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Abstract: This study aims to analyze the influence of customer emotional value and service 
innovation variables on consumer purchase decisions using the Technology Acceptance Model 
(TAM) theory approach. This study uses a quantitative approach and uses primary data from 
questionnaires and secondary data. The sample in this study were 231 people spread across 
various provinces in Indonesia using an unlimited population. Data analysis was performed 
using validity test, reliability test, R-squared test, F-squared test, direct effect test, and Partial 
Least Square (PLS) hypothesis submission. The results show that the Technology Acceptance 
Model (TAM) has a positive and significant effect on Emotional Value and Service Innovation, 
as well as on Consumer Purchase Decisions through the mediation of Emotional Value and 
Service Innovation. However, the Technology Acceptance Model (TAM) does not have a 
positive and significant effect on Consumer Purchase Decisions directly. 

Keywords: Technology Acceptance Model (TAM), Emotional Value, Service Innovation, Purchase 
Decision. 

JEL Classification Code: F63, O1, L83 

 
 
 

1. INTRODUCTION  
 

The survey released by the Katadata Insight Center (KIC) entitled "MSME Study Report 2021: 
The Role of the Marketplace for MSMEs" revealed that Shopee was the largest contributor to turnover 
for micro, small and medium enterprises (MSMEs) to survive during the pandemic. In addition, 
Shopee has also become a favorite e-commerce platform for MSMEs due to promo programs and 
transaction security factors. To analyze and understand these events, researchers usually use the 
Technology Acceptance Model (TAM) as a model used to explain and estimate user acceptance of an 
information system. The technology acceptance model (TAM), introduced by Davis (1989), is an 
attempt to simplify and better understand the technology acceptance process in organizations. At 
present, TAM has become a very commonly used model in investigating the factors that influence 
user acceptance of technology (Gartner et al., 2022; Lestari et al., 2020). TAM proposes the existence 
of individual perceptions of usability and ease of use, where these two perceptions are the two factors 
that determine technology acceptance. Shopee is from Singapore which is the marketplace with the 
most visitors in Southeast Asia with 197.8 million visits per month. The marketplace, which is under 
the auspices of the SEA Group company, now operates in eight countries, including Indonesia, 
Singapore, Malaysia, Thailand, Taiwan, to Brazil. In the eight operating areas, Indonesia itself is 
recorded as Shopee's largest market share, which accounts for 76.2 million visits per month. In this 
case, the number of visitors who visit the Shoppe marketplace shows that there is very great interest 
from visitors or commonly called consumers, where this interest arises due to several factors, such as 

https://doi.org/10.1080/xxxxxxxxxxxxxxx
https://goldenratio.id/index.php/grmapb
https://issn.lipi.go.id/terbit/detail/20210426000016212
mailto:juniansyah_dedi@gmail.com1
mailto:sabri.hasan@umi.ac.id
mailto:aditya.halim@umi.ac.id2


2023. The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

Dedi Juniansyah et al, Golden Ratio of Marketing and Applied Psychology of Business, Vol.3, Issue. 1 (2023)  

https://doi.org/10.52970/grmapb.v3i1.170 

Website: https://goldenratio.id/index.php/grmapb    ISSN [Online]: 2776-6349 

 

Page 53 of 65  
 
 
 

 

products that are varied and have good quality, selling prices tend to be higher. cheap compared to 
other marketplaces, the ease of using applications or sales websites, the benefits felt by consumers, 
getting good service, and the emotional value received by consumers. 

These factors create a feeling of Emotional Value for each consumer, which results in consumers 
feeling satisfied and will continue to visit and use the marketplace as a place to shop. Following the 
concept of Emotional Value itself, namely, customers do not only consider a product or service with 
its features and benefits but also consider what value they get from the product or service. Armstrong 
et al. (2014) revealed that a consumer will buy a company's product or service that provides the 
highest customer delivered value. As for the good service factor that makes consumers feel satisfied 
and always use the application or shop at the marketplace. The service itself has a strong relationship 
with Service Innovation or service innovation which has term, which refers to innovations that occur 
in various service contexts, including the introduction of new services or improvements to existing 
services. An increase in services provided by sellers through the existing marketplace has a positive 
impact on consumers. The two important factors above (e.g., emotional value and service innovation) 
are factors that become the main key to a consumer's purchase decision. Purchasing decision itself 
according to (Patil et al., 2020; Robalo & Sayag, 2018) is a decision-making process by consumers to 
determine whether to make a purchase or not to make a purchase. 

