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ABSTRACT

ARTICLE INFO

Introduction/Main Objective: This study aims to examine the factors
that influence the trust and interest in e-commerce transactions among
MSME actors in Indonesia. Therefore, a study was conducted on the
effect of these variables. Background of the problem: The transition of
MSME:s in Indonesia to using e-commerce for carrying out their business
transactions. Every year, there is an increase in the number of MSMEs
converting from conventional to digital, as well as the government's
contribution to assist in the transition. Novelty: The variable of interest in
transacting through e-commerce is the basis for conventional businesses
to switch to digital, but in other studies, no one has added a variable of
trust as an intervening variable, and several other supporting variables for
the interest in transacting via e-commerce. This study presents new
research that provides a comprehensive view of the technology
acceptance model (TAM) and how it relates to trust and interest in e-
commerce transactions. Research Methods: This study uses a snowball
sampling technique by employing a survey of the MSMEs in Indonesia
with certain criteria. This study also uses structural equation modeling
(SEM) based on partial least squares (PLS). Findings/Results: This
study proves that all the variables of trust and interest in e-commerce
transactions are supportive and significant, but there are two hypotheses
that do not support them (H3 and H6). This shows that empirically
MSMEs are not necessarily interested in using e-commerce for their
business transactions. Conclusion: This study provides insight into the
trust and interest in e-commerce transactions among MSME business
actors. We suggest that the MSMEs should switch to using e-commerce
for their transactions, to develop their businesses into digital ones.
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INTRODUCTION

In the current era of digitalization, the internet
has become a necessity and is proliferating.
Internet users in Indonesia have increased every
year. Research conducted by the Hootsuite and
We Are Social platforms released in January
2020 shows the number of internet users in
Indonesia has reached 175.4 million people,
while the total population of Indonesia is around
272.1 million. Compared to 2019, Indonesia's
internet users increased by about 17 percent, or
25 million (Kumparan, 2020). The data show
that people have used the internet to facilitate
their activities. The growth process of internet
users can change media information such as
information technology (IT). IT can encourage
rapid business development because of the
information internet

varied supported by

network media. One of the emerging IT
acceptances is e-commerce. E-commerce can be
accessed through devices connected to the
internet; they can access e-commerce platforms
which provide convenience when conducting

transactions without the barriers of time and
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distance. E-commerce includes the distribution,
sale, purchase, marketing, and services of a
product that is carried out in an electronic
system, such as the internet or other forms of
computer networks (Wardhana, 2016). Oppor-
tunities for the development of e-commerce are
very open in Indonesia. Firstly, this is because of
the large population, so it has vast market
potential. Secondly, Indonesia's geography, an
archipelago that is spread out over large
distances, makes e-commerce a system that
transactions

allows everyone to conduct

(Rachadian in Firmansyah, 2017).

E-commerce’s growth is increasing rapidly
every year. In 2018, the number of transactions
13,485
24,821,916, with transaction values reaching
17.21 trillion rupiah (Rozama et al., 2019). Of

the 50 e-commerce sites in Indonesia that can be

from e-commerce businesses were

accessed via similarweb.com (2020), it is
desirable to transact online based on the number
of visitors per month. The 10 e-commerce sites
with the highest number of visitors in Indonesia
are presented in the image below:

Figure 1. E-commerce Visitor Data
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For their development, Micro, Small, and
(MSMEs) engaged in
fashion, electronics, cosmetics, food, and so on

Medium Enterprises

require innovations to survive amid competition
both at home and abroad. MSMEs are currently
switching from conventional sales to digital
sales using e-commerce as a form of migration
to improve their current competitiveness and
existing opportunities. In 2018 the sales model
in e-commerce was dominated by sellers at
80.81 percent, followed by resellers at 19.41
percent, and the smallest intermediary seller with
a buyer, called a dropshipper, at 4.78 percent
(Rozama et al., 2019). Government support is
available through the Go Online MSME pro-
gram, initiated by the Ministry of Cooperatives
and Small and Medium Enterprises and the
Ministry of Communication and Information, in
2017. The goal is to commit to getting eight
million MSMEs online by 2020 (Islami, 2017).
Based on the listings results in 3,504 census
blocks, 15.08 percent of businesses have sold
goods/services via the internet. Of the recorded
number, 72.83 percent of the businesses sold
goods/services via the internet in 2018, while
2.76 percent did not have sales transactions in
2018. The remaining 25.1 percent of businesses
just started selling goods/services via the internet
in 2019 (Rozama et al., 2019). The Ministry of
Cooperatives and Small and Medium Enterprises
has also increased its target to 10 million
MSMEs that will migrate to e-commerce by
2020. To achieve an additional two million
MSMEs, the Ministry of Cooperatives and Small
and Medium Enterprises of the Republic of
Indonesia has collaborated with several well-
known e-commerce companies, such as Blibli,
Tokopedia, Shopee, Bukalapak, and Lazada
(Annur, 2020). This further encourages MSMEs
to migrate from conventional trade to digital.
Interest in transacting via e-commerce encou-
rages users to conduct their transactions via e-

commerce.

MSMEs are shifting to using e-commerce to
assist in with the efficiency and effectiveness of
their performance, such as fast and secure
payment transaction processing, saving time,
carrying out promotions easily, prompt service,
etc. However, they also face obstacles to using
e-commerce, namely 1) not interested in selling
online; 2) it is more convenient to sell directly
(offline); 3) security concerns; 4) concerns about
privacy; 5) concerns about technical issues; 6)
concerns about issues of trust; and 7) lack of
knowledge or expertise (Rozama et al., 2019).
MSMEs that use e-commerce must understand
matters relating to the continuity of transactions
in the e-commerce system being used. Trust is
the key factor for users of e-commerce. There
have been several cases that occurred in e-
commerce that were affected by hacker attacks,
as reported by Pusparisa (2020), such as
Bukalapak (March 17, 2020) where approxi-
mately 13 million items of users’ data were
stolen, Tokopedia (April 17, 2020) was hacked
and lost over 91 million items of users’ data and
more than 7 million items of merchants’ data,
and Bhinneka (May 10, 2020) was hacked and
1.2 million items of users’ data were lost. These
hackers steal data such as e-mails, names,
passwords, and even users’ phone numbers.
These events can create risks, possibly caused by
inadequate security, the users’ privacy cannot be
protected, and they can damage the reputations

of the business actors in e-commerce.

