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36 000030 8918710021 Kartini Istikomah Manajemen (S1) 
37 050024 0313037706 Koen Hendrawan Manajemen (S1) 

38 910024 0319056401 Marsin Manajemen (S1) 
39 130045 0301076603 Maulida Khiatuddin Manajemen (S1) 

40 110044 0016126606 Maruji Pakpahan Manajemen (S1) 
41 000022 0302045901 Mia Laksmiwati Manajemen (S1) 

42 120037 0316096101 Muhammad Jusman Syah Manajemen (S1) 
43 920023 0311056701 Pambuko Naryoto Manajemen (S1) 
44 180051 0307037004 Panca Maulana Manajemen (S1) 

45 130052 0308028202 Qodariah Manajemen (S1) 
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48 130046 0303098103 Rina Ayu Vildayanti Manajemen (S1) 
49 900029 0329057305 Said Manajemen (S1) 
50 030570 0309038404 Sugeng Priyanto Manajemen (S1) 
51 950022 0310076901 Syaiful Anwar Manajemen (S1) 

52 940005 0313107101 Widi Wahyudi Manajemen (S1) 
53 970009 0306067002 Yuni Kasmawati Manajemen (S1) 
54 120092 0324126804 Yuphi Handoko Manajemen (S1) 
55 000017 0325066804 Zulvia Khalid Manajemen (S1) 
56 080053 0303048501 Anissa Amalia Mulya Akuntansi (S1) 
57 090018 0302128603 Desy Anggraeni Akuntansi (S1) 

58 020029 0429118301 Desy Mariani Akuntansi (S1) 
59 030002 0329076801 Dicky Arisudhana Akuntansi (S1) 

60 870018 0303066805 Endah Sri Wahyuni Akuntansi (S1) 
61 130031 0326067801 Indah Rahayu Lestari Akuntansi (S1) 
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63 980009 0307018004 Martini Akuntansi (S1) 
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65 000039 0301117604 Muhammad Nuur Farid Thoha Akuntansi (S1) 
66 080054 0313018601 Prita Andini Akuntansi (S1) 

67 090011 0312026907 Rachmat Arif Akuntansi (S1) 
68 960024 0303057504 Rinny Meidiyustiani Akuntansi (S1) 
69 010024 0307087706 Rismawandi Akuntansi (S1) 
70 170045 0308068801 Roza Fitriawati Akuntansi (S1) 
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71 090004 0302037205 Sri Rahayu Akuntansi (S1) 

72 160048 0306048903 Suryani Akuntansi (S1) 
73 150013 0301098801 Tio Prasetio Akuntansi (S1) 

74 160037 0326059401 Triana Anggraini Akuntansi (S1) 
75 020068 0305078001 Wahyumi Ekawanti Akuntansi (S1) 
76 970028 0424097802 Wuri Septi Handayani Akuntansi (S1) 

77 070013 0305098102 Didik Hariyadi Raharjo Manajemen Bencana (S1) 
78 220051 8955170023 Abdul Haris Achadi Manajemen Bencana (S1) 

79 230013 0323049701 Hayatul Khairul Rahmat Manajemen Bencana (S1) 
80 160031 0316059204 Taqwa Putra Budi Purnomo Sidi Manajemen Bencana (S1) 
81 220017 0309049502 Fathin Aulia Rahman Manajemen Bencana (S1) 
82 220044 0412058903 Ayu Wahyuningtyas Manajemen Bencana (S1) 
83 040001 0316127702 Doddy Wihardi Pariwisata (S1) 

84 240027 - Debi Rusmiati Pariwisata (S1) 

85 240033 - Gusti Panca Pariwisata (S1) 

86 240026 - Ghifary Ramadhan Pariwisata (S1) 

87 240034 - Jasmine Qur'ani Pariwisata (S1) 

88 130048 0321038301 Achmad Syarif Sekretari (D3) 

89 140042 0320086902 Fenti Sofiani Sekretari (D3) 
90 990019 0302017401 Iis Torisa Utami Sekretari (D3) 
91 070022 0318098501 Reni Hariyani Sekretari (D3) 
92 150045 0321038903 Rizky Eka Prasetya Sekretari (D3) 
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Abstract: This study is important considering the rapid adoption of live 
streaming technology in the fashion industry, which has become a primary tool 
for boosting sales. Understanding the factors influencing fashion vendors' use 
of this technology is crucial, as it can help businesses and marketplace plat-
forms design more effective and interactive marketing strategies. This research 
examines how behavioral intention affects the actual use of live streaming 
technology, while also considering the moderating role of gender in the rela-
tionships between these variables. The study adopts a quantitative approach, 
collecting data through a questionnaire survey. The population for this re-
search consists of fashion vendors who actively use live streaming features on 
marketplaces such as Shopee, Tokopedia, and Lazada in the Tanah Abang 
area. Purposive sampling was employed as the sampling technique, as the 
study requires fashion vendors who meet specific criteria, namely, those who 
have used live streaming technology to sell their products on marketplaces. As 
a result, the sample size amounted to 211 participants. Data analysis was con-
ducted using Partial Least Squares Structural Equation Modeling (PLS-SEM) 
with the assistance of SmartPLS software to test the model’s validity and the 
relationships between variables. The findings show that trust significantly af-
fects performance expectancy and effort expectancy. Both performance expec-
tancy and effort expectancy significantly influence behavioral intention, and 
behavioral intention, in turn, positively affects the actual use of live streaming. 
This study offers new insights into how gender differences influence fashion 
vendors' perceptions and decisions when using live streaming technology as a 
marketing tool. Furthermore, it provides a deeper understanding of how trust 
in technology can strengthen performance and effort expectancies, ultimately 
enhancing behavioral intention and the actual use of live streaming technol-
ogy. 
 
