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1. Introduction 

The development of technology in marketing has significantly changed the way people 

shop. 

In the past, people usually shopped by directly interacting with sellers in physical stores. 

However, over time, this pattern has shifted to online shopping through gadget devices. 

(Nursyirwan et al., 2020) This phenomenon has driven the digitalization of businesses and has 

given rise to many e-commerce companies in Indonesia, such as Shopee. Shopee leads the e- 

commerce market based on the number of monthly visits in the second quarter of 2020, with 

an average visit reaching 93.4 million per month. 

 

In addition, Shopee ranks first in the AppStore and Playstore. Shopee also won the "The 

Indonesia Netizen Brand Choice Award 2017" from Warta Ekonomi for the Online Shopping 

category in March 2017, affirming the popularity and trust of users in the platform (Jayani, 

2020). 
 

Online shopping has become a popular choice due to easy access through smartphones 

and e-commerce applications. However, there are challenges that must be faced regarding 

transaction security (Nana, 2023). Awareness of this risk affects the way consumers make 

purchasing decisions. Although the prices of goods tend to be lower than in physical stores, 

consumers must also consider security factors when making online transactions. 

 

In addition to transaction security, the problems faced include a lack of consumer trust in 

the services provided and the security of their data privacy when shopping online. Without this 

trust, many consumers do not feel comfortable or are uncertain about making online 

transactions. (Karame et al., 2023). This uncertainty is often caused by concerns about the 

privacy of consumers' personal data that can be threatened when shopping online. 

 

Without a strong sense of trust in the existing system, consumers tend to be reluctant to 

conduct transactions online. They prefer traditional shopping methods that are considered safer. 

This poses a challenge for the growth and adoption of e-commerce, which builds trust through 

transparency, data protection, and positive user experiences. 

 

Shopee is an online marketplace application designed to make it easy for users to shop 

via mobile quickly and easily. This platform offers a variety of products ranging from fashion 

to daily necessities. Shopee is available in the form of a mobile application, allowing users to 

make purchasing decisions while shopping online without needing to access through a 

computer device. With intuitive features and ease of navigation, Shopee provides a comfortable 

and flexible shopping experience for users in various countries, including Indonesia. 

In short, the purchasing decision is the end of a complex process in which consumers 

gather information, evaluate options, and consider preferences before taking purchasing action. 

The tendency to act before purchasing includes consumer activities such as seeking 

information, comparing products, and considering important factors before finally deciding 

whether to buy or not (Hanum & Wiwoho, 2023). This research aims to identify the technology 

adoption factors that influence purchasing decisions among Shopee users in the Gejagan 

Village community, Nganjuk Regency. With a deep understanding of the barriers and benefits 

of using Shopee e-commerce, this research is expected to provide practical recommendations  
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for Shopee users. The main objective is to enhance understanding of how perceptions of ease 

of use, perceived benefits, and trust influence purchasing decisions among Shopee users. 

 

The fifth paragraph can explicitly discuss the purpose of the article. Avoid presenting the 

problem formulation in the form of a question. The structure of the article can also be displayed 

Statement of Problem 

 

Online shopping has become a popular choice due to easy access through smartphones 

and e-commerce applications. However, some challenges must be faced regarding transaction 

security (Nana, 2023). Awareness of this risk affects the way consumers make purchasing 

decisions. Although the prices of goods tend to be lower than in physical stores, consumers 

must also consider security factors when making online transactions. 
 

In addition to transaction security, the problems faced include a lack of consumer trust in 

the services provided and the security of their data privacy when shopping online. Without this 

trust, many consumers do not feel comfortable or are uncertain about making online 

transactions. ( Karame et al., 2023). This uncertainty is often caused by concerns about the 

privacy of consumers' personal data that can be threatened when shopping online. 

 

Research Objectives 

This research aims to identify the technology adoption factors that influence purchasing 

decisions among Shopee users in the Gejagan Village community, Nganjuk Regency. With a 

deep understanding of the barriers and benefits of using Shopee e-commerce, this research is 

expected to provide practical recommendations for Shopee users. The main objective is to 

enhance understanding of how perceptions of ease of use, perceived benefits, and trust 

influence purchasing decisions among Shopee users. 

 

Method 

This study aims to identify the technology adoption factors that influence purchase decisions 

among Shopee users. The population in this study is the community of Gejagan Village, 

Loceret District, Nganjuk Regency. The sampling technique used the Slovin formula with 358 

respondents. The data analysis method used is multiple linear regression. The results show that 

technology adoption factors have an effect on purchase decisions among Shopee users in the 

community of Gejagan Village, Loceret District, Nganjuk Regency. In this research, buying 

decision (Y) is the dependent variable, while the independent variables perceived usefulness 

(X1), ease of use (X2), trust (X3). 

