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Abstract: Because it is anticipated that small and medium-sized businesses 

will be able to move the economy during the COVID-19 pandemic signifi-

cantly, they are essential to the economy's recovery. Small and Medium En-

terprise must be equipped with the ability and knowledge to adopt technology 

so that the business is run with added value and can stimulate capital owners 

to flow their capital to business people so that it can provide a multiplier effect 

on the economy as a whole, especially in the city of Denpasar. In order to 

better understand TAM, this study looked at the direct and indirect results of 

perceived risk, perceived ease of use, and perceived usefulness on both user 

behavior and intention to use. The sample in this study was 200 SMEs affected 

by Covid-19 in Bali and used the SEM test with the help of the Stata analysis 

tool version 16. Intention to use is affected by ease of use and perceived risk. 

User behavior is affected by intent to utilize. The intention to utilize is not 

affected by the perceived utility. Perceived usefulness cannot mediate the im-

pact of perceived ease of use on intention to use. Intention to use can mediate 

the effect of perceived ease of use and perceived usefulness on usage behavior, 

while the intention to use cannot mediate the impact of perceived risk on usage 

behavior. The study's findings indicate that the accessibility of technology and 

the hazards associated with its use are important factors in influencing indi-

viduals' intentions to utilize technology. The ability of SMEs to progress in 

technology is crucial, and technology usability is crucial. 

 

Keywords: Perceived Risk, Intention to Use, Perceived Usefulness, Usage Be-

havior, Perceived Ease of Use 

 
 
 
 

CITATION  
 

 

INDEXED IN  
 
D O A J  -  D i r e c t o r y  o f  O p e n  
A c c e s s  J o u r n a l s  
A C I  -  A S E A N  C i t a t i o n  I n d e x  
S I N T A  -  S c i en c e  a n d  T e c hn o l o g y  
I n d e x  
D i m e n s i o n s  
G o o g l e  S c ho l a r  
R e s e a c h G a t e  
G a r u d a  
I P I  -  I nd o n e s i a n  P u bl i c a t i o n  
I n d e x  
I n d o n es i a n  O N E S e a r c h  
 

 

C O R R ES P O NDING AU THO R  
 
N i  P u t u  Ye n i  A s t i t i  
U n i v e r s i t a s  M a h a s a r a s w a t i  
D e n p a s a r ,  
I n d o n es i a  

 
EM AIL  
y e n i . a s t i t i @u n m a s . a c . i d  

OPEN ACCESS 
e I SSN  2 3 0 2- 6 3 32 
p  I SSN  1 6 9 3- 5 2 41 

 

 
 

Copyright (c) 2023 Jurnal Aplikasi Manajemen 

 

Astiti, N. P. Y., Prayoga, I. M. S., and Imbayani, I. G. A. 2023. Digital Transformation through Tech-
nology Acceptance Model Adoption for SME Recovery Economy during the Covid-19 Pandemic. 
Jurnal Aplikasi Manajemen, Volume 21, Issue 1, Pages 153-166. DOI: http://dx.doi.org/10.21776/ 
ub.jam.2023.021.1.11. 



VOLUME 21 ISSUE 1 MARCH 2023 

 

ASTITI ET AL. (2023)  

 
 

JURNAL APLIKASI MANAJEMEN 

 

154 
 

 

