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Abstract: This study addresses the underexplored mediating role of user satisfaction in
sustaining Shopee users’ continuance intention amid a 17% drop in site visits by mid-2025
and reduced Q2 2024 orders. Integrating the UTAUT2 and ECM frameworks, this study
examines how price value, hedonic motivation, and habit shape satisfaction and long-term
usage among 260 active Shopee users in West Java, Indonesia’s province with the highest
internet penetration at 82.73% (APJII, 2023). Employing a quantitative explanatory
design, data were collected via a five-point Likert-scale online questionnaire and analyzed
using SEM-PLS in SmartPLS 4. Findings confirm that price value and hedonic motivation
fully influence continuance intention through user satisfaction, whereas habit has the
strongest direct effect and partially mediates this relationship. The model yields substantial
predictive power (Adjusted Rz > 0.70 for both endogenous constructs). These insights urge
Shopee to strengthen retention through competitive pricing, gamified experiences, and
habit-forming mechanisms, thereby bolstering Indonesia’s resilience in volatile markets.

Keywords: Continuance intention; Habit; Hedonic motivation; Price value; User
satisfaction

1. Introduction

The rapid advancement of digital technologies has significantly transformed trade practices
and consumer behaviors in Indonesia. As one of the largest e-commerce markets in
Southeast Asia, the country has experienced remarkable growth, driven by increased internet
access and the shift toward online transactions. Data from Statistics Indonesia (Badan Pusat
Statistik, 2023) indicate that e-commerce transaction value reached IDR 1.1 quadrillion in
2023, a 40% increase from the prior year. This surge highlights the vital role of e-commerce
in strengthening Indonesia’s digital economy. Yet, recent indicators point to a decline in
users’ continuance intention toward leading platforms. For instance, Shopee, which recorded
147.7 million site visits in March 2025, experienced a 17% drop by mid-2025, alongside a
reduction in consumer orders during the second quarter of 2024 (Yonatan, 2025). These
trends suggest that while initial adoption remains robust, sustaining users’ intention to
continue using the platform has become increasingly difficult amid economic pressures and
competitive dynamics.

This phenomenon underscores the need to understand the behavioral factors that
influence users’ willingness to continue using digital commerce platforms. The Unified
Theory of Acceptance and Use of Technology 2 (UTAUT2) identifies several psychological
and behavioral constructs, such as price value, hedonic motivation, and habit, as key
determinants of continued platform engagement (VVenkatesh et al., 2012). From an economic
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standpoint, price value is essential in periods of financial constraint, as consumers seek the
highest perceived value relative to cost. Hedonic motivation, referring to enjoyment or
pleasure derived from using technology, plays an important role in sustaining user
satisfaction beyond utilitarian purposes (Zaid-Kilani et al., 2023). Meanwhile, habit, as a
form of repeated behavior, reinforces automaticity and reduces cognitive effort in decision-
making, thereby supporting continued use (Nikolopoulou et al., 2021). Within Indonesia’s
competitive e-commerce landscape, especially during the period of inflation and widespread
layoffs in early 2025, these factors collectively influence consumers’ satisfaction and loyalty
toward Shopee.

However, prior studies have insufficiently examined the mediating role of user
satisfaction in the relationship between price value, hedonic motivation, and habit and
continuance intention. Previous research has confirmed significant direct effects of these
constructs on repurchase or continued use, with most studies focusing solely on direct
pathways (Arsantio et al., 2023; Radhia & Tjhin, 2021). Furthermore, although UTAUT2
and the Expectation-Confirmation Model (ECM) have been applied separately, few studies
have integrated both to comprehensively analyze post-adoption behavior. The ECM
positions user satisfaction as a central mediator between expectations and continued use,
making it highly relevant for understanding long-term platform retention (Bhattacherjee,
2001). This study offers a methodological contribution by integrating UTAUT2 and ECM,
thereby providing a more robust framework than prior work, which typically examined these
models in isolation.

Thus, this research integrates UTAUT?2 and ECM to examine how price value, hedonic
motivation, and habit influence user satisfaction and, in turn, continuance intention among
Shopee users in West Java, Indonesia. By combining pre- and post-adoption perspectives,
this approach offers a comprehensive view of user behavior dynamics. The novelty of this
study lies in its focus on the underexplored mediating pathway through user satisfaction and
its contextualization within the 2025 economic downturn, a period rarely addressed in prior
literature. Motivated by the need to explain declining continuance intention, as evidenced by
reduced site visits and order volumes, this study aims to identify actionable mechanisms to
enhance long-term user retention, thereby supporting the sustainability of Indonesia’s digital
economy. The findings are expected to contribute theoretically to digital consumer behavior
and practically to e-commerce strategies aimed at strengthening continuance intention in
volatile markets.

