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Abstract: Through Presidential Instruction No. 2 of 2022, the government supports, allocates and spends 40 

per cent of the budget value to accelerate the use of domestic goods and MSMEs in government procurement. 

The government has provided an e-catalogue as an online shopping application that provides products from 

various commodities the government needs. However, this was followed by something other than the 

realisation of e-purchasing on the e-catalogue. The purpose was to identify the elements that impact the 

desire to buy via e-catalogue. Using the criterion of commitment-making officers (CMOs) in local 

Indonesian governments who purchased laptop items, this research used simple random selection to get 135 

respondents. An examination of the data obtained from the e-questionnaire was carried out using SEM. It 

was shown that several factors, including self-efficacy, perceived behavioural control, attitude, and 

subjective norms, directly and significantly influenced the intention to purchase. The perceived web quality, 

however, could have been better. 

Keywords: Attitude; E-catalogue; Perceived Behavioral Control; Self-efficacy; Purchase Behavior 

Intention. 

 

Abstrak: Melalui Instruksi Presiden No. 2 tahun 2022, pemerintah mendukung, mengalokasikan dan 

membelanjakan 40 persen dari nilai anggaran dalam upaya untuk mempercepat penggunaan barang dalam 

negeri dan UMKM dalam pengadaan barang dan jasa pemerintah. Oleh karena itu, pemerintah menyediakan 

e-katalog sebagai aplikasi belanja online yang menyediakan berbagai produk dari berbagai komoditas yang 

dibutuhkan pemerintah. Namun tidak diikuti dengan nilai realisasi e-purchasing pada e-katalog. Tujuan dari 

penelitian ini untuk mengidentifikasi faktor yang mempengaruhi keinginan untuk membeli melalui e-

katalog. Dengan menggunakan kriteria Pejabat Pembuat Komitmen (PPK) di pemerintah daerah di 

Indonesia, yang melakukan pembelian e-katalog untuk item laptop, penelitian ini menggunakan pemilihan 

acak sederhana dengan 135 responden. Dari data yang diperoleh melalui kuesioner online dilakukan dengan 

menggunakan analisa SEM. Hasil penelitian menunjukkan bahwa niat membeli secara langsung dan 

signifikan dipengaruhi oleh sejumlah faktor, termasuk efikasi diri, kontrol perilaku yang dirasakan, sikap, 

dan norma subjektif. Namun, kualitas yang dirasakan dari web tidak.  

Kata Kunci: Sikap; e-katalog; Persepsi control perilaku; Efikasi diri; Intensitas niat pembelian. 

 

 

INTRODUCTION 

 

The consumption by people in Indonesia is increasing. A widespread phenomenon 

is online shopping. According to a recent report by the research firm We Are Social (2023), 

around 178.900 million Indonesians made online purchases from 2022 to early 2023, an 

increase of 12.800 per cent compared to the previous year. The estimated total value of 

Indonesians' online shopping during the previous year reached US$ 55.970 billion, 

equivalent to IDR 851 trillion. The majority of spending was on electronic products. 
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Technological developments have impacted how consumers decide when shopping to 

fulfil their needs. Consumers can now easily search for online product information and 

compare prices before purchasing (Chiu et al., 2019). 

Consumer behaviour is when individuals make choices, buy and put things to use to 

fulfil their wants and requirements (Jusuf, 2021). The theory of planned behaviour (TPB) 

tries to anticipate when and where an individual wants to do something by studying past 

actions (Ajzen, 2020). The TPB examines the elements that impact an individual's 

intention to participate in an action, providing a framework for behaviour prediction. The 

model categorises beliefs into three groups: behavioural, normative, and control. These 

groups stand for the extent to which individuals feel they have control over their actions 

(Bosnjak et al., 2020). 

Attitudes, subjective standards, perceived behavioural control, and buying intents 

are some of the factors that have been shown to influence purchasing behaviour in 

academic studies (Ajzen, 2020; Nikolas R et al., 2022; Noor et al., 2020; Persada et al., 

2021; Tarawneh et al., 2020). Information system quality also impacts e-commerce user 
satisfaction, mediated by behaviour intention (Kumar & Lata, 2021). Improving system 

quality increases user trust in using the system and contributes to increased user 

satisfaction (Costa & Rodrigues, 2023). The level of self-assurance in their abilities is vital 

in determining their inclination to make an online purchase. (Y. Li et al., 2018). Customers 

who are sure of themselves are more likely to be enthusiastic about e-commerce and to 

have a favourable attitude about online purchasing. 

Along with economic growth in Indonesia, digital transformation is needed to 

improve efficiency and productivity and encourage inclusiveness. The role of the 

government is to create a comfortable business environment for MSMEs. Digital 

marketing capabilities and literacy have successfully improved MSME business 

performance (Umboh et al., 2023). One aspect that the government may play in fostering 

economic growth is the implementation of policies and initiatives aimed at economic 

development (Fahrika et al., 2020). Through Presidential Instruction Number 2 of 2022, 

the government is committed to accelerating and prioritising products produced by 

MSMEs to meet the needs of the government administration by allocating and realising 40 

per cent of the value of the expenditure budget. The government also provides space for 

local products in the digital market through the electronic catalogue (e-catalogue) 

application developed by the National Public Procurement Agency (NPPA). 

E-purchasing through e-catalogue is one of the main alternatives to a fast, easy, and 

transparent procurement process for government procurement actors. The existence of e-

catalogue aims to encourage the growth of the performance of domestic business actors, 

create a competitive business climate, encourage the development of domestic product 

quality, and create reasonable product prices according to the market (Suryono et al., 

2021). Another convenience of electronic catalogues is that they support the government's 

efforts to facilitate the recording of government procurement transactions electronically 

(Pawe et al., 2024). In this case, the application's efficiency and convenience are essential 

benchmarks for all users; thus, it is more practical for transactions (Ruiz-Herrera et al., 

2023). Service and website quality can also influence consumers’ purchasing decisions 

through their purchase intentions (Saleem et al., 2022). The allure, ease of transaction, and 

novelty of online purchasing options contribute to consumers' desire to purchase online 
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(Ghazali et al., 2018). The existence of interests and attitudes forms a person's purchase 

decision (Ramli & Maysari, 2020).   