Keywords: Behavioral Intention, Effort Expectancy, Live Streaming, Perfor-
mance Expectancy, Trust 
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INTRODUCTION 
 In recent years, live streaming as a market-
ing and sales tool has experienced rapid growth. 
Live streaming offers a more interactive and dy-
namic experience for sellers and buyers, allowing 
sellers to showcase products in real-time, engage 
with the audience, and answer questions instantly. 
This trend has been widely adopted by businesses 
of all sizes to boost sales and expand market reach. 
Particularly during the COVID-19 pandemic, live 
streaming became a crucial strategy for businesses 
to maintain operations amidst physical restrictions 
and the decline of conventional trade (Ma et al., 
2024). Research has shown that live streaming in-
creases consumer trust, as customers can view pro-
ducts firsthand and receive detailed information 
from the seller (Song et al., 2023). Additionally, it 
allows sellers to build emotional connections with 
their audience, which can, in turn, enhance custo-
mer loyalty (Zhou et al., 2021). More specifically, 
the live streaming phenomenon also significantly 
impacts the Micro, Small, and Medium Enterpris-
es (MSMEs) sector, especially clothing traders. 
MSMEs in this sector face challenges, such as 
tight competition, limited market access, and lim-
ited capital (Li et al. 2018). By adopting live 
streaming, SME clothing traders can overcome 
several of these obstacles (Chen et al., 2024a). 
They can leverage digital platforms to showcase 
their products to a wider audience, without the 
high costs of opening a physical store or marketing 
products conventionally (Yang et al., 2024). This 
is in accordance with a study that states that 
MSMEs that utilize live streaming can experience 
an increase in sales of up to 30% compared to tra-
ditional marketing methods (Singh et al., 2021). 
 Several recent studies have documented the 
growing importance of live streaming in e-com-
merce. For example, a report by Chui et al. (2023) 
found that live streaming increased online retail 
sales by 40% in Southeast Asia, with significant 
growth in platforms like Shopee and Lazada, 
where live streaming sessions now account for 
nearly 15% of total sales. Additionally, a study by 
Pu (2023) highlighted that the live streaming mar-
ket in China alone reached over $60 billion in 
2021, with over 400 million viewers, signaling a 
global shift towards this form of digital commerce. 
In Indonesia, a 2023 survey by Statista revealed 
that 52% of online shoppers had partici-pated in a 

live streaming session, and 63% of them pur-
chased directly through these sessions. This can be 
supported by data released by Coresight Research 
in 2023, which shows an increase in the use of live 
streaming from several platforms on social media 
and marketplaces. The popularity of livestream 
shopping platforms in the United States is now in-
creasing, with YouTube in the top position as the 
most favorite platform chosen by 30.2 % of re-
spondents. Followed by Facebook Live, which 
was chosen by 29.2% of respondents, and Insta-
gram Live, with 28.9% of respondents. Amazon 
Live and TikTok are also used, although they have 
lower percentages, namely 20.7% and 19.8% re-
spectively. The high popularity of livestream plat-
forms as a place to shop in the United States has 
had an impact domestically and globally, includ-
ing in developing countries such as Indonesia. 
This trend has caused platforms such as YouTube, 
Instagram, TikTok, and other widely used market-
places in Indonesia to be increasingly used for 
buying and selling via livestream. 
  Indonesian consumers, highly interested in 
video content and direct interaction with sellers, 
are increasingly encouraged to use livestream plat-
forms for online shopping. In proving the above 
conditions, the GMV value on several market-
places significantly increases by utilizing the live 
streaming feature on their applications. E-com-
merce data with the largest Gross Merchandise 
Value (GMV) in Southeast Asia for 2023, Shopee 
is at the top with GMV reaching 55.1 billion USD, 
far surpassing its other competitors. In second 
place is Lazada, which has 18.8 billion USD, fol-
lowed by TikTok Shop and Tokopedia, which rec-
orded a GMV of 16.3 billion USD. Bukalapak fol-
lows with 5.7 billion USD, while Blibli, Amazon, 
and Tiki have much smaller transaction values, 
namely 1.9 billion USD, 400 million USD, and 
200 million USD. 
 Shopee dominates the e-commerce market 
in Indonesia, given its large user base and frequent 
promotions that attract consumers nationwide. 
Shopee's popularity as a major e-commerce plat-
form in Indonesia contributes significantly to the 
high GMV figures in Southeast Asia. In addition, 
the presence of Tokopedia as part of the Indone-
sian e-commerce ecosystem also shows that the 
Indonesian market has a major influence on con-
tributing to GMV in this region. Ensuring the most 
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popular sales categories of e-commerce sites, bas-
ed on data from the We Are Social survey (2024), 
shows that fashion is second in meeting online 
shopping needs. Survey data by We Are Social 
(2023) shows the estimated annual spending data 
for various categories of e-commerce consumer 
goods in Indonesia in January 2024. The fashion 
category ranks second highest, total spending 
reaching $5.49 billion USD. Despite the large fig-
ure, the fashion category experienced a 2.0% de-
cline compared to the previous year, equivalent to 
a $110 million USD decline. The high spending in 
the fashion category shows that fashion remains 
one of the main needs of e-commerce consumers 
in Indonesia, especially among the younger gener-
ation who tend to be more interested in modern 
trends and lifestyles. Despite the slight decline, 
demand for online fashion remains strong, sup-
ported by the trend of practical shopping, easy ac-
cess to various product choices, and promotions 
and discounts often provided by e-commerce plat-
forms (Oktaviani and Meidiyustiani, 2025). 
 However, despite its great potential, the im-
plementation of live streaming by clothing mer-
chant SMEs also faces several obstacles. Most 
SMEs still have difficulties in technical matters, 
such as managing live streaming content, building 
effective interactions with audiences, and main-
taining buyer interest in the long term (Zhang et 
al., 2025). In addition, the challenge of building 
trust and a consistent brand image is also one of 
the problems often faced by MSMEs who are just 
starting live streaming as a marketing strategy 
(Luo et al., 2023). What sets this research apart is 
its exploration of the moderating role of gender. 
This area of technology adoption by small busi-
ness owners in Indonesia remains underexplored 
in the literature. This study offers new insights into 
how gender differences shape fashion vendors’ 
perceptions and decisions when using live stream-
ing technology as a marketing tool. Given the 
rapid digitalization of commerce, understanding 
these dynamics is crucial. Therefore, it becomes 
essential to delve deeper into how live streaming 
can serve as an effective solution for SMEs, par-
ticularly in the fashion sector, to overcome mar-
keting and sales challenges in today’s digital era. 
This research sheds light on a gap in the existing 
literature. It presents a timely opportunity to har- 
 

ness live streaming as a powerful tool for boosting 
business resilience and growth in a competitive 
digital landscape. 
 