INTRODUCTION 

 The Pandemic of Covid-19 is still happen-

ing today, and many negative impacts have been 

caused by this situation (Rakshit et al., 2021). The 

coronavirus disease 19 epidemic has an effect on 

almost all areas of the economy (Fahrika and Roy, 

2020); among them are Small and Medium-Sized 

Businesses, which are purportedly the most badly 

affected (Bahtiar, 2021). The Covid-19 virus out-

break that occurred, apart from causing a decrease 

in sales turnover for Small and Medium Enterpri-

ses, has also caused new problems for small and 

Medium Enterprises, namely the increasingly in-

tensive use of technology in business, where digi-

tal technology that should help every business per-

son has become an internal problem for most Sm-

all Medium Enterprises (Jain et al., 2021). Small 

and Medium Enterprises must be equipped with 

the ability and knowledge to adopt technology that 

the business run has added value. It can stimulate 

capital owners to channel their capital to Small and 

Medium Enterprises to provide a multiplier effect 

on the economy, especially in Denpasar. Several 

things indicate the difficulty of Small and Medium 

Enterprises (SMEs) in carrying out business trans-

formation towards digital, including perceptions 

of risks arising from business digitalization (Rah-

mafitria et al., 2021, Nazir et al., 2021). In additi-

on, other problems, such as fears that products will 

be imitated and feelings of inability to operationa-

lize technology, are obstacles for Small and Medi-

um Enterprises in carrying out digital transforma-

tion. All people now experience digital transfor-

mation in their daily lives thanks to the internet, 

which allows them to share knowledge and purch-

ase from anywhere at any time. There is a wides-

pread belief nowadays that social media must be 

integrated into their overall business marketing for 

firms to draw important values. (Dwivedi et al., 

2021). The most recent International Telecommu-

nication Union poll, which indicates that one in 

five individuals globally uses the internet, highli-

ghts the significance of having an internet connec-

tion. The majority of scholars researched and atte-

mpted to create intention-based theories and mod-

els to observe individual cognitive activity, ackno-

wledging the significance of information technol-

ogy and internet connections. Technology is a new 

thing that has never existed before and has never 

been experienced by Small and Medium Enter-

prises. Ignoring this challenge by surviving con-

ventionally doing business is an unwise choice, 

this is based on the many SMEs that failed to sur-

vive in the midst of technological developments as 

they are today, coupled with the Covid-19 pande-

mic that has occurred, forcing less-contact econ-

omy (Elwalda and Lu, 2016) (Rahmafitria et al., 

2021) (Venkatesh and Davis, 2000).  

 The technology acceptance model (Davis et 

al., 1989) was created to predict an individual's ac-

ceptable behavior. However, studies of its appli-

cation and models built using its conceptualization 

helped determine its satisfactory reliability across 

technologies, contexts, and evaluation times. Ho-

wever, research on the technology acceptance mo-

del shows specific cultural bias issues when em-

ployed in cross-cultural situations (Straub et al., 

1997). Information and communication technolo-

gy is needed as a primer tool so business people 

can advance and develop to win the competition in 

the business market (Dwivedi et al., 2021) (Cho-

ng, 2013). The adoption and development of com-

munication and information technology in a busi-

ness are carried out in stages. It is adjusted based 

on the strength of the resources owned by the com-

pany (Chatterjee et al., 2021) (Chong, 2013) (Sa-

rosa, 2022). Small and Medium Enterprises must 

be very aware of these issues to develop and imp-

rove the business climate to foster trust from sto-

ckholders (capital owners) to invest more capital. 

(Yan et al., 2021) (Tan and Ooi, 2018) (Lin and 

Kim, 2016). Several things are thought to be the 

main reasons for the difficulty of Small and Me-

dium Enterprises in adopting technology in busi-

ness they in; according to (Lin and Kim, 2016), the 

cause is perceived risk or the perception of busi-

ness actors towards the risk that will be received 

when Small Medium Enterprises run their busin-

ess using technology media (Chong, 2013). News 

about cases of business losses due to using tech-

nology seems to be a shadow of doubts by busin-

ess people in adopting business with technology 

media (Jain et al., 2021); according to (Nazir et al., 

2021), many good benefits of technology that are 

rarely well understood by Small and Medium En-

terprises. One of the issues purportedly contributi-

ng to SMEs' delayed adoption of technology is the 

simplicity of use or perceived ease of use (Nepo-

muceno et al., 2014). When SMEs already have 

the desire and understanding of technology's bene-
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fits, it needs to increase the feeling or sense of use-

fulness so that later feelings of intention will emer-

ge, leading to behavior or use behavior (Tan et al., 

2014). According to earlier empirical investigati-

ons, perceived utility significantly influences the 

intention to use Wang et al. (2022), while different 

findings are stated by Abbasi et al. (2011). Perce-

ived usefulness does not affect the intention to use. 

The empirical studies conducted by Abbasi et al. 

(2011), Rahmafitria et al. (2021), Jain et al. (2021), 

and Sarosa (2022) found that perceived risk has a 

significant effect on intention. Other data show the 

correlation between the intention to use and per-

ceived risk (Sarosa, 2022). Wang et al. (2022), 

Abbasi et al. (2011), and Ambalov (2021) asserted 

that the intention to utilize is significantly impact-

ed by perceived usefulness. Another finding about 

how usage behavior is influenced by usage purpo-

se was made by (Wang et al., 2022), (Abbasi et al., 

2011), (Chen et al., 2016), and (Sarosa, 2022).  