2. Literature Review & Hypotheses development

2.1. Theoretical Foundation: Unified Theory of Acceptance and Use of Technology 2
(UTAUT?2) and Expectation-Confirmation Model (ECM)

This study is grounded in the Unified Theory of Acceptance and Use of Technology 2
(UTAUT?2), which explains user behavior in adopting and continuously using technology by
integrating several determinants such as performance expectancy, effort expectancy, social
influence, facilitating conditions, price value, hedonic motivation, and habit (\Venkatesh et
al., 2012). Among these constructs, price value, hedonic motivation, and habit are critical
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for predicting continued technology use because they capture the economic, emotional, and
behavioral aspects of user engagement. On the other hand, ECM focuses on user satisfaction
as a psychological state that arises when users’ post-adoption experiences meet or exceed
expectations, ultimately influencing their continuance intention (Bhattacherjee, 2001). By
integrating UTAUT2 and ECM, this study seeks to provide deeper insight into users’ post-
adoption behavior in the e-commerce environment. UTAUT2 provides the structural
foundation for identifying usage determinants, while ECM clarifies the mediating role of
satisfaction in the relationship between these determinants and continuance intention.
Therefore, integrating both models enables the analysis to link behavioral intention to user
satisfaction, which is particularly relevant for explaining why users continue to use Shopee
amid competitive digital market conditions.

2.2. Research Variables

This study examines five key variables: price value, hedonic motivation, habit, user
satisfaction, and continuance intention. Price value refers to users’ cognitive assessment of
the trade-off between the benefits of using an e-commerce platform and the associated
monetary costs (Venkatesh et al., 2012). When users perceive that Shopee offers competitive
prices and fair value, their satisfaction and willingness to continue using the platform tend
to increase. Hedonic motivation, defined as the enjoyment or pleasure derived from system
use (Zaid-Kilani et al., 2023), is also an important determinant of user satisfaction, as
gamified features and interactive designs enhance emotional engagement. Fintech features,
such as payment gateways, enhance user satisfaction by improving transaction ease and
platform performance (Seta et al., 2025). Habit, meanwhile, denotes the extent to which
platform use becomes automatic due to prior experience and repetition (Nikolopoulou et al.,
2021). A strong habit reinforces behavioral continuity, particularly on digital platforms that
are highly usable and convenient. User satisfaction, conceptualized as the degree to which
user experiences meet or exceed expectations (Bhattacherjee, 2001), functions as a
mediating variable linking cognitive (price value) and affective (hedonic motivation)
evaluations to behavioral outcomes. Finally, continuance intention refers to users’ sustained
intention to keep using Shopee over time (Bhattacherjee, 2001), which is essential for
maintaining loyalty and ensuring business sustainability. Collectively, these variables are
theoretically and empirically interconnected, forming a logical causal chain within the
integrated UTAUT2-ECM framework.

2.3. Hypotheses Development

Price value directly influences continuance intention by providing economic rationality,
whereby perceived monetary benefits outweigh costs associated with platform use
(Venkatesh et al., 2012). This relationship is strengthened in e-commerce through the
creation of utility maximization by discounts and promotions. Empirical findings indicate
that Shopee PayLater users with higher price-value perceptions exhibit stronger reuse
intentions due to installment payment benefits (Indrawati et al., 2024). Similarly, studies on
fashion e-commerce have confirmed that competitive pricing directly increases repurchase
intentions on Shopee (Arsantio et al., 2023). Extended UTAUT?2 research also linked price
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value to sustained engagement (Maulidina et al., 2020). In the face of 2025’s economic
pressures and declining traffic (Yonatan, 2025), this direct path supports user retention.

H:a: Price value has a positive and significant effect on continuance intention.

Price value influences user satisfaction by confirming cost-efficiency expectations,
where monetary benefits exceed perceived expenses (Venkatesh et al., 2012). On Shopee,
deals such as bundle discounts or flash sales create positive disconfirmation, thereby
enhancing post-usage evaluations (Bhattacherjee, 2001). This relationship stems from
ECM’s fulfillment of economic expectations. Empirical evidence from studies in emerging
markets shows that monetary benefits are linked to higher satisfaction (Zaid-Kilani et al.,
2023). Utilitarian shopping research has confirmed that price advantages drive satisfaction
among price-sensitive groups (Purnama et al., 2024). Indonesian UTAUT2 e-commerce
analysis found that value-for-money perceptions improved experiential outcomes
(Maulidina et al., 2020).

Hib: Price value has a positive and significant effect on user satisfaction.

Price value indirectly affects continuance intention through user satisfaction,
integrating UTAUT2’s economic drivers with ECM’s post-adoption process (Bhattacherjee,
2001). A high price value first confirms cost expectations, building satisfaction that sustains
long-term use. This mediation pathway is empirically supported; e-wallet studies have
shown that financial benefits improve satisfaction, thereby boosting continued intention
(Zaid-Kilani et al., 2023). Indonesian repurchase research confirmed that satisfaction
mediated the effect of utilitarian value, including price, on loyalty (Purnama et al., 2024).
Shopee PayLater analysis linked price value to sustained use via satisfaction (Indrawati et
al., 2024). Therefore, price value can encourage continuance intention if consumers feel an
increase in user satisfaction.