LITERATURE REVIEW  
Unified Theory of Acceptance and Use of Tech-
nology 
 Research on technology adoption, especial-
ly on live streaming, continues to grow along with 
the increasing use of digital technology in busi-
ness and commerce activities. Various theories 
and models have been developed to understand the 
factors influencing the intention and behavior of 
technology use. One of the most widely used mod-
els is the Unified Theory of Acceptance and Use 
of Technology (UTAUT), which combines several 
key variables such as performance expectancy, ef-
fort expectancy, social influence, and facilitating 
conditions to explain technology adoption behav-
ior (Venkatesh et al., 2003). The proposed re-
search focuses on the influence of trust, perfor-
mance expectancy, and effort expectancy on be-
havioral intention and the impact of behavioral in-
tention on actual use in the context of live stream-
ing commerce. This study also considers the mod-
erating role of age and gender, which are rarely 
studied in depth in live streaming. 
 
Trust 
 In several previous studies, trust has been 
identified as an important variable influencing 
technology adoption, especially in e-commerce 
and live streaming. Trust gives users confidence 
that the technology or platform is safe and reliable, 
thus increasing behavioral intention (Singh et al., 
2024). Trust can affect performance expectancy 
and effort expectancy, where users who trust a 
platform or technology will perceive that the tech-
nology provides good performance and is easy to 
use (Krishnan et al., 2023; Polyportis and Pahos, 
2024). Meanwhile, studies conducted by Emon et 
al. (2023) and Tanantong and Wongras (2024) 
stated that trust does not influence performance 
expectancy and effort expectancy. However, rese-
arch that directly links trust with performance and 
effort expectancy is still relatively limited, so this 
study has broadened the understanding of trust’s 
role in various aspects of user intentions and ex-
pectations. 
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Performance Expectancy  
 Performance expectancy is the user's expec-
tation that using a particular technology will im-
prove performance. In research referring to the 
UTAUT model, performance expectancy is often 
found as one of the main predictors of behavioral 
intention (Venkatesh et al., 2003). Previous stud-
ies have shown that users are more likely to use 
technology if they believe it can help them achieve 
their goals or improve efficiency. This is sup-
ported by studies of Alshammari and Alshammari 
(2024) and Marmoah et al. (2024) which states 
that performance expectancy can influence behav-
ioral intention. However, studies conducted by Al-
mogren et al. (2024) and Grassini et al. (2024) pro-
vided conflicting results and stated that perfor-
mance expectancy cannot influence behavioral in-
tention. This relationship needs to be re-examined 
when using live streaming because the dynamics 
of user interaction with this platform may be dif-
ferent from those with other technologies. 
 
Effort Expectancy  
 Effort expectancy refers to how easy the 
technology is for users to use. Many studies have 
shown that the easier a technology is to use, the 
greater the user’s intention to adopt it (Venkatesh 
et al., 2003). Although this variable consistently 
appears in various studies on technology adoption, 
this study aims to examine whether this relation-
ship remains strong in live streaming, which re-
quires real-time user engagement, and how ease of 
use affects users’ intention to continue using the 
platform. Based on the study conducted by Moon-
kyoung et al. (2020) and Singh et al. (2024) can 
support effort expectancy in influencing behav-
ioral intention. Meanwhile, studies conducted by 
Chen et al. (2024b) and Madani et al. (2024) pro-
vides a statement that effort expectancy cannot in-
fluence behavioral intention. 
 
Behavioral Intention 
 One of the main assumptions of technology 
adoption theory is that behavioral intention will 
directly affect actual use. Previous studies support 
this assumption, which has been conducted by 
Fundi et al. (2024), Li et al. (2024), Sabeh (2024), 
and Xu and Thien (2024) where the user's inten-
tion to use technology is a strong predictor of ac-
tual usage (Davis, 1989). This study seeks to test 

this assumption in live streaming, where user in-
teraction and real-time dynamics can influence the 
transition from intention to actual use. 
 
Actual Use 
 This study addresses several research gaps 
by examining the relationship between trust, per-
formance expectancy, effort expectancy, behav-
ioral intention, and actual use in live streaming 
commerce. In addition, it will broaden understand-
ing by examining the moderating role of age and 
gender in the relationship, which is still rarely dis-
cussed in depth in the existing literature. Thus, this 
study will provide theoretical and practical contri-
butions in developing technology adoption mod-
els, especially in the MSME sector and live stream-
ing platforms. 
 
HYPOTHESIS DEVELOPMENT 
 Trust is fundamental in technology adop-
tion, especially in digital environments like e-
commerce and live streaming. Trust drives user 
confidence that technology is reliable and safe to 
use, thus influencing user intentions, as supported 
by the study of Singh et al. (2024). Trust can in-
fluence performance expectancy and effort expec-
tancy (Krishnan et al., 2023; Polyportis and Pahos, 
2024). 
H1: Trust affects behavioral intention. 
 
 The higher the level of trust an individual 
has in a system or organization, the greater their 
expectations regarding the performance or out-
comes will be achieved using that system. A study 
by Wan et al. (2022) suggests that trust acts as a 
factor that strengthens an individual's belief that 
the system or service provided will be effective, 
efficient, and meet expectations, which in turn in-
creases the expectations for the anticipated perfor-
mance. 
H2: Trust affects performance expectancy. 
 
 Trust in a system or organization positively 
influences an individual’s performance expec-
tancy, meaning that as trust increases, individuals 
are more likely to expect better performance out-
comes from using the system. A study by Lai et al. 
(2024) suggests that trust acts as a foundational 
belief that enhances the individual’s perception of 
the system's effectiveness and reliability, thereby  
[ 
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increasing their expectations of the results.  
H3: Trust affects effort expectancy. 
 
 Performance expectancy refers to consum-
ers' beliefs that using a particular technology will 
improve their performance in completing a task, 
such as shopping online (Negm, 2023). Perfor-
mance expectancy is the user's expectation that us-
ing a particular technology will improve their per-
formance, influencing the intention to adopt the 
technology in their business. This statement is 
supported by Alshammari and Alshammari (2024) 
and Marmoah et al. (2024) which states that per-
formance expectancy can influence behavioral in-
tention. 
H4: Performance expectancy effect on behavioral 

intention. 
 
