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Abstract  

The development of digital technology has fundamentally transformed consumer behavior, with 

consumers increasingly moving across multiple purchasing channels rather than relying on a single 

channel. This study examines the predictive relationships among viral marketing communication 

exposure, perceived transaction risk, digital social capital, consumptive value orientation, and 

purchase channel migration. A quantitative explanatory design was applied to 100 digital consumers 

in Indonesia selected through purposive sampling. Data were analyzed using Partial Least Squares 

Structural Equation Modeling (PLS-SEM) with SPSS and SmartPLS 4.2.9. The findings show that 

viral marketing communication exposure has positive and significant effects on consumptive value 

orientation, perceived transaction risk, and digital social capital. Perceived transaction risk and 

digital social capital significantly increase channel migration, while consumptive value orientation 

also has a positive direct effect. Both perceived transaction risk and digital social capital partially 

mediate the relationship between consumptive value orientation and channel migration. The 

structural model explains 62.4% of the variance in channel migration. The findings extend consumer 

behavior research by integrating informational, risk, social, and value mechanisms and provide 

implications for cross-channel marketing strategies in the digital economy. 

  

Keywords: Channel Migration; Consumptive Value Orientation; Digital Social Capital; Perceived 

Transaction Risk; Viral Marketing Communication 

1. INTRODUCTION  

Digital technology has rapidly transformed purchasing behavior. Consumers now 

encounter multiple purchasing channels, including social media, online marketplaces, and 

physical stores, creating a cross-channel or omnichannel retail environment. A notable 

consequence is that consumers do not necessarily remain with one channel throughout the 
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decision-making process but may move from one channel to another, a behavior referred to 

as channel migration. 

Social media growth has changed how product information is distributed and received. 

Viral marketing communication has become an important strategy for reaching consumers 

quickly and widely. Viral content distributed through friendship networks and peer 

recommendations can create massive exposure, yet its consequences for consumers' 

decisions to change purchasing channels remain insufficiently understood. At the same time, 

consumers face uncertainty in online transactions, including concerns about payment 

security, product quality, and delivery reliability. Such uncertainty can encourage consumers 

to seek alternative channels perceived as more dependable. 

Social factors also play an important role. Digital social capital refers to resources 

obtained from online social relationships, including information support, trust, and norms 

formed within virtual communities. Consumers with stronger digital social capital may be 

more receptive to peer recommendations, which can shape consumptive value orientation—

the tendency to evaluate consumption not only through functional value but also through 

symbolic and social value. 

Previous studies have generally examined these variables separately. The present study 

addresses four gaps identified in the source manuscript: limited integration among viral 

communication, risk, social capital, and channel migration; limited evidence concerning 

mediation mechanisms; the need for empirical evidence from Indonesia as an emerging-

market context; and the limited integration of consumptive value orientation as both an 

outcome of viral exposure and a factor associated with channel migration. 

Accordingly, this study asks: (1) how viral marketing communication exposure affects 

perceived transaction risk, digital social capital, and consumptive value orientation; (2) 

whether perceived transaction risk and digital social capital mediate the relationship between 

consumptive value orientation and channel migration; and (3) how the structural 

relationships among the variables explain channel migration among digital consumers in 

Indonesia. 

  

2. RESEARCH METHOD 

This study uses a quantitative explanatory design to test causal relationships among 

the research variables. The population consists of digital consumers in Indonesia who had 

viewed viral marketing content and had purchased through more than one purchasing 

channel.Purposive sampling was applied with the following criteria: respondents were at 

least 17 years old, had actively used social media during the previous six months, and had 

purchased through at least two different channels, namely social media, online marketplaces, 

or physical stores. The study involved 100 respondents. 

Data were collected using a five-point Likert questionnaire, ranging from 1 (strongly 

disagree) to 5 (strongly agree). Each construct contained five indicators. Viral marketing 
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communication exposure was adapted from Mahoney and Tang (2024); perceived 

transaction risk from Lee and Choi (2026); digital social capital from research on online 

social networks; consumptive value orientation from Nurhaliza and Aryanto (2023); and 

channel migration from Pookulangara and Hawley (2011).Descriptive statistics were 

processed using SPSS, while the measurement and structural models were evaluated using 

SmartPLS 4.2.9. Convergent validity was assessed using factor loadings, AVE, and 

reliability. Discriminant validity was assessed using the Fornell-Larcker criterion, cross-

loadings, and HTMT. The structural model was evaluated using R², f², Q², and bootstrapping 

with 5,000 resamples. Hypotheses were assessed using t-statistics above 1.96 and p-values 

below 0.05. 