 

Table 1. Total Procurement Realisation by Procurement Method 

 

Procurement Method Realisation in 2023 (IDR) (Per cent) 

Tender 310,054,731,285,651 46.700 

E-purchasing 204,362,874,064,526 30.800 

Direct Procurement 83,144,055,842,691 12.500 

Direct Appointment 44,104,507,006,382 6.600 

Others 21,696,042,484,243 3.300 

Quick Tender 845,902,313,212 0.100 

Source: Modified from Bigbox LKPP 

 

Procurement parties have yet to fully optimise the digital transformation of 

procurement, especially e-purchasing through e-catalogue. Procurement performance in 

2023 shows that the value of procurement through tenders still dominates compared to e-

purchasing, as shown in Table 1. The national government procurement budget consists 

of Ministries/Institutions and Local Government. According to the Bigbox LKPP data, the 

national Annual Procurement Plan 2023 shows a considerable value of around IDR 1,208 

trillion. However, the realisation of procurement expenditure is still quite a big gap against 

the Annual Procurement Plan. 

Moreover, in Local Government, the value of the realisation of procurement 

spending is still below 50 per cent. One of the products transacted annually by the 

government is a laptop. The value of government laptop procurement is quite significant, 

and the specifications tend to be similar (Darmawan, 2022). This large gap is an issue of 

the purchase behaviour intentions of procurement parties through e-catalogue. Based on 

research on online shopping consumer behaviour, the Theory of Planned Behavior is an 

approach that can be used to identify purchase behaviour intentions.  

Therefore, this study attempts to establish a model to explain the purchasing 

behaviour of government procurement parties through e-catalogue using the Theory of 

Planned Behavior approach. Based on the above background, the researcher asked two 

questions in this study: (1) What factors influence the purchasing behaviour of laptop 

products in e-catalogue? (2) What are the managerial implications for increasing e-

purchasing transactions in e-catalogue as a government shopping platform? 

 

THEORETICAL REVIEW 
 

Consumer Behavior. Consumer behaviour refers to how consumers use their 

resources to obtain what they want (Schiffman & Wisenblit, 2018). These resources 

include time, money, and energy resources. In addition, consumer behaviour is how a 

person, individually and in groups, perceives, selects, purchases, uses, and evaluates a 

product to meet their needs (Kotler & Keller, 2018). Consumer behaviour describes a 

product's decision-making process, starting from the acceptance, purchase, use, and 

identification of the goods and services used (Petcharat & Leelasantitham, 2021). 
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Theory of Planned Behavior. An improved and expanded version of the earlier 

theory is the Theory of Planned Behavior (TPB). Human conduct may be better understood 

using the Theory of Reasoned Action, including consumer behaviour, focusing on 

intentions and intentions as predictors of behaviour (Bosnjak et al., 2020). This theory 

came into existence in 1967 by Icek Ajzen, a social psychologist who has extensively used 

their work in fields as diverse as marketing and consumer behaviour studies. Regarding 

the TPB, Ajzen incorporates the concept of Perceived Behavior Control (PBC), which 

refers to the notion that individuals have some degree of control over their activities. 

They perceived Web Quality, Attitude, and Perceived Behavioral Control 

Purchase Behavior Intention. Additional literature in the Theory of Planned Behavior is 

that website reliability also contributes to developing online purchase intentions through 

attitude formation and trust (Ajzen, 2020). If consumers feel that the offers from the 

website are more trustworthy and reliable, a favourable perspective toward online 

shopping will be developed; this may influence their propensity to use internet shopping 

(Kwaku & Antwi, 2021).  
Perceived web quality impacts consumer attitudes towards website use (Castro-

Ochoa & Moreta-Herrera, 2023). Web quality is an essential factor influencing customer 

purchase intentions on social commerce websites (Cassandra et al., 2017). This is 

reinforced by a study that found that in mobile e-commerce, website quality impacts 

customer happiness and intent to buy (Chi, 2018). 

 

H1: Perceived web quality has a positive and significant effect on attitude. 

 

H2: Perceived web quality has a positive and significant effect on perceived behavioural 

control. 

 

H3: Perceived web quality positively and significantly affects purchase intention. 

 

Self-Efficacy, Attitude, Perceived Behavioral Control and Purchase Behavior 

Intention. Efficacy is a belief in the ability to perform tasks well and a sense of 

competence, efficiency, and coping with life (Waddington, 2023). There is a correlation 

between how one feels about one's abilities and how one feels about using technology-

based self-directed learning (Pan, 2020). The two variables of perceived control and 

intention to purchase are connected via the mediation of self-efficacy, which acts as a 

mediator. Perceived control behaviour directly and indirectly influences buy intention via 

self-efficacy (Y. Li et al., 2018). When customers get helpful customer service when 

purchasing online, their perceived control over the action grows, their self-efficacy rises, 

and their purchase intention becomes stronger (Al-Gasawneh & Al-Adamat, 2020; Y. Li 

et al., 2018; Shufiana et al., 2021). 

 

H4: Self-efficacy has a positive and significant effect on attitude. 

 

H5: Self-efficacy has a positive and significant effect on perceived behavioural control. 

 

H6: Self-efficacy has a positive and significant effect on purchase behaviour intention. 
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Attitude, Subjective Norms, Perceived Behavioral Control and Purchase 

Behavior Intention. Several factors influence consumers' behavioural attitudes, including 

individual characteristics, user behaviour, user experience, user perceptions, and other 

external factors (Wilnei Aldir & Rafael, 2021). Attitudes towards behavioural intention 

show the most significant positive correlation (Wang et al., 2023). This is reinforced by 

consumer perceptions of the benefits of e-commerce, such as ease of searching, which 

increases consumers' intention to use e-commerce (Peña-García et al., 2020). 

Consumers will be more likely to utilise e-commerce if they hear good things about 

it from people they know, whether via word of mouth, personal experiences, or objective 

standards (Pradeep et al., 2021). According to earlier studies, perceived social standards 

are a robust precursor to future conduct (Sharma et al., 2021). When people talk about 

online shopping, what others think of it or whether they believe it is suitable all fall under 

subjective norms (Dashti et al., 2019). Personal beliefs and values significantly and 

favourably influence consumers' propensity to purchase (Suparno, 2017). 

When people discuss the ease or difficulty of engaging in a behaviour that captures 
their interest, they express their perceived behavioural control. This is reinforced by the 

results that customers' perceptions of their behavioural control have a substantial and 

favourable impact on their intentions to engage in direct e-commerce (Zhang & Chen, 

2023). The order of importance for predicting future conduct is as follows: attitudes, 

perceived behavioural control, and subjective norms (Barbera & Ajzen, 2020). An 

individual's propensity to engage in e-commerce marketing is positively correlated with 

their level of behavioural control  (Darsono et al., 2020). 

