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ABSTRACT 
Current technological developments make activities shift from traditional systems to more 
modern systems. This change occurs in several aspects, one of which is trade. The 
existence of digitalization makes activities more effective and efficient, which can be 
accessed more efficiently using an application. To attract the customer's interest, the 
company must make a strategy to be trusted. This research examines the influence of 
several factors on the use of the Shopee application. The sample was taken from Maulana 
Malik Ibrahim State Islamic University, Malang students. The results of this study revealed 
that perceptions of convenience, security, trust, and E-WOM did not affect the level of use of 
the Shopee application by UIN Malang students. Attitude variables influenced the level of 
use of the shopee application. 
 
Keywords: Perception of Ease, Perception of Security, Perception of Trust, Electronic 
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INTRODUCTION 

 
 Technology is now a part of human life. Many human activities are supported by 
technology. The very rapid development of technology requires humans to keep abreast of 
existing technological developments so that humans experience digital transformation. 
Digital transformation is a change in the method of handling work using technology to gain 
efficiency and effectiveness (Danuri, 2019). 
           Current technological developments have entered the era of Society 5.0. The era of 
society 5.0 is a revolution in people's lives by utilizing technology and considering the 
humanities and human aspects (Bimantoro et al., 2021). Thanks to these developments, the 
community feels the impact. An example of the impact of technological developments felt by 
the community is the ease of buying and selling that can be done through e-commerce. 
The Technology Acceptance Model (TAM), specifically designed for modelling information 
system acceptance, is an adaptation of the Theory of Reasoned Action (TRA) developed by 
Fishbein and Ajzen (1975). namely, the theory of action that reasoned with the premise that 
a person's reaction and perception of something will determine the Attitude and behaviour of 
that person. Reactions and perceptions of users of information technology will affect their 
Attitude toward acceptance of the technology. The concept of the Technology Acceptance 
Model was developed by Davis (1989), a theory that offers a basis for studying and 
understanding user behaviour in receiving and using information systems. Fadlan 
&Dewantara (2018) . 
           Electronic-Commerce (E-Commerce) is a way to sell and buy goods over the Internet 
(Rehatalanit, 2021). E-commerce is a business carried out online through Internet media, 
which can be connected to Internet users worldwide (Gazieva, 2021). In e-commerce, sellers 
and buyers can buy and sell anytime and anywhere, which is one of the advantages that 
conventional markets do not have. 
           Shopee is an e-commerce that ranks first as the most downloaded online shopping 
application, according to App Annie, a mobile application market analysis and research 
company. Tech in Asia, through the results of its review, also confirmed Shopee as an online 
shopping application that dominates the market today. The success of offering millions of 
products at affordable prices with free shipping promotions has made Shopee the first 
position as e-commerce (Desky et al., 2022). The proportion of e-commerce users comes 



 

 

from various ages. In 2021, 26-25 is the age that uses e-commerce the most for shopping. 
This data comes from the results of Kredivo's research and the Insight Center data. 
Consumer shopping decisions are generally based on factors that influence them, such as 
perceptions of security, convenience, trust, and so on (Falaahuddin&Widiartanto, 2020). 
           Security is important in all aspects. Security is the ability of a company or business 
owner to protect customer data (Nasikah &Fuadi, 2022). This protection is one of the 
urgency of e-commerce. Current crime can be in the form of digital crime, commonly known 
as cybercrime. Of course, if an e-commerce company does not pay attention to security 
elements, it will affect the use of the e-commerce platform. A customer's security perception 
is the level of one's confidence in technology. That the security of financial transaction data 
is guaranteed (Desky et al., 2022).   
           Interest in using certain e-commerce, consumers or customers certainly do not only 
hope that security is guaranteed, but the convenience provided also affects this. Perception 
of convenience is the belief that using technology will minimize effort or effort in its operation 
( Mariam et al., 2021). The convenience provided to consumers will certainly increase 
interest in using this technology. The reason is that e-commerce users are not only young 
people aged 18-35, but many aged 40 and over still use e-commerce. If the ease of using 
the technology exists, the perceived ease of use indicator will be achieved. 
           Trust is generally defined as a psychological state that builds an intention to accept 
vulnerability based on expectations of other intentions or behaviours (Kassim & Abdullah, 
2010). According to Kassim and Abdullah, trust is important in building and maintaining 
relationships, although it is also considered difficult to manage. When trust is described in 
terms of technology, trust has a marked influence on the willingness of users to engage in 
exchange for money online. Online and the sensitivity of personal information. It is not easy 
to imagine that consumers will transact with online retailers without trusting a particular 
vendor. Therefore, the importance the trust earned from consumers has had in the growth of 
e-commerce. Differences in research results regarding the use of TPB theory to explain the 
use of the system need to be clarified in this study. In addition, this study also adds two other 
variables, namely E-WOM and Attitude. E-WOM is used because it is a strategy for 
consumers to build consumer trust (Yulindasari&Fikriyah, 2022). Attitude is used because if 
someone carries out an activity that will produce positive things, it will cause a good attitude 
towards the implementation (Mail & Md Ibharim, 2020) 
           The benefits of using something are part of the consumer's goal of getting what he 
wants. The perceived usefulness greatly influences the use of technology so that consumers 
feel that their performance is increasing. Therefore, the benefits of giving confidence in using 
technology will bring about an attraction to the use of e-commerce ( Mariam et al., 2021). 
When knowing the benefits that will be obtained, consumers will flock to use e-commerce. 
  