Hic: User satisfaction mediates the relationship between price value and continuance
intention.

Hedonic motivation directly enhances continuance intention by evoking positive
emotions, making platform interaction enjoyable beyond utility (\VVenkatesh et al., 2012). On
Shopee, features like flash sales and live streaming create affective gratification, prompting
repeated returns. This relationship drives behavioral loyalty through emotional
reinforcement. Empirical studies confirm; Shopee PayLater research identified hedonic
motivation as the strongest direct predictor of usage intention via promotions (Indrawati et
al., 2024). Mobile internet adoption was associated with sustained enjoyment and intention
(Nikolopoulou et al., 2021). Online platform analyses linked hedonic elements to continuous
engagement (Radhia & Tjhin, 2021).

H.a: Hedonic motivation has a positive effect on continuance intention.

Hedonic motivation influences user satisfaction by meeting emotional expectations,
turning functional use into pleasurable experiences (VVenkatesh et al., 2012). On Shopee,
entertaining content such as themed events and personalized feeds elicits affective
confirmation, enhancing post-usage evaluations (Bhattacherjee, 2001). This relationship
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stems from ECM’s focus on fulfilled experiential anticipations. Empirical findings from
repurchase studies link hedonic value to higher satisfaction in digital retail (Purnama et al.,
2024). Research on e-wallets confirmed that gamified enjoyment improved satisfaction
(Zaid-Kilani et al., 2023). Shopee UTAUT2 models verified hedonic features boosted
experiential outcomes (Maulidina et al., 2020).

Hob: Hedonic motivation has a positive and significant effect on user satisfaction.

Hedonic motivation indirectly shapes continuance intention via user satisfaction,
where enjoyment confirms emotional expectations before fostering loyalty (Bhattacherjee,
2001). This mediation blends UTAUT2’s affective drivers with ECM’s confirmation
process. Empirical evidence supports the claim that teacher technology studies showed that
enjoyment boosted satisfaction, which in turn reinforced intention (Nikolopoulou et al.,
2021). Research on Shopee PayLater confirmed that hedonic satisfaction mediated sustained
usage (Indrawati et al., 2024). Repurchase analyses verified that satisfaction mediated
hedonic value to loyalty (Purnama et al., 2024). Amid Shopee’s 17% mid-2025 traffic
decline, hedonic features through satisfaction restore continuance (Yonatan, 2025).

Hoc: User satisfaction mediates the relationship between hedonic motivation and
continuance intention.

Habit directly drives continuance intention by creating automatic behavioral patterns
that reduce decision effort (\VVenkatesh et al., 2012). On Shopee, routines such as daily deal
checks or default purchases create inertia against switching. This relationship sustains
loyalty through minimal cognitive load. Empirical findings confirm that Indonesian platform
studies identify habit as the top direct predictor of continuous use (Radhia & Tjhin, 2021).
Extended UTAUT2 on Shopee verified the dominant long-term influence of habits
(Maulidina et al., 2020). Fashion e-commerce research has reinforced habit as a key driver
of loyalty (Arsantio et al., 2023). Based on prior findings, habits can increase Shopee users'
continuance intention.

Hsa: Habit has a positive and significant effect on continuance intention.

Habit influences user satisfaction by confirming consistent positive experiences
through repetition (Bhattacherjee, 2001). On Shopee, routine interactions signal
dependability, strengthening post-usage evaluations via ECM’s expectation fulfillment. This
relationship builds emotional reliability in platform use. Empirical studies support the claim
that mobile internet adoption is linked to habitual use to improve satisfaction (Nikolopoulou
et al., 2021). Indonesian fashion e-commerce connected habit to repurchase satisfaction
(Arsantio et al., 2023). Online platform analyses confirmed routine usage enhanced
experiential outcomes (Radhia & Tjhin, 2021). For active Shopee users with recent
transactions, habit solidifies satisfaction as a post-adoption anchor.

Hsb: Habit has a positive and significant effect on user satisfaction.

Habit indirectly affects continuance intention through user satisfaction; automatic
behavior confirms long-term expectations and builds loyalty through positive evaluations
(Bhattacherjee, 2001). This mediation merges UTAUT2’s automaticity with ECM’s
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cognitive process, creating a robust post-adoption pathway. Empirical findings confirm;
extended UTAUT2 on Shopee showed habit affected continued use via satisfaction
(Maulidina et al., 2020). Fashion e-commerce repurchase research verified that satisfaction
mediated the habit-to-loyalty relationship (Arsantio et al., 2023). Indonesian platform studies
supported this indirect path among active users (Radhia & Tjhin, 2021). Therefore, habit
will create continuance intention if Shopee user satisfaction improves.

Hac: User satisfaction mediates the relationship between habit and continuance intention.

