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Abstract. This study aims to analyze the acceptance of technology in entrepreneurship. 

This research adopts the TAM theory and the TRA theory. In TAM theory adopts two 

variables are perceived usefulness and perceived ease of use. Meanwhile, the TRA theory 

adopt an attitude. This research is a quantitative study. The sample in this study was 

Semarang State University students who joined in the Indonesian Young Entrepreneurs 

Association. Sampling techniques in this study using the formula from Slovin. Analysis 

techniques were use SEM with the WarpPLS 7.0 application. The results of this study are 

the perceived usefulness and perceived ease of use have a positive and significant effect 

directly on attitudes to using technology in entrepreneurship. Perceived ease of use has a 

positive and significant effect directly on perceived usefulness. On the other hand, 

perceived ease of use has an indirect positive and significant effect on attitudes to using 

technology in entrepreneurship through perceived usefulness. The conclusion of this 

research is that perceived usefulness and perceived convenience have a positive effect on 

students' attitudes in applying technology when entrepreneurship. It’s means that the 

application of technology in student entrepreneurship is responded positively. 
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1 Introduction 

In this era, technology encourages various innovations for every aspect of community life 

in terms of economic, social, cultural and technological issues. Technology will change people's 

lifestyles and put pressure on society if they are unable to improve with the environment. 

Individuals who are unable to cope with these eras will have the negative impacts of their social 

life. 

Technology has become a necessity for the community and inseparable in meeting the 

needs of information and communication media. The use of technology in entrepreneurship will 

also have a positive effect when squeezed by distance and time. Technology will provide 

convenience and benefits for users in entrepreneurship. Wang et al. [1] the consequence of this 

is the high acceptance of the technology. The existence of usefulness and ease of use felt by 

someone in using technology will have an impact on the high public interest in using technology. 

Rosen et al. [2] also stated that new technology is needed in the commercial. The purpose of 

using new technology in the commercial is to dominate market share, facilitate transactions and 

business more effectively and efficiently. 

The use of technology for students in conducting entrepreneurial transactions will provide 

major changes in aspects of the ability to adopt technology, the ability to compete, and the ability 

to develop technology in entrepreneurship. The use of technology, such as e-commerce and e-
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marketing is international markets access. It’s means that using technology here will have a 

positive impact on business progress in the international market. By utilizing technology, it will 

be able to compete with other entrepreneurs [3][4]. 

Theory of Technology Acceptance Model (TAM) is a model used to determine the 

acceptance of technology and information systems. Davis [5] in his research combines TAM 

with Theory of Reasoned Action (TRA) and many researchers have indicated that this model is 

suitable for technology adoption [6][7][8]. Davis et al. [9], the main purpose of TAM is to 

provide a basis for tracing the influence of external factors on user beliefs, attitudes, and goals. 

TAM considers that two individual views, perceived usefulness (PU) and perceived ease of use 

(PEOU) are the main influences on computer acceptance behaviour. 

Perceived usefulness is a key variable for predicting consumer acceptance of continued 

intentions using technology [10]. Besides that, attitudes are predicted by perceived benefit [11]. 

From some of the results of these studies, it can be concluded that the perception of usefulness 

plays a more influential role in shaping the attitude of technology use [12]. 

Liou et al. [13] found that perceived ease of use will have an impact on a person's attitude. 

Perceived ease of use technology will attract users in using these services. Idea of someone who 

wants easy access to information, especially in business, will encourage to use technology.  

Online business is one business that adopts technology because of the convenience 

provided. Time and mobility are the reasons some people prefer to make purchases through the 

online system. The present of new technology can cause a reaction in users, both accepting and 

rejecting reactions. 

Theory of reasoned action was developed by Fishbein and Ajzen [14]. This theory is 

derived from previous studies that began from the theory of attitude (theory of attitude) which 

studies about attitudes and behaviour (behaviour). Attitude arise because of positive beliefs or 

perceptions so that someone will take action according to the results that will be obtained.  Hajer 

and Habib [15] to defined attitude is things that someone does because they have been done 

before. People will act because they have done the same thing. Attitudes that do it continuously 

will give birth to behavior. In using technology, the attitude in using technology is influenced 

by perceived usefulness and perceived ease of use. 

