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A B S T R A C T 

Rapid technological advances in information and communication 
technology have resulted in distance no longer a major problem in 
conducting business activities. Every individual and business actor is also 
carried away by the flow of having tools that can support their daily 
activities have been parts of the existence of technology. This study analyzes 
the effect of usability and risk perception in small and medium weaving 
enterprises (SMWE), which women manage, in using e-business, e.g., online 
shops, e-commerce, and marketplaces. We surveyed 43 SMWEs using 
questionnaires and interviews and selected the samples using the saturated 
sampling technique. Quantitative data was collected through a Likert scale 
and then analyzed using multiple linear regression. The study results show 
that usability positively affects the interest in using e-business in SMWEs. 
Meanwhile, the risk perception variable has a negative and significant 
direction. Usability makes it easier for individuals to understand and easy to 
get information in using e-business. The use of information systems can 
speed up work and provide flexibility in convenience. The risks faced by e-
business users are transaction security and the uncertainty of the goods 
ordered. Perceived risk will hurt the individual’s intention to use the online 
store. This prediction arises based on logic if the higher risk on online 
transactions lacks necessary trust.  

 
1. INTRODUCTION 

 Rapid technological advances in information and communication technology have resulted in 
distance no longer a major problem in conducting business activities. Every individual and business actor 
is also carried away by the flow of having tools that can support their daily activities have been parts of the 
existence of technology. Technological developments have shifted the pattern of life, especially during the 
COVID-19 pandemic, where technology has become necessary in carrying out activities. ICT plays roles in 
human life, including communication, finding information, education, transportation, tourism, finance, and 
business. In modern life, which is synonymous with high business activity, technology at work, changes in 
the pattern of collaboration with the government, social interaction in society, impact macroeconomic 
growth, and people's living standards (Mandilas et al., 2013; Roztocki et al., 2019). The contribution of ICT 
in various aspects of life includes improving social and economic welfare, education, services and health. 
Socio-economic development shows the dimensions of society, technology, business, and government 
policies. The change in public transactions is known as a cashless society in making people aware of non-
cash instruments. Most people still use cash transactions, and some still use non-cash. Economic activities 
use information technology to facilitate the communities in online shop transactions, transfers, or 
purchases and bills through credit cards or debit banks (Roztocki et al., 2019; Wijayanto et al., 2019). An 
organization can apply iinformation technology effectively and efficiently if individuals in the organization 
apply it with the help of internet technology. The Internet changes behavior, including the payment 
instruments, from metal to conventional paper money and electronic instruments (Umar & Idris, 2018). 
This change can happen because the Internet can connect more widely to many people, such as 
communities, organizations, business actors, and companies. In addition, nowadays, people can access the 
Internet anywhere and anytime. Indonesia is ranked first in the 10th largest e-commerce growth with 78 
per cent growth (Aribowo, D. P., & Nugroho, 2013). This condition shows that the electronic trading 
business has good economic value, so business actors must utilize it, including the SME sector. Many 
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enterprises use social media as a potential place to sell or buy products. Businesses such as the business-
to-consumer type or consumer-to-consumer type have used online media as a market to sell their products 
(Rahayu & Baridwan, 2020). 