 
 
 

LITERATURE REVIEWS 

Theory of Planned Behavior 

This study uses the TAM (Technology Acceptance Model) theory developed by Davis 
(1989). TAM is the development of TRA ( Theory of Reasoned Action ). This theory tries to 
explain the measurement of attitude and behaviour components. Beliefs and external stimuli 
in information systems. The variables included in the TAM theory are the influence of 
perceptions of convenience, security, benefits, and trust (Kholilah et al., 2022) 
 

Apart from the TAM theory, several theories are used in this study, namely TPB ( 
Theory of Planned) and Diffusion of Innovation Theory. The theory of Planned Behavior 
(TPB) was developed by Martin Fishbein and Icek Ajzen in 1980 to refine the previous 



 

 

theory known as the theory of planned ( Theory of response action). Included in the TPB 
theory is Attitude. 

 
 
PERCEPTION OF CONVENIENCE 
 Perceived ease of use measures the degree to which individuals believe technology 
can be easily understood and used. Perceived convenience is a belief about the decision-
making process. The perception of ease is when individuals believe that technology is easy 
to use, then they are interested in using it (Sulfina et al., 2022) 
           Perceived ease of use can be interpreted as how far a person believes that using a 
new technology will be free of effort. Perceived ease of use is inconvenient, and someone 
believes the technology can be used easily and is free from problems (Desita & Dewi, 2022). 
Research from Sulfina (2022), Fadlan &Dewantara (2018), and Joan &Sitinjak (2019) shows 
that there is a significant relationship between ease of use and interest in use. 
 
H 1: Perceived convenience has a significant effect on the decision to use 
 

 
SECURITY PERCEPTION 
 The perception of security is a protection in which a person feels protected from the 
emergence of threats from an information asset(Harminingtyas & Th. Susetyarsi, 2022). 
 Perception of Security is protection where a person feels protected from the 
emergence of threats from an information asset. Perception of security related to threats that 
cause circumstances, conditions, or events that can potentially cause economic difficulties 
with data sources or networks that damage data collection and modification, denial services, 
and fraud and abuse of authority. So, efforts to maintain and improve services will satisfy 
users and create trust. Research from Harminingtyas (2022), Rahmawati & Yuliana (2020), 
and Aditya & Mahyuni (2022) shows that Perception of Security has a significant influence 
on usage. 
 
H 2: Perception of safety has a significant effect on the decision to use 
 
 
 
PERCEPTION OF TRUST 
 Trust is a person's trust in another party in carrying out a relationship between the 
two parties after that person collects various information based on the belief that the party 
can fulfil the obligations he expects. This result can be interpreted as trust, a person's belief 
in something. The level of trust is the ability of the manufacturer or service provider to 
guarantee the security and confidentiality of the instruments consumers use to make their 
users trust (Ernawati &Noersanti, 2020). Research from Ernawati & Noersanti (2020), 
Romadloniyah & Prayitno (2018), and Deliyana et al. (2022) show that Perception of Trust 
has a significant influence on usage. 
 
