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Abstract 
The disruption of information technology has increasingly influenced how 

consumers transact. This research aims to examine the impact of technology 

acceptance levels and perceived risk-benefit on food product purchases in SMEs through 

online transactions. The survey was conducted with respondents by distributing 

questionnaires in the Jabodetabek area, with 200 questionnaires collected for further 

processing. The analysis method used is SEM-PLS. The results indicate indirect effect of 

technology acceptance and perceived benefits on food product purchases in SMEs through the 

adoption of online transactions. The direct effect of perceived benefits of digital technology 

on food product purchases in SMEs shows that the adoption of online transactions has a 

partially complementary mediating effect. Consumers are partially adopting 

alternatives such as social media applications for actual purchases, in line with the 

fact that most SMEs have yet to go digital. This research recommends that the 

government and relevant institutions enhance the acceleration of digitalization in SMEs 

through training and mentoring programs. SME players need to focus on efficient business 

strategies by shifting resources to more essential types of businesses and improving 

digital 

literacy while adopting online transactions for business expansion. 

 

 

INTRODUCTION 

Small and Medium Enterprises (SMEs) are a crucial part of the national economic system 

to accelerate equitable growth through the availability of business opportunities and job creation, 

increasing people's income, earning foreign exchange, and strengthening the national economic 

structure (Hubeis, 2009). SMEs play an important role in development (Hafni & Rozali, 2017). 

SMEs can reduce unemployment and poverty rates (Supriyanto, 2019). There are over 64 million 

SME units that contribute 97 percent to the total workforce and 60 percent of national GDP 

(depkop.go.id, 2019). SMEs have proven to be resilient against economic crises and were not 

affected by the monetary crisis that occurred in 1997 - 1998 (Muheramtohadi, 2017). After the 

2008 financial crisis, the number of SMEs did not decrease; on the contrary, it increased and 

managed to absorb 85 million to 107 million workers by 2012 (BI & LPPI, 2016). Attention to this 

sector has become crucial because, unlike previous crises, the crisis caused by the Covid-19 

pandemic has had widespread impacts on all aspects of SMEs' operations and financing. According 

to the OECD (Organization for Economic Cooperation and Development) at the end of 2020, 

half of SMEs were forced to stop operating due to increasingly severe business obstacles. These 

obstacles include: (a) production being hampered by 18.87%; (b) sales dropping by 23.1%; (c) 
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difficulties in raw materials at 19.08%; (d) distribution being hindered by 19.5%; and (e) challenges 

in accessing financing amounting to 19.45%. On top of that, the level of digital technology 

adoption among most micro and small enterprises is still lagging, with only 13% of SMEs having 

adopted digital technology, while the remaining 87% are trailing behind. The success rate of 

government support programs is also low, ranging from only 4-10%. The main challenge for 

SMEs' sustainability in adopting digital technology, such as marketplaces, is that their products are 

not yet ready for online sale (Kemenkopukm.go.id, 2020). Based on business development data in 

each year before the crisis due to the pandemic, SMEs have proven capable of surviving and even 

becoming key drivers of the national economy (Hikhman, 2017). 

The SMEs sector comprises several main business sectors, namely (a) Agriculture, 

forestry, and fisheries at 5.6 percent; (b) Logistics transportation at 1.56 percent; (c) Food and 

beverage accommodation at 35.88 percent; (d) Wholesale and retail trade at 5.3 percent; (e) 

Processing industry at 17.8 percent; and (f) Service activities at 11.7 percent (Kemenkopukm.go.id, 

2020). The number of SMEs continues to grow and increase every year (Suci, 2017). SMEs 

dominate the types of business units and absorb more labour compared to large enterprises 

(Sedyastuti, 2018). On the other hand, the performance of SMEs in non-oil and gas export shares 

is still relatively low and has tended to decline from 14.55 percent in 2017 to 14.37 percent in 

