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ABSTRACT 

The use of mobile commerce applications by consumers in the process of online buying and selling activities in 

Indonesia is still low, which happens because of a lack of interest in using mobile commerce applications. Therefore, 

this study was conducted to obtain an overview of the effect of perceived ease of use simultaneously or partially on 

the interest in using mobile commerce in Indonesia. The method used in this study was an explanatory survey with the 

object of e-commerce consumer research in Indonesia with a sample size (n) of 400. The sampling technique used was 

the simple random sampling and the result showed that perceived ease of use had an effect on interest in the using the 

mobile commerce applications. The results of the study showed that Indonesian e-commerce consumers considered 

the importance of perceived ease of use before using mobile commerce applications because it is related to consumer 

behavior about how individuals wish to use a system that provides convenience. 

Keywords: Behavior Intention, E-Commerce, M-Commerce, M-Commerce Application, Perceived Ease Of 

Use.

1. INTRODUCTION 

Indonesia has enormous potential in the 

development and growth of the e-commerce industry, 

which until now has been strongly influenced by the 

advancement of internet technology and the number of 

smartphone users [1]. 

Consumer buying interest is an essential factor in the 

e-commerce industry because it has a big influence on 

consumers' tendency to do online shopping. 

Competitive technological developments at this time 

have made a large contribution in the business world [2] 

since consumers' high buying interest will encourage 

them to make purchasing decisions for a product [3]. 

Measuring buying interest in the e-commerce industry 

will provide an indication of consumer behavior to 

transact online [4]. 

In fact, consumer interest in using mobile commerce 

applications is not in line with the conditions existed so 

far. Based on the [5], consumer interest in using mobile 

commerce applications in Indonesia was low. 

Consumers did prefer to visit e-commerce websites 

using a PC or laptop. This was caused by a lack of 

experience and knowledge of consumers in making 

transactions via mobile commerce application. 

Generally, consumers only use smartphones to get 

product information and then they do not use it to make 

purchase transactions through mobile commerce 

applications [6, 7]. Most Indonesian consumers have not 

fully utilized the mobile commerce application on 

smartphone [8] 

The impact of the low interest in using mobile 

commerce applications will result in low consumer 

purchasing decisions and the survival of the 

corporations [9].  

Cases of low consumer interest in using mobile 

commerce applications had also been analyzed by 

researchers in several countries such as America, Saudi 

Arabia, Malaysia, Thailand and Indonesia [10-15]. This 

indicates that mobile commerce needs to be developed 

by increasing consumer interest in transactions. 

Therefore, consumers who want to choose from various 

alternative goods are confident of the services and 

attractive features available on the mobile commerce 

application [7, 16]. 

The lower number of mobile commerce application 

users than e-commerce website users is an indication 

that e-commerce consumers in Indonesia are not 
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interested in using mobile commerce applications. The 

small number of mobile commerce applications users in 

2018 can be seen from the percentage comparison 

between the numbers of consumers of e-commerce 

website users by 2.4%. Users of mobile commerce 

applications in 2017 were 3,780,308 people lower than 

e-commerce website users of 98,033,000 people. The 

data shows that generally, e-commerce startup sales 

transactions in Indonesia were done more often through 

websites or desktop and not by downloading mobile 

commerce applications and conducting transactions 

online using a smartphone [17]. 

One of the factors that influence interest in using 

mobile commerce is perceived ease of use [14]. The 

effect of perceived ease of use on the attitude of using 

mobile commerce is expected to have a positive impact 

because of convenience factors felt by users in carrying 

out transactions through mobile commerce. Hence, 

users are also expected to be positive to use this 

information technology, so that they can get many 

benefits while using mobile commerce [18]. 

Moreover, the higher the level of perceived ease of 

use, the higher the consumer's buying interest. When 

consumers feel that a product is understandable and 

easy to use, they tend to be interested in using the 

product [19]. 

Perceived ease of use is part of the psychological 

factors of consumers to determine a person's level of 

confidence in using a system, so that he does not require 

hard work in making decisions [20]. The dimensions of 

perceived ease of use consist of 1) a clear and 

understandable system, 2) effortless, and 3) an easy-to-

use system [21-24]. 

There are several models used to study consumer 

attitudes according to [25]. He stated that several 

variables are able to determine the form of attitude 

because there are multi attributes in it. These variables 

include: 1) attribute, 2) belief, 3) importance, 4) social 

norm, 5) attitude towards the act and object, and 6) 

perceived behavioral control.  

Reference [26] mentioned that buying interest arises 

when consumers feel they have a tendency to make 

purchases of a brand or take actions related to 

purchases. It is measured by the level of possibility 

when consumers make a purchase. The researcher took 

several dimensions of interest consisting of 1) service 

characteristics, 2) attention, 3) interests, and 4) desires 

according to [27-29]. 

Creating perceived ease of use for e-commerce 

website users is an important factor for e-commerce 

companies to increase interest in using mobile 

commerce applications. 

2. METHODS 

This study aims to determine the depiction and the 

effect of perceived ease of use on interest in using 

mobile commerce applications. This study used an 

explanatory survey with the research object of 

Indonesian e-commerce consumers who previously used 

e-commerce websites. The sampling technique used 

quota sampling with a total of 400 samples. The data 

analysis technique was multiple linear regressions with 

the SPSS 22.0 for Windows program. 