User satisfaction directly drives continuance intention by confirming pre-usage
expectations, fostering commitment to positive platform experiences (Bhattacherjee, 2001).
This ECM relationship motivates ongoing use through favorable post-adoption evaluations.
High satisfaction reduces switching by reinforcing psychological loyalty. Empirical
evidence from Indonesian repurchase studies has confirmed that satisfaction is a key
predictor of loyalty (Purnama et al., 2024). Online shopping platform analyses verified
satisfaction sustained user behavior (Radhia & Tjhin, 2021). Integrated shopping value
research demonstrated a direct long-term impact on engagement (Arsantio et al., 2023).
Therefore, increasing Shopee users' satisfaction will create continuance intention.

Ha: User satisfaction has a positive and significant effect on continuance intention.
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Figure 1. Research Model

3. Method

This study employed a quantitative approach with an explanatory research design to examine
the causal relationships among price value, hedonic motivation, habit, user satisfaction, and
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continuance intention within the integrated framework of UTAUT2 and ECM. The
population consisted of active Shopee users in West Java, Indonesia, selected purposively
based on two criteria: (1) having used Shopee actively and (2) having made at least one
transaction within the last six months. West Java was selected as the research setting because
it has one of the highest internet penetration rates in Indonesia (82.73%) and substantial e-
commerce activity, making it a suitable context for studying digital consumer behavior amid
economic challenges (APJII, 2023). The data were obtained via an online survey distributed
via Google Forms, yielding 260 valid responses. Each variable was assessed through
indicators adapted from prior validated research. All statements were rated on a five-point
Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree), and a preliminary test
was conducted to confirm the clarity and reliability of the measurement instrument.

Table 1. Research Instrument

Variables Instrument
Price Value 1. | feel that the Shopee app provides commensurate benefits
(Venkatesh et al., 2012; Zanetta with the costs | incur.
et al., 2021) 2. | enjoy using the Shopee app because the discounts often make the

costs feel worthwhile.

3. | perceive the services on Shopee as having reasonable and fair
prices.

4. The costs of purchasing through Shopee are comparable to the
quality of the products | receive.

5. | consider Shopee as a profitable shopping option that remains

advantageous to use.

| feel that shopping using the Shopee app is enjoyable.

I feel comfortable when shopping using Shopee.

| feel that the Shopee app provides satisfaction for me.

| feel that using the Shopee app is highly entertaining.

| feel that shopping using Shopee has become a habit for me.

I feel compelled to always use Shopee when | want to shop.

I often open the Shopee app every day.

Using the Shopee app has become a routine for me.

I find it difficult to stop using Shopee even when | do not really

need to shop.

Hedonic Motivation
(Venkatesh et al, 2012;
Nikolopoulou et al., 2021)

Habit
(Venkatesh et al., 2012; Zaid-
Kilani et al., 2023)

S s E o

6. | always return to the Shopee app without realizing it.
User Satisfaction 1. 1 am satisfied with the information provided by Shopee.
(Bhattacherjee, 2001; Nguyenet 2. I am satisfied with Shopee’s ability to fulfill my shopping needs.
al., 2021) 3. Shopee provides solutions that match my needs.

4. | am satisfied with the way Shopee delivers its services to me.

5. Shopee’s services meet my expectations.

6. | enjoy interacting with Shopee.

7. Shopee makes my shopping experience more engaging.
Continuance Intention 1. I intend to continue using Shopee in the future.
(Bhattacherjee, 2001; Nguyenet 2. 1 will continue to rely on Shopee for my shopping activities.
al., 2021) 3. 1 will strive to use Shopee whenever | need it.

4. 1 will make Shopee my primary choice for shopping.

5. | will recommend Shopee to others.

The data were analyzed using the Structural Equation Modeling—Partial Least Squares
(SEM-PLS) approach with SmartPLS 4 software. This technique was selected as it enables
simultaneous examination of multiple relationships, including both direct and mediating
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effects. The analysis process began with evaluating the measurement model through validity
and reliability assessments, covering outer loadings, average variance extracted (AVE), and
composite reliability, followed by testing the structural model to examine path coefficients,
t-statistics, and p-values. Bootstrapping with a 5% significance level was performed to verify
the hypotheses. The model exhibited strong explanatory capability, with adjusted R? values
surpassing 0.70 for both user satisfaction and continuance intention, indicating that the
proposed framework effectively captures users’ continuance behavior toward Shopee

4. Results and Discussion

This study describes the characteristics of 260 Shopee users. The majority of respondents
were female (69%), aged 18-25 years, belonging to Generation Z. Most respondents were
students (52%), followed by civil servants and private employees. Respondents were
primarily domiciled in West Java, particularly in Tasikmalaya and Bandung. Most did not
have a fixed income, while employed individuals earned between IDR 1,000,000 and IDR
5,000,000 per month. The most frequent Shopee usage was 1-4 times per month, with an
average monthly expenditure of IDR 100,000-IDR 300,000. The measurement model
demonstrates the performance of indicators through outer loading, which represents each
indicator’s contribution to its construct. Outer loading values above 0.70 indicate valid
indicators, while Average Variance Extracted (AVE) values above 0.50 indicate good
convergent validity (Hair et al., 2022).

