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Abstract. This study investigates the relationship of personal characteristics for 

online entrepreneur, internal environment and external environment to the 

orientation online entrepreneur and business performance. This study also 

analyzed the role of web quality on the relationship of business orientation and 

entrepreneurial performance. Data used are primary data, collected through 

questionnaires to online entrepreneurship students at 4 Universities in Jakarta, 

Bogor, Depok, Tangerang and Bekasi. The sample size taken is 273 online 

entrepreneurship students. Data processed descriptively, and using SEM 

(Structural Equation Modeling) AMOS 23 Program. The results indicate that the 

characteristics of personal, internal environment and external environment have 

a positive effect on the orientation of the online entrepreneur. Furthermore, the 

online student orientation has a positive effect on the performance with the 

quality of the web as a moderating variable. 
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1 Introduction 

 

A large number of unemployed people, especially educated unemployment and the lack of 

entrepreneurs in Indonesia, will have an impact on the emergence of various problems in 

society [1], [2] due to the increase in unemployment, such as poverty and crime [3]. There 

needs to be the prevention of these problems, among others by conducting entrepreneurship 

debriefing in the campus environment by providing facilities for online entrepreneurship and 

increasing mastery of internet technology among students so that students can develop their 

potential related to mastering technology [4] especially the internet and become a tool to 

encourage students to be more creative and innovative and in the end will trigger students to 

be motivated to become entrepreneurs with web-based or online entrepreneurship. 

Based on field observations, there are currently many students who do business by 

becoming online entrepreneurs driven by several factors, among others because of personal 

characteristics, internal factors and external factors [4], [5], [6] and ultimately affect the 

orientation and concept of online business of students. Available websites that can be used by 

students to conduct online business activities require the right strategy so that e- commerce 
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portals meet quality web standards [7], [8] so that it will affect the performance of their 

business [9]. 

This study uses web quality measurements that have been developed on the concept of 

Quality Function Deployment (QFD)[7], which is a web measurement method that is based on 

web users (voice of customer) assessment in developing and implementing products and 

services which refers to the service quality model [8]. This research is important considering 

the greater opportunities for entrepreneurship among students, especially to foster 

entrepreneurship based online and as an effort to reduce the number of educated unemployed 

through the use of technology provided by universities and government as facilitators to create 

a better online business performance for the future than in general this study aims to identify 

personal characteristics, external and internal factors that influence the entrepreneurial 

orientation of students and to assess the relationship or mechanism of personal characteristics, 

external and internal factors in influencing business performance. 

 

 

2 Literature Review 

 

Consumer Behavior on E-Commerce. The theory of consumer behavior [10] is the study of 

how individuals make decisions to allocate available resources such as time, money, effort and 

energy.[11] Consumers have a very unique diversity with various ages, cultural backgrounds, 

education, economic conditions, ethnicities and others. Business people think it is necessary to 

learn how consumers behave. Business people study consumer behavior and what factors 

influence this behavior [12], with influencing factors: cultural factors, social factors, personal 

factors and psychological factors. Consumer behavior can also be influenced by stimulation 

from the marketing mix such as product, price, promotion and distribution factors [11] which 

greatly supports changes in e-commerce concepts [13]. 

 

2.1  Entrepreneur Characteristic, Performance and Web Quality 

 

Entrepreneurship is someone who can create something new and different through creative 

thinking and innovative actions for the sake of creating opportunities, improving existing 

products/services, finding new ways to get more products with more efficient resources [14], 

[15]. Personal characteristics (individual) include age, gender, years of service, level of 

education, ethnicity, and personality. Individual characteristics are individual traits inherent in 

a person and related to aspects of life, including age, gender, position, position, social status, 

and religion. Entrepreneurial orientation is also influenced by the internal environment in the 

future [16], [17], [18] Training and diverse ethnic origins in Indonesia will bring ethnic 

traditions when entrepreneurship is an important contribution of entrepreneurship to company 

performance [19], [20] and the dimensions that determine the characteristics of entrepreneurial 

orientation are autonomy, innovation, willingness to take risks, proactive, and aggressive 

competition (autonomy, innovativeness, risk-taking, proactiveness, competitive 

aggressiveness so that entrepreneurial orientation can be measured from three dimensions 

namely proactiveness, risk-taking, and innovativeness. Company performance is a measure of 

success in making effective and efficient decisions on the utilization of company resources for 

business continuity [21], [22], [23] and greatly influence online entrepreneurial businesses [5]. 