  

3. RESULTS AND DISCUSSION 

Convergent Validity 

Convergent validity is assessed based on the factor loading value, average variance 

extracted (AVE), and construct reliability value. The criteria used are: factor loading ≥ 0.708, 

AVE ≥ 0.50, and Composite Reliability ≥ 0.70. 

Table 1. Convergent Validity Test 

Variables Indicator Loading 

Factor 

AVE Cronbach's 

Alpha 

Composite 

Reliability 

Viral 

Marketing 

Communicatio

n Exposure 

(X₁) 

X₁.1 0.824 0.658 0.879 0.906 

 X₁.2 0.801    

 X₁.3 0.795    

 X₁.4 0.832    

 X₁.5 0.804    

Perceived Risk 

Transactions 

(Y₁) 

Y₁.1 0.786 0.623 0.854 0.892 

 Y₁.2 0.793    

 Y₁.3 0.811    

 Y₁.4 0.775    

 Y₁.5 0.789    

Digital Social 

Capital (Y₂) 

Y₂.1 0.812 0.647 0.867 0.901 

 Y₂.2 0.805    

 Y₂.3 0.798    

 Y₂.4 0.823    

 Y₂.5 0.784    
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Consumptive 

Value 

Orientation 

(Y₃) 

Y₃.1 0.809 0.634 0.861 0.897 

 Y₃.2 0.791    

 Y₃.3 0.788    

 Y₃.4 0.815    

 Y₃.5 0.802    

Purchasing 

Channel Shift 

(Z) 

Z.1 0.831 0.662 0.883 0.909 

 Z.2 0.816    

 Z.3 0.807    

 Z.4 0.825    

 Z.5 0.819    

Source: Proceed Data, 2026 

Based on Table, all factor loading values are in the range of 0.775–0.831, exceeding 

the minimum limit of 0.708. AVE values range from 0.623–0.662 (> 0.50), Cronbach's 

Alpha and Composite Reliability also meets the requirement of > 0.70. Thus, the convergent 

validity of all constructs is met. 

 

Discriminant Validity 

Picture 1. Fornell-Larcker Values Criterion 

 
                                   Source: Proceed Data, 2026 

Table 2. Fornell-Larcker Values Criterion 

Variables X₁ Y₁ Y₂ Y₃ Z 

X₁ 0.811 0.482 0.537 0.614 0.529 

Y₁ 0.482 0.789 0.426 0.553 0.641 

Y₂ 0.537 0.426 0.804 0.498 0.583 

Y₃ 0.614 0.553 0.498 0.796 0.576 

Z 0.529 0.641 0.583 0.576 0.814 



  
Vol. 5 No. 1 (2026) 

e-ISSN: 2963-7589 

Economic and Business Journal | ECBIS 

https://ecbis.net/index.php/go/index   

 

 

 395 

 

Note: The diagonal values (bold) are the square roots of AVE; the values below are the correlations between constructs . 

Source: Proceed Data, 2026 

the Fornell-Larcker criterion , the square root of the AVE of each construct must be 

greater than the correlation of that construct with other constructs . Table 3.2 shows that this 

requirement is met for all variables. 

