease of use of technology
as usability, which is the ability of a technology to be used (Basuki et al., 2022). High usability means the technology is easier
to use, and there are no significant barriers from users on technology. The characteristics of the stability of a product or
technology application include seven characteristics, including navigation, familiarity, consistency, error prevention, feed-
back, visual clarity, and flexibility & efficiency. Indicators of ease of use are adopted (Shaw & Kesharwani, 2019), which
include four indicators, namely: ease of becoming proficient in operating technology applications, ease of operation of tech-
nology applications, ease of operating steps for technology applications, and ease of interaction with technology applications.

2.3 Intention to use technology

Intention to use technology is defined as a measure of the likelihood that a person will employ the application
(Yalcin & Kutlu, 2019). This opinion reveals that the intention to use technology is assessed as the level of possi-
bility for someone to use an application. The intention is understood as a desire or intention, so that intention to
use technology is considered a form of the possibility that will be carried out by technology application users. A
firm intention to use technology means that the possibility of using the application is also greater. Intention to use
technology is the attitude and trust of technology users to use an application because it is based on desire or desire.
Intention to use technology is related to positive attitudes and behaviors to accept a technology application and
tend to use it (Basuki et al., 2022). Intention to use technology is a commitment from within a person to use an
application. The intention to use technology for technology is based on the attractiveness of a technology (Sathye
etal.,2016). This attraction provides a stimulus to a person's intention to try to describe a technological application.
The strength and weaknesses of the intention to use technology are determined by a person's perception of the
technology benefit. A technology application that provides high benefits causes the intention to use technology for
this technology application is also getting higher.

Intention to use technology is a technology acceptance model (TAM) concept, and intention to use technology is
influenced by ease and usefulness, meaning that when a technology application is assessed by someone easy to
operate and has high benefits, the intention to use technology is also high (Yalcin & Kutlu, 2019). Ease and expe-
diency indicate the level of convenience and usability so that it affects the strength and weakness of the intention
to use technology. Measurement indicators for intention to use technology are based on research indicators by
Sathye et al., (2016). Four indicators measure the intention to use technology, namely a strong tendency to use
technology applications, there is an opportunity to allow for other uses but still use technological applications, the
tendency to keep using technology applications because of the relatively cheap rates, and the tendency to keep
using technology applications quickly.
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2.4 Social media community

Social media is an internet application-based group that allows exchanges between users of these internet-based
applications. Social media is understood as an internet-based application, and users can interact with each other,
not only in the form of visuals (images) and audio (sound) but also in the form of content (Voorveld et al., 2018).
Social media communities are also called virtual communities. A virtual community is a community built on social
media networks, and there is a membership system by submitting as a member of a community and the admin of
the social media community who has the right to accept or reject membership (Hsu et al., 2016). Membership in
the social media community can share and access information in that community (Vohra & Bhardwaj, 2019). The
social media community is the use of the internet to participate in a community and feel a sense of belonging to
the community, and there is trust between community members and can share information and needs in the com-
munity (Basuki et al., 2022). The community is considered as an association, and the association is built-in online
media. Associations are usually built because of a similarity with different backgrounds.

Social media community members bond with other members. Social media and the community on social media,
and someone has certain expectations with the existence of social media, causing interaction to occur between
users. Being a member of the social media community shows that members have similarities to one another, and
this also shows differences from other communities. Each member can be involved and have a role in emotional
involvement so that they are able to share sadness, happiness, hatred, pride which are considered effective in
providing information or knowledge to members (Tarigan et al., 2020). Based on knowledge and someone has
confidence in the social media and social media community led to their relationship. This relationship is more
profound than interaction. A social media community is based on the goals that someone wants to achieve, and
someone also feels value by being involved in social media, which causes engagement (Cabosky, 2016). The
indicators used to measure the social media community are based on the research indicators in Hsu et al., (2016)
which are based on thirteen (13) indicators as follows: have His expertise in social media has earned him a lot of
praise, being part of the social media community, comfortable being a member of the social media community,
being a member of the community on social media, as a member of the community on social media has contributed
a lot, the community in social media as a separate place, like the community on social media, the social media
community in it has a significant meaning, community members on social media become friends, are able to get
to know the names of members in the social media community, are able to present particular issues in the social
media community to be discussed, there is concern and response of other members to something that is done and
the social media community can Don't affect the other members.