 

H7: Attitude has a positive and significant effect on purchase behaviour intention. 

 

H8: Subjective norms positively and significantly affect purchase behaviour intention. 

 

H9: Perceived behavioural control positively and significantly affects purchase behaviour 

intention. 

 

Attitude on Purchase Behavior Intention and its Mediation Role. Attitude 

towards online shopping can mediate the positive relationship between website quality and 

online purchase intention (Kwaku & Antwi, 2021). A positive attitude towards online 

shopping can lead to a higher intention to make purchases, while a negative attitude can 

result in a lower intention. Self-efficacy relates to an individual's degree of assurance in 

their capacity to carry out a particular behaviour, like online shopping (Y. Li et al., 2018). 

High self-efficacy can lead to a more positive attitude towards online shopping, which in 

turn can influence purchase behaviour intention. 

 

H10: Attitude mediates perceived web quality and purchase behaviour intention. 

 

H11: Attitude acts as a mediator between self-efficacy and purchase behaviour intention. 

 

She perceived Behavioral Control on Purchase Behavior Intention and its 

Mediation Role. Perceived web quality can impact consumer attitudes and purchase 

intention, with trust and perceived risk mediating and moderating roles in this relationship 
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(Peña-García et al., 2020). Perceived web quality can indirectly influence purchase 

behaviour intention through its impact on perceived behavioural control. Self-efficacy can 

influence purchase behaviour intention through its impact on perceived behavioural 

control, which is affected by factors such as experience, modelling, expected support, and 

potential obstacles (Khoa, 2023; Y. Li et al., 2018). High self-efficacy can lead to higher 

perceived control, which can induce stronger consumer purchase intention. 

 

H12: Perceived behavioural control mediates perceived web quality and purchase 

behaviour intention. 

 

H13: Perceived behavioural control mediates self-efficacy and purchase behaviour 

intention. 

 

This study uses a combination of factors represented by perceived web quality 

(PWQ) and self-efficacy (SEF) about attitude (ATT) and perceived behavioural control 
(PBC). In addition, perceived web quality (PWQ), self-efficacy (SEF), attitude (ATT), 

subjective norms (SBN), and perceived behavioural control (PBC) are also represented by 

purchase behaviour intention (PBI), with the research model shown in Figure 1.

 

 

 
Figure 1. Conceptual Framework 

 

METHODS 
 

Study Design and Sample. October and November 2023 were the months in which 

this research was carried out. The study's methodology was a cross-sectional survey, which 

allowed for quantitative analysis. In this investigation, essential random sampling was 

used. The participants in this research were the 1,808 Regional Government Commitment-

Making Officers (CMOs) who made electronic purchases of laptop items using the e-

catalogue during the fiscal year of 2022. Five to ten observations are needed for each latent 

variable (Hair et al., 2017). Consequently, there were 18 indicators in this research, and 
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the sample size ranged from 90 to 180 participants. One hundred thirty-five eligible 

participants completed an online survey using Google Docs. 

Data Collecting and Measurement. This research used an online questionnaire 

collected via Google Forms. The questionnaire contained structured questions for CMOs 

who have made e-purchasing transactions for laptop products in the e-catalogue. Closed-

ended questions were included in the questionnaire, and respondents were allowed to react 

using a Likert scale ranging from 1 to 5, where five denoted strong agreement and one 

denoted strong disagreement. The number of indicators that make up the model in this 

study is 18 indicators, which is attached in Table 2. Primary data for this research came 

from online surveys shared via social media. In addition, SEM was used in PLS software 

to examine the hypothesis-based model. 

 

Table 2. Variables and Indicator 

 
Latent 

Variable 
Operational Definition Symbol Indicators 

Perceived 

Web Quality 

(PWQ) 

Web quality indicates a website's 

ability to be assessed based on 

users' judgements of its features to 

meet their needs. 

PWQ1 

 

PWQ2 

 

PWQ3 

1. Web e-catalogue is easy to use 

 

2. E-catalogue transactions are more 

secure. 

3. The e-catalogue web view menu is 

arranged 

Self-efficacy 

(SEF) 

Self-efficacy is an individual's 

belief about their ability to carry 

out a particular behaviour. 

SEF1 

 

SEF2 

 

SEF3 

1. I am committed to transacting using 

e-catalogue 

2. I can carry out my responsibilities 

according to the regulations 

3. I am confident in the existing 

regulations for making purchase 

transactions through e-catalogue. 

Attitudes 

(ATT) 

An individual's attitude towards a 

behaviour can be defined as their 

assessment of that behaviour, 

which is influenced by 

expectations about the positive and 

negative consequences of their 

beliefs. 

ATT1 

 

 

ATT2 

 

ATT3 

1. I feel happy to transact e-purchasing 

online through e-catalogue. 

2. E-purchasing through e-catalogue is 

a good idea. 

3. I feel that buying through e-

catalogue is a good thing 

Subjective 

Norms 

(SBN) 

Subjective norm is a construct in 

social psychology that refers to the 

social pressure or expectation 

individuals feel to engage in certain 

behaviours. 

SBN1 

 

 

` 

SBN2 

 

 

 

SBN3 

 

1. The people in my work environment 

influence my behaviour in thinking 

about e-purchasing through e-

catalogues. 

2. A leadership figure's direction 

influences my thinking when doing 

e-purchasing through e-catalogue. 

3. The latest rules/regulations I read 

influence my thinking about e-

purchasing through e-catalogue. 

Perceived 

Behavioural 

Control 

(PBC) 

Perceived Behavioural Control 

(PBC) is a critical component of 

the Theory of Planned Behaviour) 

that predicts an individual's ability 

to perform a particular behaviour, 

which is assumed to moderate the 

influence of attitude and subjective 

PBC1 

 

 

PBC2 

 

 

 

1. I have sufficient knowledge to 

conduct online transactions (e-

purchasing) in e-catalogue. 

2. I can operate the e-catalogue website 

for online transactions (e-

purchasing). 
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norms on intention and actual 

behavioural control. 

PBC3 3. I have overcome difficulties when 

conducting online transactions (e-

purchasing) through e-catalogue. 