 Today, there is a widespread perception that 

companies must use social media driven by tech-

nology (Elwalda and Lu, 2016). According to Ch-

atterjee et al. (2021), in the most recent poll by The 

International Telecommunication Union, one in fi-

ve globally utilize the internet at this time, highli-

ghting several significant statistics about the impl-

ications of technology adaptation. The majority of 

researchers have explored and created intention-

based models and theories to forecast individual 

cognitive behavior in light of the implications of 

technology (Sarosa, 2022), (Dwivedi et al., 2021) 

and (Venkatesh and Davis, 2000). The research 

adopts the model of technology acceptance, and 

models based on the conceptualization of the tech-

nology acceptance model were successful at deter-

mining acceptable dependability across technolo-

gy, context, and time evaluation. (Chong, 2013), 

(Nazir et al., 2021), (Tan and Ooi, 2018) and (Lin 

and Kim, 2016). This study examines TAM by lo-

oking at the direct or indirect effects of Perceived 

ease of use, and perceived risk, on intention to use 

and Intention to Use on usage behavior. The nov-

elty of this study's objective is to create a model 

because there are still inconsistencies in the find-

ings of previous studies. Based on business phe-

nomena and research gap, they are interested in re-

searching how to adopt the SMEs in Denpasar, In-

donesia, using a technology adoption paradigm to 

restore economically from Pandemic of Covid 19. 

LITERATURE REVIEW  

Perceived Usefulness and Perceived Ease of Use  

 A behavior theory called the TRA has recei-

ved support from researchers with wide approval 

and serves as the foundation for the proposed mod-

el of technological acceptance Davis et al. (1989). 

Chatterjee et al. (2021) stated that in information 

system acceptance studies, the Technology Accep-

tance Model is the most commonly used model to 

forecast the user intents and usage behavior. Davis 

(1989), Based on the theory of reason action, sim-

plifies beliefs that influence attitudes as perceived 

ease of use and excludes subjective norms to be 

developed in the Theory of Reason Action. Behav-

ioral is defined as observable actions related to in-

dividual behavior, persuasiveness, or attitude feel-

ings (LaRose and Eastin, 2004). Attitudes are in-

fluenced by perceived usefulness and simplicity of 

use, which in turn determines behavioral intention.  

 

Perceived Risk 

 The uncertainty that typically accompanies 

the decision-making process is referred to as risk 

(Xie et al., 2017), (Gurung and Raja, 2016), (Bian-

chi and Andrews, 2012), (Lee and Song, 2013). 

Any online application's perceived risk will have 

a considerable impact on utilization. The user's in-

tention to use it decreases as the risk increases. Risk 

perception determines attitudes and behavior (Xie 

et al., 2017). Attitudes toward activity, subjective 

norms, and perceived behavior are all influenced 

by risk perceptions.  

 

Intention to Use 

 Azjen (1980) and Ajzen (1991) were the pri-

maries that included behavioral beliefs in the The-

ory of Reason Action. The model of technology 

acceptance was developed with the help of the 

TRA. According to the Theory of Reason Action, 

attitudes are influenced by ideas and beliefs, which 

influence the type of intentions that underpin the 

use of behavior. Behavior is described as an action 

people take that can be seen and influenced by the-

ir experience or some level of observation. Accor-

ding to the Technology Acceptance Model, exter-

nal factors will affect how easily something may 

be used, how valuable it is, and how attitudes and 

behavioral intentions will develop. Adams et al. 

(1992) showed that scientists could employ the Ac-

ceptance of the Technology Model to comprehend 
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the elements affecting the effectiveness of inform-

ation systems. Davis (1993) proposed of Technol-

ogy Acceptance Model (TAM) in empirical inves-

tigations of the adoption and use of information 

technology, as demonstrated. The results show the 

conception of usefulness has considerable benefi-

cial impact on actual usage behavior, perhaps infl-

uencing it indirectly through attitudes toward use. 

 

 

  
Figure 1. Research Concept Framework 

 
HYPOTHESIS DEVELOPMENT 

Perceived Ease of Use and Perceived Usefulness 

 Perceived Ease of Use (PEU) explained the 

degree to which users believe that adopting an in-

formation system requires minimal knowledge, 

period, or effort (Chong, 2013). Davis (1989) as-

serted that perceived ease of use has an impact on 

perceived usefulness, which in turn affects intent. 

