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Abstract: Research on online shopping is generally conducted on standard and branded products, rather 

than on custom and unique artistic products. This research aims to analyze the influence of perceived price, product 

uniqueness, perceived ease of use, and information quality on the online purchasing intention of microfloriculture 

souvenirs with perceived risk as a moderating variable. This research is quasi-experimental using an online 

questionnaire with 170 respondents. The variable measurement uses five Likert scales. To test the causal 

relationship, structural equational modeling (SEM) with smart PLS was used. Based on the results of the analysis, it 

was concluded that perceived price, product uniqueness, perceived ease of use, and information quality had a 

positive effect on online buying intention for microfloriculture souvenir products, but perceived risk did not 

moderate the relationship between perceived price, and did not moderate the relationship between product 

uniqueness and online buying intention for microfloriculture products, souvenirs. 

Keywords: perceived price, product uniqueness, online purchasing intention, perceived risk, 

microfloriculture souvenir. 

购买在线微文化纪念品意向的前因：感知风险的作用 

摘要：网上购物的研究通常针对标准和品牌产品，而不是定制和独特的艺术产品。本研

究旨在以感知风险为调节变量，分析感知价格、产品独特性、感知易用性和信息质量对小花

纪念品网上购买意愿的影响。这项研究是准实验性的，使用了170名受访者的在线调查问卷

。变量测量使用五个李克特量表。为了测试因果关系，使用了带有智能偏最小二乘法的结构

方程模型(扫描电镜)。分析结果表明，感知价格、产品独特性、感知易用性和信息质量对微

花纪念品产品的在线购买意愿有正向影响，但感知风险并不能调节感知价格之间的关系。，

并且没有调节微花卉产品的独特性和在线购买意愿之间的关系, 纪念品。 

关键词：感知价格、产品独特性、在线购买意愿、感知风险、微型花卉纪念品。 

1. Introduction
The digital business provides various conveniences

in selling products both tangible and intangible, one of 

which is selling souvenirs based on websites and online 

stores. According to [1] Souvenirs have two roles, first 

from the consumer’s perspective, where souvenirs are a 
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symbol of an experience they have had, and second 

from the seller’s perspective, where souvenirs are 

found in handicraft shops. Souvenirs can trigger 

positive memories about someone’s experiences, so 

their role is essential [2]. However, little attention is 

still given to souvenir products to make them more 

valuable, even though their role is to contribute to 

future consumer behavior [3]. Souvenirs have various 

forms on offer, such as clothing, toys, replicas, 

decorations, paintings, and various other objects [1]. 

Souvenir products that are the result of handicrafts, 

whether intended as souvenirs for tourism or simply as 

souvenirs, often do not have a special brand listed on 

the product. Although expectations toward a brand are 

an effective predictor of affective outcomes [4]. 

Generally, the value of online purchases tests more 

about the benefits and convenience of the information 

system [5]-[6], but does not test the products offered. 

Therefore, it is necessary to conduct research on the 

antecedents of online buying intention by combining 

the factors of the information system used and the 

products offered in the context of souvenir products 

that are varied, unique, and unbranded. 

Online purchase intention reflects a person’s desire 

to shop on the internet. If the e-commerce site provides 

satisfactory features, including a product/service 

catalog, search function, trust in the website, price 

comparison, shopping cart, online payment system, and 

general information about the product or service, 

customers are more likely to shop at the online store 

[7]-[10]. Therefore, in doing business online, it is very 

important to pay attention to every factor that can 

attract consumers and maintain sales. 

Consumers tend to compare the original price of the 

product set by the company with the price that they are 

willing to spend on a product. Consumers’ purchasing 

intentions increase when the product price matches or 

is lower than what they expected [11]-[13]. Based on 

research [14]-[17], price perception was found to have 

a significant impact on consumer purchase intentions. 

[18]-[20] In his research, he found empirical evidence 

that price perceptions can influence the online buying 

intention of organic products. Based on research [21]. 

It was found that price perception significantly 

influences purchase intention. Perceived price is an 

important factor that can increase the intention to buy 

private labels [22]. 

H1: Perceived price has a positive effect on online 

buying intention. 

When consumers are looking for something rare, 

they often look for uniqueness. Product uniqueness, 

according to research [23], is closely related to 

attitudes, intentions, and choice of luxury or prestige 

brands [24]-[27]. Research results [28] confirmed a 

positive relationship between perceived uniqueness and 

consumer intention to consume a product. Perceived 

uniqueness and the need for uniqueness have a positive 

effect on consumers’ purchase intentions for rare 

products [29]. 

H2: Product uniqueness has a positive effect on 

online buying intention. 

Based on research results [30], the quality of 

website information significantly impacts consumer 

purchase intentions. In research results [31], it is stated 

that the quality of information is an essential factor that 

can influence the emergence of intention to purchase. 