H 3: Perceived Trust has a significant effect on the decision to use 
 
ELECTRONIC WORD OF MOUTH 
 Before the internet spread, people knew about products in the traditional way or by 
word of mouth. Nevertheless, as the internet developed, word-of-mouth communication 
began to be replaced by electronic word-of-mouth. Electronic Word of Mouth is a positive or 
negative opinion of previous consumers regarding a general product or company via the 
internet media. E-wom positively and significantly influences decisions to use E-Commerce 
to make purchases. This result aligns with research conducted by Kartika and 



 

 

Ganarsih(2019) (Priansa, 2016), which states that E-Wom influences the decision to use E-
Commerce, which is used to buy goods. 
 
H 4: Electronic Word of Mouth influences the decision to use 
 
ATTITUDE 
 Historically, the term attitude was first used by Spencer in 1862, which he interpreted 
as "a person's mental status" at that time. Social Psychologists are increasingly using the 
term attitude in general and Educational Psychologists in particular (Syamaun, 2019). By 
knowing a person's Attitude, one can predict how the response or behaviour will be taken by 
the person concerned to a problem or situation that he faces (Syamaun, 2019). 
Research conducted by Kau (2022) and Tjokrosaputro, 2021) stated that Attitude positively 
and significantly influences interest in using e-commerce applications to purchase needed 
items. 
 
H 5: Attitude influences the decision to use 
 
 
USE DECISION 
 Several indicators can be used to measure product purchasing decision variables, 
including (1) buying stability after knowing product information; (2) deciding to buy because 
of the most preferred brand; (3) buying because it is under the wishes and needs; (4) buy 
because they get recommendations from other people (Awaludin et al., 2023) 
 
Based on the research by I Gusti (2022), Purba (2020) and (Awaludin et al., 2023) and the 
gaps from previous research, the model was modified into a framework in the research 
below: 
 

 
Fig .1 Gambar 1 KerangkaBerpikira 



 

 

  
Based on the framework above, research can be arranged with the influence of independent 
variables, including perceptions of convenience, security, benefits, trust, E-WOM and 
attitudes towards using applications from e-commerce shopee. 
 
 
 

RESEARCH METHOD 
 

 This research uses quantitative research methods. The sample of this study 
were students from the State Islamic University of Maulana Malik Ibrahim, Malang, with a 
total of 112 respondents. The subjects in this study were students. Based on the survey, 
students were the most populous in using e-commerce because they understood more 
about technology. Students themselves were chosen because, as a generation that 
understands more about technological developments, they will understand much more about 
using e-commerce. because at that age, students will explore more deeply related to 
technology so that researchers can dig up information related to the topics studied through 
questionnaires distributed by students. 
 
 Data is a collection of information or facts made with words and searched by 
observation based on certain sources. The data in this study uses primary data. Primary 
data is data obtained or collected directly from data sources (Swarjana, 2015 ). The data 
collection technique is a strategy in a study to collect the necessary data (Nurdiansyah & 
Rugoyah, 2021). Data is obtained by creating a questionnaire on Google Forms and 
distributing it to student contacts. All variables in this study are latent or construct variables 
that cannot be measured directly (unobserved). Therefore, the existence of these latent 
variables is measured by statement indicators in the form of a Likert scale. 
 In this study, the measurement of these statements used a five-level Likert scale: 1: 
Strongly Disagree, 2: Disagree, 3: Neutral, 4: Agree, 5: Strongly Agree. The dependent 
variable in this study is X1 as Perceived Convenience, X2 as Security, X3 as Benefit, X4 as 
Trust, X5 as E-Wom, and X6 as Attitude. The independent variable in this study is Y1 as the 
use of the Shopee application. 
The TAM theory reveals that one of the influential variables is usefulness. Several studies 
have also empirically proven the effect of this variable on the use of certain systems, such as 
research conducted by Melawati and Wijaksana (2020) showing that perceived benefits 
significantly influence usage. 

Perceived benefit is a measure in which an individual believes that using a 
technology will increase the individual's performance at work. If an individual believes in a 
useful technology, he or she will use that technology (Sulfina et al., 2022). Perceived benefit 
is defined as the extent to which consumers believe that online shopping will improve their 
transaction performance (Melawati & Wijaksana, 2020) 
 People will use technology to speed up work and generate physical and non-physical 
benefits. However, if people feel their technology could be more useful, they will decide not 
to use it (Sari et al., 2019).However, in this study, we did not use this variable because the 
results of the reliability test showed insignificant results, namely 0.581 
 

The data processing and analysis technique used in this study is SEM analysis, a 
multivariate statistical technique combining factor analysis and regression (correlation) 
analysis, which aims to examine the relationships between variables in a model, both 
indicators and variables: constructs or the relationship between constructs. The SEM used in 
this study is a covariance-based SEM (CB-SEM or Covariance Based-Structural Equation 
Modeling), which intercorrelates or frees its indicators to correlate with each other with 
indicators and their latent variables (Arta et al., 2021 ). This study's data processing uses the 
SmartPLS statistical program/software. 
 