 
2. Literature Review 

 
2.1. Technology Acceptance Model (TAM) 

 
TAM (Technology Acceptance Model) is a technology application model that uses the theory of 

rational action (TRA) from (Smith & Paladino, 2010) to observe the level of use of information 
technology by respondents. This TRA is composed of the basic assumption that every human being 
behaves consciously in self-control and considers the use of available information for use in his life. 
Auvinen et al. (2020) states that a person's intention in doing a certain act can be influenced by two 
determining factors, the first is related to attitude (attitude towards behavior) and the next influence 
is social influence, namely subjective norms. In the money TAM model introduced by Davis 1989 
the level of acceptance of IT use is determined by five constructs, namely, perceived ease of use, 
perceived usefulness, attitude toward using, and behavior to keep using (behavioral intention) to use 
(Bastari et al., 2020), and actualsystem usage conditions. Based on the five constructs, two factors 
dominantly affect the technology system. The first factor is the perception of usefulness or benefits, 
while the second factor is the perception of the ease of use of technology. 

 
2.2. Emotional Value 

 
According to Hyson (2013), Emotional Value is the economic value customers feel when they 

have a positive experience after using the company's products and services and has several indicators, 
namely: Positive response, Pleasure, and Positive experience. The perceived ease of use construct is 
the second additional construct in the Technology Accessibility Model (TAM), which is defined in 
terms of the extent to which a person believes that the use of technology will be free from effort. The 
ease of use of this perception is also said to be a belief in the decision-making process. Someone will 
use an information technology system if the person believes that the information technology system 
is easy to use, and vice versa if someone believes that the technology system is not easy to use, then 
the person will not use the information technology system (Fang et al., 2014; Hadi Putra & Santoso, 
2020) 

 
2.3. Service Innovation 

 
There are several definitions to define the concept of Service Innovation or service innovation and 

all of those are related to improving performance and strengthening the company's capacity to 
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compete with other companies. According to Javaid et al. (2021); Kartika et al. (2020), Innovation is 
defined as the production of new ideas to create sustainable customer value, and also the adoption of 
these ideas into new products, new processes, and managerial procedures. In many cases, the provision 
of services is more valuable to the firm than selling products, as products tend to become commodities 
at a faster rate (Javaid et al., 2021). Then there is a growing perception that innovation can contribute 
to service improvement and productivity improvements in public services which can lead to increased 
pressure on companies to be more innovative (Daniel, 2016; Jaakson et al., 2011). Service innovation 
means something new and useful to the target group of (Ņikitina et al., 2022), which creates value 
for current and future customers. 

 
2.4. Purchase Decision 

 
According to Zubair et al. (2020) states that purchase decisions for most products are just a routine 

activity in the sense that the need will be satisfied enough by repurchasing the same product. However, 
if there is a change in prices, products and services received, the consumer may not repeat his purchase 
decision by considering various other product alternatives. Lajante et al. (2022) suggest that the 
purchase decision is the stage of the decision process where consumers make product purchases. In 
line with the above, (Muñoz-Leiva et al., 2021)says that decision making is the selection of an action 
from two or more alternatives. Meanwhile (Hawkins et al., 2015) explains that consumer decision 
making is the impression of individuals who carefully evaluate the attributes of a product, brand, or 
service and carry out a selection process to choose from one alternative problem-solving needs. 
According to Mishra et al. (2022), purchasing decisions are choosing several choices of two or more 
two. It can be said that in making a decision a person must determine one alternative from another 
alternative. If someone decides to buy because they are faced with the choice to buy or not to buy, it 
is a position to make a decision. 
 

3. Research Method and Materials  
 

3.1.  Sample Criteria 
 
The population in this study seems infinite or difficult to estimate. By definition, an infinite 

population is a collection of objects or individuals who are the object of research whose boundaries 
are not known or measurements cannot be made regarding the total number of individuals in the 
occupied area. Considering the number of samples is very large and so wide, and with the tendency 
of some of the expert opinions above that do not provide a definite picture of the determination of 
the number of samples, the researchers took steps in determining the minimum sample following 
some of the theoretical references above. So that the minimum sample in this study is 200 people. 
The samplecriteria are men and women aged at least 18 - 40 years with various educational 
backgrounds and regional origins. Likewise with status, work background and profession. The 
minimum sample criteria is the status of having completed the high school education level or the 
status of student - working (public servant, private sector, self-employed, and other professions). 
Furthermore, the origin of the respondent area which consists of 34 provinces in Indonesia. Finally, 
the criteria for the respondent's income level are at least 800 thousand rupiahs. 