Performance is influenced by the internal environment and external environment for the 

development of its business [16], [6], [24], [17]. Indicators to measure the performance of a 

business unit or organization are revenue growth (market recovery), market share (market 



share), profitability, the overall performance (overall performance), a satisfaction of 

shareholders (stakeholder satisfaction) [25], [26], [27] and in e-commerce to measure 

performance is through 3 (three) things, namely efficiency, coordination and trade. [21], [28], 

[9], [29]. 

Website quality theory (WebQual) is one method of measuring website quality developed 

by Barnes and Vidgen [30]. The size of web quality can be measured using: Accessibility, 

Currency, Accuracy and Credibility, can also be measured using information quality: 

Relevancy, Sufficiency, Understandability, Customer service efficiency: Careful, Continuous, 

Ease of navigation, Content layout, Ease of use [8], [31], [32]. 

 

2.2  Research Framework 

 

Based on previous studies, it is necessary to review this web quality variable whether it is 

possible to moderate the causal relationship between entrepreneurial orientation and business 

performance, the framework of this research is as in the following figure. 

 
Fig. 1. Research Framework 

 

 

3  Methodology 

 

The survey was conducted on 273 respondents who were students and had online 

businesses from several universities in Jakarta, Bogor, Depok, Tangerang and Bekasi 

(Jabodetabek) areas. Based on observations through the college page, and based on the 

ranking of the top 20 Webometrics 2016 it is known that many students who have online 

businesses are spread in 4 Universities for the Jabodetabek region, including the University of 

Indonesia, Gunadarma University, Bogor Agricultural Institute and Bina Nusantara 

University. 

The sample criteria in this study are all students who have an online business, with a 

minimum length of business of 1 year. Guidelines for determining sample size for Structural 

Equation Modeling (SEM) according to Haier [33] in studies using 22 indicators, the 

recommended number of samples was at least 22 x 10 or 220 respondents. The suitability 

analysis of the model in this study uses Structural Equation Modeling (SEM) using AMOS 23 

Program. First, make estimates without entering interaction variables. At this stage, the value 

of variable factor loading value is calculated Orientation of Entrepreneurship and Business 

Performance. The second stage calculates the loading factors and variants of the interaction 



variable between Online Entrepreneur Orientation and Web Quality. The third stage, then 

estimating the model by adding interaction variables and factor loading values 

Some of the variables measured in this study are as follows: Personal characteristics 

variables are measured based on background, ethnic origin, business experience, 

entrepreneurial entrepreneurship training experience [5], [34], [18], [4], [24]. Internal 

Environment Variables are measured through financial aspects of the respondent, technology, 

production, market and marketing aspects [18], [24], [4], [6]. External Environment Variables, 

measured by Government policies relating to entrepreneurship, socio-cultural conditions of 

society and the role of universities and other related institutions [6], [24], [16], [4] 

Entrepreneurial Orientation variables are measured based  on  attitude  to  innovate,  proactive  

attitudes and risk attitudes [16], [34], [6]. Web Quality Variables are measured based on web 

accessibility, the accuracy of the information, services and Web security [8], [7], [35], [36], 

[31]. Variable Business Performance is measured based on market development conditions, 

development of production and the level of efficiency of respondents [5], [37], [38], [39], [40]. 

 

3.1  Characteristics of the Sample 

 

Findings in the field, the number of male respondents (20%) is less compared to female 

entrepreneurs online (74%). This shows that the motivation to become an online entrepreneur 

is dominated by female students. The ever-changing percentage of entrepreneurs online male 

and female students shows that to become entrepreneurs, gender is not the main requirement, 

because being an entrepreneur is essentially having to have a spirit of independence, a high 

entrepreneurial spirit and this applies to all people regardless of gender someone. The age of 

respondents is dominated by respondents who have an age range of 20 years to 23 years which 

is equal to 78% of the total number of respondents. The number of respondents who are less 

than 19 years old is 19% of the total respondents 273 people. This proves that the enthusiasm 

for becoming an online entrepreneur has started a lot at a young age. Some respondents stated 

that since high school they had started online entrepreneurship.  