Several studies show differences in research results related to technology acceptance. In 

other words, there is a research gap between one researcher and another. According to Juhri & 

Dewi [16]; Mubiyantoro [17]; Kanchanatanee et al. [18]; Soroa-Koury & Yang [19]; Yang et 

al. [20] stated that perceived usefulness does not significantly influence the attitude of using 

technology. Furthermore, Moses et al. [21] perceptions of ease have no significant effect 

perceived from the use of the attitude of teachers to use technology. But, study by Rizwan et al. 

[22] states that perceived usefulness and perceived ease of use have a positive effect on 

consumer attitudes online shopping. This means that consumers will be interested in using 

technology on online shopping. Furthermore, Anton et al. [23] succeeded in proving that 

perceived usefulness, and perceived ease of use influence to attitudes using e-readers. 

The importance of this research is providing information that through this research, 

entrepreneurs who collaborate with technology can exist in business. Besides, it also aims to 

analyze the condition of individual psychology (perceived usefulness and perceived 

convenience) will influence the attitude of the use of technology in entrepreneurship. Therefore, 

we need awareness and education about the use of technology for students in entrepreneurship. 

Therefore, this research needs to be done to find out the technology acceptance model of 

students in entrepreneurship. New technology usually faces challenges to be accepted by 

consumers. Because of the unique features of modern technology, it requires certain approaches 

to develop its acceptance. 



2 Literature Review 

2.1 Technology Acceptance Model Theory 

TAM was first introduced by Davis [5] which was developed based on the theory of 

reasoned Action model which is devoted to modeling user acceptance of information 

technology. TAM explains that the level of acceptance of information technology is determined 

by six factors, namely external variables, user perceptions of ease of use of technology 

(perceived ease of use), user perceptions of technology usability (perceived usefulness), user 

attitudes toward technology (attitude toward using), the tendency of user behavior to use 

technology (behavioral intention) and actual usage. External variables will directly affect the 

perceived usefulness and perceived convenience of the users. External variables related to 

system characteristics, development process and training [5]. 

Davis et al. [9] main objective of TAM is to provide a basis for tracing the influence of 

external factors on user beliefs, attitudes, and goals. TAM considers that 2 individual beliefs, 

namely perceived usefulness (PU) and perceived ease of use (PEOU) are the main influences 

for computer acceptance behavior. 

Furthermore, in the TAM theory, perceived ease of use has a contribution to perceived 

usefulness. The less effort consumers feel in using the system allows consumers to get more 

work done [9]. Perceived ease of use has a positive and significant effect on perceived 

usefulness [22]. In the TAM theory it is said that perceived usefulness and perceived ease of use 

are important factors that influence consumer attitudes towards their interests and use of 

information systems [9]. 

 

2.2 Theory of Reasoned Action 

The theory of reasoned action (Theory of Reasoned Action) was developed by Ajzen and 

Fishbein. This theory is derived from previous studies starting from the theory of attitude which 

studies attitudes and behavior. Theory of Reasoned Action (TRA) by Fishbein and Ajzen [24] 

was born of this theory due to the lack of success of studies examining attitude theory, namely 

the relationship between attitudes and behavior. The reasoned action (TRA) model by Fishbein 

and Ajzen [24] is a popular intention model that can be used to study behavioral intention with 

respect to the acceptance or use of technology. 

Several research results regarding attitudes in the TAM construct state that attitude is an 

important factor influencing the behavior of users' adoption intentions of new technology. 

Furthermore, the perception of user usefulness has a positive and significant effect on 

personalization on the attitudes of business people [25].  

 

2.3 Perceived Usefulness 

Perceived usefulness is defined as the degree to which a person believes that using a 

particular system would enhance his or her job performance. Perceived ease of use, in contrast, 

refers to the degree to which a person believes that using a particular system would be free of 

effort [5] which means that perceived benefits are defined as the extent to which a person 

believes that using a particular system will improve performance. his job. Besides that, attitudes 

are predicted by perceived benefits [11]. From some of the results of these studies, it can be 

concluded that it is perceived usefulness that plays a stronger role in shaping attitudes to 

technology use [12]. 