In relation to mobile devices, the significance of 

Perceived Ease of Use (PEU) is exemplified fur-

ther because certain limitations usually limit devi-

ces. Tan et al. (2014) confirmed that consumers' 

willingness to apply m-payments influences perc-

eived usability. When consumers view actions like 

making purchases on shopping sites as being very 

simple, they are more willing to accept other tech-

nology during their online transactions, according 

to mobile advertising. The hypothesis can be for-

mulated as follows: 

H1 : Perceived Ease of Use has a positive effect on 

Perceived Usefulness 

 

Perceived Ease of Use and Intention to Use 

 In this study, behavioral intention is influ-

enced by perceived usability. According to Davis 

et al. (1989), the extent to which someone believes 

utilizing a particular system would be simple. As 

a direct predictor of behavioral intention, perceiv-

ed ease of use significantly influences perceived 

ease of use, based on research on acceptance and 

deployment of technologies. Davis et al. (1989) 

noticed a substantial association between it and 

perceived ease of application, which was later em-

pirically confirmed by numerous academics, in-

cluding (Wu et al., 2007), (Taylor and Todd, 1995), 

(Mathieson, 1991).  

H2 : Perceived Ease of Use has a positive effect on 

the Intention to Use 

 

Perceived Risk and Intention to Use 

 Related to how the user perceives the uncer-

tainty or safety risk they might experience when 

utilizing a new technology. (Nepomuceno et al., 

2014). In this research, we identify perceived risk 

as a potential privacy risk that could arise during 

the collection of BTA data, such as unintentional 

exposure or theft of private user information. Stu-

dies in many domains have verified the significan-

ce of perceived risk in determining usage intenti-

on. Research related to the perceived risk in the fi-
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eld of education conducted on high school students 

(Sarosa, 2022), in the field of transportation (Jain 

et al., 2021), in the tourism industry (Rahmafitria 

et al., 2021), (Nazir et al., 2021). Therefore, the 

hypothesis can be written down as follows: 

H3 : Perceived Risk has a positive on Intention to 

Use 

 

Perceived Usefulness and Intention to Use 

 Perceived Usefulness reflects the extent to 

which the adoption of information systems will in-

crease performance (Davis, 1989). The notion that 

utilizing the updated IS boosts efficiency and time 

savings are described by the perceived usefulness. 

Venkatesh and Davis (2000) stated that the percep-

tion of use directly affects user intent and is essen-

tial for technological acceptance. A study by Yan 

et al. (2021) revealed that Perceived Usefulness 

significantly impacts users' behavioral intention 

toward the mobile business of QR codes. Tan and 

Ooi's (2018) benefits were discovered to consider-

ably impact consumers' intentions to use mobile 

social media advertising. However, the following 

formulation of the hypothesis is possible: 

H4 : Perceived Usefulness has a positive effect on 

Intention to Use 

 

Intention to Use and Usage Behavior 

 The likelihood of a user accepting a new in-

formation system depends on various criteria. Lin 

and Kim (2016) revealed that Perceived Useful-

ness and Perceived Ease of Use are essential in de-

termining consumer intentions to adopt mobile ad-

vertising. Product ratings are a crucial feature that 

greatly influences potential customers' online sho-

pping behavior in addition to perceived usefulness 

and perceived ease of use (Elwalda and Lu, 2016). 

Therefore, the hypothesis can be formulated as fol-

lows: 

H5 : Intention to Use has a positive effect on Usage 

Behavior 

 

The Mediation Role of Perceived Usefulness   

 Beliefs will influence views about behavio-

ral intentions about perceived usefulness and sim-

plicity of usage. Perceived usefulness is defined 

by Davis (1989) as how much individuals believe 

that employing a specific system will rectify busi-

ness performance. Perceived ease of use refers to  

 

how much a person believes that using a particular 

system necessitates making an effort to compre-

hend the system as whole (Venkatesh et al., 2003). 

Perceived behavioral intention is significantly in-

fluenced by perceived usefulness and perceived 

ease of use, according to studies on the technology 

acceptance and adoption, which are supported by 

the Technology Acceptance Model (Davis, 1989), 

(Davis et al., 1989), (Venkatesh and Davis, 2000). 

Davis (1989) examined that perceived ease of use 

and perceived usefulness are significant relation-

ships between them, which was later proven by dif-

ferent researchers empirically (Wu et al., 2007), 

(Taylor and Todd, 1995) and (Mathieson, 1991). 

That is in line with the theory of the Technology 

Acceptance Model, Theory of Reason Action, and 

Theory of Planned Behavior; hopeful outcome be-

liefs about positive attitudes toward technology 

acceptance tend to affect behavioral intentions to 

use technology positively.  