 
3.2. Measurement 

 
The data collection technique in this study was a questionnaire created through google sheets and 

google form then distributed using a text hyperlink code that was given to the sample directly in order 
to maintain data validation. The type of data used in this study is quantitative data in the form of the 
results of the distribution of questionnaires to respondents. The data analysis method used is Partial 
Least Square (PLS). The data analysis test tool uses the Smartpls 3.0 software. The stages of data 
analysis on Smartpls are as follows: (1) Instrument Testing; (2) Reflective measurement model 
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evaluation (Outer Model); (3) Evaluation of structural models (inner model); (5) Evaluation of 
Formative Measurement Model 

 
Table 1: Measurement of Variabel 

Variables Item Construct 

Technology 
Acceptance 
Model 
(TAM). 

User Experienced 
Convenience 

1) Shopee app is easy to learn 
2) Responsive Shopee Application and updates frequently 
3) There is a relatively light capacity in terms of RAM usage 
4) Shopee application is available on all technology media and 

operating system platforms (PC, Tablet, Smartphone) 

Perceived Risk 

5) Items sold on the Shopee application menu are of good 
quality and original 

6) Shopee application operators tend to be mediators in 
handling consumer complaints regarding products 

7) Refunds due to failed / disabled transactions are quickly 
responded to by the application operator 

8) Fast communication via SMS/Email notification in case 
where the deal is successful via digital payment 

Perceived Value 
Added 

9) The Shopee application provides a variety of products 
10) Availability of detailed data from the seller 
11) Menu offer to chat with seller 
12) Fast delivery of goods to consumers 
13) High level of security 
14) Eye-catching Shopee app display 
15) Providing rating facilities (testimonials) for buyers to show 

the seller's credibility 
16) Offering various digital payment facilities 
17) Convenience when used 
18) Speed and responsiveness to any customer complaints. 
19) Packaging of shipments that meet safety standards. 

Emotional 
Value. 

Affective 

20) Emotional feeling to seek information 
21) Emotional feeling to find the product 
22) Emotional feelings to improve lifestyle 
23) Emotional feeling to urge to buy 

Cognitive 

24) Find it easy to buy 
25) Feel efficient 
26) Feel more effective than others 
27) Like or dislike 
28) Feel the need 
29) Feel the same as other people 

Normative 30) Feel more comfortable 

Service 
Innovation. 

 
 

Marketing channel 

31) Business ability to use e-commerce sales access 
32) Ad Repeat 
33) Business ability to use social media access as marketing and 

promotion media 
34) The use of endorser figures to make the products marketed 

more convincing 

 
Marketing 
Innovation 

35) The ability of entrepreneurs and internal business in 
mastering marketed products 

36) Conduct periodic evaluations of marketed products 
37) Businesses do not only carry out marketing activities but 

also provide education to customers 

Product 
Segmentation 

38) Products that are marketed are clearly marketed in certain 
segments which include age, gender and income level 
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Variables Item Construct 

 
 
 

Customer Insights 

39) Business Oriented to development in accordance with the 
progress of the times 

40) Business Oriented to the protection and security of user 
data 

41) Business Oriented on the selection of the best raw materials 
42) Business oriented to good quality control before being sold 

in the market 
43) Business Oriented to excellent service and after-sales that 

does not make it difficult for consumers 

Purchase 
Decision 

 
 

Social Support 

44) Positive recommendation 
45) Recommendation by other experience 
46) Positive testimony 
47) Intentions based on values and beliefs 
48) decision based on many who use it 

 
Impulsive Tendency 

49) Interest 
50) Obsessive Products 
51) Ignoring Consequences 
52) Self conflict 

Comprehensive 
Marketing Mix 

53) Expertise Considerations 
54) Research and Development Considerations 
55) Feel Educated 
56) Feel Experience 
57) Price Rationality 
58) Brand Image 
59) Feelings of Prestige 
60) After-sales Service Risk 
61) Tangible and Intangible Qualities 

 

4. Results and Discussion  
 

4.1. Demography of Respondent 
 

Table 2: Gender Respondents 
No. Gender Frequency % 
1. Male 124 53,7 
2. Female 107 46,3 

Total 231 100 
 

Table 3: Age Level  
No. Age Frequency % 
1. 18 – 24 Year 217 93,9 
2. 25 – 31 Year 13 5,6 
3. 32 – 40 Year 1 0,4 