 



2.4 Perceived Ease of Use 

Perceived ease of use is the degree to which a person believes that using a particular system 

would be free of effort [5]. In the technological context, perceived ease of use is essential to 

influence perceived benefits and attitudes towards the use of e-learning 2.0 [26]. A research 

done by Moslehpour et al. [27] perceived ease of use as the variable with the strongest influence 

on behavioral intention. Another influence that perceived convenience exerts is on attitude. Teo 

& Noyes [28] state that perceived ease of play has a positive and significant influence to shape 

user attitudes. Same results were also presented by Elkaseh et al. [29] stated that the variable 

perceived ease of use has a contribution to affect user attitudes.  

 

2.5 Attitude 

Attitude is a form of someone's action that arises because of the trust factor. Jogiyanto [30] 

explains that attitudes arise because of someone's consideration in doing something. There are 

two considerations, namely the positive impact and the negative impact if you carry out 

activities. If someone has a positive perception, that person will act. However, if the impact is 

negative someone will think back and tend not to do. In using technology, consideration of 

positive and negative impacts is very sensitive for someone when using technology. Fisbhein & 

Ajzen [14] explained that attitudes are determined by individual beliefs about the consequences 

of presenting a behavior (behavioral beliefs) and weighed based on the results of the evaluation 

of the consequences (outcome evaluation). 

In attitude, there are three important components are affective, cognitive and conative. 

Affective means a certain feeling or judgment about an object, person, issue or event. Cognitive 

consists of knowledge, opinion and belief in an object. While the conative component is a form 

of feeling and evaluative [14]. 

The attitude of using technology depends on perceived ease of use, perceived usefulness. 

Someone will to consider it. If the use of technology has a value of benefits and ease of use for 

users, then a strong attitude will arise to use technology. 

The research hypotheses:  

Hypothesis 1: The attitude of using technology in entrepreneurial students has positively and 

significantly influenced by perceived usefulness 

Hypothesis 2: Perceived ease of use has a positive and significant effect on the attitude of 

technology use in student entrepreneurship. 

Hypothesis 3: Perceived ease of use has a positive and significant effect directly on perceived 

usefulness. 

Hypothesis 4: Perceived ease of use has a positive and significant indirect effect on the attitude 

of using technology in entrepreneurship through perceived usefulness. 

3 Research Methods 

This research is a quantitative study that uses ex post facto. The population of the research 

was all students in Semarang State University who joined in the Indonesian Young 

Entrepreneurs Association. They are 243 students, and then 152 students were the samples taken 

by Slovin formula. This study uses a causality or influence model and to test the proposed 

hypothesis, the analysis technique used is SEM (Structural Equation Models) with an analysis 

tool using WarpPLS 7.0. 



4 Result and Discussion 

Acceptance of technology in this study consisted of variables perceived ease of use, 

perceived usefulness and attitude to use technology. Respondents in this study amounted to 152. 

However, 149 respondents filled out completely and 3 respondents who filled out incomplete. 

Indicators to measure the construct of usability are faster completion of work, increasing 

performance, increasing productivity, increasing work effectiveness, facilitating work and being 

useful [5]. Perceived ease of use can be measured by indicators easy of learn, controllable, the 

interaction with a clear and understandable system, flexibility, easy to become skillful and easy 

to use [5]. Indicators in the attitude of the use of technology are good things, wise things, 

positive things and things that are liked [9][14]. The magnitude of the load loading factor for 

each indicator >0.7, this means that the indicators of each variable are feasible to be used in this 

study. 

 
Table 1. Indicators Factor Loading 

Variable Indicator Factor loading p-value 

Perceived usefulness [5] 

PU1 0.770 <0.001 

PU2 0.832 <0.001 

PU3 0.833 <0.001 

PU4 0.708 <0.001 

PU5 0.767 <0.001 

PU6 0.772 <0.001 

Perceived ease of use [5] 

PEOU1 0.722 <0.001 

PEOU2 0.749 <0.001 

PEOU3 0.786 <0.001 

PEOU4 0.885 <0.001 
PEOU5 0.753 <0.001 

PEUO6 0.714 <0.001 

Attitudes using [9][14] 

ATT1 0.862 <0.001 

ATT2 0.704 <0.001 

ATT3 0.854 <0.001 

ATT4 0.753 <0.001 

 

Output latent variable coefficient both variable perceived ease of use, perceived usefulness 

and attitudes using technology show valid, reliable and non-collinearity results. This means that 

the indicators forming each predictor variable can explain the response variable. 