2018, resulting in a decrease in transaction value of up to 7.8 billion rupiah over one year. This 

indicates that SMEs are in a position of lower product competitiveness, marked by weakened 

export performance (Kemenkop, 2019). SMEs contribute significantly to GDP, employment 

absorption, and non-oil and gas exports. SMEs in Indonesia contribute the most to GDP 

compared to other countries like China, India, and Japan (OECD, 2017). The contribution of 

SMEs to GDP is quite substantial; however, financial support for SMEs is still inadequate, being 

the lowest compared to other ASEAN countries, at only 6.7 percent of GDP in 2018 (BPS RI, 

2018). Economic growth in 2018 reached 5.17 percent (BPS, 2019). The main driver of this 

growth is the manufacturing industry. The processing industry is the highest source of growth, 

accounting for up to 0.91 percent with a contribution of 2,947.3 trillion rupiah. The manufacturing 

sector, which includes SMEs, operates mainly in the food and beverage industry, making up 70 

percent (presidenri.go.id, 2019). The growth of the processing industry reached an aggregate of 

4.87 percent from 2015 to 2018. Among the sub- sectors of the processing industry, the food 

and beverage products sector showed the highest growth rate at 8.71 percent. The food and 

beverage industry contributed 34.95 percent to the non-oil and gas industrial GDP in the third 

quarter of 2017, the highest among other sectors, such as the metal goods, computer, electronic 

goods, optics, and electrical equipment industry with a contribution of 10.46 percent, as well as 

the transport equipment industry at 10.11 percent. The contribution of labor in the industrial 

sector is dominated by the food and beverage industry, employing 3.3 million people or 21.34 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Al-Kharaj: Journal of Islamic Economic and Business 
P-ISSN: 2686-262X; E-ISSN: 2685-9300 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 3 

 

 

percent. Meanwhile, from January to September 2017, the value of investment reached 27.9 

trillion rupiah from Domestic Investment (PMDN), while the investment value from Foreign 

Investment (PMA) was 1.4 billion dollars for the food and beverage industry (kemenperin.go.id, 

2018). Indonesia's food and beverage industry competitiveness position for 2017-2018, based on 

the Global Competitiveness Index (GCI), improved to position 36 from 41 in 2016-2017 

(GAPMMI, 2018). The food industry sourced from the sea is considered to have promising 

prospects (Yaskun & Sugiarto, 2017). This is due to the increase in the volume of marine catches. 

The volume of marine catches in the first half of 2017 reached 3.35 million tons, an 11.3 percent 

increase compared to the same period the previous year of 3.01 million tons. The types of marine 

catches include shrimp, fish, crabs, and squid, which are raw materials for processed food 

products (kontan.co.id, 2019). 

From a consumption perspective, the growth of the food and beverage processing industry 

is driven by the lifestyle of urban or middle-class people (Hartari, 2017). Generally, they are 

individuals who have a lot of activities outside the home and are quite busy with work, so they 

tend to choose food and beverage items that are easy and quick to prepare (Warta Ekspor, 2015). 

Regarding credit access, out of 56.4 million SMEs in Indonesia, only 30 percent can access 

financing. Of that percentage, 76.1 percent obtain credit from banks, while 23.9 percent access 

funds from non-bank sources, including savings and loan businesses like cooperatives. In other 

words, about 60-70 percent of all SMEs still lack access to financing through banks and other 

financial institutions (BI, 2015). Overall, Indonesia has the highest percentage of its population in 

the world categorized as lacking access to the financial and banking industry, reaching up to 64 

percent (OJK, 2018). In addition to facing challenges in access to capital, SME empowerment also 

contends with other issues, such as low quality of human resources and a lack of mastery in science 

and technology (Hanim & Sudaryanto, 2003). Another obstacle includes limited access to 

information regarding market networks, guidance, and inadequate information technology 

capacity (Ragimun et al., 2015). The use of digital technology is considered crucial for creating 

financing for micro, small, and medium enterprises that aren't served by banks (Miller, 2017). 