Table 2. Test of Validity

Variable Indicator Outer Loading AVE Description
Continuance Intention Cl1 0.877 0.784 Valid
ClI2 0.916
CI3 0.900
Cl4 0.884
CI5 0.846
Habit HT1 0.861 0.727 Valid
HT2 0.820
HT3 0.880
HT4 0.911
HT5 0.836
HT6 0.805
Hedonic Motivation HM1 0.909 0.818 Valid
HM2 0.923
HM3 0.912
HM4 0.874
Price Value PV1 0.837 0.704 Valid
PV2 0.827
PV3 0.857
PV4 0.802
PV5 0.871
User Satisfaction uUs1 0.891 0.809 Valid
us2 0.910
us3 0.910
us4 0.907
uss 0.914
us6 0.895
us7 0.869
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As shown in Table 1, all indicators for each construct met the criteria for convergent
validity. The outer loading values were consistently above 0.70, indicating that each item
made a significant contribution to its corresponding construct. In addition, all average
variance extracted (AVE) values exceeded the minimum threshold of 0.50. Hence, the
measurement model satisfied the convergent validity requirements and was deemed
appropriate for subsequent reliability assessment.

Table 3. Test of Reliability

Cronbach's alpha Composite reliability Keterangan
Continuance Intention 0.931 0.948 Reliable
Habit 0.925 0.941 Reliable
Hedonic Motivation 0.926 0.947 Reliable
Price Value 0.895 0.922 Reliable
User Satisfaction 0.961 0.967 Reliable

Reliability evaluation considered Cronbach’s Alpha as the minimum indicator and
Composite Reliability (CR) as the maximum measure of instrument consistency. All
variables showed Cronbach’s Alpha and CR values above 0.70, indicating high and
consistent reliability, in line with PLS-SEM standards (Hair et al., 2022). Discriminant
validity was assessed to ensure that each construct in the model is distinct from other
constructs. This analysis used two main methods: the Fornell-Larcker Criterion and the
Heterotrait-Monotrait Ratio (HTMT).

Table 4. Results of Discriminant Validity Analysis

Cl HT HM PV us
Fornell-Larcker
Continuance Intention (CI) 0.885
Habit (HT) 0.825 0.853
Hedonic Motivation (HM) 0.759 0.675 0.905
Price Value (PV) 0.714 0.610 0.776 0.839
User Satisfaction (US) 0.801 0.694 0.848 0.784 0.899
Heterotrait-monotrait ratio (HTMT)
Continuance Intention (CI)
Habit (HT) 0.884
Hedonic Motivation (HM) 0.817 0.720
Price Value (PV) 0.781 0.658 0.850
User Satisfaction (US) 0.846 0.728 0.899 0.844

Based on Fornell-Larcker, the diagonal values (the square roots of AVE) were
consistently higher than the correlations among constructs, indicating adequate discriminant
validity. HTMT testing further confirmed this, with all ratios below the 0.90 threshold,
ensuring no significant overlap between constructs. These results satisfy discriminant
validity standards in PLS-SEM (Hair et al., 2022).
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Table 5. Test of R-Square

Variable Adj. R-Square
Continuance Intention 0.787
User Satisfaction 0.774

The results showed that Continuance Intention had a substantial Adjusted R2,
indicating that the independent variables collectively accounted for a substantial proportion
of the variance in users’ intention to continue using Shopee. User Satisfaction also showed
a substantial Adjusted R?, suggesting that the independent variables effectively captured
variations in user satisfaction in this study (Hair et al., 2022). Hypothesis testing assessed
the effects of exogenous variables on endogenous variables using bootstrapping procedures
with path coefficients, t-statistics, and p-values. A relationship was considered significant if
the t-statistic > 1.96 and the p-value < 0.05 at the 5% significance level (Hair et al., 2022).
Higher t-statistics and smaller p-values indicate stronger statistical significance. Detailed
results are presented in Table 6.

Table 6. Hypothesis Testing Results

Hypothesis Original Sample (O) T Statistics P Values Results

PV =>CI 0.113 2.372 0.018* Hia: Accepted
PV =>US 0.277 5.393 0.000** H:b: Accepted
PV =>US =>CI 0.081 3.168 0.002** Hic: Accepted
HM =>CI 0.091 1.294 0.196 Hoa: Rejected

HM => US 0.512 9.494 0.000** Hab: Accepted
HM => US =>CI 0.150 4.110 0.000** Hac: Accepted
HT =>US 0.491 10.560 0.000** Hsa: Accepted
HT =>US 0.180 4.318 0.000** Hsb: Accepted
HT =>US=>ClI 0.053 2.865 0.004** Hsc: Accepted
US =>ClI 0.293 4.257 0.000** Ha4: Accepted