Table 3. Cross Loading Values Loading  

Indicator X₁ Y₁ Y₂ Y₃ Z 

X₁.1 0.824 0.385 0.412 0.496 0.403 

X₁.2 0.801 0.362 0.445 0.513 0.418 

X₁.3 0.795 0.394 0.428 0.507 0.425 

X₁.4 0.832 0.378 0.451 0.524 0.436 

X₁.5 0.804 0.381 0.437 0.511 0.421 

Y₁.1 0.366 0.786 0.342 0.435 0.512 

Y₁.2 0.354 0.793 0.358 0.442 0.526 

Y₁.3 0.372 0.811 0.364 0.457 0.543 

Y₁.4 0.348 0.775 0.339 0.428 0.508 

Y₁.5 0.361 0.789 0.352 0.441 0.521 

Y₂.1 0.443 0.328 0.812 0.402 0.475 

Y₂.2 0.436 0.341 0.805 0.415 0.489 

Y₂.3 0.429 0.335 0.798 0.396 0.468 

Y₂.4 0.452 0.348 0.823 0.423 0.497 

Y₂.5 0.418 0.322 0.784 0.389 0.453 

Y₃.1 0.504 0.448 0.395 0.809 0.462 

Y₃.2 0.487 0.432 0.382 0.791 0.448 

Y₃.3 0.482 0.427 0.376 0.788 0.443 

Y₃.4 0.516 0.453 0.408 0.815 0.475 

Y₃.5 0.493 0.439 0.391 0.802 0.459 

Z.1 0.424 0.527 0.473 0.468 0.831 

Z.2 0.417 0.514 0.461 0.453 0.816 

Z.3 0.409 0.508 0.456 0.447 0.807 

Z.4 0.431 0.534 0.482 0.479 0.825 

Z.5 0.422 0.521 0.469 0.464 0.819 

Source: Proceed Data, 2026 

All indicators have the highest loading value on their respective constructs compared 

to other constructs , so that discriminant validity based on cross -loading criteria is met. 

Table 4. Reliability Test 

Variables Cronbach'

s Alpha 

Composite Reliability Information 

Viral Marketing 

Communications Exposure 

0.879 0.906 Reliable 
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Transaction Perception Risk 0.854 0.892 Reliable 

Digital Social Capital 0.867 0.901 Reliable 

Consumer Value Orientation 0.861 0.897 Reliable 

Purchasing Channel Shift 0.883 0.909 Reliable 

Source: Proceed Data, 2026 

Cronbach's value Alpha and Composite The reliability of all constructs is above the 

minimum limit of 0.70, so the research instrument is declared reliable. 

Table 5. VIF ( Variance) Value Inflation Factor) 

Variables VIF Information 

Viral Marketing 

Communications Exposure 

1,874 There is no multicollinearity 

Transaction Perception Risk 1,652 There is no multicollinearity 

Digital Social Capital 1,718 There is no multicollinearity 

Consumer Value 

Orientation 

1,926 There is no multicollinearity 

Source: Proceed Data, 2026 

The VIF values of all constructs are in the range of 1.652–1.926, far below the 

threshold of 5.0, so there is no multicollinearity problem . 

Table 6. HTML Test 

Variables X₁ Y₁ Y₂ Y₃ Z 

X₁ —     

Y₁ 0.528 —    

Y₂ 0.574 0.463 —   

Y₃ 0.683 0.607 0.542 —  

Z 0.561 0.712 0.628 0.615 — 

Source: Proceed Data, 2026 

All HTMT values are below the maximum limit of 0.85, which confirms that each 

construct has good discriminant validity and does not overlap. 

 

 

 

Structural Model (Inner Model) 

R Square Value 

Table 7. R Square Test Results 

Endogenous Variables R² R² value Classification 

Perceived Risk (Y₁) 0.232 23.2% Weak 

Digital Social Capital (Y₂) 0.289 28.9% Weak 

Consumptive Value Orientation (Y₃) 0.377 37.7% Currently 
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Purchasing Channel Shift (Z) 0.624 62.4% Strong 

Source: Proceed Data, 2026 

 

The structural model was able to explain 62.4% of the variance in purchasing channel 

switching, indicating strong explanatory power. The remaining 37.6% was explained by 

other variables not included in this study. 

F Square Value 

Table 8. F Square Test Results 

Connection F² Classification 

X₁ → Y₁ 0.302 Moderate effect 

X₁ → Y₂ 0.406 Big effect 

X₁ → Y₃ 0.605 Big effect 

Y₁ → Z 0.428 Big effect 

Y₂ → Z 0.314 Moderate effect 

Y₃ → Z 0.189 Small effect 

Source: Proceed Data, 2026 

 

The F² value indicates the magnitude of the effect of the exogenous construct on the 

endogenous construct Values of 0.02, 0.15, and 0.35 are categorized as small, medium, and 

large effects, respectively. 