Opportunities for the development of e-commerce information technology are very open in 
Indonesia (Herlan & Yono, 2016; Nizar, 2017). One of the reasons is because of the large population so that 
it becomes a broad market potential. The number of internet users in Indonesia certainly cannot be denied 
that it can also encourage business ventures to be more advanced and develop. Internet users are not 
limited to utilizing information, but they can also use it to conduct buying and selling transactions of goods. 
Like the current Covid-19 pandemic, the Internet makes distance, time, and cost limitations easily 
overcome. Enterprises can increase business, marketing, and purchasing products by using Electronic 
Commerce (E-Commerce). The complexity of business transactions (commercial) starts from sales, 
marketing and distribution activities from producers to consumers using digital technology on the Internet 
and the web, known as e-commerce (Dachyar & Banjarnahor, 2017; Roztocki et al., 2019). The existence of 
e-commerce greatly helps SMEs that are already using technology. E-commerce services are increasingly 
being used by the public, especially SMEs, during the current COVID-19 pandemic. The reason is that this 
service provides convenience for SMEs and the people in conducting buying and selling goods and other 
financial transactions. Users of Accounting Information Systems (AIS) also get some additional flexibility 
from e-commerce; transactions using e-commerce also provide several psychological, legal, and economic 
problems. These problems include: 1) Many SMEs still do not understand the ease of transacting using e-
commerce because of limitations in information. 2) SME actors who do not understand e-commerce 
products will discourage their interest in using e-commerce product services, so many SMEs prefer to 
transact directly. 3) There is an attitude of distrust of SMEs in the transaction system using e-commerce. 4) 
SMEs are afraid of the risks involved when using e-commerce services, including the risk of concerns about 
fraud. 

The Technology Acceptance Model is one of the grand theories that underlie research on the use of 
information technology. TAM is a theoretical model to determine the level of acceptance of a new technology 
system among information technology users (Ali et al., 2020; Malonda et al., 2020). TAM is used as a 
representative who can explain the reasons for the implementation of technology by individuals and 
organizations based on the influence of two cognitive factors, namely perceived usefulness and perceived 
usability. Several studies on e-commerce show that trust can affect interest in using e-commerce, such as 
shopping or selling goods online. A study  shows trust’s influence on the interest in online transactions. The 
study used a sample of students from the Faculty of Economics, UNY (Aribowo & Nugroho, 2013). Higher 
trust makes someone feel more interested in conducting online transactions based on the accuracy of 
expectations with the expected results of online transactions. Perception of user convenience is an 
individual’s assumption that using technology will not expend more effort or, in other words, that using 
technology does not complicate the work (Davis, 1986). Every technology is created to facilitate the 
activities of each individual. The easier it is to use technology; the more individuals are interested in using 
it. According to the initial observations of researchers on SMEs in Klungkung District, users of e-commerce 
service products find it difficult to use applications from e-commerce products. This difficulty is also why 
SMEs do not use e-commerce service products because they believe transacting using e-commerce services 
is more complicated than transacting directly. As we know, many e-commerce service applications, such as 
Lazada, Tokopedia, Shopee, and others, are helpful for everyday life, but SMEs rarely use them. Technology 
users should be familiar with digital life and not experience difficulties in operating it. Risk is an uncertainty 
felt by the user that causes harm to the user. The risk initially perceived by the user is the risk of cybercrime 
(Nizar, 2017). Cybercrime can threaten every transaction made by consumers. The security of each user’s 
data also does not escape the threat of this cybercrime. The risk can harm users, and the developers 
themselves should increase the safety of their system and provide education to potential users to minimize 
the occurrence of errors that harm users. Stakeholders can reduce the risk with mutually beneficial policies. 

 