As confirmed in [32], information quality is a 

determining factor in purchasing intention. Information 

quality significantly influences online purchase 

intentions via mobile applications in Indonesia [33]. 

H3: Information quality has a positive effect on 

online buying intention. 

Research results [34] stated that ease of use 

positively influences online purchase intentions. Ease 

of use significantly influences online purchase 

intentions via mobile apps in Singapore [33]. Based on 

research [35] Perceived ease of use has a positive effect 

on a person’s buying interest, although the effect is not 

as large as the perceived usefulness variable. 

H4: Perceived ease of use has a positive effect on 

online buying intention. 

Furthermore, this study explores the role of 

perceived risk as a moderating variable on online 

purchase intentions. Consumers with low-risk 

perceptions tend to have higher purchase intentions 

[36]. In the context of online purchasing, consumers’ 

perceived risk significantly negatively impacts their 

online purchasing intentions [37]. Risk perception 

makes consumers subjectively assess the negative 

possibilities that can arise from internet use [38]. As 

stated in [39], risk perception likely mediates the 

relationship between price dispersion and attitudes 

when buyers are concerned about the causes of 

different price offers for a product. 

H5: Perceived risk has a negative effect on online 

buying intention. 

Previous research suggests that perceived risk 

moderates the relationship between extrinsic cues and 

behavioral intentions [40]. Perceived risk acts as a 

moderator that can reduce the positive relationship 

between trust and purchase intention [41]. Perceived 

risk acts as a moderating effect between hedonic 

motivation and purchase intention [42]. Based on the 

context explained previously, this study examines the 

moderating role of perceived risk on the relationship 

between perceived price, product uniqueness, and 

online buying intention. Therefore, it can be concluded 

that if the level of perceived risk is high, then the 

influence of other variables on purchase intentions is 

reduced or changed. In this case, the level of risk 

perceived by consumers will influence their decision to 

purchase a product or service. 

H6: Perceived risk moderates the relationship 

between perceived price and online buying intention. 

H7: Perceived risk moderates the relationship 

between product uniqueness and online buying 
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intention. 

 

2. Methods 
The population in the research consists of website 

users (https://shop.brotherindonesia.id/). The sample in 

the research was taken using a quasi-experimental 

approach because it compares user interest after 

respondents visit the website to observe the variables 

studied [43], while the sample size in the study was 

170 and data was collected collectively through 

questionnaires distributed online. 

The instrument in the research was adopted from 

research that has been carried out in measuring the 

perceived price variable using 4 items from research 

[44], product uniqueness adopts 6 items from research 

[45], Perceived Ease of Adopting 6 Items from the 

Research [46], the quality of information from research 

[47], which can be adopted as many as 6 items, 

perceived risk adopts 4 items from research [48], and 

online purchase intention can adopt 3 items from 

research [49]. Respondents’ answers were measured on 

a 5-point Likert scale, with a value of 1 being strongly 

disagree and 5 being strongly agree. 

Data analysis was performed using a descriptive 

approach using Excel software while testing causality 

between variables using structural equation modeling 

(SEM) with Smart PLS software. The advantages of 

SEM include explicit assessment of measurement error, 

estimation of latent (unobserved) variables via 

observed variables, and model testing, where a 

structure can be imposed and assessed to fit the data 

[50]. A summary of the stages of this research is shown 

in the flowchart shown in Figure 1. 

 
Fig. 1 Flowchart of the research methodology (Developed by the 

authors) 

 

3. Results 
In research, the respondent profile is important 

information [51]. Based on the results of the data 

collection carried out, this research obtained 171 

respondents with 167 of them being the younger 

generation aged less than 25 years or 98%, adults aged 

26-35 years or 1%, and older adults aged 36-45 years 

as much as 1%. In general, research respondents were 

dominated by women (74%), while the number of male 

respondents was 26%. Based on education level, most 

respondents were high school graduates (86%), 

undergraduate graduates (8%), postgraduate graduates 

(approximately 3%), diploma graduates (2%), and 

junior high school graduates (1%). Respondents in the 

research were 96% students, 2% entrepreneurs, 1% 

traders, 1% police/army/civil servants, and 1% from 

other professions. 