Total 231 100 
 

Table 4: Education Level 
No. Last Education Frequency % 
1. Senior High School 169 73,2 
2. Diploma 9 3,9 
3. S-1 51 22,1 
4. S-2 2 0,9 
5. S-3 0 0,0 
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No. Last Education Frequency % 
Total 231 100 

 
Table 5: Occupation of Respondents 

No. Profession Frequency % 
1 College Student 169 73,2 
2 Government employees 3 1,3 
3 Private sector employee 24 10,4 
4 Entrepreneur 8 3,5 
5 Other Professions 27 11,7 

Total 231 100 
 

Table 6: Survey Distribution Location 
No. Origin (Province) Frequency % 
1 Nanggroe Aceh Darussalam 0 0,0 
2 Sumatera Utara 4 1,8 
3 Sumatera Barat 0 0,0 
4 Sumatera Selatan 2 0,9 
5 Bengkulu 0 0,0 
6 Riau 4 1,8 
7 Kepulauan Riau 0 0,0 
8 Jambi 0 0,0 
9 Lampung 1 0,5 
10 Bangka Belitung 0 0,0 
11 Kalimantan Barat 0 0,0 
12 Kalimantan Selatan 2 0,9 

13 Kalimantan Timur 12 5,5 

14 Kalimantan Tengah 0 0,0 

15 Kalimantan Utara 77 35,5 

16 Banten 5 2,3 

17 DKI Jakarta 11 5,1 

18 Jawa Barat 22 10,1 

19 Jawa Tengah 4 1,8 

20 D.I Yogyakarta 3 1,4 

21 Jawa Timur 8 3,7 

22 Bali 2 0,9 

23 Nusa Tenggara Timur 0 0,0 

24 Nusa Tenggara Barat 0 0,0 

25 Gorontalo 1 0,5 

26 Sulawesi Barat 3 1,4 

27 Sulawesi Tengah 3 1,4 

28 Sulawesi Utara 0 0,0 

29 Sulawesi Tenggara 3 1,4 

30 Sulawesi Selatan 45 20,7 

31 Maluku Utara 1 0,5 

32 Maluku 1 0,5 

33 Papua 2 0,9 

34 Papua Barat 1 0,5 

Total 231 100 
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Table 7: Income Level 
No. Monthly Income Frquency % 
1 800.000 – 2 Million 158 68,4 
2 2 Million – 5 Million 50 21,6 
3 5 Million – 10 Million 17 7,4 
4 > 10 Million 6 2,6 

Total 231 100 
 

4.2. Statistical Result 
 
Based on the PLS analysis is carried out in three stages: outer model analysis, inner model analysis, 

and hypothesis testing. Outer model analysis is carried out to ensure that the measurement used is 
feasible to be used as a measurement (valid and reliable). Outer model analysis can be seen from 
several indicators: Convergent validity, Discriminant validity, Un-dimensionality. Meanwhile, 
theinner model/structural analysis of the model is carried out to ensure that the structural model built 
is robust and accurate. The evaluation of the inner model can be seen from several indicators which 
include: Coefficient of determination (R2), Predictive Relevance, Goodness of Fit Index (GoF) 
(Azizah et al., 2022; Farida & Ardiansyah, 2022). 

 
a) Reflective measurement model evaluation (Outer Model) 

 
The value of convergent validity is the value of the loading factor on the latent variable with its 

indicators. The expected value is > 0.7 (Chin, 1998; Joseph F. Hair, Jr., G.Tomas M. Hult, Christian 
M. Ringle, 2013) Covergent validity itself by looking at the average variance extracted (AVE) value 
of each construct with the correlation between the constructs and other constructs in model. 

 
Table 8: Construct Reliability and Validity 

 
Cronbach's 

Alpha rho_A 
Composite 
Reliability 

Average Variance 
Extracted (AVE) 

E-Commerce Purchase 
Decision 

0,906 0,913 0,924 0,577 

Perceived Emotional Value 0,843 0,853 0,888 0,616 
Service Innovation 0,921 0,924 0,934 0,588 
TAM Factors 0,847 0,853 0,886 0,564 

 

Table 8 above explains that all variables / indicators / constructs have met the test requirements, 
such as the Cronbach alpha value, rhoa_A, composite reliability and the AVE (Average variance 
extracted) value > 0.50. The explanation from the table above is stating that Cronbach Alpha or 
reliability test which states that the extent to which the variable can be declared reliable in measuring 
the dependent variable. 

 
b) R-Square (R2) 