When using e-commerce, the risks that will
be faced by business actors trusting consumers
using e-commerce can be in the form of fraud,
credit card piracy (carding), fake transfer
evidence, consumer complaints due to diffe-
rences in the goods sent, and similar problems.
The risks faced by business actors tend to be
higher than with conventional transactions. The
security of business actors in e-commerce must

also be considered because they are directly
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related to e-commerce service providers and
consumers. Several security layers should allow
users to trust the e-commerce site they go to for
the transactions they want to carry out online.
Users get security protection through identity
verification, proof of transactions carried out,
and the like. Digital track records carried out in
e-commerce are considered necessary by
business actors because irresponsible parties can
misuse the evidence. Personal information about
the business actors is also uploaded to e-
commerce sites, in the form of business names,
telephone numbers, credit card numbers,
business owners' identities, business e-mails, e-
commerce site passwords, and so on. Trust
regarding the privacy provided by e-commerce
can be in the form of users not being asked for
too much personal information, direct verifica-
tion of users when the information will be used
on other sites, viewing the data collected during
e-commerce’s use, etc. E-commerce providers
must provide convenience for transactions
related to privacy issues with users. Reputation
is an intangible asset, and although it is not
visible, it has a significant impact on the
company or business entity. The assessment
given by consumers after completing the tran-
saction can provide an overview of the online
store that handled the transaction. Usually, this is
supported by testimonies from buyers regarding
transactions they have made at the online store.
The better the rating given by consumers, the
better the reputation obtained by the online
stores. Prospective buyers can also view online
ratings and reviews given by previous buyers on
the e-commerce site being used, which aims to
increase the trust in the transactions undertaken

on the site.

E-commerce provides many uses or benefits
that users feel. Users will choose to use specific
e-commerce sites to increase the efficiency and
effectiveness of the work done. This shows how
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e-commerce benefits business actors when
conducting online buying and selling. Users can
feel the ease of using e-commerce by it being
accessible anywhere and anytime. E-commerce
makes it easier for business actors to develop
their business activities. The site's appearance,
navigation, and other features offered by the e-
commerce site can be quickly learned and
understood by its users. When people use e-
commerce sites, they will try and understand the
system to find out how happy or comfortable
they are with using that site. In addition to
making it convenient for users to access, e-
commerce must also provide pleasure or comfort
after using it. When an individual feels happy
and comfortable wusing his/her chosen e-
commerce site, this will increase his/her interest
in conducting online transactions. In addition to
providing convenience, e-commerce is also
driven by the surrounding environment using
existing technology. Social factors also encou-
rage individuals to use e-commerce; people may
provide recommendations that can encourage
other individuals to use the technology. In
addition, word-of-month supports individuals in
using e-commerce in their environment. Indivi-
dual experience factors from using e-commerce

affect other users’ use of e-commerce.

This study refers to the theory of technology
(TAM)

privacy, security, reputation, usefulness, ease of

acceptance model involving  risk,
use, enjoyment, and social interest in transacting
via e-commerce, with trust as an intervention
variable. This study reveals the shift by business
actors from conventional businesses to digital
ones, by considering the dimensions of trust and
interest in transacting using e-commerce. The
contribution of this research is to provide
information to MSME actors that business
transitions that are carried out conventionally
should be done digitally, by trusting the use of e-

commerce for the business transactions that need
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to be carried out. It also provides knowledge and
news of the developments in research updates in
the same field, considering trust and interest in
the transactions done using e-commerce, and
other factors that influence it. In this research,
the government can make and evaluate appro-
riate policies to pay more attention to MSMEs in
their transition to digitalization, so that the
broader business community in Indonesia can

develop.

LITERATURE REVIEW AND
HYPOTHESES DEVELOPMENT

1. Technology Acceptance Model (TAM)

The theory behind the technology acceptance
model (TAM) is the adaptation of the theory of
reasoned action (TRA), which is connected to
beliefs, attitudes, will, and behavior, and was
developed by Ajzen and Fishbein (1975). Davis
(1989), in developing TAM to explain the
determinants of computer acceptance, describes
users' behavior in accepting and using new
technology. Ratuolivia (2012), explains that
TAM is an information system theory that makes
models of how users want to accept and use
technology. TAM is the model used to predict
and explain how technology users receive and
use technology related to their work or
entertainment. TAM has critical variables that
can be used to study behavior, namely perceived
usefulness and perceived ease of use. These
affect

intentions, and behavioral.

A study by Kim et al. (2008) developed a
theoretical framework that identifies consumer
beliefs

consumer behavior data found on the internet,

attitudes toward Dbehavior, behavior

and purchase intentions, analyzes
collects the data through web surveys, and
provides theoretical and managerial implications
for this behavior. Pavlou's (2003) research found
the effect of trust and perceived risk when

combined with other variables, because many

factors affect online shopping. Koufaris and
Hampton-Sosa (2004), in their research, also
developed a theoretical framework for the
perception of trust with websites and companies.
The research illustrates that trust and transac-
tions using websites (e-commerce) must be

developed further.

Based on the previous research, this study
modifies the TAM model by adding several
variables that can affect trust and the interest in
e-commerce transactions. External variables that
are added include perceived risk, perceived
security, perceived privacy, and perceived
reputation that all affect perceived trust. Then
using the TAM key variables, namely perceived
usefulness and perceived ease of use, and adding
the external variables perceived enjoyment,
perceived social, and perceived trust, which
affect the interest in e-commerce transactions
amid the wuncertainty about the use of e-

commerce for business transactions.

