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Abstract: Virtual administration (VA) services powered by artificial intelligence have recently
gained relevance in academia and industry. Digital platforms are increasingly integrating Al-
based virtual admin assistants to support consumers during service interactions and the
purchasing process. However, the motivational factors that drive consumers to adopt virtual
admin services and their influence on purchase intention remain underexplored in the existing
literature. Addressing this research gap, this study proposes a theoretical model based on
consumer innovativeness, hedonic motivation theory, and the stimulus-organism-response
(SOR) framework to investigate how originality, website quality, peer influence, functional,
cognitive, and social motivation shape hedonic experiences and purchase intention in the
context of Al-based virtual admin services. Data were collected from online users who had
interacted with Al-based virtual admin services for online shopping. Structural equation
modeling was used to test the proposed hypotheses. The results revealed that originality,
website quality, and peer influence significantly enhance consumers' hedonic motivation.
Furthermore, hedonic motivation positively impacts purchase intention. In addition,
originality, functional value, cognitive value, website quality, and social motivation exert a
direct influence on purchase intention. Peer influence significantly predicts social motivation,
which subsequently increases purchase intention, highlighting the role of social perception in
digital service adoption. This study contributes to the literature by extending consumer
innovation theory to the context of Al-based virtual admin services, emphasizing the
psychological (hedonic and cognitive), functional, and social dimensions that shape consumer
purchase decisions. Practically, these findings provide strategic insights for e-commerce
platforms and service designers to enhance virtual admin interfaces, improve website quality,
and encourage social engagement to strengthen purchase intention.
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INTRODUCTION

Advances in Artificial Intelligence and digitalization have given rise to Virtual
Administrative services that assist consumers and users in online shopping. Virtual Admin
services have emerged as an innovative solution used by both consumers and users. The
increasing adoption of digital communication has generated significant consumer and user
interest in using virtual communication services. These services enable consumers and users to
shop practically and conveniently. Consequently, virtual admin services have attracted the
attention of researchers and practitioners seeking to understand the factors that drive consumer
and user desire to use these services. Purchase intention refers to the level of planning or desire
of consumers to purchase a product or service (Venkatraman & Price, 1990; Afful Ekow Kelly,
2024; Pradeep Kautish et al., 2023). Many studies have examined the determinants of purchase
intention in a digital context (Rohit Dhiman, 2025; Gai et al., 2024; Miao et al., 2022), but few
researchers have explored this concept in the realm of virtual administrative services (Md
Shamim Hossain, 2025; Sergio Barta et al., 2023; Esfahani et al., 2023).

Despite the increasing reliance on Al-based service assistants, little is known about the
psychological, functional, and social factors that shape consumers' motivations to subscribe to
or pay for VA services. Technology adoption cannot be fully explained without considering
psychological motivations such as enjoyment, curiosity, and emotional satisfaction. For
example, hedonic motivation—the pleasure, excitement, and enjoyment derived from using an
innovative product—plays a significant role in influencing user behavior (Hwang et al., 2009;
McLean et al., 2024; Pradeep Kautish et al., 2023). Similarly, originality, defined as the
perceived uniqueness and novelty of a service, has been identified as a significant driver of
consumer interest, usage intention, and purchase decisions (Casalo et al., 2017; Pradeep
Kautish et al., 2023; Damsar et al., 2022). In addition to innovation and enjoyment, website or
platform quality is crucial in shaping consumers' perceptions, trust, and usefulness of
technology-based services.

Responsive, visually appealing, and user-friendly interfaces increase users' confidence
and influence their intention to use and purchase digital services (Hsiao et al., 2010; Hanaysha
et al., 2025; Afful Ekow Kelly, 2024). Furthermore, cognitive motivation—users' desire to
explore, learn, and think creatively—also contributes to the adoption of new service
technologies (Sharma et al., 2024; Kautish et al., 2023; Pradeep Kautish et al., 2023).
Consumers are often motivated not only by functional benefits but also by the cognitive
stimulation provided through interactions with Al-based services. Social interactions
increasingly contribute to consumer behavior. Social influence and peer influence from friends,
family, or online communities have been shown to influence individuals' decisions to use
innovative technologies (Afful Ekow Kelly, 2024; Gunawan et al., 2023; Pradeep Kautish et
al., 2023).

Furthermore, existing studies have not sufficiently addressed whether trust acts as a
mediating mechanism between these factors and purchase intention, despite trust being
considered a crucial determinant in online service environments. Therefore, this study aims to
investigate the determinants of consumer purchase intention towards virtual administration
services by including hedonic value, originality, website quality, functional value, cognitive
motivation, social influence, and peer influence. Furthermore, this study also explores whether
trust mediates the relationship between these factors and purchase intention. The following
section presents a detailed literature review to establish a theoretical foundation for this study.