Digital technology positively impacts SMEs by enabling faster communication, boosting 

productivity, creating new business opportunities, and connecting them to a global network (Basry 

& Sari, 2018). Digital technology helps SMEs in Indonesia grow faster and become more 

competitive. There's a positive correlation between improved digital technology usage and 

increased income, job creation, product innovation, and an expanded export share (Mumtahana 

et al., 2017). 

The Business Competition Supervisory Commission (KPPU) explains that Indonesia, with 

its rapidly growing digital transactions, could drive an 80 percent increase in SME income while 

also contributing an additional 2 percent per year to GDP. This additional 2 percent annual 
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contribution is necessary to meet the target of 7 percent economic growth to achieve the goal of 

becoming a middle-income country by 2025 (AIPEG & KPPU, 2017). Based on a survey of SME 

operators in Yogyakarta, the level of digital technology usage among SMEs is quite good. Over 69 

percent of SME operators already have one to three computers for marketing and operational 

purposes (Basry & Sari, 2018b). Adopting digital technology is crucial for consumer convenience 

and enhancing business competitiveness (Meuter et al., 2003; Chin & Ahmad, 2015; Lai, 2018). 

The shift from staff-assisted to self-assisted channels using mobile internet creates operational cost 

efficiencies and increases customer loyalty (Nam et al., 2016). 

The ability of the Indonesian people to adopt digital technology continues to improve 

(Setiawan, 2017). The connectivity of the population increased from 132.7 million people in 2016 

to 143.26 million people connected to the internet in 2017. This number represents 54.68 percent 

of the total population. All of this happened thanks to the development of infrastructure and the 

ease of accessing digital devices, especially smartphones. Based on regions, the penetration of 

internet connectivity using smartphones in urban areas reached 70.96 percent, in urban-rural areas 

reached 42.06 percent, and in rural areas reached 31.55 percent (APJII, 2018). The adoption of 

Information and Communication Technology (ICT) through smartphone usage has been steadily 

increasing. This has pushed the use of the internet to expand and become increasingly influential 

in transforming economic and social activities today (Aslaksen, 2020). The increasing frequency of 

transactions on smartphones has provided a new experience for users in conducting buying and 

selling activities via social media, particularly through electronic commerce, commonly known as 

e-commerce (Guven, 2020). The uniqueness of the e-commerce experience is the key to its success, 

as it can provide reliable services that are usable on all types of digital devices (Fang et al., 2019). 

E-commerce can bring numerous advantages, including ease of transaction for both consumers 

and producers, such as increased sales volume, ease of marketing products, along with 

conveniences like free shipping and guarantees against loss or damage of goods (Wang et al., 2020). 

In Indonesia, based on the percentage of e-commerce by sector, that e-commerce in 

wholesale and retail trade; repair and maintenance of cars and motorcycles is the largest, with a 

volume of 48.42 percent, followed by food and beverage providers at 17.55 percent (BPS, 2020). 

In Southeast Asia, e-commerce has become an increasingly dynamic business, with 

transaction values reaching 5.5 billion dollars in 2015 and growing to over 23.2 billion dollars by 

2018. This growth is expected to continue rising to 102 billion dollars by 2025. In Indonesia, 

the rapid development of e-commerce has taken off since 2015, valued at 1.7 billion dollars and 

rising to 12.2 billion dollars in 2018, with projections of 53 billion dollars by 2025 (Google Temasek, 

2018). The Financial Services Authority (OJK) explains in the National Strategy for Inclusive 

Finance (SNKI) that digital technology is one of the pillars of inclusive finance. Digital 

technology is expected to bring various financial products and services that are easy and 
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convenient for people across Indonesia to use (SNKI, 2019). Digital technology has a high level of 

penetration in reaching various segments of society, especially those without broad access to finance 

(Rusdianasari, 2018). The convergence between information technology and financial activities is 

unavoidable and has the potential to dominate most business transactions, including in the 

inclusive finance sector (Werthamer & Raymond, 2003) (Lee & Lee, 2015) (Jang, 2015) 

(Ranade, 2017). Enhancing the role of digital transactions is necessary for empowering SMEs to 

expand marketing reach through technology and information media (Pujiono, Setyawati & Idris, 

2018). In addition to the profit factors obtained, consumers also face potential risks of loss due to 

adopting digital finance (Widyaningsih, 2018). The initial risks that consumers may bear 

include data security, privacy, and data ownership risks, as well as governance issues. These risks 

can arise from vulnerabilities in computer-based systems and processes and may be exploited by 

hackers for pleasure or criminal activities (Nizar, 2017). From a financial risk perspective, the 

development of digital financial services in Indonesia still presents its own challenges, such as 

high interest rates exceeding twenty percent and a significant risk of defaults (Rahadiyan, 2019). 