2.5 Electric word of mouth (e-WOM)

E-WOM marketing is the way professional marketing techniques intentionally influence consumer-to-consumer communica-
tions (Sahin et al., 2019). This opinion reveals that e-WOM is a professional marketing technique involving consumer partic-
ipation. Information about products that consumers provide to other consumers is called e-WOM. E-WOM is considered as a
company strategy because it is beneficial for the marketing aspects of the company as long as the WOM is positive, that is,
the information communicated between consumers is positive information about the product (Terenina et al., 2019). E-WOM
is information or issues that are shared between individuals via electronic networks. Marketing activities can be used in the
context of digital communication by conveying positive and negative things to customers as a form of confirmation of a
product (. E-WOM is based on information or issues shared in electronic media, and this electronic media has a broad scope,
which can be through social media, mobile features such as SMS, shared via WhatsApp, line, and others (Elsabeh et al., 2019).
WOM is a face to face conversation between consumers about products or experiences on services, but the notion of e-WOM
does not have to be face to face. It does not have to coincide because e-WOM can be done through someone's opinion written
in Internet media and can last for a long time, and from these opinions will emerge a variety of responses. e-WOM occurs
between consumers, but among these consumers with different positions regarding information dissemination (Lopez and
Sicilia (2014, p.29).

The consumer whose position is to provide information is called the source, and the consumer who receives the information
is called the receiver. Although the positions are different, namely as a source and recipient of information, reciprocal com-
munication occurs between the two. The difference between WOM and eWOM lies in the absence of media between the two
parties, and e-WOM occurs when communication between the source and receiver is via the internet. Indicator of e-WOM
described by Sahin et al., (2019) and to share various information like social media, share a wide range of the latest information
about a variety of things in social media, share a variety of information deemed of interest in social media, trust in information
shared on social media that it is a real experience, various reviews provided by other consumers are more trustworthy, pay
more attention to recommendations given by social media communities that have many members, share information about
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the promotion of a product in social media, and shares from friends on social media are more interesting than information in
newspapers or magazines, and various information about products shared on social media affects purchasing decisions.

2.6. The relationship between concepts

Ease of use of a technology application influences e-WOM. Technology application users who feel that there is the ease in
the operation of this technology cause a sense of pleasure and satisfaction, which encourages them to share various information
on social media (Anita, 2019). The pleasant experiences of a technology application cause someone to be encouraged to
inform other consumers, and the ease of internet access causes the information to be shared through the media. e-WOM occurs
when consumers can access the internet. Various conveniences to use internet technology encourage consumers to use it, so
they are involved in the process of e-WOM (Srivastava and Sharma, 2017; Cataluna et al., 2014).

Ease of use affects technology intention because when consumers find it easy to use technology, there is a strong urge to use
this technology for various consumer interests (Lok et al., 2015). The results of research by Kumar et al., (2017) show that
ease of use has a positive effect on the intention to use technology, meaning that when the level of ease of using high tech-
nology causes consumers to tend to use technology and when the level of ease of use of technology is low it also causes
consumers reluctant to use it. The found findings regarding the effect of ease of use on the intention to use technology, where
consumers find it easy to operate or negotiate a technology (Chinomona, 2013). The ease of use did not impact the increasing
intention to use technology on perceived usefulness (Shaw and Kesharwani, 2019). It causes a strong impetus to take ad-
vantage of technology by using it.