 
The R square (R2) test or reliability test is to state how reliable an item/indicator is in forming a 

variable. The value (R2) is expressed in several reliability categories, namely 0.67 in the (Good) 
category, 0.33 in the (moderate) category and 0.19 in the (weak) category. (Chin, 1998). The value 
of R2 is as follows: 

Table 9: R-Square (R2) Result 
 R Square R Square Adjusted 

E-Commerce Purchase Decision 0,716 0,712 
Perceived Emotional Value 0,671 0,651 
Service Innovation 0,594 0,591 
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Based on table 9, it can be seen that overall the variables have a reliability value above 0.67 so it 
can be concluded that all of the test variables have a reliability value that is included in the good 
category. The average R-square value of the dependent variable is 0.870, assuming that all 
independent variables have a close relationship to the dependent variable, the remaining 87%, namely 
13% Perceived Emotional Value and Service Innovation components are influenced by various factors 
or other variables not examined in this study. 

 
c) F-Square (F2) 

 
The f-Square (F2) test or the predictors test is a test to find out how much influence there is 

between each predictor. f2 value is 0.02. 0.15, and 0.35 can be interpreted whether the latent variable 
predictor has a weak, medium or large influence on the structural level. (Chin, 1998). The value of f2 
is as follows: 

 
Table 10: F-Square (F2) Result 

 E-Commerce Purchase 
Decision 

Perceived 
Emotional Value 

Service 
Innovation 

TAM Factors 

E-Commerce Purchase 
Decision 

    

Perceived Emotional 
Value 0,012  0,102  

Service Innovation 0,606    
TAM Factors 0,025 1,612 0,222  

 
Table 10 shows the relationship that the partial effect of the Technology Acceptance Model (X1) 

variable on Emotional Value (X2) is medium (1.612 > 0.102) as well as the partial relationship 
between Service Innovation and Emotional Value (0.606 > 0.12). 

 
d) Direct Effect Test, Indirect Effect Test and Hypothesis Testing 

 
Direct effects or direct effects and indirect effects can be seen from the results of the boostrapping 

model or in the interpretation of path coefficients values. The direct effect of each endogenous variable 
on the exogenous variable is as follows: 

 
Table 11: Direct Effect  

Hip Path Analysis 
Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P-Values Information 

 
H1 

TAM Factors  
Perceived Emotional 
Value 

0,785 0,029 27,369 0,000 Significant 

 
H3 

TAM Factors  
Service Innovation 

0,488 0,078 6,196 0,000 Significant 

 
H5 

Perceived Emotional 
Value  Service 
Innovation 

0,325 0,070 4,686 0,000 Significant 

 
 

H6 

Perceived Emotional 
Value  E- Commerce 
Purchase Decision 

 
0,713 

 
0049 

 
1,466 

 
0,000 

 
Significant 
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Table 12: Indirect Effect  

Hip Path Analysis 
Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) P-Values Information 

 
H2 

TAM Factors  Emotinal 
Value  
E-Commerce 
Purchase Decision 

0,080 0,062 1,241 0,215 Un 
Significant 

 
 

H4 

TAM Factors  
Service Innovation  E-
Commerce Purchase 
Decision 

0,315 0,061 5,186 0,000 Significant 

 
Tables 11 and 12 explain the direct relationship between the variables tested and then adjusted 

with the hypothesis that has been built in chapter 2. The interpretation of hypothesis testing is as 
follows: 
 

• H1: TAM has a positive and significant relationship or influence on Emotional Value. The 
results of data analysis indicate that the hypothesis H1 is significant with a significance 
coefficient value < 0.01, with a variable influence value (t = 27.369) and a standard deviation 
of 0.029 < 0.10. So in conclusion, it states that the hypothesis H1 = Accepted 

• H2: TAM has a positive and significant relationship or influence on Consumer Purchase 
Decisions by making the Emotional Value variable as an intervening. The results of data 
analysis showed that the hypothesis H2 was declared insignificant with a significance 
coefficient value < 0.01, with a variable effect value (t = 2.637) and a standard deviation of 
0.062 < 0.10. So in conclusion it states that the hypothesis H2 = Rejected 

• H3: TAM has a positive and significant relationship or influence on Service Innovation. The 
results of data analysis indicate that the H3 hypothesis is significant with a significance 
coefficient value < 0.01, with a variable influence value (t = 6.196 and a standard deviation 
of 0.078 < 0.10. So in conclusion it states that the hypothesis H3 = Accepted 