Factors that make the motivation of respondents start online entrepreneurship because they 

want to have pocket money from their efforts other than other factors such as wanting to gain 

business experience or socializing experience. The number of respondents is based on 

Javanese ethnic, 35%; mixed ethnicity, 32%; Sundanese ethnic 17%, Minang ethnic 6% and as 

many as 8% of respondents came from ethnic Arabic, Batak, and Lampung. This finding 

shows that students from Javanese ethnic have the motivation to become bigger entrepreneurs. 

Besides being known to be tenacious in working like ethnic Chinese, Javanese have a very 

close socializing culture. This is what underlies some Javanese ethnicities who have managed 

to become entrepreneurs. Instagram media user respondents,  83%;  Facebook,  34%;  Web  

alone  4.3%;  Bukalapak,  12.08%;  Blog, 4.2%; 

Twitter, 9.52%; Tokopedia, 13.9%; OLX, 3.66%; BBM, 13.9% and other media 

users,0.36%. Respondents prefer Instagram as a medium that is used for entrepreneurship, in 

addition to the Web portal from campus, because Instagram has easy-to-understand and 

interesting features to use and seeks to use online media for its business so that profits will 

always increase, and e-commerce activities become more developed. Products sold by 

respondents included fashion, 47.3%; accessories, 20.8%; bag, 9.9%; handmade crafts, 5.01%; 

toys, 22.3% and others such as herbs, facial masks, cosmetics, frozen food, sports equipment, 

supplements, milk pudding, honey, medicines, 4.4%. Fashion products rank most. 

Respondents as online sellers prefer fashion products because most of the customers are 

teenagers who like changing clothing models, the market for fashion products is still very 



profitable. 

Source of respondent's business capital originating from own capital, 67%; capital 

financial from parents, 26%; other sources, 5.49%. stated that the business capital to do 

business online came from other sources, such as funds obtained through collecting capital 

jointly with his friends. The average turnover is less than Rp1,000,000 (65%); between Rp. 

1,000,000 - Rp. 4,000,000, 31%; between Rp. 5,000,000 to Rp. 10,000,000, 2%; above 

10,000,000, 1.09%. Based on the results of surveys and interviews with respondents, the sales 

turnover they receive is very volatile depending on the type of product, price, service and 

promotion through social media. Orientation to the local market, 78%; National market, 18%; 

international market, 3.3%. But they were optimistic that someday they would also soon 

penetrate national and international markets. 

 

3.2  Equation Model Analysis 

 

 
Fig. 2. Results of measurements on the Research Model 

 

Results of the Test of the Effect of Personal Characteristics, Internal Environment and 

External Environment on Entrepreneurship Orientation: 

EO = 0.101KP + 0,617LI + 0,272LE + 0,010      (1) 

Based on the equation above shows the personal characteristics, external environment and 

internal environment influence the entrepreneurial orientation conducted resulting in a 

determination correlation coefficient value R² = 0.465; and achieved at the significance level 

of Sig. = 0,000. The coefficient of determination 0.465 can be seen that the model equation (1) 

formed is quite good because the model formed can explain that 46.5% of the variation in 

entrepreneurial orientation is influenced by personal characters, the external environment and 

the internal environment together. While 43.5% is influenced by other factors outside of this 

study, such as age, political conditions, taxes and others. 

Personal characteristics have a positive effect on student entrepreneurship orientation of 



10.1% with a significance value of 0,000, which means that the family background of online 

entrepreneurial students plays an important role in motivating and shaping the character of 

entrepreneurship. (Hypothesis accepted). The origin of ethnic entrepreneurship is an important 

factor in the formation of entrepreneurial character. An entrepreneur who comes from a 

certain ethnicity will bring out his ethnic nature when doing business. Ethnic Chinese and 

Javanese are the most dominating ethnic groups in Indonesia because they are very persistent 

in doing business. In addition to personal characteristics, internal environmental factors have 

an important role as much as 71% in influencing students' entrepreneurial orientation while 

external factors are 27%. Formulation of the test results of the influence of entrepreneurial 

orientation on business performance: 

P = 0.341 EO + 0.659        (2) 

The online entrepreneurial orientation in doing business influences business performance 

by 43.7%. Thus, other factors that influence business performance by 56.3%. Other factors 

referred to, were not analyzed in this study, such as the attitude to increase market share, 

aggressiveness in developing online businesses and so on. Hypothesis test results show there 

is a positive relationship with a correlation of 0.341 Sig.0,000. (Hypothesis accepted) [34]. 