 

 

 
RESULTS AND DISCUSSION 

1. Normality Test 
 

It is normal if the sig level value is > 0.05 and vice versa. If it is less than the value, it 
is not normal. The test results from the Normal P Plot show that the points follow the 
diagonal line and do not spread. This result shows that the regression model meets the 
assumption of normality. Results from Asymp. Sig. (2-tailed) The one-sample Kolmogorov-
Smirnov test shows the number .179 > 0.05, indicating that the data is significant and 
normally distributed. Kolmogorov-Smirnov (KS) non-parametric statistical test can be known 
if the sig (2-tailed) value is greater than5%, thendistributed data is normal(Romadloniyah & 
Prayitno, 2018) 

 

2. Multicollinearity Test 

If the VIF is below < 10 and the tolerance value is above > 0.1, there are no 

multicollinearity symptoms. 
 
 It is known that the VIF value is Ease (X1) Benefit (X2) Trust (X3) E-Wom (X4) 
Security (X5) Attitude (X6) 1.606, 1.457, 2.605, 1.810, 2.183, 2.259 < 10. Known 
Tolerance value Ease (X1) Benefit (X2) Trust (X3) E-Wom (X4) Security (X5) Attitude 
(X6) 0.623, 0.686, 0.384, 0.553, 0.458, 0.443 > 0.1 
So, the data does not occur in multicollinearity. 
 
3. Heteroscedasticity Test 
 Heteroscedasticity does not occur if the sig value is > 0.05 and vice versa. 
Based on Spearman's rho test, the sig values for each independent variable are 
obtained as follows so that it can be concluded that there are no symptoms of 
heteroscedasticity: 

Table 1 -Spearman's Rho Test of some selected variables.  
 

Spearman's Rho Test 

Variables Sig. (2-tailed) 
Ease of Use 0.502 
security 0.970 

Trusts 0.777 
Usefulness 0.473 
E-WOM 0937 
attitude 0.650 

 
 
 
One hundred twelve sources from the State Islamic University of Maulana Malik 
Ibrahim have distributed and obtained questionnaires. The following are the results of 
the validity and reliability analysis using the Smart PLS 4 application. 
 
Table -2 Validity test and Reliability test.  
 

  
Validity 
Test   

Reliability 
Test 

X1.3 0.876 X1 0.747 

X1.4 0.909 
  



 

 

 
 

 

X2.1 0.743 X2 0.797 

X2.2 0.768 
  X2.3 0.795 
  X2.4 0.826 
  X3.2 0.828 X3 0.581 

X3.4 0.85 
  X4.1 0.872 X4 0.742 

X4.2 0.774 
  X4.3 0.781 
  X5.1 0.865 X5 0.861 

X5.2 0.888 
  X5.3 0898 
  X6.1 0.777 X6 0.799 

X6.2 0.848 
  X6.3 0.742 
  X6.4 0.788 
  Y1.1 0.763 Y1 0.705 

Y1.2 0.722 
  Y1.3 0.711 
  Y1.4 0.704     

 
 
 
 
 
 
 
 
The validity test was carried out to measure whether or not a questionnaire was valid in 
a study (Deliyana et al., 2022). The reliability test was carried out to measure a 
questionnaire, which is included in the indicator of the variable or structure to be 
studied with a Cronbach Alpha value > 0.70, so it can be said to be reliable (Deliyana 
et al., 2022).Table 2 explains that the outer model in the questionnaire shows results > 
0.5, so 22 indicators of the seven variables used are valid. The reliability test results 
showed that only X3 has a value <0.6, namely perceived benefits, while perceived 
convenience, perceived security, perceived trust, E-WOM, Attitude, and use of other 
shopee applications have a value > 0.6, which means that this variable is reliable. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
 

 