2. Perceived Risk

Kim et al. (2008) explained that perceptions of
risk or uncertainty affect public confidence in
their decisions. Many people feel uncertain
about transactions being carried out using e-
commerce. The perception of risk is a factor that
has an essential role in shaping an individual’s
interest in using e-commerce (Suhir et al., 2014).
In research undertaken by Jayantri and Seminari
(2018), it is explained that risk perception
directly affects consumer confidence, if the
perception of risk is high, then distrust occurs,
which results in doubt and the possibility that the
user will quit the online store or transaction, and
if the perception of risk is low, there will be trust
that then affects the user’s commitment and
loyalty. Risk is closely related to trust because of
the uncertainty or risk that will affect customers
when making transactions via e-commerce.
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3. Perceived Security

Park and Kim (2006) define security as the
ability of online stores to control and maintain
security for data transactions. Gefen et al. (2003)
reveal that consumers who feel safe with using
the internet would tend to trust websites that
provide e-commerce services, compared to
people who feel that the internet is unsafe
because they are not sure that adequate protec-
tion exists on e-commerce sites. The security
provided by e-commerce can be in the form of
the authenticity of the products sold, accuracy in
the delivery of goods, protection of consumer
rights, etc. If the security provided by e-com-
merce, or buying and selling service providers is
considered good, this can increase consumers'

sense of trust in buying and selling online.

4. Perceived Privacy

Ackerman and Davis (2002), define privacy as
an individual's ability to manage the comple-
teness of his/her personal information, and
where the information will be needed and how it
is used by other parties. Privacy relates to a
company or consumer's personal information
and data that has been provided to carry out
transactions via e-commerce. Kinasih and Albari
(2012) said that in the context of the internet,
privacy is related to aspects of distribution, such
as obtaining or using personal information.
Therefore, someone's private information is at
risk of being misused by certain parties. Franzak
et al. (2001) reveal that the more a person feels
that the information he/she provided is properly
guarded by a web address, the higher the level of
trust in that web address will be.

5. Perceived Reputation

Javenpaa et al. (2000), define reputation as the
extent to which consumers believe that an
organization is honest and cares about its
customers. Whetten and Mackey (2002) explain

Rizi, et al

that a company's reputation is defined as a
specific type of feedback received by an
organization from its stakeholders regarding the
credibility and
organization. Fombrun (1996) explains a good

identity claims against the
reputation is important because it increases the
company's profits, investors in securities, and
employees of its job vacancies. Dharma (2006)
argues that sellers try to avoid things that cause
them to get a bad reputation. Consumer testi-
mony is one of the things that informs about a
company’s reputation on the e-commerce sites
that may be used by consumers. Customers were
satisfied if the result met their expectations
(Patma et al., 2021). The reputation of e-
commerce itself is usually based on other
people's information about specific e-commerce
sites, rating provided by consumers, consumer
responses after visiting a site or making a
transaction, and also discussion forums about e-
commerce web services which may generate
consumer confidence in buying and selling

online.

6. Perceived Usefulness

Davis (1989) defines perceived usefulness as the
level of individual confidence that an infor-
mation technology system can make it easier to
carry out activities and improve performance.
Davis further explains that by giving users a
sense of confidence, their performance will
increase by using technology or a web system.
Wibowo (2008) explains that perceived useful-
ness is a perception of usefulness that is defined
as a measure in which the use of technology is
believed to benefit the people who use it. The
effectiveness and efficiency felt by e-commerce
users are the benefits of using e-commerce for
their transactions (Rinwantin and Pujiastuti,
2022). User confidence in using the website for
making transactions online will be increased.

The usefulness of e-commerce has a large effect
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on online shopping and is an essential factor

influencing the interest in online transactions.

7. Perceived Ease of Use

Davis (1989) states that the perceived ease of
use is the level of confidence an individual has
in the belief that when using an information
technology system it will not require any effort
(free of effort) and it will be easy to understand.
This perception is also related to the perception
of individuals who find it easy and have no
difficulty when making transactions via e-
commerce. Ease in the e-commerce system can
include the ease of the interaction, the user
interface, and payment until the purchase
process occurs. If the technology is easy to use,
people will be more interested in using this

technology.

8. Perceived Enjoyment

Davis et al. (1992) state that users who enjoy
using information systems are more likely to
form behavioral intentions than other users who
do not experience much pleasure. Pikkarainen et
al. (in Davis, 2004) state that comfort is a
condition where an individual uses technology to
carry out his/her activities and considers it to be
fun. Puspitasari (2017) argues that perceived
enjoyment is how a person can feel satisfied and
happy with something he/she gets. The enjoy-
ment felt by users of e-commerce will increase
the frequency of these users making online

transactions.

9. Perceived Social

Venkatesh et al. (2003) said that social influence
relates to how individuals view other people and
believe that they must use the new systems.
Davis (1989) reports that the social influence
felt, and the support that a person using this
technology gets, can be stated as an aspect of
social influence. This is because social factors

will encourage individuals to accept something
that their community has used. Wardhana (2016)
states that the people around individuals who
provide opinions or recommendations are the
main driving force for individuals to use

technology.

10. Perceived Trust

Mayer et al. (1995) state that trust is a person's
willingness to be sensitive to the actions of
others, based on the expectation that other
people will take specific actions on the recom-
mendation of those who believe in them, without
depending on their ability to monitor or control
them. Pujastuti et al. (2014) state that there
would be no online trading transactions without
trust. Susilo et al. (2022) state that consumers
will believe that sellers can provide goods and
services appropriately and conveniently in the
internet world. Trust in the seller lies in the
seller's ability to provide the promised services
to the buyer, the seller's willingness to provide
benefits to both parties, and the seller's behavior
in running his/her business (Mayer et al., 1995).
The trust placed in e-commerce sellers will lead
to consumers making more transactions using e-

commerce.

11. Transaction Interest in E-commerce

Badan Pengembangan dan Pembinaan Bahasa
(2016), a transaction is a sale and purchase
agreement (in trade) between two parties,
normally for some form of payment. The
acceptance of current technology has changed
transactions from conventional to digital. Digital
transactions can be attributed to the intention of,
or interest in, the user’s behavior and his/her
acceptance of technology. In TAM, individual
belief is a determining factor for influencing
individual behavior when using a system. It will
continue to develop the intention to use the

system; this intention also influences decisions
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about the use of technology. Kim et al. (2008)
explain the relationship between interest and
behavior, based on the assumption that humans
seek to make rational decisions based on the
information they have. As long as the services
provided by information technology are
considered profitable, individuals will continue
to use these IT services. Interest in, or the
intention of, using e-commerce can make it
casier for users to process transactions carried
out online. E-commerce is the information

technology that users choose.