H6 : Perceived usefulness can mediate the effect of 

Perceived Ease of Use and Intention to Use 

 

The Mediation Role of the Intention to Use  

 Lin and Kim (2016) found that perceptions 

of usefulness and simplicity influence people's use 

of technology. Chatterjee et al. (2021) asserted 

that the technology acceptance model is the most 

generally used model for predicting intents and 

behavior when adopting technology. Previous re-

search has confirmed that perceived usefulness 

(PU) and ease of use influence technology adopti-

on. According to Bauer (2001), the belief that any 

action will have effects that cannot be foreseen wi-

th near certainty, some of which may be unpleas-

ant, is known as perceived risk. Perceived risk re-

fers to the user's perception of uncertainty or secu-

rity hazard they will experience if they use new 

technology (Nepomuceno et al., 2014). Perceived 

usefulness, ease of use, and perception of risk of 

technology can influence the intention to use tech-

nology and have an impact on behavior using tech-

nology.  

H7 : Intention to use can mediate the effect of Per-

ceived Ease of Use on Usage behavior 

H8 : Intention to use can mediate the effect of per-

ceived risk on usage behavior 

H9 : Intention to use can mediate the effect of Per-

ceived usefulness on usage behavior 
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METHOD 

 This research integrated quantitative techni-

ques with an associative approach and quantitated 

perception data. The research was carried out at 

Small and Medium Enterprises in Denpasar. The 

Small and Medium Enterprises sampled in this 

study were 200 Small and Medium Enterprises. 

The process of gathering data was done by con-

ducting questionnaires and interviews with several 

Small and Medium Enterprises that were the re-

search samples. Data collection is based on a pre-

pared questionnaire. The analysis of this research 

consists of descriptive and inferential analysis as 

well as the Structural Equation Modeling method 

with the Stata Program (SEM-Stata) with the Ana-

lysis of the measurement model or the Outer Mod-

el, the analysis of the structural model or the Inner 

model, and the testing of the research hypothesis 

which was carried out with the Stata program ver-

sion 16.  

 

Variable Operational Definitions 

 Perceived ease of use is the level at which a 

person believes using technology is easy and does 

not require hard effort from the wearer. Perceived 

risk is a possible profit and loss from adopting 

technology to run its business. Perceived useful-

ness is a level where business people believe that 

using a particular system will help improve busi-

ness performance. Intention to Use is a behavioral 

tendency to use technology. Usage Behavior is be-

havior using in the habit of using technology. The 

indicators used to measure each construct are pre-

sented in table 1.

 

Tabel 1. Construk dan Indikator 

 

Construk Indikator Sumber 

Perceived ease of use 

(PEU) 

Easy to use (PEU1) 

Easy to understand (PEU2) 

Practical use (PEU3) 

Satisfactory technology services (PEU4) 

Wide range (PEU5) 

(Waspada, 2012) 

Perceived risk (PR) Potential failure in financial transactions (PR1) 

Potential losses due to technology applications (PR2) 

Digital security system (PR3) 

(Miliani and Indriani, 

2013) and (Featherman 

and Pavlou, 2003) 

Perceived usefulness 

(PU) 

Faster payments (PU1) 

Detailed record keeping (PU2) 

Safety feeling in transactions (PU3) 

Easy to promote (PU4) 

(Rahmatsyah, 2011) 

Intention to Use (IU) Intend to use (IU1) 

Intend to try (IU2) 

Plan to use (IU2) 

(Rahmatsyah, 2011) 

Usage Behavior (UB) Frequent usage (UB1) 

Regular usage (UB2) 

Behavior priority(UB3) 

(Pertiwi and Ariyanto, 

2017) 

RESULTS 

Respondent Characteristics 

 Based on the findings of the 200 sample re-

spondent data tabulation, it can be explained that 

based on the type of SME business out of 200 sam-

ples, 73 respondents, or 37%, are SME engaged in 

trade, 68 respondents, or 34% are engaged in the 

culinary business, 52 respondents or 26% engaged 

in the service business. In contrast, the remaining 

seven respondents, or 7%, were engaged in the ag-

ribusiness business. Meanwhile, according to the 

length of operation, of the 200 respondents in this 
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study, as many as 34 respondents, or 17%, had be-

en operating for more than five years. There 118 

or 59% of respondents had been operating for th-

ree years to less than five years, while for respond-

ents who had been operating for a long time, one 

year to less than three years, 48 respondents or 

24%. According to the SME business scale group, 

the distribution of respondents was 200 respond-

ents; the micro-scale business group was 62 res-

pondents or 31%, then small-scale business group 

was 127 respondents or 63%, while the medium-

scale business group was 11 respondents or 6%. 