 
Table 2. Output Laten Variable Coefficient 

 PU PEOU ATT Criteria Representation 

R- squared 0.178  0.545   

Composite reliable 0.837 0.844 0.841 >0.70 Reliable 

Cronbach’s alpha 0.723 0.788 0.735 >0.60 Reliable 

Avg. var. extract 0.521 0.632 0.527 >0.50 Valid 

Full Collin. VIF 1.690 1.458 2.075 <3.30 Non collinearity 

Q-squared  0.181 0.540 >0.00 Valid 

 



Model fit and quality indices display the results of several fit indicators. The results of 

each component fit and quality indices showed good and ideal results. This means that the model 

formed in this study is appropriate. 

 

Table 3. Model fit and quality indices 

Model Fit and Quality Indices Result Fit criteria Representation 

Average path coefficient (APC) 
0.436 

(P<0.001) 
P<0.05 Good 

Average R-squared (ARS) 
0.362 

(P<0.001) 
P<0.05 Good 

Average adjusted R-squared (AARS) 
0.356 

(P<0.001) 
P<0.05 Good 

Average block VIF (AVIF) 1.158 
acceptable if <= 

5, ideally <= 3.3 
Ideal 

Average full collinearity VIF 

(AFVIF) 
1.741 

acceptable if <= 

5, ideally <= 3.3 
Ideal 

Tenenhaus GoF (GoF) 0.360 

small >= 0.1, 

medium >= 0.25, 

large >= 0.36 

Ideal 

Sympson's paradox ratio (SPR) 1.000 
acceptable if >= 

0.7, ideally = 1 
Ideal 

R-squared contribution ratio (RSCR) 1.000 
acceptable if >= 

0.9, ideally = 1 
Ideal 

Statistical suppression ratio (SSR) 1.000 
acceptable if >= 

0.7 
Ideal 

Nonlinear bivariate causality direction 

ratio (NLBCDR) 
1.000 

acceptable if >= 

0.7 
Ideal 

 

The results of hypothesis testing in the form of a path for each predictor variable and the 

response variable in model causality relationship bellow: 

 

 
 

Fig. 1. Flowchart Causality Relationship. 

 



4.1 Perceived usefulness has a positive and significant effect on the attitude of the 

use of technology student entrepreneurship 

Perceived usefulness is one of two basic determinants of predicting people's attitudes 

toward new systems or technologies, and people's attitudes towards brands [31][32]. 

This study found that perceived usefulness has a positive and significant effects on 

students’ attitudes using technology. The path coefficient value is 0.52 with p value <.01. 

Perceived usefulness contributed positively to the attitudes of using technology in 

entrepreneurship by 33.6%. The higher the perceived usefulness, the higher the contribution to 

the attitude of using technology in entrepreneurship. 

Perceived usefulness as an important predictor that influences the attitude and acceptance 

of technology, the higher the perceived value, the more positive the attitude of someone towards 

the use of technology [33]. Besides, previous studies provide empirical evidence that there is a 

significant positive effect of perceived usefulness on the attitudes and intentions of using 

internet banking [34][35][36][37].  

 

4.2 Perceived ease of use has a positive and significant effect on the attitude of 

the use of technology student entrepreneurship 

Perceived ease of perceived use becomes a very important predictor, especially in the 

formation of positive attitudes towards users [38]. This research proves that perceived ease of 

use has a positive and significant effect on the attitude of technology use in student 

entrepreneurship. The path coefficient is 0.37, with a p-value <.01. The amount of contribution 

of the influence of perceived ease of use on the attitude of the use of technology in 

entrepreneurship is 20.9%. Perceived convenience has a smaller contribution value than the 

perceived usefulness to the attitude of using technology. This is due to the extrinsic aspects of 

technology users who prioritize the benefits to be gained from technology acceptance.  