On the legal side, there are violations involving the dissemination of customers' personal data by 

digital financial services companies (Lei, 2016). These companies collect credit payments by 

misusing the contact lists on consumers' phones. People who are contacted are unaware of the 

loan in question. This action violates the Information and Electronic Transactions (ITE) Law, 

Article 26 concerning personal data. The Financial Services Authority (OJK) has warned the 

public to avoid using financial services that are not registered with OJK (kontan.co.id, 2019). 

The study of the impact of financial risks on the adoption of digital finance has been 

prominently found in previous research literature (Abramova & Böhme, 2016); (Liu et al., 2013); 

(Benlian & Hess, 2011). Financial losses experienced by consumers result from several factors, 

including transaction system failures, fraud factors, and extra costs for transaction fees. All these 

risk factors have a negative correlation with the adoption of digital financial transactions 

(Zavolokina et al., 2017). Research conducted in South Korea on the sustainability of 

financial technology usage by examining operational, legal, security, and financial risk factors has 

proven that legal risk has the most significant negative impact on consumer sustainability when 

adopting digital technology. Meanwhile, the factor of convenience has the most positive impact on 

the sustainability of digital technology usage (Ryu, 2018). Consumer perceptions and views are 

key to the success or failure of the process of adopting a technology (Venkatesh et al., 2002). 

The indication of positive or negative perceptions in accepting a technology is a determining 

factor in how consumers adopt a technology (Cocosila, 2013). Although it has advantages, 

technological innovation comes with risks (Schierz et al., 2010). Consumers adopt technology 

products when the benefits outweigh the risks (ASBA, 2018). 

This study aims to enrich the literature regarding the role of consumer decisions to 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Kurnia Hardi, et al 

Technology Acceptance Model and Risk Benefit... 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj 6 

  

 

engage in online transactions on the purchasing decisions of food products from small and medium-

sized enterprises (SMEs), influenced by technology acceptance and the perception of risk-benefit 

factors in adopting digital technology. The research problem that this study seeks to answer is: 

1. How does technology acceptance influence online transaction adoption? 

2. How does risk perception affect online transaction adoption? 

3. How does perceived benefit impact online transaction adoption? 

4. What role does online transaction adoption play as a mediating variable in 

purchasing food products from SMEs? 

 

METHODS 

Sampling and Data Collection Techniques This research uses a quantitative approach with 

purposive sampling technique and employs a survey to meet the study's objectives. The research 

population consists of consumers of food and beverage products in the Jabodetabek area. The 

survey was conducted distributing questionnaires both online and in person to 200 respondents’ 

responses were successfully collected. The measurement scale used is a 5-point Likert scale with 

parameters ranging from "strongly disagree" to "strongly agree." Operationalization Variable and 

Data Analysis This research aims to test the relationship between technology acceptance, risk-

benefit perception, and the actual purchase of food products in SMEs through the adoption of 

online transactions as a mediating variable. 

The technology acceptance and risk-benefit perception variables are latent variables that 

cannot be directly observed, so there are manifest variables as indicators to measure the latent 

variables. In this study, there are 7 indicators for the technology acceptance variable, taken from 

previous research references, Chuang et al. (2017); Eltayeb and Dawson (2016); Cheung and 

Vogel (2013), which consist of 4 indicators for perceived usefulness and 3 indicators for perceived 

ease of use of technology. The risk perception uses references from previous studies, Kim et al. 