• H4: TAM has a positive and significant relationship or influence on Consumer Purchase 
Decisions by making the Service Innovation variable as an intervening. The results of data 
analysis show that the H4 hypothesis is significant with a significance coefficient value < 
0.01, with a variable influence value (t = 10.331 and a standard deviation of 0.061 < 0.10. 
So in conclusion it states that the hypothesis H4 = Accepted 

• H5: Emotional Value has a positive and significant direct effect on Service Innovation. The 
results of data analysis showed that the hypothesis H5 was significant with a significance 
coefficient value < 0.01, with a variable effect value (t = 4.686) and a standard deviation of 
0.070 < 0.10. So in conclusion it states that the hypothesis H5 = Accepted 

• H6: TAM has a direct positive and significant effect on Consumer Purchase Decisions. 
• The results of data analysis indicate that the hypothesis H6 is significant with a significance 

coefficient value < 0.01, with a variable effect value (t = 1.239) and a standard deviation of 
0.49 < 0.10. So in conclusion, it states that the hypothesis H6 = Accepted  
 

4.3. Discussion 
 
1. Direct relationship between Technology Acceptance Model (TAM) and Emotional Value.  

 
Technology Acceptance Model (TAM) is a concept of acceptance using a behavioral theory 

approach where TAM has a significant influence on an Emotional Value. The Technology Acceptance 
Model proves that the TAM reference group, which consists of the user's perceived ease, perceived 
risk, and perceived added value, is positively related to the Emotional Value reference group consisting 
of Affective, Cognitive, and Normative. Based on the results of the data analysis test with the TAM 
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reference group, it is proven that Shopee is a marketplace that uses a technology system that is easy 
for consumers to use. Likewise with the risks provided by Shopee where Shopee itself is proven to be 
a marketplace with a low risk value and the added value that is felt by consumers given by Shopee, 
according to the results of the research. The most significant added value perceived by consumers is, 
Shopee provides various kinds of products that make Shopee different from other marketplaces. It 
runs symmetrically with the Emotional Value variable where the results of the three TAM reference 
groups create a consumer emotional value. With these Emotional Values, consumers feel an affective 
feeling where consumers use their emotional reactions when shopping at the Shopee marketplace, 
with research results where the feeling of wanting to find a product is the most significant affective 
feeling. It is the same with cognitive where consumers involve their beliefs, ideas, and knowledge 
when shopping in the Shopee marketplace, and Normative where consumers shop according to the 
current situation where many other consumers are also shopping in the Shopee marketplace. The 
results of this study are in accordance with previous research conducted by Bastari et al. (2020). Which 
the results of this study indicate that there is a direct and significant relationship between the 
Technology Acceptance Model (TAM) and Emotional Value.There is a direct relationship between 
the Technology Acceptance Model (TAM) on Consumer Purchase Decisions with the Emotional 
Value variable as an Intervening. 

The same as with the previous explanation where the Technology Acceptance Model (TAM) has 
three reference groups consisting of the perceived ease of use by the user, the perceived risk, and also 
the perceived added value that is symmetrically related to the Emotional Value variable. Based on the 
results of data analysis, these two things lead to a non-significant and not positive relationship to 
Consumer Purchase Decisions. With the existence of TAM, which creates an emotional value for 
consumers, it turns out that it is not a determinant of a consumer's decision to buy a product or 
service. Even though there is support from the consumer Purchasing Decision reference group and 
also Emotional Value, this is not the main guarantor for a consumer to immediately decide to shop 
in a marketplace. This is because the Emotional Values that arise are not only positive but also negative 
Emotional Values that are used as comparisons for a consumer to determine their purchasing 
decisions. Although Shopee itself has excellent features and goes hand in hand with the reference 
group of the two variables, it does not become the main guarantor of consumer purchasing decisions. 
For example, with the Impulsive Tendency, where in general, consumers consider the consequences 
and risks in a shopping decision, with the results of the TAM reference group stating that Shopee has 
a low-risk value, consumers choose to shop on the Shopee marketplace because of the low level of 
risk. As for the Comprehensive Marketing Mix, consumer purchasing decisions follow their emotional 
feelings when shopping in the Shopee marketplace, with positive cognitive and normative feelings, 
making consumers decide to shop at the Shopee marketplace. But with the results of the data analysis 
that has been processed, the data states that the above variables have no significant effect if the 
Emotional Value variable is used as an intervening. The results of this study are from previous research 
conducted by Anggraini, Megawati, and Juwita (2017) under the title "Analysis of the Effect of E-
Wom, Emotional Value, and Ease of Use of E-Commerce on C2C OLX Transactions (Case Study 
of SITE MDP Students)". The results of this study indicate that there is no direct and significant 
relationship between the Technology Acceptance Model (TAM) on Consumer Purchase Decisions 
with the Emotional Value variable as an Intervening. 