 Effort expectancy is the extent to which us-
ers believe a technology is easy to use.(Venkatesh 
et al., 2012). If consumers feel that the live stream-
ing platform is easy to navigate, interactive, and 
provides a hassle-free shopping experience, they 
will have a greater intention to use it. In many 
cases, live streaming with an easy-to-understand 
interface and a simple purchasing process tends to 
attract more users. This is supported by studies 
conducted by Moonkyoung et al. (2020) and Singh 
et al. (2024), which states that effort expectancy 
influences behavioral intention. 
H5: Effort expectancy affects behavioral inten-

tion. 
 
 Behavioral intention is one of the main pre-
dictors of using a technology. Users who strongly 
intend to use live streaming as a shopping medium 
are more likely to use the technology. For exam-
ple, consumers who intend to follow a merchant's 
live streaming session tend to be more involved in 
transactions resulting from that activity. Previous 
studies support this assumption, which has been 
conducted by Fundi et al. (2024), Li et al. (2024), 
Sabeh (2024), and Xu and Thien (2024) where 
user intention to use technology is a strong predic-
tor of actual usage. 
H6: Behavioral intention affects the actual use of 

live streaming. 
 
 Trust influences the intention to use a par-
ticular system, product, or service, affecting usage 

behavior. In other words, when users trust a sys-
tem, this trust positively impacts their intention to 
use it. However, it is not trust alone that directly 
leads to actual usage; rather, the intention to use, 
shaped by trust, is the intermediary factor. The hy-
pothesis implies that trust acts as a catalyst for 
forming a positive behavioral intention, which 
then translates into the real-world application or 
use of the system. Therefore, understanding how 
trust shapes user intention is crucial for predicting 
and enhancing actual usage outcomes. 
H7: Behavioral intention mediates the effect of 

trust on actual use. 
 
 Performance expectancy, how much users 
believe that using a system will improve their per-
formance, affects their intention to use it, influenc-
ing their actual usage behavior. In this context, 
performance expectancy directly shapes the user's 
attitude toward using the system, enhancing their 
belief in its usefulness. However, the intention to 
use the system, fueled by this expectation of im-
proved performance, ultimately determines whe-
ther or not they will use it. Performance expec-
tancy does not directly lead to actual use; instead, 
it shapes behavioral intention, translating into 
real-world usage. This hypothesis highlights the 
importance of understanding how users' expecta-
tions about performance influence their willing-
ness to engage with the system. 
H8: Behavioral intention mediates the effect of 

performance Expectancy on actual use. 
 
 Ease of use or how much effort a user ex-
pects to invest in using a system impacts their in-
tention to use that system, influencing whether 
they will use it. If users perceive a system as easy 
to use, this perception positively influences their 
intention to engage with the system. However, the 
behavioral intention, driven by the perceived ease 
of use, ultimately leads to actual use. In other 
words, effort expectancy shapes the user's inten-
tion, and this intention is what directly affects the 
real-world usage behavior. This hypothesis em-
phasizes the role of perceived effortlessness in 
motivating users to adopt and use a system, show-
ing that lower perceived effort can boost the like-
lihood of actual use through strengthened inten-
tions. 
H9: Behavioral intention mediates the effect of  

[ 
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 effort expectancy on actual use. 
 
 Gender can be identified as a moderating 
variable in technology adoption. Gender differ-
ences influence the strength of the relationship be-
tween trust and behavioral intention, with trust 
having a more substantial impact on behavioral in-
tention for one gender than the other. A previous 
study by Elshaer et al. (2024) suggests that trust in 
technology and systems may lead to different lev-
els of behavioral intention based on gender. Wo-
men potentially require higher levels of trust be-
fore intending to adopt new technologies, while 
men may exhibit a more direct relationship be-
tween trust and intention. 
H10: Gender can moderate the effect of trust on 

behavioral intention. 
 
 Women are more sensitive to the ease of use 
of technology and trust aspects, while men are 
more interested in the benefits of technology in 
improving efficiency and performance. A Study 
conducted by Bhat et al. (2024) states that gender 
can mediate factors in the UTAUT model. Previ-

ous studies by Venkatesh et al. (2012) in the Uni-
fied Theory of Acceptance and Use of Technology 
(UTAUT) suggests that men and women may dif-
fer in how they perceive the usefulness of technol-
ogy, with women often placing greater emphasis 
on perceived ease of use and social influence, 
which may affect how performance expectancy in-
fluences their behavioral intention. 
H11: Gender can moderate the effect of perfor-

mance expectancy on behavioral intention. 
 
 Men and women may differ in how perfor-
mance expectancy influences their intentions to 
adopt technology, with men often placing more 
weight on the perceived performance and benefits 
of the technology. In contrast, women may require 
additional contextual factors (e.g., ease of use, so-
cial influence) to form their intention. The study 
by Venkatesh et al. (2012) shows that men tend to 
focus more on performance expectancy, while 
women are more influenced by effort expectancy 
and trust factors.  
H12: Gender can moderate the effect of effort ex-

pectancy on behavioral intention. 
 

 
 

Figure 1. Research Model
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Table 1. Instrument Development 
 

Variable Operational Definition Indicator 

Trust  
(Venkatesh et 
al., 2012) 

User confidence in the live streaming 
platform's noise, security, and integrity 
in providing the services it promises. 

Platform security during transactions 
User data privacy is well maintained 

Platform confidence can meet expectations 
System reliability during use 

Quality of information provided by the platform 
Platform reputation in protecting users 

Performance 
Expectancy  
(Venkatesh et 
al., 2003) 

The level of user confidence is that us-
ing live streaming will improve perfor-
mance and make it easier to achieve 
desired goals. 

Platform use helps achieve goals 
Platform effectiveness in supporting needs 

Platform ability to provide relevant features 
Increased productivity when using the platform 

Accessibility of additional useful features 
Better results when using live streaming 

Effort Ex-
pectancy 
(Venkatesh et 
al., 2003) 

Users feel the ease of use of live 
streaming when interacting with the 
platform. 