Ease in the use of technology also encourages consumers to use the social media community. The ease of using social media
encourages consumers to access the social media community because, with this convenience, consumers find it easy to so-
cialize in the social media community (Elkaseh et al., 2016). The knowledge that consumers have is mainly related to the use
of technology so that consumers find it easy to use technology encourages consumers to use social media communities (Chu
and Kim, 2018; Wirtz and Gottel, 2016). The various benefits obtained from the social media community cause consumers to
take advantage of them when they find it easy to use internet technology. Based on the relationship between these variables,
the hypothesis is proposed as follows:

Hi: Ease of use affects e-WOM.
Hz: Ease of use affects the intention to use technology.
Hs: Ease of use affects the social media community.

The strong desire to use technology encourages consumers to use the social media community (Mensah, 2010). The tendency
to use technology causes consumers to be more attached to the social media community because the use of this technology
causes consumers to feel more profitable when connected with the social media community, given that consumers easily share
information and access information (Lok et al., 2015). Chu and Kim's research (2018); Wirtz and Gottel (2016) also found
that related activities on social media are carried out by consumers when consumers can access and operate internet technol-
ogy. The increasingly intensive use of the internet induces consumers to be further involved in using it, especially to access
communities on social media because that way, consumers feel that they are getting social benefits and satisfaction (Tarigan
et al., 2020). Based on the relationship between these variables, the fourth hypothesis is determined as follow:

Ha: Intention to use technology affects the social media community.

E-WOM is influenced by the intention to use technology, meaning that when consumers have a firm intention to use technol-
ogy, especially social media technology, there is a tendency for consumers to share information and access information, so
that the intention to use effects e-WOM (Mensah, 2010). The intense intention to use technology encourages consumers to
share information and access information so that they feel that they get more benefits from their desire to use technology. The
increasingly full intention to use internet technology encourages consumers to share information on social media actively
(Srivastava & Sharma, 2017; Cataluna et al., 2014). The stronger desire to use technology encourages consumers to use it to
get social needs by socializing through sharing information on online media. Based on the relationship between these varia-
bles, the proposed fifth hypothesis is:

Hs: Intention to use technology affects e-WOM.

The use of social media affects e-WOM (Choi et al., 2017) because, with e-WOM, much information is transformed to other
consumers in social media. For this reason, the high use of social media encourages the strengthening of e-WOM because e-
WOM occurs from the use of social media (Lok et al., 2015). Research by Seo, et al., (2020); Susanto and Keni (2018) also
found that the social media community influences e-WOM because when consumers join a social media account, they will
get notifications when other members share information. This finding encourages consumers to access it so that they are
involved in e-WOM. Based on the relationship between these variables, the following hypothesis is proposed:
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He: Social media community affects e-WOM.

It has been described previously that ease of use affects the intention to use the technology (Kumar et al., 2017; Chinomona,
2013). The ease with which someone uses technology will give someone often for a long time and become a habit in using
that technology. The ease of use of these technological facilities will make it easy for someone to provide and share infor-
mation in the use of technology to other people who are deemed necessary to obtain information. Sharing of information
provided to others using online technology tools and providing recommendations by adding something positive and negative
based on the experiences that have been obtained. This situation can be declared as e-WOM. Besides, the intention to use the
technology influenced the e-WOM (Mensah's, 2010; Srivastava and Sharma, 2017; Cataluna et al., 2014). Based on these
arguments, this study postulated the seventh hypothesis as follows:

H7: The intention to use technology mediates the influence of ease of use on the e-WOM.

Furthermore, the previous discussion has also proposed that ease to use affects the social media community (Elkaseh, Wong,
and Fung, 2016, p. 192; Chu and Kim's research, 2018; Wirtz and Gottel,(2016). The use of facilities provided by the social
media community makes it easier for someone to use these social media. Adapt someone in using social media easily and
requires a short time and get relatively many benefits for these users. A person will be able to share joyful experiences, sad
experiences, angry experiences, hateful experiences and show pride through the social media community which will provide
an atmosphere for the community. This atmosphere is influenced by someone's posts in the form of experiences and influenc-
ing other communities is an application of e-WOM. The social media community influences the e-WOM (Choi et al., 2017,
Seo, Park, and Choi, 2020; Susanto and Keni, 2018). Hence the eight hypothesis is postulated as follows:

Hs: Social media community mediate the influence of ease of use on the e-WOM.
3. Research method

This study used a quantitative causal research type. The causal research examines the relationship between the variables
studied. This research examines the influence between the four research variables, namely: ease of use, intention to use, the
social media community, and e-WOM. The population of this research is the people of Surabaya who use mobile payments
for transactions of goods, services, or other bills made using mobile communication and devices (Aydin & Burnaz, 2016).
The current condition of Covid has an impact on the teaching and education system in higher education, which is held with
an online system, so that an electronic survey can be carried out to determine student satisfaction, and other things also need
to be carried out by surveys of social media users who have made transactions via e-WOM (Tarigan et al., 2019). The sample
criteria are; minimum age is 17 years, have a mobile payment, and have used it for shopping at least twice in the period March
2020-July 2020. The data analysis used the partial least square (PLS) technique. The PLS technique analyzes the data to
examine the inner and outer models. The outer model tests the validity and reliability of the indicators, while the inner model
examines the hypothesis. Table 1 demonstrated the demographic characteristics of the respondents. Most of the respondents
(66.3%) are male as the men tend to find their food, drinking, or other needs more often outside so that there is a desire to
find the ease of payment, such as mobile payments.

Table 1
Respondent Demographics criteria
Description of Respondent Criteria Frequency Percentage
Gender Male 134 66.3%
Female 68 33.7%
Less than 21 Years 25 12.4%
21-30 Years 138 68.3%
Respondent Age 31-40 Years 24 11.9%
40-51 Years 14 6.9%
More than 51 year 1 0.5%
Student 84 41.6%
Private Employees 70 34.7%
Respondents Occupation Business owner 29 14.4%
Housewife 7 3.5%
Civil Servant 12 6%
Less than IDR100,000 29 14.4%
Spending time payment IDR 100,000-300,000 75 37.1%
IDR 300,001 -500,0000 45 22.3%
> IDR500 thousand 53 26.2%

The respondents also show that 80.7% of respondents are less than 30 years old. This finding shows that the use of mobile
payment applications is in the productive age of fewer than 30 years. Productive age uses more technology applications such
as applications mobile payment than other ages. Meanwhile, based on occupation, the student constitutes the largest percent-
age, reaching 41.6% as a user of the mobile payment followed by employees (34.7%), and self-employed (14.4%). Students
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prefer to use mobile payments due to several benefits such as cashback or discounts when using mobile payments. The ex-
pectation for cashback is interesting because, in general, students have limited financial resources because they are still stu-
dents (Lopez & Sicilia, 2013). Besides, based on the amount of expenditure using, the respondents’ expense IDR100-IDR300
(37.1%) followed by above IDR 500,000 (26.2%), IDR300, 000— IDR500,000 (of 22.3%), and less than IDR 100,000 (14,4%)
using the application because of getting various promos provided by the application (Idris, 2019).

4. Analysis and Results

The discriminant validity is assessed using the Fornell-Lacker criterion value, as indicated in Table 2. When the autocorrela-
tion is higher than the correlation with other variables, it means that discriminant validity is met. Table 2 proved that all
autocorrelation is more significant than the correlation with other variables, which means that all indicators of the variable are
valid in terms of discriminant validity. Another assessment of the indicator is the reliability to find out the indicator con-
sistency when the measurement is performed at different times. Reliability testing uses Cronbach's alpha and composite reli-
ability values. As shown in Table 2, the Cronbach's alpha value of four research variables is between 0.702 - 0.918. The
Cronbach's alpha value is above 0.70, so that all variables are considered reliable based on the Cronbach's alpha value. The
composite reliability value of the four research variables is between 0.813 - 0.931. The value of composite reliability is above
0.70, so that all variables are declared reliable based on composite reliability (Hair et al., 2019).