Purchase 

Behavioural 

Intention 

(PBI) 

Purchase intention is the extent to 

which consumers are willing to buy 

a product. It applies to people who 

have yet to buy a product and those 

who already have experience with 

it. 

PBI1 

 

PBI2 

 

PBI3 

1. I intend to transact online (e-

purchasing) in the e-catalogue. 

2. In the future, I intend to prioritise 

online transactions (e-purchasing) in 

the e-catalogue. 

3. I will use e-catalogue as an effective 

procurement shopping solution 

Source: Perceived web quality (Kwaku & Antwi, 2021); self-efficacy (Li et al., 2022), attitudes (Castro-

Ochoa & Moreta-Herrera, 2023); subjective norms (Castro-Ochoa & Moreta-Herrera, 2023); perceived 

behavioural control (Castro-Ochoa & Moreta-Herrera, 2023); and purchase behaviour intention (Peña-

García et al., 2020). 

 

Data Analysis. This study's data processing and analysis will use descriptive 

analysis techniques, crosstabulation, the top and bottom two boxes, and SEM-PLS. The 

quantitative descriptive analysis relies on mathematical and statistical analysis of 
numerical data to describe the study topic using variable data collected from a specific set 

of individuals. An analytical approach examined using the chi-square value is 

crosstabulation, also known as crosstabulation, which is used to find the link between 

influential variables and impacted factors.  

To display the proportion of responses, respondent distribution analysis sorts 

respondents' replies into two groups: top and bottom. The Top Two Boxes are the 

percentage of answers that agree and strongly agree, whereas the Bottom Two Boxes are 

the percentage of answers that disagree and strongly disagree. When explaining the link 

between many variables, structural equation modelling (SEM) is a useful statistical tool 

for building and testing causal models. 

 

RESULTS 
 

The respondents involved in this study were 79.300 per cent male, and the rest were 

20.700 per cent female. The age distribution of respondents ranged from 25 years to more 

than 40 years. In detail, respondents aged 25 to 30 reached 2.200 per cent or three 

respondents. Respondents aged 31 to 35 reached 4.400 per cent or as many as four 

respondents. Respondents aged 36 to 40 years reached 38.500 per cent or 52 respondents. 

Most respondents were over 40 years old (54.800 per cent) or 74 respondents. Most 

respondents came from agencies in the Sumatra region (39.300 per cent) or 53 people. The 

second largest domicile of respondents was in Java & DIY, which reached 35.600 per cent 

or 48 respondents. Then, 11.100 per cent of respondents came from agencies in the 

Kalimantan region, reaching 15 people. 8.900 per cent of respondents came from agencies 

in the Sulawesi region and 3 per cent from Bali, reaching 12 and 4 people, respectively. 

Meanwhile, the most diminutive agency origin was in NTB, with 1.500 per cent of 

respondents or two people. Then, NTT had 0.700 per cent or one respondent. Respondents 

who served as CMO for 1 to 3 years reached 65 per cent or 88 people. The second largest 

number of CMOs for more than three years reached 33 per cent or 44 respondents. Then, 

2 per cent of respondents or three people, have only served as CMO for less than one year. 

As many as 48 per cent or 65 respondents have the last level of education, S2. Meanwhile, 
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33 per cent or 44 people have the last level of education, S1, and 9 per cent or 26 people 

have the last level of education, S3. Respondents with a master's degree accounted for as 

much as 48 per cent. The respondents’ demographic characteristics are presented in Table 

3. 

 

Table 3. Respondents Characteristics 

 
Subject Category Total Respondents (per cent) 

Gender Male 107 79.300 

 Female 28 20.700 

Age 25 to 30 3 2.200 

 31 to 35 6 4.400 

 36 to 40 52 38.500 

 more than 40 74 54.800 

Working Area Sumatera 53 39.300 

 Kalimantan 15 11.100 

 Sulawesi 12 9.900 

 Jawa & DIY 48 35.600 

 Bali 4 3.000 

 NTB 2 1.500 

 NTT 1 0.700 

Period as CMO 

less than one 

years 3 2.200 

 1 to 3 years 88 65.200 

 more than3 years 44 32.600 

Education Level S1 44 32.600 

 S2 65 67.400 

 S3 26 19.300 

    Source: Processed data, 2023 
 

Outer model evaluation is the initial stage in research testing that applies the Partial 

Least Square—Structural Equation Modeling (PLS-SEM) method. This evaluation aims 

to determine the relationship between constructs and indicator variables through validity 

and reliability tests, as shown in Figure 2. 
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Figure 2. Bootstrapping model of hypothesis testing 

Source: Processed data, 2023 
 

Indicator value measurements are valid if they have a reasonable correlation greater 

than 0.700 in value. Elimination or dropping occurred when an indicator's loading factor 

value was less than 0.700. It is feasible to evaluate convergent validity by using either the 

loading factor value or the average variance extracted (AVE) value. Both of these methods 

are appropriate. A value of the AVE larger than 0.500 was used to assess whether or not 

the latent variables were valid. By calculating the composite dependability score, we could 

gauge the indicators' degree of consistency. If the composite reliability value is more than 

0.700, then the variable is considered dependable.  

Using Cronbach's alpha, one can evaluate the consistency level inside a model. When 

the variable has Cronbach's alpha value more than 0.600, we consider that variable to be 

reliable or consistent. Based on Table 4, It can be inferred that each variable is deemed 

reliable as their Cronbach's alpha values are more than 0.600. The study model is of high 
quality based on the results of the outer model test. This is because the variables and 

indicators are reliable and accurate. Table 4 shows that the reflective measurement model 

evaluation results are consistent and correlated. 

 

Table 4. Validity and reliability test results 

 

Variables Indicator 
Validity Test Reliability Test 

LF Conclusion VE CR Conclusion 

Perceived Web Quality PWQ1 0.767 Valid 0.666 0.856 Reliable 

PWQ2 0.864 Valid    

PWQ3 0.814 Valid    

Self-Efficacy SEF1 0.824 Valid 0.657 0.851 Reliable 
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SEF2 0.782 Valid    

SEF3 0.824 Valid    

Attitudes ATT1 0.841 Valid 0.662 0.854 Reliable 

ATT2 0.814 Valid    

ATT3 0.785 Valid    

Subjective Norms SBN1 0.838 Valid 0.638 0.841 Reliable 

SBN2 0.813 Valid    

SBN3 0.743 Valid    

Perceived Behavioral 

Control 
PBC1 0.819 Valid 0.671 0.859 Reliable 

PBC2 0.770 Valid    

PBC3 0.866 Valid    

Purchase Behavior 

Intention 
PBI1 0.815 Valid 0.636 0.839 Reliable 

PBI2 0.782 Valid    

PBI3 0.794 Valid    

Source: Processed data, 2023 
 

Common method bias may arise in research when independent and dependent 

variables are gauged using the identical response method within a single survey. Harman's 

Single Factor Test is useful for detecting common method variance in CFA and can help 

researchers find whether the data contain common bias. To prevent common method bias 

within this study, it is advisable to ensure that no individual factor accounts for more than 

50 per cent of the variance (Chang et al., 2020). According to the findings in Table 5, all 

variance values are calculated to be less than 50 per cent. Hence, there were no concerns 

regarding common method bias in this study. 