Ease of understanding the initial use 
Ease of daily platform operation 

Simplicity in the user interface 
Ease of learning to use new features 

Doesn't take long to get used to 
Intuitive user experience 

Behavior In-
tention 
(Venkatesh et 
al., 2003)  

Users intend to use live streaming in 
the future based on their experience 
and beliefs. 

Desire to use the platform again 
Desire to continue learning new features 

Likelihood of recommending to others 
Plans to use the platform in daily activities 

Satisfaction with previous user experience 
Preference for the platform over other alternatives 

Actual Use 
(Venkatesh et 
al., 2003)  

The actual frequency or time users 
spend using the live streaming plat-
form. 

Average time per session of use 
Daily frequency of use 

Number of features utilized during use 
Cumulative time spent per month 
Suitability of use to needs, daily 

Regularity of platform use for similar activities 

METHOD 
 The research method employed in this study 
is quantitative research, which emphasizes the sta-
tistical measurement and analysis of variables to 
test previously established hypotheses. The re-
search population refers to all elements or subjects 
that share specific characteristics relevant to the 

study objectives (Oktaviani, 2024a). In this study, 
the population consists of all fashion traders in 
Tanah Abang, Jakarta, who sell clothing and ac-
cessories, both offline and online. Tanah Abang is 
renowned as Southeast Asia's largest textile trad-
ing hub, hosting a wide array of traders in physical 
markets and on various online marketplace plat-
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forms. Specifically, the research population in-
cludes traders dealing in diverse fashion products 
such as garments, bags, shoes, hijabs, and other 
accessories. This encompasses vendors operating 
in Tanah Abang's Block A and Block B markets 
and those in surrounding retail locations. Addi-
tionally, the population includes traders who em-
ploy live streaming technology as a channel for 
selling their products through marketplace plat-
forms. 
 Given the large and undefined number of 
fashion traders in Tanah Abang, it is impractical 
to reach every member of the population. Conse-
quently, a sample was drawn from this population 
using a non-probability sampling method. Specif-
ically, purposive sampling was employed, which 
is appropriate when the study requires participants 
who meet certain predefined criteria. In this case, 
the sample was limited to fashion traders who 
have utilized live streaming technology as part of 
their sales strategy on marketplace platforms. As a 
result, the sample size for this study was 211 trad-
ers from 225 data points collected.  
 Data collection involved the distribution of 
an online questionnaire, administered over three 

months from August to October 2024. The ques-
tionnaire was accompanied by direct guidance to 
ensure respondents understood the technical as-
pects of completing it. Structural Equation Model-
ing (SEM) is a statistical analysis technique used 
to analyze complex relationships between direct 
and indirect latent variables. SEM allows re-
searchers to test models consisting of multiple re-
lationships between variables simultaneously. 
One of the commonly used tools for Partial Least 
Squares (PLS)-based SEM is SmartPLS. 
 
RESULTS  
 This study used a questionnaire distributed 
directly to the research respondents, namely fash-
ion traders in Tanah Abang, Jakarta. The total re-
search subjects was 211 respondents, who were re-
viewed according to gender, trading duration, and 
type of business run. Based on Table 2. It can be 
seen that the largest number of respondents are 
women at 65%, while the remaining 35% are men. 
For the length of trading, it is dominated by sellers 
who have been selling for > 3 years to 5 years, 
which is 40%, while based on the type of product 
sold, the most are other accessories at 42%.

 
Table 2. Respondent Identity 

 

 Amount Percentage 

Gender   

Woman 138 65% 

Man 73 35% 

Trading Period 

<= 1 Year 25 12% 

> 1 Year - 3 Years 27 13% 

> 3 Years - 5 Years 84 40% 

> 5 years 75 36% 

Type of business 

Clothes 66 32% 

Bag 15 7% 

Shoe 10 5% 

Headscarf 32 15% 

Other accessories 88 42% 
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Validity Test 
 In this study, the validity of the instruments 
in PLS is tested using convergent validity, which 
includes examining the Factor Loading (Outer 
Loading) and Average Variance Extracted (AVE) 
values. Discriminant validity tests are measured 
using the Fornell-Larcker Criterion and Cross-
Loading. 
 
Factor Loading 
 Outer loading can be explained that the re-
sults of the validity test of the variables Trust, Per-
formance Expectancy, Effort Expectancy, Behav-
ior Intention, Actual Use Live Streaming have a 
loading factor value of PE_1 < 0.7 so that it is re-
moved from the research model, while the rest of 
each indicator has a loading factor value > 0.6 
where the indicator with a value > 0.7 is high val-
idation. 
 
Average Variance Extracted (AVE) 
 AVE can be explained that Trust, Perfor-
mance Expectancy, Effort Expectancy, Behavioral 
Intention, and Actual Use of Live Streaming each 
have an AVE value of 0.882, 0.776, 0.841, 0.918, 
0.839, indicating that all variables have satisfied 
the evaluation criteria as the AVE coefficient val-
ues are greater than 0.5.  
 
Reliability Test 
 Reliability test results can be explained that 
Trust, Performance Expectancy, Effort Expec-
tancy, Behavior Intention, and Actual Use Live 
Streaming each have values of 0.978, 0.945, 
0.969, 0.985, 0.969, indicating a high level of re-
liability as the coefficient value exceeds 0.8. 
 
Fornell Larcker 
 Based on the result that the AVE value for 
all variables, Trust, Performance Expectancy, Ef-
fort Expectancy, Behavior Intention, and Actual 
Use of Live Streaming, has a value greater than the 
correlation between constructs in the model. 
 
R Square Test 
 R Square can be explained that Trust has a 
large influence on Performance Expectancy, which 
is 80.9%, and Trust has a large influence on Effort 
Expectancy, which is 87%. Furthermore, Trust, 
Performance Expectancy, and Effort Expectancy 

greatly influence Behavior Intention, which is 
91%, and Trust, Performance Expectancy, Effort 
Expectancy, and Behavior Intention greatly influ-
ence Actual Use of Live Streaming, which is 
86.6%. This means that every change in the varia-
bles Trust, Performance Expectancy, Effort Ex-
pectancy, and Behavior Intention, business suc-
cess will also experience a change of 86.6%. 
 