Table 2
Fornell-Larcker criterion and reliability
. Ease of Intention to Social Media Cronbach's composite
Variable of Research Use Use Community e-WoM alpha reliability
Ease of use 0.838 0.702 0.813
Intention to use technology 0.506 0.723 0.808 0.878
Social media community 0.375 0.371 0.717 0.789 0.856
e-WOM 0.426 0.406 0.690 0.728 0918 0.931

The next analysis is to assess the inner model that examines the research hypothesis, and the testing result is shown in Fig. 1.

Estimates
0’505 /
‘ 8.518} Intentioh to Use 1’%1;:'
| \‘
/mfﬂe (0,147)
2305 3304 4
\ (0,244)
0,593
Ease of Use 0.252) ( ) eWOM
3.252 10.563

\./

Social Media Community

Fig. 1. Inner research Model

The results of hypothesis testing are shown in the following Table 3. Fase of use has been shown to have a significant effect
on e-WOM, so that H, is accepted. The effect of ease of use on e-WOM is positive so that the higher the assessment of ease of
use causes, the stronger the e-WOM, and when the assessment of ease of use decreases, it causes a decrease in e-WOM.

Table 3
Result of hypothesis testing
Research Hypothesis tegatistic requirement remark

Hi  Ease of use - eWOM 2.305 supported
H, Ease of use — intention to use technology 8.518 supported
H; Ease of use — Social media community 3.252 supported
H, Intention to use technology — Social media community 3.394 supported
Hs Intention to use technology — e-WOM 1.645 t-statistic > 1,96 rejected
Hs  Social media community — e-WOM 10.563 supported
H; Ease of use -> intention to use technology — e-WOM 1.569 rejected

Hg Ease of use -> Social media community — e-WOM 3.196 supported
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The findings of this study supported the research that the stated ease of use of a technology application influences e-WOM
(Anita 2019, Srivastava and Sharma, 2017; Cataluna et al., 2014). Technology application users who feel that there is an ease
in the operation of this technology cause a sense of pleasure and satisfaction, which encourages them to share various infor-
mation on social media. The pleasant experiences of using a technology application cause someone to be encouraged to inform
other consumers, and the ease of internet access causes the information to be shared through the media. The research also
explains that e-WOM occurs when consumers can access the internet.

Ease of use is proven to have a significant effect on the intention to use technology (H,). The effect of ease of use on the
intention to use technology is positive. The more ease to use technology implies stronger the intention to use technology, and
when the ease of use decreases causes a decrease in intention to use technology. The findings supported the research by Kumar
et al., (2017) and Chinomona (2013) stated that ease of use affects the intention of technology because when consumers find
it easy to use technology, there is a strong urge to use this technology for various consumer interests.

Ease of use is proven to have a significant effect on the social media community so that Hs is supported. The influence of the
ease of use on the social media community is positive so that the higher the level of ease to use enhances the existence of the
social media community. These findings supported the research of Elkaseh et al., (2016); Chu and Kim (2018); Wirtz and
Gottel (2016) stated that the ease of using social media encourages consumers to access the social media community because
consumers find it easy to socialize in the social media community. The knowledge that consumers have is mainly related to
the use of technology, causing consumers to feel comfortable using technology, encouraging consumers to use social media
communities. The various benefits obtained from the social media community cause consumers to take advantage when they
find it easy to use internet technology.

Intention to use technology is proven to have a significant effect on the social media community (Hy). A higher the intention
to use technology causes a more robust existence in the social media community, and when the intention to use technology
decreases causes a decrease in the social media community. The findings upported the research by Mensah (2010); Chu and
Kim (2018); Wirtz and Gottel (2016) stated that a strong desire to use technology encourages consumers to use social media
communities. The tendency to use technology causes consumers to be more attached to the social media community because
the use of this technology causes consumers to feel more profitable when connected with the social media community, given
that consumers easily share information and access information. The increasingly intensive use of the internet induces con-
sumers to be further involved in using it, especially to access communities on social media because that way, consumers feel
that they are getting social benefits.