12. E-commerce (Electronic Commerce)

Li and Yang (2014), disclose that e-commerce is
a business mechanism that works electronically
by focusing on online business transactions and
it has the opportunity to build a more humane
and personalized relationship with its customers
without depending on time and space.
Nurrohmah and Alfanur (2016) describe e-
commerce as the purchase and sale of goods and
services on the internet. It can carry out
transactions involving goods or services between
two or more parties using electronic tools and
(2015), e-
commerce is the process of buying, selling, or

techniques. For Turban et al.
trading data, goods, or services via the internet.
Laudon and Traver (2017) believe that e-
commerce is a commercial transaction involving
the exchange of value between individuals,
carried out through or using digital technology.
Leung et al. (2020) say that the emergence of the
e-commerce market has created broad market
opportunities for retailers and logistics service
providers, increased purchase and sales
satisfaction, and facilitated logistics service
providers' abilities to manage larger ones. From
the results of the explanation above, it can be
concluded that e-commerce comprises of tran-

sactions involving sales, purchases, marketing,
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payments, deliveries, and services to customers
that are carried out through electronic devices
which can be connected to the internet. Rozama
et al. (2019) state that there are three definitions

of sellers in e-commerce, namely:

1. A seller is a person who sells goods/services
produced by himself, or who obtains them
from a supplier, so that the seller him/herself
determines the price and profits. The seller is
more independent and has complete control
over the goods, and there is no commission
because the goods are sold directly by the

vendor, so he/she makes a profit.

2. A reseller (reseller) is a person who buys a
product from a distributor or supplier at a
lower price than the market, and resells it to

get some profit from the sale of the item.

3. A dropshipper (an intermediary for sellers
and buyers) is almost the same as a reseller,
but he/she does not have the goods being
sold, so his/her job is only to find consumers
and then report their orders to the supplier.
After that, the supplier will send the desired
items to the customer, and the dropshipper

will get a commission.

HYPOTHESIS DEVELOPMENT
1. Perceived Risk to Trust

Mayer et al. (1995) state that the perception of
risk leads to beliefs about the possibility of gain
or loss beyond consideration, including the
relationship with trust. Trust in the use of tech-
nology is related to risk. The higher the risk
from the technology, the less trust users have in
it. Vice versa, the lower the risk from the techno-
logy, the greater trust its users have. Based on
the description above, the proposed hypothesis

1S:

HI: Risk positively influences trust.
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2. Perceived Security to Trust

Park and Kim (2006) define security as the
ability of online stores to control and maintain
the security of their transactions’ data. Gefen et
al. (2003) said that consumers who feel safe with
the internet environment would trust websites
that provide e-commerce services, compared to
people who feel that the internet is unsafe
because they do not believe there are adequately
Based on the
description above, the proposed hypothesis is:

protected e-commerce sites.

H2: Security positively influences trust.

3. Perceived Privacy to Trust

Hu et al. (1999) define privacy as the right of
individuals to be themselves by considering
several dimensions of privacy, such as behavior,
communication, and personal data. The growing
capacity of new technologies to process user-
supplied information and the added complexity
makes privacy an important issue. E-commerce
will ask for personal data from users for identity
purposes, and to avoid bad behavior in transac-
tions using e-commerce. This makes users doubt
the data they upload to e-commerce because it
involves users' personal information. E-
commerce must be able to give confidence to the
user in the given personal identity. Based on the

description above, the proposed hypothesis is:

H3 : Privacy has a positive effect on trust.

4. Perceived Reputation to Trust

Dharma (2006) says that a perceived reputation
or the perception of one’s reputation provides
confidence to other parties regarding one’s
ability, integrity, and goodwill. Fombrun (1996),
states that reputation is a manifestation of a
person's experiences with the product or service
they get, a good reputation will increase the
supplier’s credibility, making consumers more

confident that they will get what has been

promised to them. A good reputation will lead to
Based on the
description above, the proposed hypothesis is:

trust from the consumers.

H4 : Reputation has a positive effect on trust.

5. Perceived Usefulness on Interest in E-
commerce Transactions

Davis (1989) found that perceived usefulness
gives users the belief that their performance will
increase by using the technology or system.
(1991)
usefulness of information technology systems is

Thompson et al. suggest that the
comes from the benefits users experience when
carrying out their duties. The more useful an
information system is means it can provide
benefits to its users so that they have more
confidence in it. Based on the description above,

the proposed hypothesis is:

HS: Usefulness has a positive effect on the

interest in e-commerce transactions.

6. Perceived Ease of Use on Interest in E-

commerce Transactions

Davis (1989) found that perceived ease to use is
the level at which a person believes using
information technology is easy and does not
require much effort from the wearer. An
information system that is often used shows that
the system is better known, easier to operate,
easier to understand, and easier for users to use.
Based on the description above, the proposed
hypothesis is:

H6: Ease to use has a positive effect on the
interest in e-commerce transactions.

7. Perceived Enjoyment on Interest in E-

commerce Transactions

Davis et al. (1992) also found that perceived
pleasure or perceived enjoyment is the extent to
which an activity using a computer system is

perceived to be something that is personally
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enjoyable outside of the instrumental value of
the technology. Davis et al. (1992) also state that
users who get comfort from using an information
system are more likely to form behavioral
intentions than users who do not experience
much comfort. The enjoyment provided by e-
commerce when carrying out the user’s activities
can increase the trust of e-commerce users.
Based on the description above, the proposed
hypothesis is:

H7: Enjoyment has a positive effect on the

interest in e-commerce transactions.

8. Perceived Social on Interest in E-
commerce Transactions

Hsu and Lin (2007) explain that when people
participate in a social system, they identify with
and assume a role in it. Factors from this social
environment influence individuals to do some-
thing wih the new things that appear. The social
environment is also a driving force in techno-
logical progress. The surrounding environment
can also influence sellers and buyers to use the
e-commerce system that the surrounding envi-
ronment has provedid. Based on the description
above, the proposed hypothesis is:

Rizi, et al

HS: Social system have a positive effect on the
interest in e-commerce transactions.