 

 
 

Figure 2. Respondent Characteristics  

 

Classic Assumption Test 

 Based on the results of the Kolmogorov-

Smirnov test, which was used in this study's nor-

malcy test. The normality assumption is met if the 

Kolmogorov-Smirnov significance value is > 0.05. 

Conversely, if the Kolmogorov-Smirnov value is 

<0.05, the normality assumption is not met. From 

the analysis results, the Kolmogorov-Smirnov sig-

nificance value in the regression model is 0.297, 

0.396, and 0.621. This value is more significant 

than 0.05, so it can be concluded that the assump-

tion of normality in the research model has been 

fulfilled. The Glejser test was utilized in this stu-

dy's heteroscedasticity test. The independent vari-

ables' absolute residual values and their relation-

ship through regression are how the Glejser test is 

conducted. There is no heteroscedasticity issue if 

the absolute residual and independent variable cor-

relation coefficients are significant at a level great- 

er than 0.05. The variance inflation factor (VIF) 

technique is used in this study to identify multicol-

linearity issues. The assumption that multicolline-

arity does not occur is indicated by a VIF rating of 

under ten and a tolerance value greater than 0.1. 

The results above show that for equation 1, VIF 

value is under one while the tolerance value is abo-

ve 0.1. Normality test values, heteroscedasticity 

tests, and multicollinearity tests are presented in 

tables 2, 3, and 4. 

 

Table 2. Normality test 

 

Equation Asymp. Sig. (2-

tailed) 

PU = α + βPEU + e 0,297 

IU = α + βPEU + βPU + βPR + e 0,396 

UB = α + βIU + e 0,621 
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Table 3. Heteroscedasticity Test 

 

Equation Sig 

PU = α + βPEU + e 0,083 

IU = α + βPEU + βPU + βPR + e 0,137 

 0,505 

 0,406 

UB = α + βIU + e 0,296 

 

Table 4. Normality test 

 

Equation VIF 

PU = α + βPEU + e 1 

IU = α + βPEU + βPU + βPR + e 1,12 

 1,08 

 1,14 

UB = α + βIU + e 1 

 

Measurement Model Analysis or Outer Model 

 

Table 5. Measurement Results or Outer Model 

 

Variable Cronbach's Al-

pha > 0,7 

Composite Reliabil-

ity >0,7 

Average Variance Ex-

tracted (AVE) > 0,5 

Intention to Use 0,799 0,749 0,620 

Perceived Ease of Use 0,715 0,817 0,692 

Perceived Risk 0,783 0,820 0,605 

Perceived Usefulness 0,836 0,891 0,672 

Usage Behavior 0,731 0,802 0,776 

 Table 5 have shown the that Composite Re-

liability and Cronbach's Alpha both have values of 

more than 0.7, indicating a high level of reliability 

for the measurement model. 

 

Convergent Validity 

 

Table 6. Results of Indirect Effect Testing 

 

  Intention to Use Perceived Ease of 

Use 

Perceived 

Risk 

Perceived 

Usefulness 

Usage Behavior 

IU1 0,898         

IU2 0,859         

IU3 0,814         

PEU1   0,886       

PEU2   0,766       

PEU3   0,793       

PEU4   0,823       

PEU5   0,894       

PR1     0,702     

PR2     0,796     

PR3     0,829     
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  Intention to Use Perceived Ease of 

Use 

Perceived 

Risk 

Perceived 

Usefulness 

Usage Behavior 

PU1       0,746   

PU2       0,782   

PU3       0,859   

PU4       0,884   

UB1         0,853 

UB2         0,724 

UB3         0,890 

 The test results show that each construct's 

convergent validity has a value of more than 0.7, 

which means that each indicator can explain the 

research construct well. 
 

Structural Model Analysis or Inner Model  
 

Table 7. R-Square (R2) 
 

  R Square R Square Ad-

justed 

Intention to Use 0,782 0,771 

Perceived Useful-

ness 

0,650 0,646 

Usage Behavior 0,744 0,741 

 

Table 8. The goodness of Fit (GoF) 
 

Fit Statistic value 

p > chi2 0,000 

p > chi2 0,000 

   

Table 9. Q-Square Predictive Relevance (Q2) 
 

  SSO SSE Q² (=1-

SSE/SSO) >0 

Intention to 

Use 

600,000 522,841 0,129 

Perceived 

Ease of Use 

1000,000 1000,000   

Perceived 

Risk 

600,000 600,000   

Perceived 

Usefulness 

800,000 775,339 0,031 

 R-Square (R2), Q-Square Predictive Rele-

vance (Q2), and Goodness of Fit are the founda-

tions for internal model testing (GoF). The test re-

sults can be found in Table 8, which demonstrated 

that the model had strong predictive relevance as 

indicated by the Q-Square Predictive Relevance 

having a value greater than 0. The test results 

showed that the p-value of the chi-square has a 

value of 0.000 and is below 0.05, which means 

that the model analysis is feasible to continue. It is 

presented in table 9.  