 

Table 5. Common Method Biases test results 

 

Component 

Initial Eigen-values Extraction-Sums-of-Squared-Loadings 

Total 
per cent of 

the variance 

Cumulative 

per cent 
Total 

per cent of 

the variance 

Cumulative 

per cent 

1 7.599 42.217 42.217 7.599 42.217 42.217 

2 2.236 12.422 54.638 2.236 12.422 54.638 

3 1.699 9.440 64.078 1.699 9.440 64.078 

4 1.156 6.424 70.502 1.156 6.424 70.502 

5 1.033 5.738 76.240 1.033 5.738 76.240 

6 0.818 4.545 80.785    

7 0.758 4.211 84.996    

8 0.635 3.527 88.523    

9 0.495 2.747 91.270    

10 0.396 2.199 93.469    

11 0.348 1.932 95.401    

12 0.303 1.685 97.085    

13 0.149 0.830 97.915    

14 0.140 0.777 98.692    

15 0.103 0.570 99.263    

16 0.068 0.377 99.640    

17 0.045 0.248 99.888    

18 0.020 0.112 100.000    

Source: Processed data, 2023 
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PLS-SEM Analysis. This study used SmartPLS version 4 software as a data analysis 

tool with 135 respondents. We used structural equation modelling (SEM) using partial 

least squares (PLS) to establish the connection between the two data sets. Research testing 

begins with an assessment of the external model. This investigation's primary objective 

was to identify the components that would function as indicators of the variables that were 

being studied. Furthermore, it seeks to determine the nature of the relationship between 

constructs and indicator variables by examining the reliability and validity of the data. In 

addition to the model, we will conduct tests to determine convergent and discriminant 

validity, composite reliability, and Cronbach's alpha. 

The indicator value measurement is valid if the correlation value exceeds 0.700. 

Elimination or dropping occurred when an indicator's loading factor value was less than 

0.700. The convergent validity assessment may be seen from the loading factor value and 

the Average Variance Extracted (AVE) value. The latent variables were deemed legitimate 

if the AVE value was higher than 0.500. By calculating the composite dependability score, 

we could gauge the indicators' degree of consistency. If the composite reliability value is 
more than 0.700, then the variable is considered dependable. Consistent and associated 

findings from examining the reflecting measurement model are shown in Table 6.  

 

Table 6. Discriminant validity test results 

 
 ATT PBC PBI PWQ SEF SBN 

ATT 0.814      

PBC 0.644 0.819     

PBI 0.698 0.686 0.797    

PWQ 0.729 0.672 0.655 0.816   

SEF 0.627 0.697 0.708 0.643 0.810  

SBN 0.472 0.488 0.570 0.545 0.493 0.799 

  Source: Processed data, 2023 
 

As a component of the discriminant validity test, we examine how each variable 

correlates with the other independent variables. In the Fornell-Lacker model, in order for 

a variable to be highly correlated, the internal correlation of the variable must be more 

significant than the correlations that it has with other variables. The outcomes of the 

examination aimed at determining the discriminant validity are shown in Table 6. Using 

the cross-loading test, one may determine whether the variables have a discriminant 

validity. To do this, a comparison is made between the construct indicators' correlation 

coefficient values and those of other constructs. Indicator variables are said to have strong 

discriminant validity when the correlation coefficient of the indicator variable is higher 

than the correlation coefficient of the indicator variable with other variables. Each of the 

cross-loading data is shown in Table 7. 

 

Table 7. Cross-loading test results 

 
 ATT PBC PBI PWQ SEF SBN 

ATT1 0.841 0.521 0.548 0.566 0.487 0.409 

ATT2 0.814 0.496 0.615 0.625 0.476 0.410 
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ATT3 0.785 0.554 0.536 0.584 0.568 0.332 

PBC1 0.595 0.819 0.569 0.613 0.596 0.467 

PBC2 0.469 0.770 0.532 0.475 0.471 0,343 

PBC3 0.512 0.866 0.584 0.556 0.634 0.384 

PBI1 0.568 0.575 0.815 0.507 0.564 0.522 

PBI2 0.519 0.519 0.782 0.52 0.526 0.384 

PBI3 0.579 0.544 0.794 0.541 0.601 0.45 

PWQ1 0.515 0.535 0.530 0.767 0.461 0.488 

PWQ2 0.647 0.624 0.567 0.864 0.535 0.387 

PWQ3 0.617 0.478 0.505 0.814 0.579 0.471 

SBN1 0.435 0.373 0.466 0.484 0.342 0.838 

SBN2 0.289 0.362 0.486 0.392 0.42 0.813 

SBN3 0.418 0.445 0.411 0.435 0.425 0.743 

SEF1 0.508 0.56 0.572 0.469 0.824 0.363 

SEF2 0.503 0.61 0.573 0.521 0.782 0.362 

SEF3 0.513 0.52 0.574 0.573 0.824 0.476 

  Source: Processed data, 2023 
 

Structural model evaluation is used to predict the quality relationship between latent 

variables or variables that cannot be measured directly and that have been built based on 

substance and theory. This test uses the bootstrapping procedure with SEM PLS. One of 

the test stages for the structural model is to see the R-squared value on the estimated path 

coefficient. The R-Square value is the coefficient of determination on endogenous 

constructs and is used to see the predictive power of the inner model. The criteria range of 

the R-Square value is 0.670 (strong), 0.330 (moderate) and 0.190 (weak). The R-squared 

value obtained in this study is shown in Table 8. 