F Square 
 Effect test results can be summarized as fol-
lows: The Trust variable has a substantial impact 
on the F square values of the Performance Expec-
tancy and Effort Expectancy variables, with val-
ues of 4.261 and 6.743, respectively, while it has 
a minimal impact on Behavior Intention with a 
value of 0.001. The Performance Expectancy var-
iable moderates the F-squared value of Behavior 
Intention, measured at 0.037. The Effort Expec-
tancy variable also moderately affects Behavior 
Intention, with an F-squared value of 0.115. Lastly, 
the Behavior Intention variable significantly im-
pacts the F-squared value of Actual Use of Live 
Streaming, with a value of 6.517. 
 
Hypothesis Testing 
 Table 3 shows the results of the significance 
level test through T-statistics or P-values. Based 
on the test results, the trust variable on Behavior 
Intention has a P-value of 0.758, so H1 is rejected. 
Thus, it is concluded that the trust variable does 
not significantly influence the Behavior Intention 
of fashion sector traders at Tanah Abang Market, 
Jakarta. Based on the test results, the trust variable 
on Performance Expectancy has a p-value of 
0.000, so H2 is accepted. Thus, it is concluded that 
the trust variable significantly influences perfor-
mance expectancy in fashion sector traders at 
Tanah Abang Market, Jakarta. Based on the test 
results, the trust variable towards Effort Expec-
tancy has a P-value of 0.000, so H3 is accepted. 
Thus, it is concluded that the trust variable signif-
icantly influences effort expectancy in fashion 
sector traders at Tanah Abang Market, Jakarta. 
Based on the test results, the Performance Expec-
tancy variable on Behavior Intention has a P-value 
of 0.026, so H4 is accepted. Thus, it is concluded 
that the performance expectation variable signifi-
cantly influences behavioral intention in fashion 
sector traders at Tanah Abang Market, Jakarta. 
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Based on the test results, the Effort Expectancy 
variable on Behavior Intention has a P-value of 
0.000, so H5 is accepted. Thus, it is concluded that 
the Effort Expectancy variable significantly influ-
ences Behavior Intention on fashion sector traders 
at Tanah Abang Market, Jakarta. Based on the test 
results, the Behavior Intention variable towards 
Actual Use Live Streaming has a P-value of 0.000, 
so H6 is accepted. Thus, it is concluded that the 
behavior intention variable significantly influ-
ences actual use of live streaming by fashion sec-
tor traders at Tanah Abang Market, Jakarta. Based 
on the test results, the behaviour intention medi-
ates the effect of the variable trust on actual use, 
with a P-value of 0.758, so H7 is rejected. Thus, it 
is concluded that the behavioral intention can not 
mediate the effect of the variable trust on actual 
use in the fashion sector traders at Tanah Abang 
Market, Jakarta. Based on the test results, the be-
haviour intention mediates the effect of perfor-
mance expectancy on actual use, with a P-value of 
0.025, so H8 is accepted. Thus, it is concluded that 
the behaviour intention can mediate the effect of 
performance expectancy on actual use in the fash-
ion sector traders at Tanah Abang Market, Jakarta. 
Based on the test results, the behaviour intention 

mediates the effect of effort expectancy on actual 
use, with a P-value of 0.025, so H9 is accepted. 
Thus, it is concluded that behavioral intention can 
mediate the effect of effort expectancy on actual 
use by fashion sector traders at Tanah Abang Mar-
ket, Jakarta. Based on the test results, the gender 
variable mediates the influence of trust on Behav-
ioral Intention, has a P-value of 0.789, then H10 is 
rejected. Thus, it is concluded that the gender var-
iable cannot mediate the influence of trust on Be-
havioral Intention at the fashion sector traders at 
Tanah Abang Market, Jakarta. Based on the test 
results, the gender variable mediates the influence 
of performance expectancy on behavioral inten-
tion, with a P-value of 0.113, and H11 is rejected. 
Thus, it is concluded that the gender variable can-
not mediate the influence of Performance Expec-
tancy on Behavioral Intention in the fashion sector 
traders at Tanah Abang Market, Jakarta. Based on 
the test results, the gender variable mediates the 
influence of effort expectancy on behavioral inten-
tion, with a P Value of 0.067, and H12 is rejected. 
Thus, it is concluded that the gender variable can-
not mediate the influence of Effort Expectancy on 
Behavioral Intention in the fashion sector traders 
at Tanah Abang Market, Jakarta.

 
Table 3. Hypothesis Testing 

  
Sample 

mean 
P values Information 

BI -> AU 0.932 0,000 H6 support 

EE -> BI 0.565 0,000 H5 support 

PE -> BI 0.335 0.026 H4 support 

Trust -> BI 0.036 0.758 H1 not supported 

Trust -> EE 0.932 0,000 H3 support 

Trust -> PE 0.899 0,000 H2 support 

Gender x PE -> BI -0.262 0.113 H10 not supported 

Gender x Trust -> BI -0.037 0.789 H11 not supported 

Gender x EE -> BI 0.344 0.067 H12 not supported 

Trust -> Behavior Intention -> Actual Use Live Streaming 0,152 0,758 H7 not supported 

Performance Expectancy -> Behavior Intention -> Actual 
Use Live Streaming 

0,135 0,026 H8 support 

Effort Expectancy -> Behavior Intention -> Actual Use 
Live Streaming 

0,150 0,000 H9 support 
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Figure 2. Research Result Model 
 
 Based on the results of direct testing be-
tween genders, memorable tourism experiences 
affected positively and significantly to the tourist 
loyalty for both men and women. Interestingly, the 
gender difference results state that there is no dif-
ference in the effect of gender on the relationship 
between memorable tourism experience and tour-
ist loyalty, indicating that both men and women 
have the same perception of experience of tourist 
destinations, which will affect the final decision, 
thus H8 is rejected. In contrast to the relationship 
of authenticity to tourist loyalty, which results in 
differences in authenticity perceptions between 
men and women, H9 was accepted. 
 