9. The Effect of Trust on Interest in E-

commerce Transactions

Travis (2003) states that electronic commerce is
the latest development that tries to influence
customers to use a technology that makes
customers' lives easier in their buying and selling
transactions. Kim et al. (2008) state that the
decision to use e-commerce is influenced by
trust, which is one of the factors that increase the
use of e-commerce, because trust is an under-
standing in the minds of consumers about online
shopping. In other words, if consumers are not
sure about e-commerce sites then they will not
request the products or services from them.
Users will use e-commerce for transactions
between the sellers and themselves, this strongly
influenced by their trust. Features that make it
easier for sellers to use e-commerce make the
sellers switch to using e-commerce to process
their buying and selling transactions. Based on
the description above, the proposed hypothesis
is:

H9: Trust has a positive effect on the interest in

e-commerce transactions.

Figure 2. Conceptual Model

Trust

Easetouse

Interest in

Eeputation

transaction
in e-cotnrmerce
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METHOD, DATA, AND ANALYSIS

This
obtained

research method wused primary data
through  the
questionnaires. The object of this research was
Micro, Small, and Medium Enterprises
(MSMEs) throughout Indonesia that used e-

commerce in their business transactions. The

distribution of

data collection method used snowball sampling
and Google Forms as a medium for distributing
the questionnaires so they could reach all the
This study
filled out by 368
respondents, but 51 respondents did not meet the

different regions in Indonesia.

collected questionnaires

specified criteria, so 317 questionnaires were
used; these would be processed and analyzed
further. The type of questionnaire used was a
closing questionnaire, which is a questionnaire
where the answers had been provided, in this
case by using a Likert scale, from 1 = strongly

disagree to 5 = strongly agree. The data filling

method wused a non-probability sampling
technique with a snowball sampling approach.
The business criteria sampled in this study were

as follows:
1. MSMEs in Indonesia.

2. MSME:s following Law Number 20 of 2008
Small, and Medium
Enterprises of The Republic of Indonesia

concerning Micro,

(Ministry of Cooperatives and Small and
Medium Enterprises of the Republic of
Indonesia, 2008).

MSMEs that used e-commerce.
MSME:s engaged in electronics.
MSME:s engaged in fashion.

MSME:s engaged in cosmetics.

MSME:s engaged in food and beverages.

® NS kWw

MSMEs engaged in household equipment.

Tabel 1. Questionnaire Items and References

No. Variable

Questionnaire Items

References

1. Risk Financial risk.
Security risk.

Product risk.

2. Security
shoppers.

The web site implements security measures to protect its online

Pavlou and Fygenson
(2006)

Koufaris and Hampton-
Sosa (2004)

The web site has the ability to verify online shoppers’ identities

for security purposes.

The web site usually ensures that transactional information is

protected from being accidentally

altered or destroyed during transmission on the internet.

I feel secure about the electronic payment system of the web

site.

3. Privacy

I feel safe when I send personal information to this web site.

I think that this web site will not give my personal information

I think this web site shows concern for the privacy of its users.

Janda et al. (2002)
O'Cass and Fenech
(2003)

Cheung and Lee (2001)

to other companies without my consent.

I think this web site only collects users’ personal data that are

necessary for its activity.

This web site does not send e-mail advertising without the

user’s consent.

Flavian and Guinaliu
(2006)
Flavian and Guinaliu
(2006)
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No. Variable

Questionnaire Items

References

4. Reputation

5. Usefulness

6. Ease to use

7. Enjoyment

8. Social

9. Trust

10. Transaction
Interest in E-
commerce

This store is well known.
This store has a good reputation.

Work more quickly.
Job performance.
Increase productivity.
Effectiveness.

Makes job easier.
Useful.

Easy to learn.
Controllable.

Clear & understandable.
Flexible.

Easy to become skillful.
Easy to use.

I find using (the system’s name) to be enjoyable.
The actual process of using (the system’s name) is pleasant.
I have fun using (the system’s name).

People who influence my behavior think that I should use the
system.

People who are important

to me think that I should use the system.

The senior management of this business has been helpful in the
use of the system.

In general, the organization has supported the use of the
system.

Safeguard assurance.

Professionalism of the website.

State of the art web page design technology.

Familiarity.

Online community.

Links to and from other sites.

Trustworthiness of internet as a transaction medium.
Infrastructural factors (certification).

Feedback mechanism.

I will use on-line shopping in the future.
I intend to use on-line shopping in the future.
I have plans to use on-line shopping in the future.

Jarvenpaa (2000)

Davis (1989)

Davis (1989)

Sun and Zhang (2006)

Venkatesh et al. (2003)

Cheskin Research and
Studio
Archetype/Sapient
(1999)

Cheskin Research and
Studio
Archetype/Sapient
(1999)

Cheskin Research and
Studio
Archetype/Sapient
(1999)

Gefen (2000)

Smith ef al. (2000)
Smith et al. (2000)
Lee and Turban (2001)
Lee and Turban (2001)
Ba and Pavlou (2002)

Lee and Ngoc (2010)
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RESULT AND DISCUSSION

1. Respondent Characteristics

Table 2. Respondent’s Characteristics

31

Description Total Percentages (%)
Male 152 48%
Gender Female 165 52%
Total 317 100%
<18 years 13 4.1%
18 — 25 years 126 39.7%
26 — 32 years 129 40.7%
Age 33— 40 years 49 15.5%
> 40 years 0 0%
Total 317 100%
Banten 26 8.2%
DIY Yogyakarta 9 2.8%
DKI Jakarta 101 31.9%
West Java 88 27.8%
Central Java 21 6.6%
o East Java 50 15.8%
Origin South Borneo 1 0.3%
City/Regency/Province Riau Islands 4 1.3%
Lampung 6 1.9%
Central Sulawesi 1 0.3%
West Sumatra 3 0.9%
North Sumatra 7 2.2%
Total 317 100%
Shopee 92 29%
Tokopedia 65 20.5%
E-commerce used (most Bukalapak 57 18%
often used in business Lazada 58 18.3%
transactions) Blibli 45 14.2%
Total 317 100%
Electronic 54 17%
Fashion 96 30.3%
Types of business in e- Cosmetics 68 21.5%
commerce Food and Drink 58 18.3%
Household Items 41 12.9%
Total 317 100%
2015 1 0.3%
2016 2 0.6%
2017 46 14.5%
Years of using e-commerce 2018 80 25.3%
2019 99 31.2%
2020 89 28.1%
Total 317 100%
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Description Total Percentages (%)