 

Table 8. R Square testing results 

 
Variable R Square 

Attitudes 0.574 

Perceived Behavioral Control 0.571 

Purchase Behavior Intention 0.658 

    Source: Processed data, 2023 
 
The inner model was then evaluated as a component of the research testing 

procedure. This model evaluation aims to predict the quality of the connection between 

latent variables, founded in theory and substance, but cannot be evaluated directly. In the 

process of testing the structural model, many phases are taken. One of these procedures is 

determining the R-squared value in the route coefficient estimate using a bootstrapping 

approach with SEM PLS (Sekaran & Bougie, 2016). The coefficient of determination of 

endogenous components is often called the R-squared value. This number serves as a 

measurement of the predictive power of interior models. R-Square values that fall between 

the range of 0.670 (strong), 0.330 (moderate), and 0.190 (weak) are regarded to be the 

minimum acceptable. The results shown in Table 6 demonstrate that the R-squared values 
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of all three variables ATT, PCB, and PBI are more than 0.570. If all of the variables are 

moderate, then it is possible to explain 57.400 per cent of the variation in the ATT 

variables, 57.100 per cent of the variance in the PCB variables, and 65.800 per cent in the 

PBI variables. The remaining is accounted for by other variables not accounted for in this 

model. 

 

Table 9. Goodness-of-fit test results 

 
Goodness-of-Fit Criteria Cut-off Value Final Result Conclusion 

ms Theta less than  0.102 0.194 Fit 

SRMR less than 0.0800 0.078 Fit 

NFI more than 0.900 0,693 Not Fit 

Source: Processed data, 2023 
 

The model fit indicators in Table 9, such as the RMS Theta value of 0.194 (greater 

than 0.102) and the NFI value of 0.693 (less than 0.900), suggest that the model does not 

meet the fit criteria based on these assessments. However, the SRMR value of 0.078 (less 
than 0.100) indicates a good fit for the model. Consequently, the model fits well with the 

provided data. 

Hypothesis Testing Results. We tested our hypothesis using the path coefficient 

value derived from the Smart PLS version 4 bootstrapping results. In addition, the 

beginning sample value, the T-statistic, and the P-value are all returned via bootstrapping. 

If the path coefficient is larger than or equal to 0.050 and the t-value is greater than or 

equal to 1.979, then the factors substantially influence the study's outcome. In addition, the 

results of the hypothesis testing may be seen in Figure 2 and Table 10 via the use of the 

P-value, which utilises a significant level of 5 per cent. This indicates that the research 

hypothesis is accepted if the P-value is lower than 0.050. 

 

Table 10. Hypothesis testing results 

 
Inter Variables Effect Path Coeff. t-value p-value Conclusion 

H1 Perceived Web Quality  Attitude 0.555 7.598 0.000 Accepted 

H2 Self-Efficacy  Attitude 0.270 3.451 0.001 Accepted 

H3 Perceived Web Quality  Perceived 

Behavioral Control 

0.382 3.678 0.000 Accepted 

H4 Self-Efficacy  Perceived Behavioral 

Control 

0.451 4.853 0.000 Accepted 

H5 Perceived Web Quality  Purchase 

Behavior Intention 

0.040 0.363 0.717 Not accepted 

H6 Attitude  Purchase Behavior 

Intention 

0.283 3.262 0.001 Accepted 

H7 Subjective Norm  Purchase 

Behavior Intention 

0.182 2.770 0.006 Accepted 

H8 Perceived Behavioral Control  

Purchase Behavior Intention 

0.192 2.028 0.043 Accepted 

H9 Self-Efficacy  Purchase Behavior 

Intention 

0.281 2.821 0.005 Accepted 

H10 Perceived Web Quality  Attitude  

Purchase Behavior Intention 

0.157 2.925 0.004 Accepted 



 
 

 

 

 
 

 

Jurnal Manajemen/Volume 28, No. 02, June 2024: 318-340 

DOI: http://dx.doi.org/10.24912/jm.v28i2.1955 
332 

H11 Self-Efficacy  Attitude  Purchase 

Behavior Intention 

0.076 2.319 0.021 Accepted 

H12 Perceived Web Quality  Perceived 

Behavioral Control  Purchase 

Behavior Intention 

0.074 1.598 0.111 Not accepted 

H13 Self-Efficacy  Perceived Behavioral 

Control  Purchase Behavior 

Intention 

0.087 2.038 0.042 Accepted 

Source: Processed data, 2023 
 

The data presented in the table shows a significant positive correlation between 

perceived web quality (H1) and attitude (t of 7.598; p of 0.000; path of 0.555). 

Additionally, self-efficacy has a substantial positive direct effect on attitude (t of 3.451; p 

of 0.001; path of 0.270). Therefore, both hypotheses are supported. This implies that the 

results support our hypothesis, as expected. Simultaneously, perceived web quality (H3) 

and self-efficacy (H4) significantly influence perceived behavioural control in e-

purchasing through e-catalogue. As expected, We show that self-efficacy (t of 4.853; p of 

0.000; path of 0.451) and perceived web quality (t of 3.678; p of 0.000) positively impact 

perceived behavioural control. This finding lends credence to both hypotheses. There was 

no significant correlation between the perceived quality of the website and the desire to 

acquire an electronic catalogue (H5). This requirement is brought about by the t-value 

being less than 1.979, which is the case even if the route coefficient value is close to 0.040. 

As a consequence, this result does not provide evidence for the hypothesis. 

Both hypotheses are supported by the data: attitude (H6) has a significant and 

positive direct effect on purchase behaviour intention (t of 3.262; p of 0.001; path of 

0.283), and subjective norms (H7) have a direct positive impact on trust (t of 2.77; p of 

0.006; path of 0.182). The data support both hypotheses. This implies that the results 

support our hypothesis, as expected. Simultaneously, perceived behavioural control (H8) 

and self-efficacy (H9) significantly influenced purchase behaviour intention in the e-

catalogue. As expected, Both hypotheses are supported by the findings, which demonstrate 

that self-efficacy has a positive influence on purchase behaviour intention (t of 2.821; p of 

0.005; the path of 0.281) and that perceived behavioural control has a positive influence 

on purchase behaviour intention (t of 2.028; p of 0.043; the path of 0.192). As an additional 

point of interest, it was discovered that attitude had a more substantial influence on the 

intention to purchase than any of the other elements. 