** Sig < 1%; * Sig < 5%

The analysis shows that most hypotheses received strong empirical support, both
directly and indirectly. This approach confirms the integration of the UTAUT2 and ECM
frameworks, providing deeper insights into the factors shaping Shopee users’ continuance
intention in West Java. User satisfaction emerged as the primary psychological mediator
linking price value, hedonic motivation, and habit to continuance intention. Respondents,
mostly young adults, evaluated satisfaction based on cost-effective, enjoyable, and
consistent shopping experiences rather than on the platform’s technical advantages alone.
Thus, their decision to continue using Shopee is more influenced by post-transaction
emotional and cognitive satisfaction than functional aspects alone (Venkatesh et al., 2012;
Bhattacherjee, 2001; Hair et al., 2022).
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Price Value

Ccu1

Continuance Intention

CI5

Figure 2. Hypotheses Result

Hia, Hib, and Hic are all supported, with price value demonstrating both direct and
mediated effects on continuance intention through user satisfaction. The core logic rests on
utilitarian confirmation: Shopee’s vouchers, cashback, and bundle promotions deliver
tangible savings that align with users’ expectations of affordability, thereby enhancing
satisfaction and reinforcing loyalty (Venkatesh et al., 2012). The indicator “Shopee is
reasonably priced” had the highest loading, indicating that perceived cost-effectiveness
predominates in value perceptions in daily decision-making (Zaid-Kilani et al., 2023). This
pattern mirrors UTAUT2’s emphasis on monetary benefits as a foundational driver of post-
adoption behavior (VVenkatesh et al., 2012). In West Java’s digitally dense environment with
82.73% internet penetration, users frequently compare deals across platforms, making
competitive pricing a non-negotiable element of satisfaction (APJII, 2023). The hypotheses
hold because, under ECM, confirmed price expectations reduce cognitive dissonance and
foster emotional relief, indirectly sustaining continuance intention (Bhattacherjee, 2001).
Empirical evidence from Indonesia’s IDR 1.1 quadrillion e-commerce market in 2023 shows
that value-driven platforms maintain user engagement even as site visits declined 17% by
mid-2025 (Yonatan, 2025). Prior studies on e-wallet adoption similarly confirm the dual role
of price value in building satisfaction and retention (Zaid-Kilani et al., 2023). Thus, PV
serves as a retention anchor for younger, budget-conscious users in urbanizing areas such as
Tasikmalaya, thereby ensuring that Shopee remains a preferred choice despite market
volatility (Arsantio et al., 2023).

H.b and Hzc are confirmed, while Ha is rejected, indicating that hedonic motivation
influences continuance intention exclusively through user satisfaction. This effect is
particularly pronounced among the 68% female respondents, who engage more emotionally
with Shopee’s interactive and playful features (Nikolopoulou et al., 2021). The mechanism
is affective fulfillment: gamified elements, Shopee Live, coin shakes, surprise vouchers,
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transform routine transactions into joyful experiences, elevating satisfaction beyond mere
functionality (Maulidina et al., 2020). The indicator “Using Shopee is fun and enjoyable”
recorded the highest loading, underscoring that intrinsic pleasure is the primary hedonic
driver (Jha, 2025). This aligns with UTAUT2 extensions, where enjoyment fulfills non-
utilitarian needs in technology acceptance (Venkatesh et al., 2012). For mobile-dominant
users, hedonic design offers micro-escapes from economic stress, making the platform a
source of daily delight (Nikolopoulou et al., 2021). The hypotheses are validated because,
according to the ECM, confirmed emotional expectations reinforce positive post-use
evaluations, thereby indirectly driving long-term intention (Bhattacherjee, 2001). Research
on fashion e-commerce in Indonesia similarly identifies hedonic motivation as a mediator of
loyalty among Gen Z and millennials (Arsantio et al., 2023). With 215.6 million national
internet users in 2023, platforms prioritizing fun retain attention in saturated markets (APJII,
2023). Therefore, HM sustains engagement through satisfaction, with no direct path to
intention, highlighting the necessity of emotional fulfillment in user retention (Purnama et
al., 2024).

Hasa, Hsb, and Hasc are all supported, establishing habit as the most dominant predictor
with both direct and indirect effects on continuance intention. Habit resonates deeply among
61% of respondents who have used Shopee for over two years, reflecting strong behavioral
embedding in daily digital routines (Nikolopoulou et al., 2021). The underlying logic is
automaticity: repeated actions, opening the app upon waking, checking midnight sales, or
habitual cart recovery, require minimal cognitive effort while delivering reliable rewards,
simultaneously enhancing satisfaction and bypassing deliberate reevaluation (\Venkatesh et
al., 2012). The indicator “Using Shopee has become a habit for me” showed the highest
loading, confirming deep routine integration (Indrawati et al., 2024). This dual pathway
integrates UTAUT2 and ECM: habit reduces decision fatigue while confirming reliability
over time (Bhattacherjee, 2001). In West Java’s high-mobile ecosystem, push notifications
and personalized feeds accelerate habit formation, making Shopee the default shopping
channel (Temasek, & Bain, 2023). The hypotheses hold because ingrained behavior resists
external disruptions, such as economic downturns, thereby sustaining intention and
indirectly reinforcing satisfaction (Radhia & Tjhin, 2021). Empirical studies on Shopee
PayLater similarly highlight the dominance of habit in fintech continuance (Indrawati et al.,
2024). Thus, habit emerges as the strongest retention mechanism, particularly among
experienced users in competitive digital markets (Nikolopoulou et al., 2021).