 
Hypothesis Test 

 The basis for testing the research idea is an 

error rate of 5%, so the hypothesis can be accepted 

if the p-value <0.05 or t-statistics > 1.96 for the 

direct effect hypothesis, while for the indirect ef-

fect hypothesis, it can be seen from the specific in-

direct effect value. The results of hypothesis test-

ing can be presented in table 10 and table 11. Ba-

sed on table 10, the findings of this study demon-

strated that perceived usability significantly influ-

ences perceived usefulness. It can be seen from the 

p-value of 0.006. Perceived ease of use signifi-

cantly affects the intention to use, which is indi-

cated by a p-value of 0.034. Likewise, perceived 

risk significantly affects the intention to use, with 

a p-value of 0.046. Still, perceived usefulness does 

not significantly affect the intention to use, as in-

dicated by a p-value of 0.496. In contrast, the in-

tention to use significantly affects user behavior. 

It was indicated by the p-value of 0.023. On table 

11, the study's findings are described, demonstrat-

ing that perceived usefulness cannot mitigate the 

effect of perceived usability on the desire to use. 

That is aimed at a specific indirect effect value of 

0.045. The impact of perceived usability on usage 
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behavior might be moderated by intention to use, 

as evidenced by the precise indirect effect value of 

0.126. Intention to use cannot mediate the effect 

of perceived risk on usage behavior. That is seen 

from the worth of 0.185. Intention to use can me-

diate the effect of perceived usefulness on usage 

behavior, which is indicated by the specific indi-

rect effect value of 0.117. 

 

Table 10. Results of Direct Effects Analysis 

 

Independent Varia-

ble 

Hypothesis Dependent Variable t-statistic P Result 

PEU H1 PU 2.74 0.006 Supported 

PEU H2 IU 2.12 0.034 Supported 

PR H3 IU 2.00 0.046 Supported 

PU H4 IU 0.68 0.496 Not supported 

IU H5 UB 2.27 0.023 Supported 

 

Table 11. Hasil Analisis Indirect Efek 

 

Independent Varia-

ble 

Hipotesis Mediasi 

Variabel 

Dependent 

Variable 

Nilai Spesific 

indirect efek 

Result 

PEU H6 PU IU 0,045 Not supported 

PEU H7 IU UB 0,126 Supported 

PR H8 IU UB 0,185 Not supported 

PU H9 IU UB 0,117 Supported 

DISCUSSION 

Perceived Ease of Use on Perceived Usefulness 

 The relationship between perceived ease of 

use and perceived usefulness shows that accessing 

or using technology is crucial for SMEs in the cre-

ative industries. This conclusion is supported by 

the results of the research put forward (Wang et 

al., 2022), (Abbasi et al., 2011), (Taufik and Hana-

fiah, 2019), (Chen et al., 2016). The TAM con-

cept, developed by Fred Davis in 1986, is a model 

that may be used to analyze the variables that af-

fect a system's or information system's acceptance. 

Perceived Usefulness is a level where individuals 

believe the system can increase their efficiency in 

business activities carried out by SMEs.  

 

Perceived Ease of Use on Intention to Use 

 The relationship between perceived ease of 

use and intention to use shows that the ease of ac-

cessing or using technology is crucial for SMEs in 

the creative industries in increasing their intention 

to use technology. This result is consistent with stu-

dies done by Wang et al. (2022) but contrary to the 

findings produced by Abbasi et al. (2011). The re-

lationship between perceived risk and intention to 

use shows that the risk of accessing or using tech-

nology is crucial for SMEs in the creative indus-

tries to increase their intention to use technology. 

This finding is in line with research conducted by 

Sarosa (2022), Jain et al. (2021), Rahmafitria et al. 

(2021), and Nazir et al. (2021) but contrary to the 

findings produced by Wang et al. (2022). 

 

Perceived Usefulness on Intention to Use 

 The relationship between perceived useful-

ness and intention to use showed that the ease of 

accessing or using technology could be more im-

portant for SMEs in the creative industries in in-

creasing their intention to use the technology. The 

findings contradict research conducted Wang et al. 