 
2. The direct relationship between Technology Acceptance Model (TAM) and Service Innovation.  

 
Service Innovation or Service Innovation is ideas and innovations that are carried out to improve 

the quality of sales. The relationship between the Technolgy Acceptance Model (TAM) and Service 
Innovation itself has a positive and significant nature, where TAM has several symmetrical 
relationships with Service Innovation. As in the Service Innovation reference group, a marketing 
channel where a seller must be able to access sales in e-commerce, this has a positive effect with the 
results of separate TAM research which states that Shopee is a marketplace that is easy to access and 

https://doi.org/10.1080/xxxxxxxxxxxxxxx
https://goldenratio.id/index.php/grmapb
https://issn.lipi.go.id/terbit/detail/20210426000016212


2023. The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY-SA) 4.0 license. 

Dedi Juniansyah et al, Golden Ratio of Marketing and Applied Psychology of Business, Vol.3, Issue. 1 (2023)  

https://doi.org/10.52970/grmapb.v3i1.170 

Website: https://goldenratio.id/index.php/grmapb    ISSN [Online]: 2776-6349 

 

Page 62 of 65  
 
 
 

 

use. Likewise with the Marketing Innovation reference group where Service Innovation must be able 
to master the products being sold and selling can provide education to consumers. This is positive 
with the results of the TAM reference group research which states that Shopee has a low level of risk 
due to the 'Contact Seller' facility between sellers and consumers where consumers can communicate 
directly to sellers about the products being sold, and vice versa sellers can provide information and 
education to consumers through the 'Contact Seller' facility. Product segmentation is also running 
positively with TAM, where Shopee is a marketplace with a low-risk value due to its high level of 
security in accordance with product segmentation that is oriented towards the protection and security 
of consumer data, which is the most significant thing in the Service Innovation reference group. . 
Lastly, Customer Insights where Service Innovation is oriented towards after-sales that does not make 
it difficult for consumers, according to the research results of the TAM reference group, Shopee itself 
is very easy to use with low risk and added value, this makes Shopee a safe marketplace and does not 
make it difficult for consumers. The results of this study are in accordance with previous research 
conducted by Nugraha et al. (2022) which the results of this study indicate that there is a direct and 
significant relationship between the Technology Acceptance Model (TAM) and Service 
Innovation.There is a direct relationship between Technology Acceptance Model (TAM) on 
Consumer Purchase Decisions by making the Service Innovation variable an intervening. 

In addition to the Technology Acceptance Model (TAM) which is symmetrical to Consumer 
Purchase Decisions with the Emotional Value variable as the Intervening, TAM also has a symmetrical 
nature to the Consumer Purchase Decisions with the Service Innovation variable as the intervening. 
When a consumer decides to buy a product, especially in the Shopee marketplace, it is also due to the 
innovative services provided on the Shopee marketplace. In the Purchasing Decision reference group, 
in the Comprehensive Marketing Mix, it is stated that After Sales Service Risk, which is quoted from 
the research results, is positively and significantly related to Service Innovation in the Marketing 
Innovation section which states that the seller in the Shopee marketplace must master the product he 
sells as well as the customers. sellers on the Shopee marketplace are always oriented to excellent service 
and do not make it difficult for consumers. This is also positively related to providing education to 
consumers (Service Innovation) through the added value provided (TAM), namely the 'Contact Seller 
facility. The results of the study stated that Consumer Purchase Decisions are symmetrically related 
to TAM, where Service Innovation is the intervening variable. The results of this study are in 
accordance with previous research conducted by Juniansyah et al. (2022); Nurlina & Putra (2022). 
The results of this study indicate that there is a direct and significant relationship between the 
Technology Acceptance Model (TAM) on Consumer Purchase Decisions. 