DISCUSSION 
Trust Influences Behavioral Intention 
 Trust does not significantly affect the be-
havioral intention to use live streaming among 
fashion sector traders at Tanah Abang Market, Ja-
karta. This finding suggests that although trust is 
an important factor in online transactions, it is not 
the primary determinant influencing the behav-
ioral intention of fashion traders in Tanah Abang 
to use live streaming. This result aligns with the 
study by Shih et al. (2024), which found that trust 
is often not a major concern in live streaming in 
markets with a high price orientation, such as the 

fashion sector in conventional markets. The differ-
ence in this study can be explained by several po-
tential reasons (Zhang et al., 2022): traders in this 
market tend to prioritize factors like price, product 
quality, and the interactions that occur during live 
streaming sessions over trust in the platform or the 
transaction process (Wongkitrungrueng and As-
sarut, 2020). 
 
Trust Influences Performance Expectancy 
 Trust significantly influences performance 
expectancy when fashion sector traders use live 
streaming at Tanah Abang Market, Jakarta. This 
indicates that trust in the live streaming platform 
or the interactions that occur during the live strea-
ming session play an important role in shaping 
traders' expectations regarding the performance of 
the platform (Rosniati et al., 2023). Traders with a 
high level of trust tend to believe that live stream-
ing can provide benefits that match their expecta-
tions, such as increased sales, access to more cus-
tomers, and efficiency in the marketing process. 
These results are consistent with the study con-
ducted by Krishnan et al. (2023), which states that 
trust is a key factor in determining performance 
expectancy in online-based technology. The dif-
ference in this study can be explained by Wan et al. 
(2022) trust helps reduce uncertainty and increase 
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performance expectancy for technology, including 
live streaming platforms. 
 
Trust Influences Performance Expectancy 
 Trust significantly influences effort expec-
tancy in the use of live streaming by fashion sector 
traders at Tanah Abang Market, Jakarta. This find-
ing suggests that trust in the live streaming plat-
form or interactions during live streaming sessions 
helps increase traders’ perceptions of the plat-
form’s effort expectancy. Traders who have high 
trust in the platform tend to feel that using live 
streaming is easier and does not require much ef-
fort (Wan et al., 2022). This is because trust re-
duces doubts and risk perceptions that can make 
technology seem more difficult to use. This find-
ing is consistent with the study by Polyportis and 
Pahos (2024), which states that trust in technology 
can affect users’ perceptions of effort expectancy. 
Trust helps users feel more comfortable and con-
fident with new technology, reducing their percep-
tion of the effort required to master it. In using live 
streaming media, merchants who trust the plat-
form tend to feel that it is easy to use and supports 
their productivity in reaching customers efficiently 
(Rosniati et al., 2023). 
 
Performance Expectancy Influences Behav-
ioral Intention 
 Performance expectancy significantly in-
fluences behavioral intention in the use of live 
streaming by fashion sector traders at Tanah 
Abang Market, Jakarta. This finding confirms that 
traders have high expectations of live streaming 
performance, such as the platform's ability to in-
crease sales, expand customer reach, and provide 
added value to their business. These expectations 
then encourage them to intend to use or continue 
to use live streaming as a primary marketing tool. 
This finding is consistent with the UTAUT devel-
oped by Venkatesh et al. (2003). In this model, 
performance expectancy is one of the most power-
ful factors influencing behavioral intention. When 
individuals believe that a particular technology 
will help them achieve a desired outcome, they 
tend to have a greater intention to adopt the tech-
nology (Yi et al., 2023). In this study, traders at 
Tanah Abang Market who saw live streaming as 
an effective tool to increase sales and market reach 
had a strong intention to use the platform (Peng et  
 

al., 2024). 
 
Effort Expectancy Influences Behavioral In-
tention 
 Effort expectancy significantly influences 
behavioral intention in the use of live streaming by 
fashion sector traders at Tanah Abang Market, Ja-
karta. This finding indicates that the perception of 
ease of use of live streaming is one of the im-
portant factors that encourages traders to intend to 
use the platform. In other words, the easier it is for 
traders to operate live streaming features, the more 
likely they are to consider using it continuously in 
their marketing strategy. This finding is consistent 
with the UTAUT developed by Venkatesh et al. 
(2003), which states that effort expectancy is a fac-
tor that can influence behavioral intention in tech-
nology adoption. Merchants’ perceptions of ease 
of use when using marketing technology, such as 
live streaming, will increase their intention to uti-
lize it. A study by Singh and Singh (2022) also 
supports this finding, where they found that mer-
chants who felt that live streaming was easy to use 
were more willing to adopt it as part of their busi-
ness strategy (Oktaviani, 2024b). 
 
Behavioral Intention Has a Motivational Influ-
ence on Actual Use of Live Streaming 
 Behavioral intention significantly influen-
ces the actual use of live streaming in fashion sec-
tor traders at Tanah Abang Market, Jakarta. This 
finding suggests that the intention or motivation of 
traders to use live streaming directly contributes to 
how often and how effectively they use the tech-
nology in their daily business activities. Traders 
who strongly intend to use live streaming tend to 
be more active in applying this platform as a mar-
keting and sales tool. This finding is consistent 
with the Theory of Planned Behavior developed 
by Ajzen (1991), which states that behavioral in-
tention is the main predictor of actual use. In tech-
nology adoption, the stronger the user's intention 
or motivation to use a particular technology, the 
greater the likelihood that the technology will be 
used. The study by Venkatesh et al. (2003) in the 
UTAUT model also supports this finding, where 
behavioral intention is stated to have a direct in-
fluence on actual use. This shows that if traders in 
Tanah Abang Market believe that live streaming 
benefits their business, they will be motivated to 
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use it consistently. The study by Sabeh (2024) 
strengthens this finding, where behavioral inten-
tion towards digital marketing technology, includ-
ing live streaming, was found to be an important 
factor driving the actual use of the technology 
(Zhang and Zhang, 2024). They found that mer-
chants' motivation to increase market reach and 
achieve greater sales through live streaming in-
creases the frequency and intensity of their use in 
daily business activities (Mulla, 2022). 
 