Fig .2 Results of Hypothesis Testing with PLS 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 Based on the results of the Hypothesis Test from Smart PLS, the results 
obtained were 0.700 > 0.05, so convenience did not significantly affect the ease of 
using the Shopee application for UIN Malang students. The perceived ease of use of 
Shopee on UIN Malang students has no significant effect, meaning that UIN Malang 
students need help to use the Shopee application. UIN Malang students feel that the 
Shopee features and transaction steps cannot be understood easily. This result 
contradicts research by Sulfina (2022), Fadlan & Dewantara (2018) and Joan & Sitinjak 
(2019), which states that there is a significant relationship between perceived ease of 
use and use. If someone thinks that using something is easy, that person will use it 
(Mawardani & Dwijayanti, 2021) 
 
 Based on the results of the Hypothesis Test from Smart PLS, the results 
obtained were 0.412 > 0.05, so the effect of security perceptions on the use of Shopee 
for UIN Malang students did not have a significant effect, meaning that UIN Malang 
students felt insecure when using the Shopee application. They consider that Shopee 
does not have strong security to protect users' secrets and privacy and is vulnerable to 
cyber-attacks. This is contrary to research from Harminingtyas (2022), Rahmawati & 
Yuliana (2020), and Aditya & Mahyuni (2022), which say that perceptions of security 
have a significant influence on usage. Based on this research, the results do not align 
with the Technology Acceptance Model (TAM) theory and perceived security theory. 
 The TAM theory explains that if the user believes that the security technology is 
high, then the user is willing to use the technology. The perceived security theory is 
related to a person's degree of confidence. (Desky et al., 2022) . If someone feels safe 
with the application they use, they will be sure of the sensitive data they provide, but 
the results of this study are different. This could happen because the respondents were 
taken from students who had an age range of 18-25 years. Sometimes, they only see 
reviews from people who have purchased goods, so they believe that their application 
is safe. 
 
 

Based on the results of the Hypothesis Test from Smart PLS, the results 
obtained were 0.913 > 0.05, so the perception of UIN Malang students' trust in the use 
of the shopee application was not significant, meaning that UIN Malang students 
lacked confidence in the shopee application. They think the Shopee application is not 
well-known as an online shopping platform in Indonesia. It does not guarantee that the 



 

 

 
 

 

products sold are genuine and of good quality, and it needs to provide accurate 
shipping information to buyers. This is contrary to research by Ernawati & Noersanti 
(2020),Romadloniyah & Prayitno (2018) and Deliyana et al. (2022), which say that 
perceptions of trust have a significant influence on usage. Trust is the main thing that a 
person considers when shopping online. High trust certainly influences consumers to 
make purchases online (Istiqomah et al., 2019) 
 
 Based on the results of the Hypothesis Test from Smart PLS, the results 
obtained were 0.09 > 0.05, so the Electronic word-of-mouth variable of UIN Malang 
students using the Shopee application was insignificant. This is not under research by 
Kartika & Ganarsih (2019) and (2016), which state that E-WOM influences the use of 
the shopee application. Respondents expressed their positive expressions after using 
products from Shopee by inviting friends and family to buy goods from Shopee 
together. In this study, UIN Malang students were less interested in suggesting 
shopping using Shopee to their family or friends and the lack of positive reviews about 
Shopee products. . UIN Malang students are less interested in sharing product links 
with their friends and family. 
 

Based on the results of the Hypothesis Test from Smart PLS, the results 
obtained were 0.001 <0.05, so the attitude variable of UIN Malang students towards 
the decision to use had a significant effect. This result indicates that UIN Malang 
students use Shopee and feel satisfied when shopping. This is in line with research 
conducted by Kau (2022) and (2021), which state that Attitude significantly influences 
the use of the shopee application. Suppose consumers have a good attitude towards 
the Shopee application. In that case, they will choose to use the Shopee application, 
but if consumers have a bad attitude towards the Shopee application, they will tend to 
refrain from using it. 
 

CONCLUSION 
  
 Based on the research and discussion results, it can be concluded that of the 
five independent variables studied, only one variable positively influences the use of 
the Shopee application, namely the Attitude variable, with a calculation result of 0.001 
<0.05. Meanwhile, the other four variables, namely the influence of perceived 
convenience, security, trust and e-wom, do not influence students using the Shopee 
application.  Shopee must evaluate many variables to increase usage if you want to 
retain users from UIN Malang students, especially the trust variable, which has the 
highest score of 0.913, meaning UIN Malang students need more confidence when 
using the Shopee application. 
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