3. RESULTS AND DISCUSSION 

Demographically, West Java, DKI Jakarta, and 

Central Java dominated the highest number of 400 

samples taking. Reliability test aims to get the level of 

accuracy of the data collection tools. Based on the test 

results, it showed that an instrument was reliable enough 

to be used as a data collection tool because the 

instrument was good. 

If an instrument is considered reliable, then the data 

generated are also accounted for. This is because the 

results are quite consistent, so that the instrument is 

reliable or dependable. Instrument reliability testing can 

be done with an internal consistency with a split-half 

technique analyzed using Spearman-Brown formula as 

proposed by [30] can be seen in (1). 

 (1) 

Information: 

ri = internal reliability of all instruments 

rb = product moment correlation between the first 

and second part 

The reliability test decision is determined by the 

following criteria: 

If the internal coefficients of all items (ri)> rtable with 

a significance level of 5%, the question items are 

considered reliable. 

If the internal coefficients of all items (ri) < rtable with 

a significance level of 5%, the item questions are 

considered unreliable. 

Based on the number of questionnaires given to 30 

respondents with a significance level of 5% and degrees 

of freedom (df) n-2 (30-2 = 28), the rtable produces a 

value of 0.361. The results of instrument reliability 

testing conducted with the help of the SPSS 22.0 for 

Windows program indicated that all variables were 

reliable. This was because the value of rcount was greater 

than the value of rtable. The results of this calculation can 

be seen in Table 1.
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Tabel 1. Reliability testing results 

No Variable rcount r 

table 

Information 

1 Perceived 

Ease of Use 

0,811 0,361 Reliable 

2 Interest in 

Using 

0,772 0,361 Reliable 

Since the study analyzed more than two variables, 

the multiple linear regression analysis techniques were 

used. Reference [30] suggested that Multiple Linear 

regression analysis is used if the researcher intends to 

predict the condition (rise and fall) of the dependent 

variable; if there are two or more independent variables 

in the study as predictive factors manipulated. The 

formula of multiple linear regressions can be seen in (2). 

Y = a + b1X1+b2X2+…+bnX (2) 

Information: 

Y  : dependent variable (interest in using) 

a  : constants 

b1,b2 : regression coefficient 

X1, X2 : independent variables (social work 

environment and quality of work life) 

To solve this equation, the (3), (4), (5) formulas are 

needed: 

a = Ȳ - b1X1 – b2X2  

b1 =  

b2 =  

The formulas needed to calculate a, b1 and b2 can be 

seen in (6), (7), (8), (9), (10) and (11). 

∑y2 = ∑y2 -  (6) 

∑  = ∑ -  (7) 

∑  = ∑ -  (8) 

∑  = ∑  -  (9) 

∑  = ∑ -  (10) 

∑  = ∑ -  (11) 

Perceived ease of use is considered to affect interest 

in using if the value of perceived ease of use changes 

causing a change in the value of interest using; rising 

and falling of perceived ease of use will make the 

interest using value also go up and down. Therefore, the 

value of interest using will vary, but the variable interest 

using value is not solely caused by perceived ease of use 

because there are still other factors influence it. 

Based on the results of descriptive data analysis 

techniques, it was obtained a depiction that perceived 

ease of use was in a high category. It could be seen from 

the highest dimensions, namely the system was clear 

and easy to understand, did not require much effort, and 

easy to use.  

Mobile commerce applications have a clear and 

easy-to-understand system for users to search for 

information. It also has simple features, and customers 

are guaranteed safety while using the application [32]. 

The description of how much interest in using the 

application could be seen from the highest dimensions 

consisting of the characteristics of service, attention, 

interest, and desire. A person can easily choose and 

leave a service if they feel uncomfortable when using a 

system [17]. 

T-Test was applied to determine the significant 

effect between independent variables and the dependent 

variable. Tcount based on perceived ease of use was 

7,304, while ttable was 1,649. Because the value of tcount > 

t table; perceived ease of use = 7.304> 1,649, it was 

concluded that Ho was rejected and Ha was accepted. 

The formulation of the accepted hypothesis was there 

was a positive effect of perceived ease of use on interest 

in using mobile commerce applications.  

The test results were in line with the results of an 

empirical research study, which stated that there was a 

significant influence between perceived ease of use and 

interest in using applications because the higher 

perceived ease of use the higher the interest in using 

application [32]. When consumers feel that a product is 

easy to understood and useful, they tend to be interested 

in using the product [19, 33]. 

Perceived ease of use that successfully influences 

users will increase interest in using mobile commerce 

applications. Therefore, e-commerce companies need to 

understand and improve the perceived ease of use from 

the factors that influence it. This is consistent with a 

research conducted by [15], which revealed that 

perceived ease of use had a direct and positive influence 

on attitudes and towards the use of mobile commerce. 

The attitude in using mobile commerce had a significant 

impact on the interest of using mobile commerce. 

Theoretically, perceived ease of use had a positive 

relationship with the interest in using the application. 

Based on empirical research, it can be concluded that 

perceived ease of use had an influence on interest in 

using the application with the percentage of 33.8%. 

4. CONCLUSIONS 

Based on the results of this research, perceived ease 

of use had a positive and significant effect on interest in 

using the application. The dimension of easy-to-

understand system had the highest score, which proved 

that the mobile commerce system had received 

appreciation or positive response from the users. 
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