Ha is strongly supported, positioning user satisfaction as the central mediator linking
price value and hedonic motivation fully, and habit partially, to continuance intention.
Satisfaction consolidates cognitive, affective, and behavioral inputs into a unified post-
adoption judgment that drives long-term platform commitment (Bhattacherjee, 2001). The
indicator “I am overall satisfied with Shopee” exhibited the highest loading, reflecting a
holistic evaluation of the experience (Hair et al., 2022). This supports the integrated
UTAUT2-ECM framework, in which satisfaction bridges pre-adoption drivers to post-
adoption loyalty (VVenkatesh et al., 2012). For West Java’s digitally immersed, educated, and
mobile-first population, satisfaction acts as a resilience factor amid economic uncertainty
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and competitive pressure (Yonatan, 2025). The hypothesis is confirmed because, as
established in ECM, confirmed expectations, whether from value, enjoyment, or routine,
generate behavioral intention (Bhattacherjee, 2001). Comparative research on online
repurchase behavior consistently affirms the mediating role of satisfaction in volatile
markets (Purnama et al., 2024). Therefore, the US serves as the pivotal mechanism that
transforms antecedents into loyalty, thereby ensuring Shopee’s endurance across diverse
user segments (Radhia & Tjhin, 2021). These findings complement Maulidina et al. (2020)
by examining the mediating role of satisfaction, emphasizing the importance of pricing,
entertainment, and habitual strategies in enhancing e-commerce growth. They provide
practical implications for digital businesses in optimizing customer satisfaction through
personalization and service innovation.

5. Conclusion

This study integrates UTAUT?2 and ECM to investigate how price value, hedonic motivation,
and habit influence user satisfaction and continuance intention among 260 active Shopee
users in West Java. The results confirm that price value and hedonic motivation affect
continuance intention fully through satisfaction, whereas habit exerts both direct and partial
indirect effects via satisfaction, underscoring the interplay of economic, emotional, and
behavioral factors in post-adoption loyalty. These insights provide actionable strategies for
Shopee to strengthen retention through competitive pricing, engaging gamification, and
habit-forming notifications, particularly amid Indonesia’s 2025 economic challenges and a
17% decline in site visits (Yonatan, 2025). However, limitations include the regional focus
on West Java, with its 82.73% internet penetration, and the cross-sectional design, which
restricts generalizability to less connected areas and to temporal and behavioral shifts (APJII,
2023; Bhattacherjee, 2001).

Future studies should adopt longitudinal designs to capture evolving satisfaction and
intention amid macroeconomic fluctuations, as static snapshots limit causal depth in
dynamic digital contexts (Bhattacherjee, 2001). Extending the model to rural eastern
Indonesia or cross-platform comparisons with Tokopedia and Lazada is empirically
warranted, given regional disparities in access and platform-specific feature impacts on habit
and trust (Temasek, & Bain, 2023; Maulidina et al., 2020). Incorporating trust and service
quality is also critical, as these variables significantly mitigate perceived risks and enhance
post-adoption reliability in Indonesia’s cybersecurity-sensitive e-commerce landscape,
where inconsistencies can erode loyalty (Zaid-Kilani et al., 2023; Indrawati et al., 2024).
Such extensions will deepen theoretical and practical understanding of continuance within
Indonesia’s projected US$200-360 billion digital economy by 2030 (Temasek, & Bain,
2023).

References

Arsantio, R.P., Nidia, N. P., Sarrah, N. I., Tara, F., & Srihadi, M. (2023). Influence of the
UTAUT2 model on consumer repurchase intentions in the fashion e-commerce
industry: An analysis of Shopee Indonesia. International Journal of Research in
Engineering and Science (IJRES) ISSN, 11, 304-312. www.ijres.org304

335


http://www.ijres.org304/

Journal of Business and Information Systems, Vol. 7, No. 2, December (2025)

Asosiasi Penyelenggara Jasa Internet Indonesia. (2023, March 10). Survei APJII pengguna

internet di Indonesia tembus 215 juta orang. Bisnis.com.
https://apjii.or.id/berita/d/survei-apjii-pengguna-internet-di-indonesia-tembus-215-
juta-orang

Bhattacherjee, A. (2001). Understanding information systems continuance: An expectation-
confirmation model. MIS Quarterly: Management Information Systems, 25(3), 351—
370. https://doi.org/10.2307/3250921

Hair, J. F., Singh, S., Kaur, R., & Dana, L. P. (2022). A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM). SAGE Publication, 1-352.
https://uk.sagepub.com/en-gb/eur/a-primer-on-partial-least-squares-structural-
equation-modeling-pls-sem/book270548

Indrawati, 1., Putra, M. I. V. H., & Alfaiza, S. A. (2024). The influence of ease of use,
hedonic motivation, trust and price value on intention to use Shopee PayLater in
Indonesia. Pakistan Journal of Life and Social Sciences, 22(2), 1008-1017.
https://doi.org/10.57239/PJLSS-2024-22.2.000197

Jha, K. (2025). UTAUT?2 and its impact on online consumer behavior: An empirical study
in the context of fashion apparel. Tuijin Jishu/Journal of Propulsion Technology, 46(1),
841-857.