Perceived web quality (H10) on purchase behaviour intention through attitude as a 

moderator is significant and has a positive direct effect (t of 2.925; p of 0.004; the path of 

0.157), and self-efficacy (H11) on purchase behaviour intention through attitude as a 

moderator has a direct positive impact (t of 2.319; p of 0.021; the path of 0.076), supporting 

both hypotheses. This implies that the results support our hypothesis, as expected. The 

relationship between perceived web quality and purchase intention in the e-catalogue 

through perceived behavioural control as a moderator (H12) was insignificant. This 

condition is caused by the p-value, which is more than 0.050, even though the path 

coefficient value reaches 0.074; therefore, this result does not support the hypothesis. 

Simultaneously, self-efficacy (H13) positively impacts and significantly influences 

purchase behaviour intention in the e-catalogue through perceived behavioural control as 

a moderator (t of 2.038; p of 0.042; the path of 0.870), supporting both hypotheses. In 



 
 

 

 

 
 

 

Jurnal Manajemen/Volume 28, No. 02, June 2024: 318-340 

DOI: http://dx.doi.org/10.24912/jm.v28i2.1955 
333 

addition, this research shows that attitude exerts a more significant impact on purchase 

behaviour intention than the other variables. 

 

DISCUSSION 
 

The digital transformation of government through e-catalogue has significantly 

changed how procurement parties carry out the procurement process. The e-catalogue 

application offers information in the form of lists, types, technical specifications, Domestic 

Component Level (TKDN), domestic products, Indonesian National Standard (SNI) 

products, environmentally friendly products, country of origin, prices, providers, and other 

information related to goods/services. Given the importance of digital transformation of 

the procurement process by Presidential Instruction Number 2 of 2022, the researchers 

tried to understand the factors that drive the purchasing behaviour intentions of 

Commitment Making Officers (CMOs) with the Theory of Planned Behavior approach. 

This research primarily aims to provide empirical evidence on the model of purchasing 

behaviour through an electronic catalogue with the approach of the Theory of Planned 

Behavior and perceived web quality and self-efficacy as a complement to these 

relationships. 

Based on the results of the testing, direct and indirect relationships show that several 

factors influence the purchase behaviour intention of CMOs when buying laptop products 

in the e-catalogue. From this, perceived web quality and self-efficacy positively affect the 

attitude and perceived behaviour control of CMOs. The existence of better attitudes, 

subjective norms, and perceived behaviour control from CMOs will significantly increase 

purchase behaviour and intention to buy laptop products in the e-catalogue. This is 

inversely proportional to the effect of perceived web quality, which has no positive or 

insignificant effect on purchase behaviour intention, so the purchase behaviour intention 

of CMOs is not directly affected by e-catalogue web quality. 

Perceptions of a website's quality affect how CMOs feel about using e-catalogue, 

especially the precise arrangement of the e-catalogue web display menu. An organised 

menu on the website can make it easier for CMOs to find product information and buy it. 

CMOs feel that the website's ease of use and security are more trustworthy and reliable, so 

a positive attitude towards online shopping will be formed. This could affect the likelihood 

of purchasing on a website. The importance of focusing on the quality aspects perceived 

by users as they browse the website will affect perceived behavioural control. The 

perceived quality of the e-catalogue website that users feel is better will foster the ability 

to overcome difficulties in conducting e-purchasing transactions. Previously, most 

research supported theoretical predictions regarding the relationship between perceived 

website quality and attitude and perceived behavioural control, which then influenced 

purchase behavioural intention (Baganzi et al., 2019; Barlett, 2019; Kwaku & Antwi, 2021; 

Rita et al., 2019). 

On the other hand, the research results show that perceived website quality cannot 

directly influence purchasing behaviour intentions. The research results explain that e-

purchasing via e-catalogue is an alternative procurement method, so the quality of the e-

catalogue website does not directly encourage purchasing behaviour intentions for CMOs. 

The perception of good website quality will encourage purchasing behaviour if there is a 

feeling of trust in the e-catalogue. This is confirmed by previous research that the quality 
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and reputation of a website have a significant positive impact on purchase intention, and 

trust plays a mediating role in this relationship (Qalati et al., 2021).  

A high level of self-efficacy related to the ability and compliance possessed by 

CMOs will enable them to make purchases through e-catalogue. This belief arises from 

previous experience, level of commitment, and confidence in dealing with technology. 

Individual perceptions of the use of e-catalogues, including the advantages and benefits, 

comfort, trust, and so on, will form a positive attitude towards the use of e-catalogues. The 

research results show that confidence in using the e-catalogue will tend to have a more 

positive attitude towards using the platform. Confidence in your ability to interact with 

technology will influence attitudes towards using e-catalogues. Individuals' confidence 

level and attitudes towards the e-catalogue platform will influence their decision to 

purchase through it. The research results show that confidence in using the e-catalogue 

effectively will help strengthen confidence in the control one has or significantly influence 

purchasing behaviour intentions. Thus, a positive relationship is formed between self-

efficacy towards attitude and perceived behavioural control, influencing purchase 
behavioural intention (L. Li et al., 2022; Y. Li et al., 2018; Pan, 2020). 

Regarding self-efficacy, CMOs have high confidence in existing policies and 

regulations. To maintain and increase CMO's self-efficacy, the government must make 

clear and firm policies related to government procurement of goods/services using the e-

purchasing method through e-catalogues. The more precise and firmer the existing 

regulations so that e-purchasing transactions through e-catalogues are maximised, the 

more regulations can be made on the imposition of sanctions on the realisation of 

procurement spending through e-catalogues that do not meet the target.  

The results of this research show that attitude influences purchase behaviour 

intention positively and significantly. A positive attitude towards the use of e-catalogues 

can motivate CMOs to intend to shop using the platform. The formation of a positive 

attitude from CMOs can be influenced by feelings of pleasure in online transactions, ease 

of use, and perceptions of the best solution ideas. The better the perception of ease of use, 

the greater the intention to purchase via e-catalogue because they feel the process will be 

smooth and hassle-free. The results of this research provide additional insight into attitude 

as a factor influencing purchase behaviour intention (Peña-García et al., 2020; Wang et al., 

2023). In other words, it can be said that a positive attitude towards e-catalogue will 

encourage CMOs to have a higher intention to use the platform in the purchasing process. 

The stronger the attitude of CMOs, the greater the influence on their behaviour. Therefore, 

this can be an evaluation material for the government to increase the convenience for 

providers in carrying out purchasing transactions via e-catalogue through clearly 

formulated regulations. 