(2022), Abbasi et al. (2011), and Ambalov (2021). 

The connection between user behavior and inten-

tion to utilize shows that the intention to access or 

use technology is a concern for SMEs in the crea-
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tive industry sector in increasing the intention to 

use technology. This result is consistent with pre-

vious research Wang et al. (2022), Abbasi et al. 

(2011), Chen et al. (2016), and Sarosa (2022).  

 

Perceived Risk on Intention to Use and Inten-

tion to Use against Usage Behavior.  

 The findings from this study use technology 

to play a significant part in transforming business 

towards digital. The ease of using technology and 

the risks posed by the use of this technology are 

influential factors in increasing the intention to use 

technology. SMEs need more ability to advance 

technology, so ease of use of technology is essen-

tial. Risk factors are a significant concern for the 

SMEs because limited knowledge of the risks in-

volved in using technology is something that con-

cerns SMEs. Ease of using technology will lead to 

perceived benefits for SMEs, but perceptions of 

usefulness only sometimes increase SMEs' inten-

tion to use technology. Each technology is per-

ceived as having its uses and functions, but the 

main thing for SMEs is its risk and ease. Also, the 

intention to use technology will cause SME be-

havior to wait for technology to increase.  

 

The Mediation Role of Perceived Usefulness   

 The study's results stated that the effect of 

perceived ease of use on intention to use could not 

be mitigated by perceived usefulness. For SMEs, 

the technology that will be used is more on tech-

nology that can benefit their business. The benefits 

of the technology used are essential for SMEs. An 

entrepreneur managing his business must also be 

based on the ability to implement the management 

of the functions he has, including the technology 

he uses. Skills in increasing innovation in manag-

ing their business can also increase competitive 

advantage (Pratama et al., 2022); innovation can 

increase the intention of being found by Efrata et 

al. (2021).  

 

The Mediation Role of the Intention to Use 
 The results of the study show that intention 

to use is not able to increase the effect of perceived 

risk on user behavior. SMEs tend to fear facing the 

risks, where risks are often perceived as detrimen-

tal and should be anticipated. The existence of a 

perceived risk for SMEs will reduce the intention 

to use or access technology so that they will be un-

able to increase the use of this technology. This 

result is consistent with the analysis by Kim and 

Lennon (2013) and Aldás‐Manzano et al. (2009). 

This finding is different from research conducted 

by Hirunyawipada and Paswan (2006). The perce-

ived risk is for the antecedents of technology ac-

ceptance. The study's findings indicate that the in-

fluence of perceived use and usefulness on behav-

ior might be increased by intention to use. The ac-

cessibility of accessing technology, along with its 

perceived usability and utility, will enhance SMEs' 

intentions to employ it and, eventually, their use of 

it. 

 

IMPICATIONS 

 The study's conclusions suggest that the ea-

se of using technology and the risks posed by the 

use of this technology are influential factors in in-

creasing the intention to use technology. SMEs ha-

ve limited ability to advance technology, so ease of 

use of technology is essential. Risk factors are a 

significant concern for SMEs because of limited 

knowledge of the risks resulting from using tech-

nology is something that concerns SMEs. The ease 

of using technology will lead to perceived benefits 

for SMEs, but the perceived usefulness only some-

times increases SMEs' intention to use technology. 

 

RECOMMENDATIONS 

 Several limitations in this study can be con-

sidered when conducting further research, includ-

ing the sample used should be classified in advan-

ce with the specifications of the product owned, 

whether it requires the technological assistance in 

marketing it so that the benefits of using or adopt-

ing the technology will be more pronounced. An 

advantage of this research is that it just looks at 

internal elements that affect how people use tech-

nology; future research can also look at external 

ones.  

  Subsequent research can examine the tech-

nology and digital transformation in areas with low 

technology absorption; the research model can be 

further developed according to the needs based on 

the study subject under examination of the subse-

quent research concept. 

 

CONCLUSIONS 

 Perceived ease of use and perceived risk af-

fect intention to use. It indicates SMEs' perception 
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of the ease of using technology and the risks posed 

are their main concerns. Perceived ease of use af-

fects perceived usefulness; this shows that a better 

SME's perception of the ease of using technology 

will cause the SME's perception of the usefulness 

of technology to be even better. Other results re-

garding perceived usefulness on intention to use 

show different results from other findings, name-

ly, no effect. The final finding in this study is that 

intention to use influences usage behavior. 
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