METHOD

This study uses a quantitative method with a questionnaire distributed to individuals who
frequently shop online because it connects several variables related to an individual's
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experience in online shopping using virtual admin services. To analyze the overall data,
SmartPLS 4.0 was used to simultaneously test the relationship between dependent,
independent, and mediating variables (Gefen et al., 2000; Jajal Rajeh Hanaysha, 2025; Pradeep
Kautish et al., 2023). The use of Structural Equation Modeling (SEM) SmartPLS 4.0 was also
used to adjust the research model and handle more specific sample size data distributions. The
following are the dependent, independent, and mediating variables in this study.

Primary data collection to draw conclusions in this study used a questionnaire and the
sample of this study were individuals who frequently shop online and use virtual admin
services to inquire about the products they will buy. In this case, the information to be collected
is about the demographics of respondents and about their experiences using virtual admin
services in online shopping until they intend to buy the product. The technique used in this
sample is snowball sampling, sampling with this technique is used to ensure the criteria of the
selected respondents are in accordance with the needs of this study, namely people who shop
online and use virtual admin services before deciding whether or not to buy the intended
product. A total of 350 respondents were collected for analysis and drawing conclusions,
(Bentler and Chou, 1987, Jajal Rajeh Hanaysha, 2025; Afful Ekow Kelly, 2024).

RESULTS AND DISCUSSION
1. Measurement Model Testing (Outer Model)

To ensure the quality of the research instrument, construct validity and reliability were
tested using the Partial Least Squares—Structural Equation Modeling (PLS-SEM) approach.

A. Convergent Validity

Convergent validity was evaluated through the outer loading value of each indicator on
the latent construct. An indicator was declared valid if the loading value was >0.70, and values
between 0.50-0.60 were acceptable. Based on the results in Figure 1 and Table 1, all indicators
had loading factor values above 0.70, thus all items were declared valid, and no items were
eliminated from the model (Budi Susetio and Anita Lie, 2025; Ghozali, 2024; Prabowo I T,
2024).

Table 1. Convergent Validity

Construct Cronbach’s Composite Reliability AVE
Alpha (Average Variance
Extracted)

Originality (X1) 0,909 0,932 0,734
Website Quality (X2) 0,944 0,956 0,783
Peer Influence (X3) 0,921 0,941 0,760
Functional (X4) 0,963 0,968 0,772
Cognitive (X5) 0,936 0,951 0,797
Hedonic (Z1) 0,962 0,968 0,789
Social (Z22) 0,964 0,969 0,777
Purchase Intention (Y) 0,895 0,927 0,761

B. Discriminant Validity
Discriminant validity was tested using two approaches: cross-loading and the Fornell-
Larcker Criterion. The cross-loading results indicated that the correlation of each indicator with
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its original construct was higher than its correlation with other constructs, thus meeting the
discriminant validity criteria. Furthermore, the table below shows that the square root of the
Average Variance Extracted (AVE) value for each construct was higher than the correlation
between the other constructs. Thus, all constructs in the model demonstrated good discriminant
validity.

Table 2. Discriminant Validity

Cognitive Functional Hedonic Originality Peer Purchase Social = Website
(X5) (X4) (Z1) X1) Influence  Intention (Z2) Quality
X3) ) (X2)
Cognitive 0,893
(X5)
Functional 0,573 0,878
(X4)
Hedonic 0,475 0,312 0,888
(21)
Originality 0,409 0,244 0,521 0,857
X1)
Peer Influence 0,386 0,285 0,614 0,424 0,872
(X3)
Purchase 0,474 0,277 0,290 0,235 0,331 0,872
Intention
Y)
Social 0,551 0,484 0,385 0,393 0,377 0,426 0,881
(22)
Website 0,395 0,281 0,531 0,526 0,464 0,312 0,438 0,885
Quality
(X2)

2. Measurement Structural Model (Inner Model)
A. R-Square (R?)

Table 3. R-Square (R?)

R Square Adjusted R Square
Hedonic (Z1) 0,363 0,358
Purchase Intention (Y) 0,225 0,211
Social (Z2) 0,335 0,330

The R-Square evaluation results in Table above show: hedonic (Z1) has an R? of 0.363,
meaning 36.3% of the hedonic variance is explained by the constructs in the model, and 63.7%
is explained by other variables outside the model. Purchase Intention (Y) has an R? of 0.225,
meaning 22.5% of the variance is explained by the constructs in the model. Social (Z2) has an
R? 0f 0.335, meaning 33.5% of the variance is explained by the research variables.