Predictive Relevance (Q Square) 

 

Picture 2. Q Square Result 

Table. Predictive Relevance (Q²) 
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Endogenous Variables Q² Information 

Perceived Risk (Y₁) 0.146 Have predictive relevance 

Digital Social Capital (Y₂) 0.193 Have predictive relevance 

Consumptive Value 

Orientation (Y₃) 

0.254 Have predictive relevance 

Purchasing Channel Shift 

(Z) 

0.387 Have predictive relevance 

All Q² values > 0 prove that the model has adequate predictive relevance. 

Source: Proceed Data, 2026 
 

Hypothesis Testing Results 

 
Table. Hypothesis Testing 

Hypothesis Connection Path 

Coefficient 

T-Statistic P-Value Information 

H₁ X₁ → Y₃ 0.614 9,872 0,000 Supported 

H₂ X₁ → Y₁ 0.482 6,543 0,000 Supported 

H₃ X₁ → Y₂ 0.537 7,826 0,000 Supported 

H₄ Y₁ → Z 0.418 6,935 0,000 Supported 

H₅ Y₂ → Z 0.294 4,762 0,000 Supported 

H₆ Y₃ → Z 0.186 2,415 0.016 Supported 

H₇ Y₃ → Y₁ → Z 0.231 5,148 0,000 Supported 

(Partial 

Mediation) 

H₈ Y₃ → Y₂ → Z 0.159 3,874 0,000 Supported 

(Partial 

Mediation) 

Source: Proceed Data, 2026 
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Discussion 

The discussion of the research results is structured based on the sequence of 

hypotheses tested, linked to previous research findings, and connected to the theoretical 

framework used. Overall, the research model successfully uncovers a complex and 

interrelated system of relationships between variables that explain the phenomenon of 

channel switching among digital consumers in Indonesia. 

The Influence of Exposure to Viral Marketing Communications on Consumer Value 

Orientation (H₁) 

The analysis results show that exposure to viral marketing communications has a 

positive and significant influence on consumer value orientation (β = 0.614; t = 9.872; p < 

0.001). This finding indicates that the more frequently consumers are exposed to viral 

marketing content on social media, the higher their tendency to adopt consumer values—

that is, valuing products more in terms of symbolism, social recognition, and trends than 

purely functional value.These results align with research by Mahoney & Tang (2024) which 

found that exposure to trending and viral content increases consumer engagement through 

cognitive and emotional triggers, where social proof and peer influence play a central role. 

Similarly, research by Nurhaliza & Aryanto (2023) on TikTok users in Denpasar showed 

that viral content significantly shapes Generation Z's consumer behavior. Theoretically, 

these findings reinforce the Stimulus-Organism-Response Theory, where exposure to viral 

content serves as an external stimulus that influences an individual's internal state—in this 

case, value orientation toward consumption. 

More specifically, viral marketing content circulating on platforms like TikTok, 

Instagram, and YouTube often portrays products within the context of a desired lifestyle, 

creating associations that ownership reflects identity and social status. When such content is 

shared by friends, relatives, or influencers, the message's credibility increases, and social 

pressure to consume intensifies. This explains why the effect of exposure on consumer value 

orientation is the strongest compared to other relationships in the model. 

Perceived Transaction Risk (H₂) 

Exposure to viral marketing communications was shown to have a positive and 

significant effect on perceived transaction risk (β = 0.482; t = 6.543; p < 0.001). This means 

that the higher consumers' exposure to viral marketing content, the greater their concerns 

about transaction uncertainty, including payment security risks, product quality 

discrepancies, and delivery delays.This finding is consistent with research by Lee et al . 

(2026), who observed that although social media content facilitates product discovery, 

limited information and uncertainty about sources actually increase concerns about 

transaction risks. This in-depth analysis highlights the characteristics of viral content itself: 

rapid dissemination is often not accompanied by adequate factual verification, resulting in 

partial and sometimes misleading information received by consumers. Consumers are aware 
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of this, and even though they are interested in the products displayed, they remain wary of 

potential risks they may face during transactions. 