 
3. The direct relationship between Emotional Value and Service Innovation. 

 
Emotional Value is a value that arises from a consumer when he has a positive or negative 

experience when buying, or using a product or service. Emotional value can arise due to several things, 
from good experience, interpersonal interest between consumers and sellers, qualified product quality, 
and good service and facilities. The results of the research conducted indicate a positive and significant 
relationship between Emotional Value and also Service Innovation. The Emotional Value and Service 
Innovation reference groups show a symmetrical relationship, whereas in the Affective reference 
group, consumers' emotional feelings to search for and find products arise because of the Marketing 
Channel of Service Innovation which provides advertisements and also uses social media and endorser 
figures as marketing media and promotion. This happened in the Shopee marketplace where Shopee 
itself has quite a lot of advertisements and well-known figures that they use as endorsers such as Arya 
Saloka, Amanda Manopo, Jackie Chan, Joe Taslim, Tukul Arwana, and many other artists to attract 
the emotional value of the audience. consumers to shop on the Shopee marketplace. Likewise, with 
the Cognitive reference group, the emotional feeling of consumers who feel efficient and comfortable 
when shopping in the Shopee marketplace arises because, at Shopee itself, sellers market their products 
in segments that adjust to age, gender, and income, as well as the 'Contact' facility. Sellers is an 
innovative service provided by Shopee to consumers to provide convenience and a sense of comfort 
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between consumers and sellers in buying and selling transactions. The results of the research carried 
out strengthen the theory that Emotional Values also arise because of good innovation services. The 
results of this study are in accordance with previous research conducted by Vernuccio et al. (2015) 
which results of this study indicate that there is a direct and significant relationship between 
Emotional Value and Service Innovation. 

 
4. A direct relationship between Technology Acceptance Model (TAM) on Consumer Purchase 

Decisions 
 

A purchase decision is a consumer's decision to buy a product or service. Purchasing decision itself 
is a process where consumers have to go through certain stages in order to form a decision to buy a 
product. The factors that influence it are cultural, social, personal, and psychological. The results of 
the research conducted stated that the Technology Acceptance Model (TAM) had a significant 
relationship with Consumer Purchase Decisions. Reference groups owned by TAM as well as Purchase 
Decisions influence each other and are significant to each other. This is shown by Shopee which has 
good added value, low risk, and also easy use among other marketplaces to determine whether a 
consumer decides to buy a product. With the reference group, the two variables are interrelated and 
this also happens because Consumer Purchase Decisions are influenced byemotional and 
psychological things that are directly related to feelings to buy a product. The ease of accessing Shopee 
is also a determinant of a consumer who will directly shop at the marketplace. Likewise, Shopee has 
a very low risk, which makes a consumer believe and decide to buy products on the Shopee 
marketplace, lastly, Shopee has better-added value than other marketplaces and this is an added value 
for a consumer who decides to buy products in the marketplace. The results of this study are in 
accordance with previous research conducted by Chatterjee & Kumar Kar (2020) which the results 
of this study indicate that there is a direct and significant relationship between the Technology 
Acceptance Model (TAM) on Consumer Purchase Decisions. 

 
5. Conclusion  

 
The Technology Acceptance Model (TAM) variable has a positive influence on other variables 

which according to the results of existing research, Shopee is a business that uses digital technology 
that is easily accepted by the public because it meets the TAM factor, namely, ease of use of the Shopee 
application, Risk Value which is low due to the high security value that Shopee has, as well as the 
added value provided by Shopee through good facilities. Emotional Value is proven to be the most 
significant and most influential variable among other variables. The results of the study show that the 
emotional value of a consumer is the biggest influence in the consumer purchasing decision factor, as 
well as the TAM variable and Service Innovation. With a good TAM value, it can lead to positive 
Emotional Value, then with the influence of Service Innovation itself, the better the innovation service 
provided, the greater the feeling of positive Emotional Value in supporting Consumer Purchase 
Decisions. Although TAM has a significant effect on other variables, the results of the study show 
that TAM itself is not positively and not significantly related to Purchase Decisions if the Emotional 
Value Variable is used as an Intervening. This proves that the emotional value that is uncertain and 
subjective can influence a consumer in determining his purchase decision with the influence of 
emotional feelings that arise, both positive and negative. After reviewing, this research turns out to be 
more about consumer psychology, and also Human Behavior in which the reference group in each 
variable discusses human emotional feelings, and relates to each other. 

With the use of technology in the Shopee marketplace application, Shopee becomes a good 
application in the use of digital technology, which is expected that other marketplace applications or 
other businesses can follow in Shopee's footsteps. Not only in terms of the use of technology but also 
in terms of Service Innovation. Where Shopee itself emphasizes good quality service to its consumers, 
this can be used as an example for marketplace applications or other businesses to be able to follow 
Shopee's success, while still making Emotional Values the main key. Future researchers are expected 
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to increasingly need research on the Symmetrical and Asymmetrical Relationship of Technology 
Acceptance Model (TAM) to Consumer Emotional Value, and Service Innovation in supporting 
Consumer Purchase Decisions by increasing the number of samples spread across Indonesia and 
adding other variables that might affect. 
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