Furthermore, Guritno and Siringoringo [12] stated that perceived ease affects attitude even 

though the effect is smaller when compared to perceived usefulness towards attitude. From the 

other side Chen et al. [39] perceived ease of use has a greater impact in shaping the attitude of 

use where the significance and positive values are increasing in value. 

Other studies have also concluded that perceived ease of use has a positive and significant 

influence on attitudes [40]. Perceived ease of use has a positive and significant effect on attitude 

[41]. Several other studies found that perceived ease of use does have a direct influence on 

attitudes in educational contexts [42]. 

 

4.3 Perceived ease of use has a positive and significant effect on Perceived 

usefulness 

Perceived ease of use has a positive relationship with perceived usefulness. The existence 

of perceived ease of use in using technology will give consideration and decision to users to use 

or not use technology in an activity. In other words, perceived ease of use will encourage 

individuals to take advantage of the use of technology. Perceived ease of use has a positive and 

significant effect on perceived usefulness; the magnitude of the path coefficient is 0.42 with p-

value <01. That means that, the easier the technology is used, the higher the interest of 

individuals to use, from this side will give birth to perceived usefulness. The amount of 

contribution from perceived ease of use to perceived usefulness was 17.8%. Pinho & Soares 

[43]; Rauniar et al. [44]; Duvince & Cheryl [45] state that perceived ease of use has a positive 

and significant effect on perceived usefulness. 



 

4.4 Perceived ease of use has a positive and significant indirect effect on the 

attitude of using technology in entrepreneurship through perceived usefulness 

The ease of use of technology is one of the first aspects considered in the use of technology. 

Individuals before using technologies will pay attention to the difficulty or ease of use of 

technology. The easier technology is used will encourage individuals to be receptive to 

technology. Furthermore, Dickinger et al. [46] and Bruner & Kumar [47] found that the easier 

an e-reader is to use, the better attitude towards its use. But what needs to be considered is the 

benefits that will be obtained by using technology. The higher the use of the e-reader perceived, 

the better the attitude towards the use of e-reader. A positive attitude will increase the intention 

to use the e-reader [46][48]. This study found that perceived ease of use has a positive and 

significant indirect effect on the attitude of using technology in entrepreneurship through 

perceived usefulness is 12.2%. The path coefficient is 0.218 with a p-value <.01. Guritno and 

Siringoringo [12] perceived usefulness becomes a mediating variable; perceived ease of use 

indirectly affects the attitude of using technology in entrepreneurship through perceived 

usefulness. On the other hand, the contribution of the effect of perceived usefulness and 

perceived ease of use on the attitude of using technology in entrepreneurship is 55%. This means 

that the attitude of using technology in entrepreneurship is influenced by other factors that are 

not examined by 45%. 

5 Conclusion 

Technology acceptance of student entrepreneurship responded positively. Indicators of 

technology acceptance in entrepreneurship in this study are perceived usefulness and perceived 

ease of use have a positive and significant effect directly on the attitude of using technology. 

On the other hand, perceived ease of use has a positive and significant indirect impact on the 

attitude of using technology in entrepreneurship through perceived usefulness. The higher 

perceived usefulness and perceived ease of use will affect the attitude of using technology in 

entrepreneurship which is also higher. 

6 Implications and Limitation Study 

Implications of this study are: a) university leaders to facilitate the use of technology for 

students who join the entrepreneurship program, so that it has a positive effect on business 

continuity; b) university leaders provide education and instill awareness to students that 

technology is needed in entrepreneurship so that it will provide a positive perception in using 

technology; c) students who utilize technology in entrepreneurship are able to develop 

businesses for the better. 

The limitation of this research is that it only examines two components of the TAM theory 

are perceived usefulness and perceived ease of use, while TRA theory about attitudes. And the 

subject in this study only on Semarang State University students who joined in the Indonesian 

Young Entrepreneurs Association. This is because the time to do research is limited. 

Recommend ate for further research to expand the study of TAM, researchers can adopt the 

perception of security variables and the perception of security using technology in business. 



While, from the TRA theory, researchers can expand research on trust. Future researchers can 

also combine the theory of TAM, TRA and TPB. Thus, research on TAM and TRA is more 

comprehensive. 
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