B. Effect Size (f?)
Table 4. Effect Size ()

Variable 2 Category
Originality (X1) -> Hedonic (Z1) 0.126 Medium
Website Quality (X2) -> Hedonic (Z1) 0.144 Medium
Website Quality (X2) -> Purchase Intention (Y) 0.106 Medium
Peer Influence (X3) -> Social (Z2) 0.048 Small
Peer Influence (X3) -> Purchase Intention (Y) 0.147 Medium
Functional (X4) -> Purchase Intention (Y) 0.150 Medium
Cognitive (X5) -> Social (Z2) 0.290 Strong
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Hedonic (Z1) -> Purchase Intention (Y) 0.110 Medium
Social (Z2) -> Purchase Intention (Y) 0.072 Small

Based on Table above, the f> value indicates the strength of the influence of the
exogenous variables on the endogenous variables: Cognitive (0.150), Originality (0.147), and
Website Quality (0.144) have a moderate influence on the endogenous variables. Functional
(0.110), Hedonic (0.126), and Peer Influence (0.072) show a small influence. Social (0.048)
has a small influence on Purchase Intention. Thus, the Cognitive, Originality, and Website
Quality variables are relatively stronger predictors in the model.

C. Hypothesis Testing (Path Coefficient)
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Figure 1. Hypothesis Path

The bootstrapping results in figure 4.1 show that: Cognitive has a significant effect on
Social (B = 0.476; p = 0.000), Social has a significant effect on Purchase Intention ( = 0.294;
p = 0.000), Originality has a significant effect on Hedonic (f = 0.333; p = 0.000), Website
Quality has a significant effect on Hedonic (B = 0.356; p = 0.000) and Purchase Intention (f =
0.086; p = 0.000), Functional and Hedonic have no significant effect on Purchase Intention (p
> (.05), Peer Influence has no direct effect on Purchase Intention (p = 0.133), but has a
significant effect on Social (p = 0.002), For indirect influence, Cognitive and Peer Influence
are proven to influence Purchase Intention through Social (p < 0.01), indicating a partial
mediation effect.

CONCLUSION

1) The results of this study confirm that all measurement instruments used in this study are
valid and reliable, forming a strong foundation for structural model analysis. Convergent
validity was achieved for all indicators, as reflected by factor loading values exceeding
0.70, indicating that each indicator effectively measures its respective construct. This
finding is reinforced by discriminant validity through cross-loading and the Fornell-Larcker
criterion, where the square root of the AVE for each construct is greater than the correlation
with other constructs, indicating clear differentiation among the latent variables. AVE
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values above 0.50 and Composite Reliability and Cronbach's Alpha scores above 0.70
further demonstrate high internal consistency and reliability, confirming that the research
instruments are robust and suitable for further structural model analysis.

2) From a structural model perspective, the R-Square (R?) results indicate that hedonic value
(Z1) 1s explained by 36.3% of the variance, purchase intention (Y) by 22.5%, and social
influence (Z2) by 33.5%. These values indicate that although the model has moderate
predictive power for the hedonic and social constructs, its predictive power for purchase
intention is relatively low, suggesting that other external factors outside the model also
influence consumer decisions. Furthermore, the f? effect size analysis shows that cognitive
value, originality, and website quality have moderate effects on their respective dependent
variables, while functional, hedonic, peer influence, and social values display small effect
sizes. This highlights that the cognitive, originality, and website quality dimensions are
relatively stronger predictors in shaping consumer responses compared to the others. The
path coefficient analysis reveals several key relationships. Cognitive value had a significant
positive effect on social influence (B = 0.476; p = 0.000), and peer influence also
significantly influenced social value (f =0.193; p = 0.002), highlighting the importance of
psychological and social dynamics in digital consumer interactions. Social value, in turn,
significantly increased purchase intention (B = 0.294; p = 0.000), confirming that social
engagement and connection with others play a crucial role in motivating consumers to make
purchases. Website originality and quality significantly influenced hedonic value,
demonstrating that platform uniqueness and quality enhance emotional enjoyment.

3) However, the direct effects of functional and hedonic value on purchase intention were
insignificant, indicating that utility and emotional satisfaction alone are insufficient to
directly drive purchase behavior without social reinforcement. Overall, this study
contributes theoretically by demonstrating that the structural model of consumer behavior
is strongly supported by valid and reliable measurements, and that social value plays a
central role in mediating cognitive and peer influence on purchase intention. Practically,
these findings suggest that marketers should focus not only on functional and emotional
product attributes but also on enhancing social interaction, website experience, and
cognitive engagement to effectively increase consumer purchase intention. Future research
should consider additional variables or contextual factors to enhance the model's
explanatory power, particularly regarding purchase intention.

4) The theoretical and empirical contributions of this study are demonstrated by the theory
that originality, website quality, peer influence, hedonic, functional, social, and cognitive
variables have a positive influence on consumer purchase intention when using innovative
services provided in online shopping.

5) The practical contribution of this study also shows that for businesses offering products and
services online, virtual admin services are a necessary service for the public to influence
consumer usage intentions, reflecting consumer needs for products and services offered
online. The social contribution of this study is also evident in the public's behavior in using
innovative services from a platform that facilitates consumers to inquire about products
they wish to purchase. The conceptual or regional contribution of this study is evident in
the sample used. This study only included online shoppers, while virtual admin services
are also broad in scope, including transportation, finance, and other fields requiring virtual
admin services.
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