0 - Haven't sold offline before 97 30.6%

< Rp1,000,000 125 39.4%

Rp1,000,000 — Rp2,500,000 81 25.6%

Average monthly income Ry 500,000 — Rp3,000,000 14 4.4%
before using e-commerce  gy5 (00,000 — Rp10,000,000 0 0%
> Rp10,000,000 0 0%

Total 317 100%

< Rp1,000,000 14 4.4%

Rp1,000,000 — Rp2,500,000 75 23.7%

Average monthly income  Rp2.500,000 — RpS5,000,000 149 47%

after using e-commerce Rp5,000,000 — Rp10,000,000 65 20.5%
> Rp10,000,000 14 4.4%

Total 317 100%

In general, the initial information obtained from

the respondents' responses is as follows:

1. Most of the respondents were women, with

most of the sellers using e-commerce being
between the ages of 26 to 32 years old (40.7
percent) and 18 to 25 years old (39.7
percent). These ages are the target market the
sellers hope to attract to use e-commerce. The
respondents were widely spread throughout
Java, namely in DKI Jakarta, West Java,
Central Java, and East Java, as this is where a
lot of the big cities are. They provide easy
access, have the facilities, distribution
networks, and services required by the sellers
to carry out their business activities properly.

. From Table 2 above, it can be seen that the
respondents were fairly evenly distributed
among the online shopping systems they
used, as 29 percent used Shopee, followed by
Tokopedia (20.5 percent), Lazada (18.3
percent), Bukalapak (18 percent), and Blibli
(14.2 percent). Judging from the e-commerce
systems used, the respondents mostly sold
products in the fashion sector (30.3 percent).
By using e-commerce, buyers can see the
inventory held by the online stores, which
also provide information visually with photos

or videos that include descriptions of the

products being sold, provide proof of
purchases by other people, and make
transactions using third parties (e-commerce)
easily and safely.

3. The growth in the respondents’ incomes
before and after using e-commerce for buying
and selling transactions was very significant.
Table 2 above shows that some respondents’
incomes were less than IDR 1,000,000 per
month (39.4 percent), but after switching to
using e-commerce they increased their
income to be in the range of IDR 2,500,000
to IDR 5,000,000 per month. E-commerce
provided ease of delivery for managing
product inventories, product marketing,
products, and services for the business acti-
vities run by MSMEs. Thus, conventionally
run businesses that operated online via e-
commerce media had an impact on the

activities of business people.

2. Measurement Model Evaluation (Outer
Model)

From the table above, it can be seen that all the
research variables had an AVE value that was
greater than 0.5. Therefore, from the above
results, it can be concluded that all the constructs

had good construct validity values.
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Table 3. Convergent Validity Test

No. Variable AVE
l. Risk (X1) 0,583
2. Security (X2) 0,646
3. Privacy (X3) 0,583
4. Reputation (X4) 0,682
5. Usefulness (X5) 0,589
6. Ease of Use (X6) 0,625
7. Enjoyment (X7) 0,661
8. Social (X8) 0,718
9. Transaction Interest In E- 0,630

commerce (Y)
10. Trust (Z) 0,674

Table 4. Discriminant Validity Test (Fornell-Larcker Criterion)

X1 X2 X3 X4 XS5 X6 X7 X8 Y V4
X1 0.764
X2 0.438 0.804
X3 0.237 0.366 0.764
X4 0.269 0.289 0.155 0.826
X5 0.162 0.175 0.215  -0.019 0.768
X6 0.121 0.028 0.119  -0.022 0.483 0.791
X7 0.082 0.114 0.092  -0.021 0.482 0.293 0.813
X8 0.148 0.132 0.093 0.063 0.664 0.571 0.503 0.847
Y 0.199 0.172 0.132 0.145 0.547 0.365 0.461 0.585 0.794
V4 0.565 0.595 0.338 0.437 0.189 0.207 0.161 0.347 0.391 0.821

The discriminant validity test could be 3.1 Coefficient of Determination (R?)

measured by looking at the value of the Fornell- Table 5. Coefficient of Determination (R2)

Larcker constructs. The results of the discri-

. - . . Variabel R S
minant validity test would be said to be good if arlabe quare
. T tion Interest In E-
the value of the construct was higher than that of ransaction fterest i 0.527
commerce
the other constructs. Trust 0.455

3. Structural Model Evaluation

Model)

(Inner 1o value of R? is said to be good if it has a

value greater than 0.1. Based on the table above,
it can be seen that the R? value of the confidence
variable was 0.527. This meant that the level of

variation in trust's risk, security, privacy, and

The inner model test was carried out by
measuring the coefficient of determination (R?)

and the path coefficient (), which were then

assessed for significance based on the t-count of
each path and the goodness of fit (GoF). The
results of the structural measurements of the
model were as follows Figure 3.

reputation variables was 52.1 percent, while
variables outside the research explain the other
47.9 percent. In contrast, the R? value of the

variable interest in e-commerce transactions was
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0.455. This meant that the level of variation in
the usefulness, ease of use, enjoyment, social,
and trust variables toward the interest in e-
commerce transactions was 45.5 percent while
other variables outside the research explain the
remaining 54.5 percent.

Rizi, et al

3.2 Path Coefficient (B)

This study's path coefficient testing was carried
out using a bootstrapping procedure with 500
replacements. To see the significance of the
influence between variables, it could be done by
looking at the path coefficient value and the
significant value tcoun: in the table 6 below.