Subjective norms play an essential role in forming purchase intentions through e-

catalogues by integrating social influences and behavioural norms from an individual's 

social environment. This research shows that subjective norms influence purchase 

behaviour intention positively and significantly. Subjective norms reflect the extent to 

which individuals feel others, such as leaders, friends, family, or other social references, 

expect or support them to purchase via e-catalogue. Thus, the stronger the social pressure 

CMOs feel to use e-catalogues, the greater their intention to purchase through the platform. 

Apart from that, the existence of applicable regulations will shape purchasing decisions. 

In other words, using an e-catalogue is a procurement regulation that must be implemented, 
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so the intention to follow this regulation will arise by making purchases. The results of this 

research explain that individual perceptions regarding direction or support from leadership 

figures regarding the use of e-catalogues can influence CMOs' intentions to carry out e-

purchasing through e-catalogues (Dashti et al., 2019; Liu et al., 2023; Sharma et al., 2021). 

Regarding managerial implications related to subjective norms, the government, through 

the leadership (Budget Users/Authorised Budget Users), should be able to provide 

direction to procurement parties to ensure compliance with government policies relating 

to the procurement of e-catalogue. 

Current research proves that perceived behavioural control influences purchase 

behaviour intention positively and significantly. Perceived behavioural control is vital in 

shaping purchase behaviour intentions through e-catalogues. The high level of control that 

CMOs have over the purchasing process via e-catalogue gives rise to a higher intention to 

use the platform for shopping. Confidence in managing the purchasing process effectively 

through e-catalogue will increase CMOs' confidence in carrying out e-purchasing 

transactions. The level of perceived behavioural control can be influenced by knowledge, 
ability to operate, and ability to overcome difficulties. This perception of capability can 

increase CMOs' intention to use e-catalogues for shopping (Darsono et al., 2020; X. Li et 

al., 2023; Zhang & Chen, 2023). Therefore, the beliefs held about the ability to control the 

purchasing process and perceptions about the ease of use and usefulness of the e-catalogue 

platform will form the intention to use the platform for shopping. In this case, the 

government should provide massive training for procurement parties to increase the 

capability to use the e-catalogue application. Training programs are critical in updating 

CMOs' knowledge so that they can become more confident in shopping via e-catalogue. 

Government support is needed to stimulate procurement actors to transact through 

e-catalogue. Rewards and punishments can be applied to maximise transactions through e-

catalogue. With rewards, leaders and procurement actors will be motivated to increase 

purchasing transactions through e-catalogue. Meanwhile, the existence of punishment will 

provide an evaluation for each agency that has yet to be able to maximise the value of its 

purchasing transactions through e-catalogue. This research shows that CMOs have 

behavioural intentions to transact online (e-purchasing) via e-catalogue in the future. The 

e-catalogue can be an effective shopping solution for procuring goods and services for 

government procurement parties to help save time, costs and resources while monitoring 

the procurement process in real time. 

 

CONCLUSION  
 

According to the research findings, self-efficacy and perceived online quality are 

two factors that substantially influence perceived behavioural control. Individuals' 

perceptions of the quality of the web had a favourable and substantial influence on their 

perceived behavioural control, and self-efficacy also had a favourable influence on the 

perceived level of behavioural control.  

When it comes to a person's behavioural intention to purchase, the essential 

components that influence that intention are their attitude, perceived behavioural control, 

self-efficacy, and subjective norms. The degree to which customers believe they can 

accomplish their goals positively and substantially impacts the chance they will purchase. 

A positive and statistically significant correlation exists between a person's disposition and 
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their inclination to make purchases or purchases. On top of that, there is a positive and 

statistically significant correlation between subjective norms and the individual's incentive 

to make a purchase. An individual's impression of their behavioural control was also 

shown to have a favourable and substantial impact on their desire to make a purchase 

transaction. It was not found that the perceived quality of the website had a favourable and 

substantial impact on the intention to purchase. 

The purchasing behaviour model in this study shows that e-purchasing behaviour in 

e-catalogues is influenced by the perceived web quality of e-catalogues that are clear in 

appearance and safe to use for transactions. High self-efficacy support for existing policies 

or regulations also affects purchasing behaviour. The digital transformation of government 

procurement of goods and services must be supported by formulating the right 

procurement strategy to encourage local governments to increase the value of e-purchasing 

spending. In this process, attention can be paid to perceived web quality, self-efficacy, 

attitude, subjective norms, and perceived behavioural control of procurement actors, 

ultimately increasing the value of e-purchasing transactions in the catalogue. An 
alternative strategy to increase purchase behaviour intention in e-catalogue is to improve 

the quality of the e-catalogue website so that it is easy, safe, and comfortable to use. 

Another alternative is formulating clear and firm regulations for implementing e-

purchasing through e-catalogues. 

The results of this study are expected to be helpful for the government as a 

policymaker. The purchase intention of the Commitment Making Officers (CMO) to make 

purchases through e-catalogue is essential for the government. The realisation of e-

purchasing through e-catalogue requires the role of CMOs as the executor. E-catalogue as 

a government purchasing platform provides relative advantages not obtained through other 

procurement methods, which is believed to impact increasing expenditure realisation. The 

government should regularly socialise e-catalogue regulations to build robust confidence 

and compliance for procurement actors in online shopping transactions through e-

catalogue. In addition, the government should be able to increase the ease of procurement 

actors conducting purchasing transactions through e-catalogue through clear regulations.  

Furthermore, clear communication, coordination, and guidance from the leadership 

are considered good in fostering the purchase intention of the CMOs. Therefore, through 

leaders (Budget Users / Authorized Budget Users), the government should be able to 

provide direction to actors to ensure compliance with government policies relating to 

procuring e-catalogue goods and services. Next, the government should be able to provide 

massive training for procurement actors to increase their capability to use the e-catalogue 

application. 

Limitations and suggestions. This study has limitations because it only examines 

the purchasing behaviour of e-purchasing transactions through e-catalogue. In addition, 

the e-catalogue website is currently only used in the government sector, ministries, 

institutions, and local governments. The questionnaire distribution was conducted only by 

the local government. The questionnaire was filled out using Google Forms without any 

supervision from the author so that misinterpretation can occur, which makes the data 

biased. Furthermore, we can consider other variables influencing purchasing behaviour in 

e-catalogue, such as trust, perceived usefulness, and perceived risk. Adding these variables 

is expected to provide a broader view of purchasing behaviour. 
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