Intention to use technology did not affect e-WOM ( Hs is rejected). The findings of this study are different from those of
research by Mensah (2010) and Srivastava and Sharma (2017). Cataluna et al., (2014) explained that e-WOM is influenced
by the intention to use technology, meaning that when consumers have a firm intention to use technology, especially social
media technology, there is a tendency for consumers to share information and access information so that the intention to use
technology affects e-WOM. The difference in the findings of this study with previous research is due to differences in the
characteristics of research respondents, where current research on the intention of using technology does not cause respondents
to exchange information on social media. The social media community is proven to affect e-WOM (Hg). The social media
community positively enhanced e-WOM. The higher the use of the social media community, the more substantial the e-WOM.
The findings supported by Choi et al., (2017) research that high social media use affects e-WOM because much information
is transformed to other consumers in social media. For this reason, the high use of social media encourages the strengthening
of e-WOM. Research by Seo, Park, and Choi (2020); Susanto and Keni (2018) also found that the social media community
influences e-WOM because when consumers join a social media account, they will get notifications when other members
share information.

Intention to use technology did not mediate the effect of ease of use on e-WOM (H») is rejected). Based on the results of
testing the research hypothesis, it can be explained that the intention to use technology does not mediate the effect of ease of
use on e-WOM. The intention to use technology has no impact on the effect of ease of use on e-WOM. The findings of this
study are different from the research of Srivastava and Sharma (2017); Cataluna et al., (2014); state that the intention to use
technology describes someone having the intention to use technology, and this desire will strengthen the effect of ease of use
on e-WOM. Intention to use technology does not always have an impact on e-WOM, so that the intention to use this technol-
ogy does not mediate the effect of ease of use on e-WOM.

The social media community mediates the effect of ease of use on e-WOM so that Hs is accepted. The social media community
is proven to be able to strengthen the influence of ease of use on e-WOM. The results of testing the research hypothesis show
that the social media community mediates the effect of ease of use on e-WOM. Communities on social media are motivated
by the desire for mutual interaction between members so that their existence will strengthen the influence of ease of use on e-
WOM. E-WOM as a means of competing for interaction through communication shared on the social media community. The
findings of this study are supported by Choi et al., (2017), Seo et al., (2020); Susanto and Keni (2018) stated that the commu-
nity on social media is motivated by the desire to interact with fellow community members. When someone is driven by the
desire to interact with each other, the ease of using technology encourages him to share information with fellow members of



Z.]. H. Tarigan et al. / International Journal of Data and Network Science 6 (2022) 9

the social media community. For this reason, the community on social media will strengthen the influence of ease of use on
e-WOM.

5. Conclusion

The primary goal of this study is to examine the effect of ease of use on e-WOM through intention to use technology and
social media community in using mobile payments amid the COVID-19 era. Based on the results of the research and discus-
sion, several conclusions were obtained. Ease of use of technology applications has a positive effect on the intention to use
and e-WOM. This result shows the ease of operation of technology and ease of use and being proficient in using it has an
impact on the intention to use technology and joining social media can provide comfort in using and feeling happy. Ease of
use of technology applications has a positive effect on the social media community because of the ease of operation and
understanding of the steps for using technology so that they can access and join as members and contribute to the social media
community continuously. Intention to use in the technology and relatively low cost does not directly affect e-WOM but must
go through a community on social media that provides an exciting atmosphere. Being accepted as a member of the Social
media community and being happy in it and contributing to the community can have a significant effect on e-WOM. This
finding shows that members of the social media community can share information on social media and share reviews among
members, thereby creating a sense of trust and mutual concern among members. The increasing use of the social media
community has made e-WOM stronger. This study may provide insight into the provider of the mobile payment application
to consider the ease of use of the application in the pursuit of the increased number of application users. This study also
enriches the current research in the field of technology application development.
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