Figure 3. PLS Algorithm Result
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Tabel 6. Path Coefficient

35

Original

Standard

Sample o T Statistics P
Sample Deviation Results
(0) Mean (M) (STDEV) (|JO/STDEV]|) Values
Risk -> Trust 0326 0317  0.085 3.854  0.000 Supported
Security -> Trust 0.349 0.355 0.090 3.885 0.000 Supported
Privacy -> Trust 0.097 0.097 0.079 1.233 0.218 Not Supported
Reputation -> Trust 0.234 0.238 0.067 3.516 0.000 Supported
Usefulness -> Interest in E- 0253 0251  0.080 3146 0.002 Supported
commerce transactions
Ease of Use -> Interest in E- 0.002 0012  0.055 0.041  0.967 Not Supported
commerce transactions
Enjoyment -> Interest in E- 0.177  0.169  0.085 2076 0.038 Supported
commerce transactions
Social > Interest in E-commerce 0247 0242 0.103 2411 0016 Supported
transactions
Trust -> Interest in E-commerce 0228 0230  0.089 2573 0010 Supported

transactions

3.3 Goodness of Fit (GoF)
Table 7. The Average Value of AVE and R’

Variable AVE R’
Risk 0.583 -
Security 0.646 -
Privacy 0.583 -
Reputation 0.682 -
Usefulness 0.589 -
Ease to Use 0.625 -
Enjoyment 0.661 -
Social 0.718 -
gig:gggelnterest In 0.630 0.527
Trust 0.674 0.455

Average 0.639 0.491

The results, based on the above were then
formulated into the formula for GoF below:

GoF =+ AVE x R?
GoF =+/0.639 x 0.491
GoF =+0.560

GoF = 0.74

In the above equation, AVE was a weighted
average value with weights obtained from the
number of indicators for each latent variable.
Calculations using this formula showed the GoF
value from the model was 0.74 > 0.38, which

meant that a measure that exceeded the GoF
threshold value was significant (Tenenhaus and
Esposito, 2004). This value meant that the model
could be accepted, and the interpretation of the
analysis would be continued.

4. Hypothesis Test

1. The Effect of Perceived Risk on Trust (H1)

The test results with SmartPLS analysis showed
that the effect of risk on trust had a t-value of
3.854 > 1.96 and a p-value of 0.000 < 0.05,
which that the
significant and the path coefficient value of
0.326 > 0.1 indicated that the variable risk had a
positive effect on trust so that the first hypo-

indicated influence was

thesis was supported.

2. The Effect of Perceived Security on Trust
(H2)

The test results with SmartPLS analysis showed
that the effect of security on trust had a t-value
of 3.885 > 1.96 and a p-value of 0.000 < 0.05,
which indicated that the effect was significant
and the path coefficient value of 0.349 > 0.1
indicated that the security variable had a positive
effect on trust so that the second hypothesis was
supported.
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3. The Effect of Perceived Privacy on Trust
(H3)

The test results with the SmartPLS analysis
showed that the effect of privacy on trust had a t-
value of 1.233 < 1.96 and a p-value of 0.218 >
0.05, which indicated that the effect was not
significant and the path coefficient value was
0.097 < 0.1, which indicated that the variable
privacy did not have a positive effect on trust so
that the third hypothesis was not supported.

4. The Effect of Perceived Reputation on Trust
(H4)

The test results with SmartPLS analysis showed
that the effect of reputation on trust had a t-value
of 3.516 > 1.96 and a p-value of 0.000 < 0.05,
which indicated that the effect was significant
and the path coefficient value of 0.234 > 0.1
indicated that the variable reputation had a
positive effect on trust so that the fourth hypo-
thesis is supported.

5. The Effect of Perceived Usefulness on

Transaction Interests in E-commerce (HS5)

From the test results with SmartPLS analysis it
could be seen that the effect of usefulness on the
interest in transactions in e-commerce had a t-
value of 3.146 > 1.96 and a p-value of 0.002 <
0.05, which indicated that the effect was
significant and the path coefficient value was
0.253 > 0.1, which showed that the utility
variable had a positive effect on transaction
interest in e-commerce, so that the fifth hypo-
thesis was supported.

6. The Effect of Perceived Ease of Use on
Transaction Interests in E-commerce (H6)

From the test results with SmartPLS analysis it
could be seen that the effect of ease of use on
interest in transactions in e-commerce had a t-
value of 0.041 < 1.96 and a p-value of 0.967 >
0.05, which indicated that the effect was not
significant and the path coefficient value was
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0.002 < 0.1, which indicated that the ease of use
variable did not have a positive effect on the
interest in transactions in e-commerce, so that

the sixth hypothesis was not supported.

7. The Influence of Perceived Enjoyment on

Interests in Translation in E-commerce (H7)

From the test results with SmartPLS analysis it
could be seen that the effect of enjoyment on the
interest in transacting in e-commerce had a t-
value of 2.076 > 1.96 and a p-value of 0.038 <
0.05, which indicated that the effect was
significant and the path coefficient value was
0.177 > 0.1, which showed that the comfort
variable had a positive effect on transaction
interest in e-commerce, so that the seventh

hypothesis was supported.

8. The Influence of Perceived Social on
Transaction Interest in E-commerce (HS)

From the test results with SmartPLS analysis it
could be seen that the social influence on interest
in transactions in e-commerce had a t-value of
2.411 > 1.96 and a p-value of 0.016 < 0.05,
which indicated that the influence was signi-
ficant, and the path coefficient value was 0.247
> 0.1, which showed that social variables had a
positive effect on transaction interest in e-com-
merce, so that the eighth hypothesis was

supported.

9. The Effect of Perceived Trust on Transaction

Interest in E-commerce (H9)

The test results with the SmartPLS analysis
showed that the effect of trust on the interest in
transactions in e-commerce had a t-value of
2.573 > 1.96 and a p-value of 0.010 < 0.05,
which indicated that this effect was significant.
The path coefficient value was 0.228 > 0.1,
showing that the trust variable had a positive
effect on transaction interest in e-commerce, So
the ninth hypothesis was supported.
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RESULT AND DISCUSSION

Risk has a positive effect on trust. The smaller
the risk that occurs during the e-commerce
transaction process, the greater the trust of the
users in the e-commerce system they use. This is
based on the idea that the risks in online
transactions are minimized with third parties,
namely by using e-commerce. Distrust between
sellers and buyers can be reduced because of the
involvement of e-commerce in the transaction.
Sellers will also be more accessible and
trustworthy in any transactions made with the
buyers.

Security has a positive effect on trust. The
higher the level of security provided by e-
commerce systems for their users, the better will
be the level of trust given to the system by the
users. This is based on the idea that security for
shopping via e-commerce sites can make it safe
for sellers and buyers to make transactions on
the sites. The security provided by e-commerce
helps sellers attract buyers and to be able to
transact via e-commerce sites, due to the security
promised by e-commerce sites. This is also in
line with previous research conducted by
Marlien and Probo (2011), Firmansyah (2017),
and Nurhatinah (2018), who all show that

security has a positive effect on trust.