Results and Discussion  

Data collected using a questionnaire from 358 respondents produced valid and reliable 

data. These results are shown by the significance value (0.000) being smaller than the 

significance level (0.05 / 5%). As well as the Cronbach alpha value (buying decision 0.654; 

perceived usefulness 0.308; ease of use 0.526; trust 0.637). So, these results are worthy of being 

a reference for further analysis.The chosen analytical method is multiple linear analysis, 

directed towards acquiring an extensive understanding of the independent variables perceived  
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usefulness, ease of use, and trust relation to the dependent variable, which is buying decision. 

This analysis is conducted using the IBM SPSS program, version 23 for Windows. In order 

to meet the prerequisites outlined in the Multiple Linear Regression model, it is imperative to 

assess classical assumptions. 

Multiple Linier Regression Analysis 

Based on the multiple linear regression equation is an be formulated as follows: 

Y = 5.947 - 0.143X1 + 0.349X2 + 0.088X3 

From the function of the model above it can be understood that: 

1) The constant value of 5.947 states that if there is a perception of usefulness, convenience 

use, and trust are fixed hence the purchasing decision increased by 5,947 

2) The perceived usefulness coefficient value is 0.143, this value has meaning that for every 

1% increase in the level of the perceived usefulness variable (X1), then The purchasing decision 

variable (Y) will increase by 0.143. From these results it can be stated that the variable is 

perception of usefulness (X1) has a positive effect on the purchasing decision variable. 

3) The ease of use coefficient value is 0.349. This value contains meaning that for every 1% 

increase in the level of ease of use variable (X2), then the purchasing decision variable (Y) will 

increase of 0.349. From these results you can it is stated that the ease of use variable (X1) has 

a positive effect on the purchasing decision variable. 

4) The trust coefficient value is 0.088. This value means that for every 1% increase in the level 

of the trust variable (X1), the variable Purchasing decisions (Y) will increase by 0.088. From 

These results can be stated that the variable perception of usefulness (X1) 

has a positive effect on the purchasing decision variable 
 

3.1. Test the Coefficient of Determination (Adjusted R2) 

The adjusted coefficient of determination (adjusted R2) aims to measure the extent of the 

model's abilityto explain variations in the dependent variable. Determination analysis is used 

to determine the percentage joint contribution of the independent variables to the dependent 

variable.Thecoefficient reflects the extent to which variations in the independent variables 

included in the model are able to explain variations in the dependent variable. When Adjusted 

R2 = 0, it indicates that the variation in the independent variable included in the method is 

unable to explain the variation in the dependent variable at all. Conversely, if Adjusted R2 = 1, 

it means that the variation in the independent variable entered into the model can explain 100% 

of the variation in the dependent variable.In the calculations below, the coefficient of 

determination results are given for three independent variables that is leadership, work ethic, 

and work discipline. 

 

Table2. Test of Adjusted R 

Model Summaryb 

 

 

Model R 

 

R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

Durbin- 

Watson 

1 .495a .245 .238 1.42665 1.995 
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From Table above, it shows that the coefficient of determination is 0.245, which means that 

the contribution of the variables perception of usefulness, ease of use, and trust to purchasing 

decisions is 24.5% while the remaining 75.5% is explained by the influence of other factors. 

 

3.3 Hypotesis Testing 

Testing the hypothesis in this study using the t-test and F-test, as follows:Partial test results 

are carried out via the t test, where the values are compared with a significance level of 

0.05.  

Based on the estimation results in the previous table, the following are the t test results for 

each independent variable as follows: 

a) Perceived Usefulness (X1) 

The test results using the SPSS 29 program obtained a t-count value for perceived usefulness 

of 2.790. Meanwhile, the ttable value for the number of respondents of 358 was obtained at 

1.967. So it is found that tcount is greater than ttable or 2.790 > 1.967 and the probability 

value of 0.006 is smaller than the real level of 0.05, so Ho is rejected. From these results it 

can be concluded that perceived usefulness is significantly related to purchasing decisions 

with the conclusion that Ho is rejected and Ha is accepted. This states that perceived 

usefulness provides a real relationship to purchasing decisions. 

b) Ease of Use (X2) 

The test results using the SPSS 29 program obtained a t-count value for perceived usefulness 

of 7.735. Meanwhile, the ttable value for the number of respondents of 358 was obtained at 