From a risk perception theory perspective, these results suggest that abundant but 

unverified information actually increases consumers' cognitive uncertainty. Consumers 

receive many positive signals from viral content, but the lack of detailed information 

regarding product specifications, warranties, and return policies fuels uncertainty, ultimately 

increasing perceived transaction risk. 

The Effect of Exposure to Viral Marketing Communications on Digital Social Capital 

(H₃) 

The study's results demonstrate that exposure to viral marketing communications has 

a positive and significant impact on digital social capital (β = 0.537; t = 7.826; p < 0.001). 

The higher a consumer's exposure to viral marketing content, the greater their social 

networking resources in the digital space—including access to peer information, trust in the 

community, and participation in product information exchange.This can be understood from 

the mechanism of viral content distribution itself: it spreads through networks of social 

relationships between individuals. Consumers who are frequently exposed to viral content 

are typically those who actively interact, share information, and have extensive social 

networks. Exposure to viral content is both an indicator and a consequence of active social 

network involvement the core concept of digital social capital. These findings reinforce the 

view that digital social capital is not static, but rather develops through continuous 

interaction and information exchange in online spaces. 

The Influence of Perceived Transaction Risk on Purchase Channel Switching (H₄) 

Perceived transaction risk was shown to have a positive and significant effect on 

purchasing channel switching (β = 0.418; t = 6.935; p < 0.001). These results indicate that 

the higher consumers' concerns about transaction risk in one purchasing channel, the more 

likely they are to switch to another channel perceived as more reliable and secure.This 

finding aligns closely with research by Lee et al . (2026), which revealed that perceived risk 

in social media channels actually accelerates consumer migration to online markets 

perceived as more trustworthy. Within the Push -Pull-Mooring theory framework, perceived 

risk acts as a push factor that encourages consumers to abandon their original channel for 

alternative channels that offer greater security and certainty. Research by Haridasan et al . 

(2021) also confirms that concerns about transaction security and reliability are key drivers 

of channel switching. 

In depth, consumers switch channels not solely out of a desire for the lowest price, 

but rather driven by a psychological need for security and certainty. When a particular 

channel fails to meet these needs—for example, due to mixed reviews or weak buyer 

protection policies—consumers will actively seek alternatives that can reduce this 

uncertainty. 
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The Influence of Digital Social Capital on Purchasing Channel Shifting (H₅) 

Digital social capital has a positive and significant effect on purchasing channel 

switching (β = 0.294; t = 4.762; p < 0.001). Consumers with high digital social capital tend 

to switch purchasing channels more easily because they have access to comparative 

information from various trusted sources, so the decision to switch is more informed and 

supported by peer recommendations.These results reinforce the research of Pookulangara et 

al . (2011) regarding the role of subjective norms in channel switching, but in the digital 

context, these subjective norms are expanded to digital social capital, which includes 

informational support and trust from online friendship networks. Consumers with high 

digital social capital not only passively receive marketing information but also actively seek 

references and recommendations from their social circles before deciding which channel to 

use. 

The Influence of Consumer Value Orientation on Purchasing Channel Switching (H₆) 

Consumer value orientation has a positive and significant effect on purchasing 

channel switching, although with a smaller effect compared to other variables (β = 0.186; t 

= 2.415; p = 0.016). Consumers who prioritize symbolic and social values in consumption 

tend to continue searching for purchasing channels that can fulfill their needs for recognition 

and a desired lifestyle. If one channel is no longer able to provide the expected symbolic 

value, they do not hesitate to switch to another channel.While the effect is significant, the 

smaller coefficient indicates that consumer value orientation is not a direct driver of channel 

switching. This suggests that the relationship likely operates through a mediating 

mechanism—the focus of the following discussion. 

The Mediation Role of Transaction Perception Risk (H₇) 

The results of the study prove that perceived transaction risk significantly mediates 

the relationship between consumer value orientation and purchasing channel switching (β = 

0.231; t = 5.148; p < 0.001), with a partial mediation pattern. This means that consumer 

value orientation not only drives channel switching directly, but also through an indirect 

pathway: consumers with a high consumer orientation tend to be more sensitive to 

transaction risks, and this risk concern then becomes the main driver of channel switching. 