2. METHODS  

 The locations of this research are Klungkung, Denpasar, and Buleleng Districts, especially small 
and medium weaving enterprises (SMWE) registered with the Cooperatives and SMEs and Trade Offices by 
distributing questionnaires to women entrepreneurs of SMEs. The research conduct at those locations 
because the SMEs had received e-business-based online marketing training that was beneficial for them. 
However, some SMWEs are reluctant to use e-business services on the pretext that it is difficult to 
understand or afraid of being deceived. There is a sense of doubt in the use of e-business, and many more 
fears, including security risks in transactions using e-business services. This research used a quantitative 
descriptive approach  
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The primary data of the research was collected using a questionnaire. In contrast, the secondary 
data included information related to the general description of the subject and the research location, the 
characteristics of the respondents, as well as other relevant data. The data obtained were analyzed to 
determine the quality of the data, then tested the classical assumption was and tested the hypothesis using 
multiple linear regression. The population in this study were SMWEs in Klungkung District, Denpasar, and 
Buleleng Regency. The number of SMWEs using e-business in 2021 is 43, which women manage. The 
method used in determining the sample in this study is saturated sampling. The criteria used as a reference 
for sampling are: (1)The sample is Small and Medium Enterprises in Klungkung, Denpasar, and Buleleng 
Districts; (2) Samples are familiar with Online Shop, E-Commerce, and Marketplace; (3) The sample has 
made online transactions at least one time. This type of data is quantitative by asking respondents for 
answers on perceptions of usability and risk of interest in using e-business at SMWEs. The results of the 
questionnaire in the form of responses from respondents were measured using a Likert scale. Primary data 
was measured using a Likert scale. Secondary data in this study are the names of SMWEs in Klungkung 
District, Buleleng Regency, and Denpasar. We obtained the data from the Office of Cooperatives, Small and 
Medium Enterprises, and Trade. The questionnaire distribution was sent to selected respondents. The 
respondent fills out this questionnaire with personal information or things that the respondent knows. We 
also collected data from journals, books, and previous research that contained information or data related 
to research. 

The observation method is one way of collecting research data on SMWEs business actors. This 
method can be observed directly associated with the phenomena that exist at the research location and the 
required data. In simple terms, observation is the process of researchers in looking at the research situation. 
Tools used in observations are observation sheets, checklists, event records, and others. In this case, the 
researcher directly visited the SMWEs, which was determined through the sample criteria to distribute the 
questionnaire. The results of this observation become a source of data for researchers to obtain data in 
taking research samples. Through searches conducted regarding research samples, there were 43 SMWEs 
primarily managed by women. The questionnaire's preparation uses vital indicators built from relevant 
theories and then compiles a closed questionnaire in the form of structured questions for each variable. 
Then the results of the data will be analyzed to be used as a reference in research. We collect data using a 
Questionnaire for Small and Medium Enterprises to see how SMWEs views their interest in E-Commerce 
services. The questionnaires were distributed directly to the field by complying with the Covid-19 health 
protocol. In calculating the questionnaire, the researcher used a 5-point Likert scale. We conducted a 
literature study by collecting data and theories relevant to the problems, including relevant articles, 
journals, books, and previous research. This study contains three research instruments, usability and the 
risk of interest in using e-commerce. Each instrument consists of several questions or statements with a 
scale of 1-5 (Likert).  

Perception of usefulness is how a person selects, receives, manages and conveys information 
sourced from the environment. (Herlan & Yono, 2016). Usability reflects an individual's belief in reducing 
the burden of completing work using technology assistance (Harlan, 2014). E-business users think that e-
business services are more flexible, easy to understand, uncomplicated, easy to learn, and easy to operate 
as characteristics of user convenience. (Rahayu, 2018) used several indicators to measure the perceived 
usability of the system: easy to learn and flexible in use, the system can easily do what the user wants, easy 
to use and time-efficient, and easy to operate. Risk perception is a perception of uncertainty and unintended 
consequences of using all things related to goods and services (Rahayu, 2018). Risk Perception explains the 
transaction security risk and uncertainty about the goods or products ordered. There are several indicators 
of risk perception variables, including product risk, transaction risk, psychological risk (Mauludiyahwati, 
2017). Interest is a person’s desire to do a specific behavior (Rahayu, 2018). Interest is a tendency to have 
involvement in something relatively permanent to pay more attention and remember continuously, 
followed by a sense of pleasure to achieve satisfaction using technology. There are several indicators of 
interest in the use of e-business, including according to needs, benefits, accuracy in product purchases, 
repeat purchases (Mauludiyahwati, 2017). 