 
Table 1 Instrument validity and reliability testing (Developed by the authors) 

Variables Indicators Loading Factor Cronbach’s Alpha Composite Reliability AVE 

Perceived Price (PP) PP_1 0.854 0.883 0.919 0.740 

PP_2 0.858 

PP_3 0.863 

 PP_4 0.866 

Product Uniqueness (PU) 

 

PU_1 0.798 0.940 0.953 0.771 

PU_2 0.900 

PU_3 0.908 

 PU_4 0.894 

 PU_5 0.907 

 PU_6 0.857 

Information Quality (IQ) IQ_1 0.867 0.942 0.954 0.776 

IQ_2 0.883 

IQ_3 0.896 

IQ_4 0.917 

IQ_5 0.877 

IQ_6 0.843 

PEoU_1 0.893 

Perceived Ease of Use (PEoU) PEoU_2 0.924 0.951 0.961 0.804 

 

 

PEoU_3 0.921 

PEoU_4 0.915 

 PEoU_5 0.915 

 PEoU_6 0.806 

 PR_1 0.772 

Perceived Risk (PR) PR_2 0.836 0.830 0.883 0.654 

PR_3 0.844 

PR_4 0.781 

OBI_1 0.946 
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Continuation of Table 1 

Online Purchase Intention (OBI) OBI_2 0.929 0.930 0.920 0.792 

 OBI_3 0.933 

 PR*PU 1,000 

Moderate PR*PP 1,000 1,000 1,000 1,000 

 

Information regarding the validity and reliability 

tests of the instruments used in this study is shown in 

Table 1. Internal consistency measurement in this study 

used Cronbach’s alpha [52]. Meanwhile, to measure 

convergent validity in this research, it is based on 

factor loading values, composite reliability (CR), and 

using average variance extracted (AVE) [53]. All 

indicators in this study are accepted because the factor 

loading value of all variables is more than 0.5 [54]. The 

Cronbach’s alpha value produced in this study was 

more than 0.6 [55], and the composite reliability (CR) 

value in this study is more than 0.7, so the instrument 

in the study is reliable [56]. The average variance 

extracted (AVE) value is more than 0.5, indicating that 

the reliability of this research is good [56]. 

This research tests the hypothesis, which is analyzed 

using structural equation modeling with the Smart PLS 

3.2.9 program. The R Square value in Online Buying 

Intention (OBI) is 0.850, and the Adjusted R Square 

value for the OBI variable is 0.843. The Q Square 

value is 0.7225 and is included in the moderate 

category [57]. Calculations of the R Square and Q 

Square values are shown in Table 2. 

 
Table 2 R squares, R adjusted, and Q squares 

Variables R Squares R Adjusted Q Square 

Online buying intention 0.850 0.843 0.7225 

 

Discriminant validity in this study uses Fornell-

Larcker’s [53] limit values; acceptance of discriminant 

validity can be achieved if the correlation ratio value is 

less than 1 [58]. The AVE value that has been rooted is 

shown on the diagonal side of Table 3, while the 

Fornell-Larcker value is on the triangular side below 

the diagonal side, based on the results shown from the 

root AVE value, which is greater than the Fornell-

Larcker value. From these results, it can be seen that 

the discriminant validity value is acceptable. The 

results of the discriminant validity calculation are 

shown in Table 3. Of the seven hypotheses that have 

been tested in this research, five are accepted, while the 

other 2 are rejected. The results of the hypothesis 

testing are shown in Table 4.  

 
Table 3 Discriminant validity testing 

 Information 

Quality 

Online Buying 

Intention 

Perceived 

Ease of Use 

Perceived 

Price 

Perceived 

Risk 

Perceived 

Risk*Perceived 

Uniqueness 

Perceived 

Risk*Perceived 

Price 

Product 

Uniqueness 

Information Quality 0.881        

Online Buying Intention 0.844 0.936       

Perceived Ease of Use 0.796 0.820 0.897      

Perceived Price 0.826 0.852 0.761 0.860     

Perceived Risk -0.307 -0.308 -0.217 -0.209 0.809    

Perceived 

Risk*Perceived 

Uniqueness 

-0.267 -0.308 -0.250 -0.250 0.473 1,000   

Perceived 

Risk*Perceived Price 

-0.262 -0.290 -0.242 -0.244 0.396 0.825 1,000  

Product Uniqueness 0.758 0.833 0.773 0.773 -0.160 -0.211 -0.232 0.878 

 
Table 4 Hypothesis test results 

Hypothesis Independent Variables Dependent Variables Standardized estimated T value P-value Results 

H1 Perceived Price Online Buying Intention 0.298 4,423 0,000 Support 

H2 Product Uniqueness Online Buying Intention 0.291 4,917 0,000 Support 

H3 Information Quality Online Buying Intention 0.195 3,279 0.001 Support 

H4 Perceived Ease of Use Online Buying Intention 0.187 3,243 0.001 Support 

H5 Perceived Risk Online Buying Intention -0.084 2,456 0.014 Support 

H6 Moderating Effects (PR*PU) Online Buying Intention -0.050 0.863 0.389 Unsupported 

H7 Moderating Effects (PR*PP) Online Buying Intention 0.021 0.391 0.696 Unsupported 

 