State that proactive need to be developed by companies when in conditions of uncertainty. 

Formulation of the results of Web Quality Influence Test as Moderating Entrepreneurship 

Orientation on Business Performance shows the role of web quality as a variable that 

moderates the relationship between entrepreneurial orientation and business performance: 

P = 0.228 EO + 0.519 (EO * WQ) + 0, 455      (3) 

Student orientation and Web quality have a positive effect on business performance with a 

determinant coefficient of 0.545. There was an increase in the relationship between 

entrepreneurial orientation and business performance after web quality moderated by 0.24%. 

This means that in this study web quality variables are moderating, which strengthens the 

relationship between entrepreneurial orientation and business performance. The hypothesis 

test shows there is a positive relationship with Sig. 0,000. (Hypothesis accepted). This finding 

is reinforced by the results of web quality will affect customers, affecting which will 

ultimately affect sales and performance turn over [35], [41], [42], [7], [43]. 

 

3.3  Results Of Hypothesis Test 

 

First hypothesis: Personal character influences entrepreneurial orientation. In this study, it 

is evident that the financial aspects, ethnic origin and business experience of online 

entrepreneurs can influence the personal characteristics of online entrepreneurs in determining 

online business. The findings of this discovery are supported by [34], [44], [18].  The second 

hypothesis: The internal environment influences the entrepreneurial orientation of students. In 

this study, it is empirically proven that financial aspects, technological factors, operations and 

production, market aspects and marketing have a positive effect on online entrepreneurial 

orientation in managing attitudes toward business risk, ability to innovate and ability to have a 

proactive attitude towards possible business risks. The results of this discovery are supported 

by [17], [24], [16]. 

Third hypothesis: External environment influences student entrepreneurial orientation.  

This study empirically proves that the role of the government, the economic condition of the 

community, the role of related institutions in this case the higher education institution has a 

positive influence on the ability of students to respond to all business risks, the ability to 



innovate and the ability of students to be proactive in facing the possibility of online business 

risks. The role of government, society and universities in shaping the character of 

entrepreneurs who have an online business orientation will certainly influence online 

entrepreneurship performance. The results of this discovery are supported by [45], [46], [23], 

[2]. 

The fourth hypothesis: Online entrepreneurial orientation has a positive effect on business 

performance. The findings in this study are empirically proven that online entrepreneurial 

proactive attitudes, innovation orientation and the ability to address all online business risks 

have a positive influence on increasing sales, increasing sales turnover, an increasing number 

of customers, increasing online entrepreneurship product marketing networks. These findings 

are also supported by [47], [48], [49]. Fifth hypothesis: Student entrepreneurial orientation 

influences online entrepreneurshipperformance with web quality as a moderator. The findings 

in this study are empirically proven that web quality is a variable that moderates the 

relationship between entrepreneurial business orientation and online entrepreneurial 

performance. The findings are also supported by [50], [51]. 

 

 

4 Conclusion 

 

Personal characteristics consisting of family background, training, ethnic origin and 

business experience; internal environment consisting of dimensions of financial aspects, 

technological and production aspects, market aspects and marketing; and the external 

environment which consists of dimensions of government policy aspects, social, cultural, and 

economic aspects that have a positive effect on entrepreneurial orientation. The personal 

characteristics of an increasingly advanced entrepreneur are balanced with the development of 

internal factors and the support of the external environment which will affect the 

orientation of his entrepreneurial online business. Online entrepreneurial orientation consisting 

of dimensions of proactive attitude, innovation, attitudes in dealing with business risk has a 

positive effect on business performance. The more advanced the online entrepreneurial 

orientation in managing business risk, the ability to have a proactive and balanced attitude 

with high innovation ability influences online entrepreneurship performance. The quality of 

the web is measured using dimensions of web accessibility, the accuracy of the information, 

quality of service features, and quality of security features have a positive effect on business 

performance. The quality of the web can be said as moderating the causal relationship between 

entrepreneurial orientation and business performance. 
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