In-depth analysis reveals the characteristics of consumers with a high consumer orientation: 

they place a high value on product quality and satisfaction with purchases related to their 

self-image. When faced with uncertainty about the quality or security of transactions on a 

particular channel, these concerns are greater than those of consumers with a functional value 

orientation. Consequently, even though they are interested in the product being offered, their 

desire to avoid risk drives them to complete transactions through other channels perceived 

as more trustworthy. This finding fills a gap in previous research that has not 

comprehensively considered this mediating pathway. 
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The Mediating Role of Digital Social Capital (H₈) 

Digital social capital was also shown to act as a significant mediating variable in the 

relationship between consumer value orientation and channel switching (β = 0.159; t = 

3.874; p < 0.001), also with a partial mediation pattern. Consumers with a high consumer 

value orientation tend to be more active in building and utilizing online social networks to 

obtain product information and recommendations. Information obtained from these 

networks then facilitates the decision to switch channels.Theoretically, these findings 

integrate Consumption Value Theory with the concept of social capital. Consumers who 

prioritize social and symbolic value in consumption will be more motivated to participate in 

online communities to gain social validation for their product choices. Through this 

participation, they gain comparative information across channels, which then triggers 

switching decisions. 

Model Implications and Filled Research Gaps 

Overall, this research model explains 62.4% of the variance in purchasing channel 

switching, indicating excellent explanatory power. This study successfully addresses several 

previously identified research gaps: 

First, this study brings together four constructs into a single, integrated framework, 

previously studied separately. By integrating viral marketing communication, perceived risk 

, digital social capital, and consumer value orientation, this study provides a more 

comprehensive picture of the purchasing channel shift mechanism.Second, this study reveals 

the dual role of perceived transaction risk and digital social capital—not only as variables 

influencing channel switching but also as intermediary variables transmitting the influence 

of consumer value orientation. This explains why previous research often found a weak 

direct relationship between these variables. 

  

4. CONCLUSION 

Based on the results of the analysis and discussion that have been described, the 

following conclusions can be drawn, first, exposure to viral marketing communications acts 

as a significant initial trigger shaping all variables in the model: increasing consumer value 

orientation, strengthening perceived transaction risk, and expanding consumers' digital 

social capital. The strongest effect was found on the formation of consumer value 

orientation, indicating that viral marketing content not only disseminates product 

information but also shapes consumers' consumption value systems.Second, purchasing 

channel switching is driven by two main pathways. The first pathway is preventative: 

increased perceived transaction risk encourages consumers to abandon perceived risky 

channels and move toward safer ones. The second pathway is facilitative : digital social 

capital provides information and recommendations that facilitate consumers' discovery of 

alternative channels. These two pathways complement each other and operate 

simultaneously: concern about transaction risk provides a psychological incentive to switch, 
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while digital social capital provides the information and trust that enable the switch to occur 

smoothly. 

Third, consumer value orientation has a weak direct effect on channel switching, but 

its effect becomes stronger and more significant when it operates through the mediation 

pathways of perceived transaction risk and digital social capital. This suggests that 

consumers who prioritize symbolic and social values in consumption do not necessarily 

switch channels simply because they desire new or prestigious products; they switch for two 

interrelated reasons: concern that the current channel cannot guarantee product quality and 

safety that aligns with their self-image, and the availability of information from social 

networks recommending more reliable alternative channels.Fourth, the structural model 

developed in this study is able to explain 62.4% of the variance in purchasing channel 

switching, indicating that the Stimulus-Organism-Response framework adapted in this study 

is very appropriate for understanding the phenomenon of purchasing channel switching 

among digital consumers in Indonesia. Exposure to viral marketing communications as an 

external stimulus influences consumers' cognitive and social states in the form of risk 

perception, social capital, and value orientation, which ultimately triggers the decision to 

switch channels.Fifth, the findings of this study provide empirical evidence that channel 

switching is not a single factor-driven behavior, but rather the result of a complex system of 

relationships between informational, psychological, social, and value factors. In the context 

of Indonesia, which has a collectivist culture, the role of digital social capital has proven to 

be crucial, even becoming a key bridge connecting exposure to marketing information with 

channel switching decisions. 
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