The proposed hypothesis was then tested based on 

the results of the tests that had been carried out from 

the 7 hypotheses tested, 2 of which had no effect. The 

test results for the first hypothesis of PP have a positive 

effect on OBI with a T-value of 4.423, whereas the P-

value is 0.000. Similar results are also shown from 

hypothesis 2, which shows a positive influence of PU 

on OBI, where the T-value value is 4.917 and the P-

value is 0.000. Hypothesis 3, which tests the influence 

of IQ on OBI, also shows a significant influence with a 

T-value of 3.279 and P-value of 0.001. Hypothesis 4, 

which tests the influence of PEoU, is proven to 

significantly determine OBI as shown by the T-value of 

3.243 and P-value of 0.001. Hypothesis 5 shows a 

positive influence of PR on OBI with a T-value of 

2.456 and P-value of 0.014. Contradictory results are 
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shown from hypotheses 6 and 7, which show that PR 

does not moderate the influence of PU or PP on OBI. 

The rejection of this hypothesis is shown by the P-

value value in hypothesis 6 of 0.389, while the P-value 

in hypothesis 7 is 0.696. 

 

4. Discussion 
Based on the results of the data analysis, it can be 

concluded that of the six hypotheses proposed, all 

hypotheses are accepted. 

The results of the analysis show that hypothesis 1, 

perceived price has a positive effect on online buying 

intention. This is because price is one of the most 

important factors in purchasing decisions; therefore, 

consumers are more inclined to buy a product if they 

consider the product price to be reasonable or as 

expected. This follows the research results [11]-[13]. 

Hypothesis 2: Product uniqueness has a positive 

effect on online purchasing intention. This is because 

the uniqueness of the product can attract consumer 

attention. Unique products have advantages that make 

the product different and cannot be compared with 

competing products; therefore, consumers are more 

interested in buying the product. This agrees with the 

research results [28]-[29]. 

Hypothesis 3: Information quality has a positive 

effect on online buying intention. This is because 

accurate, complete, and easy to understand information 

can help consumers make the right purchasing 

decisions. In the context of online shopping, the quality 

of information reflects the quality of the product or 

service; therefore, information is a determining factor 

in purchasing intentions. This agrees with the research 

results [30]-[32]. 

Hypothesis 4: Perceived ease of use has a positive 

effect on online purchasing intention. Perceived ease of 

use is the consumer’s perception of the ease of use of a 

product or service. Products or services that are easy to 

use will be preferred by consumers. This is consistent 

with the research results [33]-[35]. 

Hypothesis 5: Perceived risk harms moderating the 

relationship between perceived price and online buying 

intention. This hypothesis shows that the influence of 

perceived price on online buying intention can be 

influenced by perceived risk. This means that the 

higher the perceived risk felt by consumers, the less 

likely they are to buy the product, even if the price of 

the product is considered reasonable or profitable. The 

results of this research are in line with those of research 

conducted by [37]-[38]. 

Testing Hypotheses 6 and 7 in this study proves that 

perceived risk does not moderate the relationship 

between uniqueness and perceived price with online 

purchasing intention. These two hypotheses show that 

the influence of uniqueness and perceived price on 

online buying intention cannot be influenced by 

perceived risk. The non-moderating results of 

perceived risk in this study contrast with the research 

conducted [40]-[42]. Thus, of the seven hypotheses that 

have been proposed in the research, two hypotheses 

were proven to be rejected, and all of them were 

hypotheses from the moderating variable. 

 

5. Conclusion 
The research results prove that perceived price, 

product uniqueness, information quality, and ease of 

use have a positive effect on online purchasing 

intention for Microfloriculture souvenir products, 

whereas perceived risk does not moderate the 

relationship between perceived price and product 

uniqueness on online buying intention for 

Microfloriculture souvenir products. 

Looking from a theoretical perspective, this 

research completes the research gap that has occurred 

so far, namely only focusing on testing the antecedents 

of online purchase intentions in information systems, 

without testing the products provided. Therefore, this 

research was carried out to test these two aspects 

simultaneously. The significant results from the 

antecedent factor testing that has been carried out 

provide information that online purchasing intentions 

do not only look at the information system, but the 

product provided is also a determining aspect in it, and 

the perceived risk does not tend to change in online 

purchasing intentions. 

These studies can provide a more comprehensive 

understanding of the factors that influence online 

purchasing decisions. This understanding can be useful 

for online sellers to increase the likelihood of making 

online purchases. Based on the recommendations of 

this research, online sellers should focus on improving 

consumer perceptions of price, uniqueness, information 

quality, and ease of use. By understanding these 

factors, online sellers can increase the likelihood that 

consumers will purchase products online. For further 

research, it is necessary to conduct research that 

focuses on other factors that can influence online 

purchasing decisions. These factors can be 

demographic, psychological, or environmental. You 

can also test the hypotheses that have been accepted in 

this research in a different context, for example, a 

different product or culture. This will provide a more 

comprehensive understanding of the factors that 

influence consumer decisions in the online 

marketplace. 
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