We used statistical analysis methods for data collection by distributing 43 questionnaires filled out 
by SMWEs in three areas that conducted online business transactions using e-business. The descriptive 
statistical analysis method in this study aims to describe the research variables, namely User Ease of 
Interest in Transactions Using E-business in SMWE (X1) and Risks (X2) on Interest in Transactions Using E-
business in SMWE (Y). Description statistical analysis includes explaining groups through maximum values, 
minimum values, averages (means), and standard deviation variations. (Sugiyono, 2011). A valid 
instrument to measure what should be measured to obtain data (Sugiyono, 2011). The measurement of the 
accuracy of the questionnaire items used is through a validity test. The results are declared valid if they 
meet the required significance level by looking at the Pearson correlation value. If the significant value is < 
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0.05 (5%), then the instrument is valid. However, if > 0.05 (5%), it is invalid (Sugiyono, 2011). A reliable 
instrument is an instrument that The level of reliability using measurements of the object (Ghozali, 2011). 
A questionnaire instrument will meet the reliable requirements if it can produce the same data consistently 
on the same research object. The conditions that are completed are the Cronbach Alpha Coefficient value ≥ 
0.60.  

Testing for multicollinearity is seen in the tolerance value and Variance Inflation Factor, which also 
has specific detection requirements that must be met. Tolerance measures the independent variables used 
in research that other variables cannot explain. Hence, the tolerance value is inversely proportional to the 
VIP value. We use these measurements by interpreting one independent variable with other independent 
variables (Ghozali, 2011). If a regression model free from multicollinearity has a VIF value of less than or 
not more than ten and a tolerance value of not less than 0.1, then multicollinearity symptoms occur. The 
heteroscedasticity test is a reference for the regression model used, using the Glejser test. Multiple linear 
regression examines the effect of several independent variables on a dependent variable. We then interpret 
the results in the discussion. The coefficient of determination (R2) describes the amount of variation that 
the independent variable can explain. In the partial test, analyze the effect of the independent variable on 
the dependent variable by also testing the level of significance. If t-count < t-table with a significant 0.05 so 
H0 is accepted, then variable X does not affect variable Y and vice versa if t-count > from t-table with 
significant 0.05 so H0 is rejected then variable X affects variable Y. 

 

3. RESULTS AND DISCUSSIONS 

Results 
The questionnaires collected during the research were as many as 43 pieces. Questionnaires can 

be processed and analyzed with a useable response rate of 100%. The characteristics representing the 
respondents' criteria based on age, education level, and the type of e-business service used through data 
collection—overall described in Table 1. 
 
Table 1. Characteristics of Respondents 

No  Description Information  Frequency Percentage (%) 

1 Age 

25-35  8 15.27 

36-45  9 23.26 

46-55  14 39.21 

>55  12 22.26 

    100 

2 Education 

Elementary School 7 18.60 

Junior/Senior High School 19 41.86 

Diploma/Bachelor 14 37.22 

Master’s 3 2.32 

    100 

3 
E-business services 

used 

Online Shop 36 85.37 

E-commerce 4 8.97 

Marketplace 3 5.66 

    100 

 
The specifications on the characteristics of the respondents indicate in terms of age were 

dominated by 46-55 years old respondents. Weaving crafts require perseverance because the process is 
complicated, and most of it is a hereditary effort from parents. Based on the respondent’s latest education, 
dominated by junior high school or high school, the SMWE in their development requires skills in their 
efforts to survive. Reviewed from the e-business services used, most respondents use online shops 
(85.37%). The number shows that online shop services are the most widely used by respondents. We tested 
the validity using the Pearson’s Correlation correlation technique in SPSS 24.0 (Ghozali, 2011). The results 
of validity test is presented in Table 2. 
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Table 2. Results of Validity Test 

No. Variable Item 
Pearson’s 

Correlation 
Sig Alpha Cronbach 

1 Usability  
 

X1.1 0.792 00,000 0.750 
X1.2 0.783 00,000  
X1.3 0.798 00,000  

2 Risk perception  
 

X2.1 0.810 00,000 0.820 
X2.2 0.893 00,000  
X2.3 0.644 00,000  

3 Interest in using e-business 
services  

Y.1 0.697 00,000 0.822 
Y.2 0.676 00,000  
Y.3 0.688 00,000  

 
The description of the research variables includes the results of descriptive analysis, including the 

minimum score, maximum score, average, and standard deviation. Table 3 describes the variable score of 
usability, risk perception, and interest in using e-business services. 
 