Maulidina, P. R., Sarno, R., Sungkono, K. R., & Giranita, T. A. (2020). Using extended
UTAUT2 model to determine factors influencing the use of Shopee e-commerce.
Proceedings of the 2020 International Seminar on Application for Technology of
Information and Communication: IT Challenges for Sustainability, Scalability, and
Security in the Age of Digital Disruption IEEE.
https://doi.org/10.1109/ISEMANTIC50169.2020.9234255

Nguyen, L., Nguyen, T. H., & Tan, T. K. P. (2021). An empirical study of Customers'
satisfaction and repurchase intention on online shopping in Vietnam. The Journal of
Asian Finance, Economics and Business, 8(1), 971-983. https://doi.org/10.13106/
jafeb.2021.vo0l8.n01.971

Nikolopoulou, K., Gialamas, V., & Lavidas, K. (2021). Habit, hedonic motivation,
performance expectancy and technological pedagogical knowledge affect teachers’
intention to use mobile internet. Computers and Education Open, 2, Article 100041.
https://doi.org/10.1016/J.CAEQ.2021.100041

Purnama, M., Mugiono, M., & Rofig, A. (2024). Utilitarian shopping value and hedonic
shopping value influencing repurchase intention mediated by satisfaction. Devotion :
Journal  of  Research and  Community  Service, 5(4), 429-438.
https://doi.org/10.59188/DEVOTION.V514.704

Radhia, N., & Tjhin, V. U. (2021). Analyzing the continuous use intention of online
consumer on leading online shopping platform. Journal of Theoretical and Applied
Information Technology, 99(11), 2632-2647.

Seta, V. E., Sari, R.P., & Nusron, L. A. (2025). The importance of digital marketing and
fintech based on payment gateway to improve MSMEs performance and sustainability.
Journal of Business and Information Systems, 7(1), 127-140. https://doi.org/10.31316/

Jbis.v7i1.299

336


https://doi.org/10.2307/3250921
https://doi.org/10.57239/PJLSS-2024-22.2.000197
https://doi.org/10.1109/ISEMANTIC50169.2020.9234255
https://doi.org/10.13106/%20jafeb.2021.vol8.no1.971
https://doi.org/10.13106/%20jafeb.2021.vol8.no1.971
https://doi.org/10.1016/J.CAEO.2021.100041
https://doi.org/10.59188/DEVOTION.V5I4.704
https://doi.org/10.31316/%20jbis.v7i1.299
https://doi.org/10.31316/%20jbis.v7i1.299

Journal of Business and Information Systems, Vol. 7, No. 2, December (2025)

Temasek, G., & Bain, C. (2023). e-Conomy SEA 2023: The next chapter.
https://economysea.withgoogle.com/intl/id_id/home/

Venkatesh, V., Thong, J. Y. L., & Xu, X. (2012). Consumer acceptance and use of
information technology: Extending the unified theory of acceptance and use of
technology. MIS Quarterly: Management Information Systems, 36(1), 157-178.
https://doi.org/10.2307/41410412

Yonatan A.Z., (2025). Jumlah Kunjungan ke Situs E-Commerce Indonesia Melemah.
GoodStats. https://goodstats.id/article/jumlah-kunjungan-ke-situs-e-commerce-
indonesia-melemah-Xza8b

Zaid-Kilani, A. A. H., Kakeesh, D. F., Al-Weshah, G. A., & Al-Debei, M. M. (2023).
Consumer post-adoption of e-wallet: An extended UTAUT?2 perspective with trust.
Journal of Open Innovation: Technology, Market, and Complexity, 9(3), 100113.
https://doi.org/10.1016/J.JOITMC.2023.100113

Zanetta, L. D. A., Hakim, M. P., Gastaldi, G. B., Seabra, L. M. A. J., Rolim, P. M.,
Nascimento, L. G. P., Medeiros, C. O., & da Cunha, D. T. (2021). The use of food
delivery apps during the COVID-19 pandemic in Brazil: The role of solidarity,
perceived risk, and regional aspects. Food Research International, 149, 110671.
https://doi.org/10.1016/J.FOODRES.2021.110671

337


https://economysea.withgoogle.com/intl/id_id/home/
https://doi.org/10.2307/41410412
https://doi.org/10.1016/J.JOITMC.2023.100113
https://doi.org/10.1016/J.FOODRES.2021.110671