Behavioral Intention Mediates the Effect of 
Trust on Actual Use 
 Behavioral intention cannot mediate the ef-
fect of trust on actual use, suggesting that trust 
may have a direct, immediate influence on actual 
use, bypassing the need for behavioral intention as 
an intermediary. The study by Venkatesh et al. 
(2012) in the UTAUT model suggests that in some 
cases, especially with highly trusted systems or 
services, users may engage with a system directly 
because of their confidence in it, rather than form-
ing a deliberate intention first. Additionally, stud-
ies by Wan et al. (2022) argue that strong trust can 
prompt immediate use, especially in contexts 
where security or reliability is crucial, such as in 
online banking or health technology. These find-
ings highlight how trust, particularly in high-stakes 
or highly trusted environments, can drive action 
directly, diminishing the role of behavioral inten-
tion as a mediator. 
 
Behavioral Intention Mediates the Effect of 
Performance Expectancy on Actual Use  
 Behavioral intention mediates the effect of 
performance expectancy on actual use of live 
streaming. It posits that users' beliefs about the 
platform's ability to enhance their experience (per-
formance expectancy) influence their intention to 
use it, which determines actual usage. A study by 
Shilpa and Menon (2024) in the UTAUT model 
supports this, showing that performance expec-
tancy shapes behavioral intention, which is a key 
predictor of actual usage. In live streaming, users 
are more likely to engage with platforms they be-
lieve will meet their performance needs, such as 
providing high-quality video or interactive featur-
es. Thus, performance expectancy indirectly drives 
usage through its effect on users' intentions. 
 

Behavioral Intention Mediates the Effect of Ef-
fort Expectancy on Actual Use  
 Behavioral intention mediates the effect of 
effort expectancy on actual use, suggesting that 
users' perceptions of how easy or effort-free a sys-
tem is to use influence their intention to use it, im-
pacting whether they use it. According to the study 
by Lai et al. (2024), when users perceive a system 
as easy to use, this belief strengthens their inten-
tion to engage with it. However, the behavioral in-
tention, influenced by effort expectancy, ultimat-
ely leads to actual usage. In the context of live 
streaming or any technology, if users expect the 
platform to be easy to use, they are more likely to 
form an intention to use it, and this intention sub-
sequently leads to real-world use. Therefore, effort 
expectancy affects actual use indirectly by first 
shaping users' intentions. 
 
Moderation Role of Gender 
 Gender cannot moderate the influence of 
trust, performance expectancy, and effort expec-
tancy on behavioral intention in using live stream-
ing by fashion sector traders at Tanah Abang Mar-
ket, Jakarta. Although there are gender differences, 
gender factors do not affect or strengthen the rela-
tionship between trust, performance expectancy, 
and effort expectancy on the behavioral intention 
of traders to use live streaming. This shows that 
male and female traders have similar mindsets and 
attitudes towards adopting live streaming technol-
ogy, despite gender differences. These results are 
consistent with the study conducted by Elshaer et 
al. (2024), which suggests that while gender can 
influence an individual's response to factors such 
as effort expectancy and performance expectancy, 
not all contexts require moderation by gender. In 
some situations, other factors such as social sup-
port, prior experience with the technology, or 
availability of resources are more influential on 
technology acceptance (Oktaviani and Meidiyus-
tiani, 2025). Gender was more influential on an in-
dividual's decision to adopt a technology when 
there were significant differences in social or cul-
tural factors, but in more practical and utilitarian 
contexts, such as traditional markets, factors such 
as the convenience and immediate benefits of the 
technology were more determinative (Yingqing et 
al., 2024). 
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IMPICATIONS 
 The findings of this study have significant 
implications for traders, marketplace service pro-
viders, and the government. Traders across vari-
ous sectors, including fashion, can benefit from 
understanding that live streaming adoption is in-
fluenced by expectations of improved sales and 
ease of use. By simplifying the technology and 
highlighting its benefits, traders are more likely to 
integrate it into their business strategies. Market-
place providers should focus on enhancing user-
friendly features and offering support to encour-
age adoption, thus improving engagement. For the 
government, policies promoting digital literacy, 
offering incentives for technology adoption, and 
ensuring equitable access to digital tools can help 
foster growth across sectors. In summary, a col-
laborative effort from traders, platform providers, 
and the government is essential for maximizing 
the benefits of live streaming technology and driv-
ing digital transformation in business. 
 
RECOMMENDATIONS 
 Further research is recommended to expand 
the scope of samples and locations by involving 
traders from various regions so that the results are 
more representative. More diverse data collection 
methods, such as interviews or focus groups 
(FGDs), will provide deeper insights into the fac-
tors of live streaming adoption. Refinement of the 
questionnaire and instrument trials is needed to 
improve data accuracy. In addition, other factors 
need to be explored as mediators or moderators, 
such as age and digital literacy, and additional 
analysis methods, such as multiple regression or 
SEM, to enrich understanding. External factors 
such as government regulations also need to be 
considered, and a more comprehensive technology 
adoption model can be developed by including 
psychological and social aspects. 
 This study has several limitations that need 
to be considered, including the focus on fashion 
sector traders in Tanah Abang Market, which may 
not fully represent the characteristics of traders in 
other locations, so the results are less generaliza-
ble. In addition, the questionnaire design that re-
lies on self-reporting can cause bias, such as social 
bias or different interpretations of questions by re-
spondents. The moderate number of respondents 
(211 people) also limits the generalizability of the 

results of this study. Therefore, further research is 
recommended to expand the scope of the sample, 
use more varied data collection methods, and cor-
rect potential bias in measurement to obtain more 
representative results. 
 
CONCLUSIONS 
 Based on the results of this study, it can be 
concluded that although trust plays a role in shap-
ing traders' expectations of the performance and 
ease of use of live streaming technology, this fac-
tor does not significantly affect the behavioral in-
tention of traders at Tanah Abang Market to use 
live streaming. On the contrary, expectations of 
performance expectancy and effort expectancy 
have a significant influence on shaping traders' in-
tentions to utilize live streaming as a marketing 
strategy. Traders with high expectations of the po-
tential of live streaming to increase sales and fa-
cilitate marketing, and feel the ease of operation, 
tend to be more motivated to use it actively. In ad-
dition, strong behavioral intentions have been 
shown to directly affect the frequency and effec-
tiveness of using live streaming in their business. 
Gender does not have a moderating role in the in-
fluence of trust, performance expectancy, and ef-
fort expectancy on behavioral intentions, indicat-
ing that these factors apply equally to male and fe-
male traders. 
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