Table 3. Results of Descriptive Analysis 

Variable X1 X2 Y Unstandardized 
Residual 

 

Minimum 24 38 12   

Maximum 35 50 25   

Averages 30.84 43.84 20.56   

Deviation Standard  2.84 3.49 2.88   

N    43  

Test Statistic    0.102  

Asymp. Sig. (2-tailed)    0.200  

Tolerance 0.783 1.278    

VIF 0.702 1.473    

Heteroscedasticity      

T 1.393 0.171    

Sig. 1.203 0.236    

Unstandardized Coefficients 0.569 0.075    

T 2.287 -0.323    

Sig 0.028 0.040    

Adjusted R Square     0.396 

 
Based on Table 3, usability data shows that the average value is close to its maximum value, so the 

user comfort response does not vary. Most of the respondents' answers answered on indicators stating that 
the operation of e-commerce services is effortless to use so that orders can be processed automatically 
quickly; The risk perception data has a maximum score of the distribution of perceived risk closer to the 
average score, which indicates that the response to perceived risk does not vary. Respondents gave answers 
with the highest scores on the statement items; respondents felt uncomfortable when e-commerce provided 
information that caused many unexpected problems; Data on interest in using e-business services has a 
distribution of the maximum value close to the average score, which indicates that the response to interest 
in using e-business services does not vary. Most of the respondents stated that they strongly agree with the 
indicators of interest in using e-commerce services because they provide valuable and accessible 
information for buyers. 

The Kolmogorov-Smirnov One-Sample test shows the distribution of data from the effect of 
unstandardized residuals from perceived usability and perceived risk on interest in using e-business 
services. The test results table reveals the significance value of 2-tailed > 0.05 for Kolmogorov-Smirnov Z 
statistic with normal data distribution. In the multicollinearity test, the variance inflation factor value is < 
10 and > than 0.10; in other words, the correlation between independent variables is weak. This result 
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shows that there is no correlation between the independent variables in this research model. The regression 
model also shows no residual variance equation from one observation to another as a condition of the 
Glejeser test for heteroscedasticity. Then the resulting regression model can be said to be good with a 
significance value > of 0.05. So, we can conclude that the regression model used does not have any 
symptoms of heteroscedasticity. Based on the multiple linear regression analysis results, an equation of the 
regression line uses constant analysis and beta coefficients. The partial testing uses the following equation. 

 
Y= α + β1X1 + β2X2 + ɛ 
Y = 3,863 + 0,569X1 - 0,075X2 + ɛ 
 
Based on the regression model formed, the results are: The constant 3,863 shows that if the 

variables of Usability (X1) and risk perception (X3) are constant, the variable interest in using e-business 
services (Y) has a positive value of 3,863 units; Usability (X1) has a regression coefficient of 0,569. A positive 
regression coefficient value indicates that user convenience (X1) positively affects the interest in using e-
business services (Y). Hence, increasing user ease (X1) can increase interest in e-business services (Y) by 
0,569, assuming that the other independent variables are fixed; Risk perception (X2) has a regression 
coefficient of 0,075. A negative regression coefficient value indicates that the perception of risk (X3) reduces 
the interest in e-commerce services (Y). Hence, any increase in risk perception (X3) can reduce the interest 
in using e-business services (Y). The value is 0.075, so that we assume that the influence of other variables 
is fixed. Results of the analysis show that the coefficient of determination is 0,396. The coefficient indicates 
that user convenience and risk perceptions influence 39,6% of the variables of interest in using e-business 
services, while the other factors influence 60,4%. 