1.967. So it is found that tcount is greater than ttable or 7.735 > 1.967 and the probability 

value of 0.010 is smaller than the real level of 0.05, so Ho is rejected. From these results it 

can be concluded that ease of use has a significant relationship with purchasing decisions 

conclusion Ho is rejected and Ha is accepted. This states that ease of use provides a real 

relationship to purchasing decisions. 

c) Trust (X3) 

The test results using the SPSS 29 program obtained a t-count value for perceived usefulness 

of 2.336. Meanwhile, the ttable value for the number of respondents of 358 was obtained at 

1.967. So it is found that tcount is greater than ttable or 2.336 > 1.967 and the probability 

value of 0.020 is smaller than the real level of 0.05, so Ho is rejected. From these results it 

can be concluded that trust has a significant relationship to purchasing decisions with the 

conclusion that Ho is rejected and Ha is accepted. This states that trust provides a real 

relationship to purchasing decisions. 

Based on Table 4.10 above, it can be seen that the calculated f value is 38.205 with a 

significance value of 0.000. The ftable value for the number of respondents is 358 with an 

alpha level of 5% and k or the number of independent variables is 2.63, so the ftable value is 

df1 = number of variables – 1 (4 – 1 = 3), df2 = n – k – 1 (358 – 3 – 1 = 354). So the ftable 

value is 3.091. So it is obtained that fcount is greater than Ftable or 38.205 > 2.63 and it can 

also be seen that the probability value is smaller than the significance level (α) 5% or 0.000 

< 0.05, so it can be concluded that the variables perceived usefulness, ease of purchase, trust 

simultaneously (together) have a relationship with purchasing decisions. 

 

Conclusion 

This research aims to determine the influence of technology adoption on purchasing 

decisions among Shopee users in the Gejagan Village Community, Locerret District, Nganjuk  

Regency. Based on the data that has been collected and tested using SPSS 28, the following 
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conclusions can be drawn: 

1. Perception of usefulness has a significant influence on purchasing decisions of the people of 

Gejagan Village, Loceret District, Nganjuk Regency. 

The analysis carried out shows that perceived usefulness has a significant influence on 

purchasing decisions of the people of Gejagan Village, Loceret District, Nganjuk Regency. 

This means that the better people assess the usefulness of a product or service, the more likely 

they are to make a purchase. In other words, if people feel that the product being offered meets 

their needs and provides clear benefits, they tend to be more confident in making a purchase. 

Therefore, it is important for marketers to emphasize the value and benefits of the products 

they offer to increase purchasing decisions among the public. 

2. Ease of use has a significant influence on purchasing decisions among Shopee users in the 

Gejagan Village, Loceret District, Nganjuk Regency. 

The analysis carried out shows that ease of use has a significant influence on purchasing 

decisions of the people of Gejagan Village, Loceret District, Nganjuk Regency. This means that 

the easier a product or service is to use, the more likely people will buy it. This is because ease 

of use creates a positive and enjoyable experience for users, reduces barriers and difficulties in 

the purchasing process, easily increases customer satisfaction, and increases user loyalty to the 

product or service. 
 

3. Trust has a significant influence on purchasing decisions among Shopee users in the Gejagan 

Village, Loceret District, Nganjuk Regency 

The analysis carried out shows that ease of use has a significant influence on purchasing 

decisions among Shopee users in the Gejagan Village, Loceret District, Nganjuk Regency. This 

means that the higher the user's level of trust in Shopee, the more likely they will make a 

purchase. This is because users feel safe and confident in making transactions on Shopee, users 

believe that the products sold on Shopee are of good quality, users feel satisfied with Shopee 

customer service, and users trust the reputation of sellers on Shopee. 

4. Perceptions of usefulness, ease of use, and trust have a significant influence on purchasing 

decisions among Shopee users from the Gejagan Village community, Nganjuk Regency. 

Based on the research results, it can be concluded that perceptions of usefulness, ease of use, 

and trust have a significant influence on purchasing decisions among Shopee users in the 

Gejagan Village community, Nganjuk Regency. This means that the higher a user's perception 

of Shopee's usability, the easier it is for them to use the platform, and the higher their level of 

trust in Shopee, the more likely they are to make a purchase. These three factors are interrelated 

and work together to influence purchasing decisions. Perceived usefulness shows that users feel 

Shopee is useful and meets their needs, customer convenience shows that users find Shopee 

easy to navigate and use, trust shows that users feel safe and confident in using Shopee. 
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