Privacy has no positive effect on trust. The
lower the level of privacy provided by e-
commerce sites, the lower is the level of trust the
users give to the e-commerce sites they use. This
is not in line with research conducted by Marlien
and Probo (2011), Fimansyah (2017), and
Nurhatinah (2018), who all show that privacy
has a positive effect on trust. This is based on the
premise that the privacy of sellers and buyers is
considered insufficient for the level of user trust.
Personal information and data provided for e-
commerce purposes can be hacked and used by
other parties without the user's permission. E-
commerce needs to increase the privacy of its

users, both sellers and buyers, so that unwanted
things do not occur, such as limiting excessive
requests for information from users, not sending
the latest news on accounts connected to e-
commerce, providing stricter policies on how
user information will be used by both the seller
and the buyer, and so on.

Reputation has a positive effect on trust. The
better that the reputation of an e-commerce
system is, the better the trust of the users of that
system is. This is in line with research conducted
by Marlien (2011), Fimansyah (2017), and
Nurhatinah (2018), who found that reputation
has a positive effect on trust. This is based on the
idea that the more users who use e-commerce for
their shopping transactions, the more trust there
will be in the e-commerce sites used. E-
commerce is known and used by many people,
and has good ratings that will give other users
confidence to use it. The reputation level also
affects sellers when using e-commerce because
potential buyers already understand the e-
commerce they are using to speed up the
shopping transactions they want.

Usefulness has a positive effect on the
interest in e-commerce transactions. This is in
line with the research that Wardhana (2016),
Monica and Tama (2017), and Pratiwi (2018)
undertook, which showed that usability has a
positive effect on the interest in using e-
commerce. The more the shopping or e-
commerce site benefits its users, the more
effective and efficient it is for the businesses of
the sellers. This is based on the idea that the
transactions carried out on e-commerce sites
benefit both sellers and buyers. The more the
shopping site benefits its users, the more new
users become interested in making e-commerce

transactions.

Ease of use has no positive effect on the
interest in e-commerce transactions. This is not
in line with Wardhana (2016), who showed that
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ease of use positively affects the interest in e-
commerce transactions. Meanwhile, in this
study, ease of use does not positively affect the
interest in transactions using e-commerce. The
more difficult e-commerce is to use, the lower
the use of e-commerce becomes for the business
transactions carried out by sellers. This is based
on the idea that the use of e-commerce for sellers
in e-commerce transactions is considered
difficult to learn and the features on shopping or
e-commerce site pages are confusing for the
sellers, especially for those who have just joined
e-commerce. In receiving orders to get funds
from e-commerce, it takes a long time for the
seller to switch to a direct order system for
his/her business transactions. E-commerce needs
to make it easier for new users to understand
how to shop on e-commerce sites. It should
provide clear directions, provide easy stages,
have features that are easier to understand, and
so on; especially for sellers who may be
interested in switching to using e-commerce for

their business transactions.

Enjoyment has a positive effect on the
interest in e-commerce transactions. This is in
line with the research of Monica (2017), which
showed that enjoyment positively affects the
interest in e-commerce transactions. The more
happy and comfortable the user is shopping via
an e-commerce site, the better it is for the users
to make transactions through such shopping or e-
commerce sites. This is based on the idea that
comfort or pleasure is not only felt by the seller,
but also by other users of e-commerce. The users
feel happy and comfortable, and this will
to make transactions on

encourage them

shopping or e-commerce sites more frequently.

Social influences has a positive effect on the
interest in e-commerce transactions. This is in
line with Wardhana's research (2016) that
showed the social influences of the interest in e-
transactions. The social

commerce more

Rizi, et al

influence that is exerted by e-commerce users,
the more new users will start making transac-
tions using e-commerce. This is based on the
idea that society influences users into making
transactions on shopping or e-commerce sites. It
also supports the idea that environmental or
social factors influence users or sellers to make
transactions using shopping or e-commerce sites.
Other sellers will also recommend or influence

other sellers to use the same e-commerce sites.

Trust has a positive effect on the interest in
e-commerce transactions. This is in line with
research conducted by Wardhana (2016) and
Monica (2017), who found that trust positively
affects the interest in e-commerce transactions.
The greater the trust a shopping or e-commerce
site has, the more users will make transactions
using that shopping or e-commerce site. This is
based on the idea that sellers will have more
confidence in transactions carried out via e-
commerce sites because they minimize
unwanted events compared to transactions made
directly with the

provides trust to the buyers regarding the sellers

seller. E-commerce also
who are in e-commerce, meaning that sellers are
trusted in the business transactions they carry

out.

Research Limitation

The limitations in this study include the fact that
the variables used were limited and did not
represent all the effects of trust and interest in e-
commerce transactions, the research subject was
only sellers who make transactions using e-
commerce, and some of the variables used only a
few indicators in asking questions of the

respondents.

CONCLUSION AND SUGGESTION

Shopping or e-commerce sites have an essential
role in the continuity of businesses carried out
online. Third parties support the trust given to
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users to conduct e-commerce transactions. The
factors that affect the transactions carried out
include risk, security, privacy, reputation,
usefulness, ease of use, enjoyment, social, trust,

and interest in e-commerce transactions.

In this study, to answer the formulation of
the research problem, a survey was conducted on
sellers on the subject of the MSME actors who
have used shopping or e-commerce sites for
conducting their business transactions. The
questionnaires that were collected and could be
processed and analyzed came from 317 respon-
dents, and were considered valid for testing
using SmartPLS 3.3. Based on the results
obtained by the researcher, it is stated that the
variables of risk, security, and reputation have a
positive effect on trust. Meanwhile, the privacy
variable does not affect trust. Then, the variables
of usefulness, enjoyment, social, and trust
positively affect the interest in performing
transactions using e-commerce. Meanwhile, the
ease of use variable does not positively affect the

interest in using e-commerce transactions.

Then for future research, researchers can add
variables related to trust and interest in using e-
commerce transactions, adding further research
subjects, namely the buyers. Then a comparison
can be made between the two for their interest in
e-commerce transactions and add question
indicators on several variables to further deepen

the research.
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