 
Discussion 
The Effect of Usability on Interest in Using e-Business Services 

We test the first hypothesis in this study regarding the effect of usability on interest in using e-
business services. The results show that the regression coefficient is 0.569, and the significance level is 
0.028. This value is less than the maximum required limit (0.05). Hence, we can conclude that the perception 
of usability positively affects an interest in using e-business services. Therefore, the first hypothesis is 
accepted. The results in usability perception affect the interest in using e-business services. Consumer 
perceptions of usability can lead to an interest in using e-business services. If the usability is higher, the 
interest in using e-business services will be higher. Previous study supported the results of this study that 
with the usability getting higher, it can be used as a measure to grow someone’s interest in using e-business 
services (Triandini et al., 2013). With the usability, individuals will find it easier to understand and get 
information in using e-commerce. In addition, the use of an easy-to-use information system can speed up 
work and will be much more flexible with the ease and convenience offered by e-commerce services. On the 
other hand, if it is difficult to use these services, the interest in using e-commerce services will decrease. 
Several empirical studies also supported findings of the significant effect of user convenience on behavioral 
interest in using e-commerce (Triandini et al., 2013). User convenience positively affects behavior (Dachyar 
& Banjarnahor, 2017; Saputri, 2020). In line with that, user convenience has positive effects (Budiastuti, A. 
D., & Muid, 2020; Shomad & Purnomosidhi, 2016). Hence, the implementation of e-business will become 
easier if business actors have adequate understanding and skills about digital technology (Alam et al., 2011; 
Rodrigues et al., 2016; Sarli Rahman & Yusrizal., 2020). 
 
The Effect of Risk Perception on Interest in using e-business Services 

The results of testing the second hypothesis in research on the effect of risk perception on interest 
in using e-business services show that the regression coefficient value has a negative direction of 0.075 with 
a t-test significance value less than 0.05, where the significance level is 0.040. Hence, the second hypothesis 
is accepted. The risk perception reduces interest in using e-business services. If the perception of risk is 
higher, the interest in using e-business services will be lower.  The analysis in this study shows that the 
perception of risk hurts the interest in using e-business services. Hence, every risk faced by SMWEs can 
affect the interest in using e-business services. The risks faced by e-business users are transaction security 
and the uncertainty of the goods ordered. Risk perception will reduce the individual’s intention to use the 
online store. This prediction arises based on logic, if the higher risk causes someone to fear when transacting 
online, and vice versa. If the perception of low risk will cause someone not to feel afraid in conducting online 
transactions, it is undeniable that they will return to conduct online transactions in the future. The 
perception of risk is a perception of the uncertainty and unintended consequences of using a product or 
service (Rahayu, 2018). This study is consistent with the empirical findings revealed that risk perception 
reduces interest in using e-commerce (Shomad & Purnomosidhi, 2016). The same results were also shown 
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that risk had a significant influence on buyers’ interest in using e-business (Caldwell et al., 2013; 
Ghobakhloo & Tang, 2013; Grant et al., 2014; Mandilas et al., 2013; Utami & Suwarno, 2017). 

 

4. CONCLUSION 

This research implies e-business application developers will continuously innovate to create user-
friendly e-business applications. These applications will improve the perception of women SMWEs towards 
e-business services. Those services must be easy to learn and flexible in use, easily do what they want, time-
efficient, and easy to operate. Thus, we hope that the interest in using e-business services will increase. In 
addition, e-business application developers create secure e-business applications to minimize the risk of 
using e-business. A secure e-business application will improve the perception of SMEs towards e-business 
services on a low level of risk, have transaction security, system security is excellent, and make transactions 
convenient. Thus, we hope that the interest in using e-business services will increase. SMWEs in Klungkung 
District, Buleleng Regency, and Denpasar need the usability and risk perception on e-business services so 
that the perception of SMWE actors towards e-business services is getting better. SMWE actors need e-
business services that are easy to learn and flexible to use, convenient, time-efficient, easy to operate, have 
a low-risk level, secure and comfortable, and increase motivation. Further research should use a more 
comprehensive research location and different analytical methods to make the study results related to this 
topic more valid and complete. 
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