(2008); Featherman and Pavlou (2003); Lee (2009); Benlian and Hess (2011). Risk perception 

comprises 4 indicators, namely 2 indicators for operational risk and 2 indicators for financial 

risk. The benefit perception uses relevant sources from previous research, Cristi (2016); Kim et al. 

(2008); Featherman and Pavlou (2003); Lee (2009); Benlian and Hess (2011). Benefit perception 

indicators consist of 5 indicators, including 2 indicators for economic gains and 3 indicators for 

transaction smoothness. The adoption of online transactions consists of 2 indicators using relevant 

references from previous studies, Gupta et al. (2019). The actual purchase of food products in 

SMEs consists of 2 manifest variables referencing previous studies, namely, Omar et al. (2012); 

Banna (2019). The model construction has two stages of discussion, namely, the measurement 

model analysis or outer model and the structural model analysis or inner model (Hair et al. 2006). 

The measurement analysis stage is carried out by evaluating the convergent validity values. 
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Individual indicators are considered reliable if they have a correlation value above 0.6, especially 

for exploratory research (Chin, 1999; Hair et al. 2011). The analysis continues with a 

discriminant validity test by looking at the cross-loading factor. It is said to be reliable if the 

correlation result of a variable’s construct is higher than the correlation of the indicators in 

other variables. The evaluation continues with tests from the output of composite reliability and 

Cronbach's alpha. A construct is said to have good reliability if the output results are above 0.7. 

Next, the measurement proceeds to the second stage, which is the structural model testing 

(Inner Model). In evaluating the structural model, a goodness of fit test is performed by 

measuring R-square. The second test is to look at significance by considering the parameter 

coefficient and the t-statistic value through the output path coefficients. 

 

RESULTS AND DISCUSSION 

Results 

Characteristics of Respondents A total of 200 respondents were surveyed, consisting of 

52% women and 48% men. The largest educational background among respondents is a 

bachelor’s degree at 57%, followed by high school/vocational school graduates at 17%, while the 

rest are diploma and postgraduate holders. The most represented age group is 26-39 years, which 

accounts for 39% of the respondents, followed by the 40-59 age group at 34%, and the 17-25 age 

group at 27%, with the remaining 1% being aged 60-74. Within the age groups, most respondents 

fall within the 26-39 age range, which corresponds to millennials. The dominance of the 26-39 

age group in this study is higher compared to other age groups, as supported by a survey on e-

commerce users in Indonesia conducted by Statista (2020). Regarding the professional 

characteristics of respondents, the largest group is made up of private sector employees at 42%, 

followed by students at 21%, educators at 16%, and homemakers at 14%, while the remainder 

consists of consultants. 

Measurement Model 

The evaluation of the measurement model or outer model is conducted to test the validity 

and reliability of the model. A measurement model with reflective indicators is assessed through 

convergent and discriminant validity of the indicators forming the latent construct, as well as 

composite reliability and Cronbach’s alpha for the indicator block. The evaluation of the 

structural model or inner model aims to predict relationships among latent variables. Latent 

variables are tested by examining the percentage of variance explained through the R-square of 

the endogenous latent variables. A test is also performed to check for predictive relevance and 

average variance extracted to achieve stabilization of the estimates. In the first stage, the 

evaluation of the measurement or outer model is carried out by conducting a convergent validity 

analysis by examining the outer loading results as follows. 
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Table 1. Output of Convergent Validity 

 Original Sample (O) Sample Mean (M) Standard Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values 

PBE1 <- Benefit 0.779 0.782 0.047 16.649 0.000 

PBE2 <- Benefit 0.758 0.755 0.061 12.330 0.000 

PBS1 <- Benefit 0.750 0.749 0.038 19.931 0.000 

PBS2 <- Benefit 0.855 0.854 0.028 30.522 0.000 

PBS3 <- Benefit 0.770 0.771 0.043 17.989 0.000 

PM1 <- ActPurch 0.902 0.902 0.021 42.389 0.000 

PM2 <- ActPurch 0.928 0.928 0.014 67.462 0.000 

PRF1 <- Risk 0.863 0.854 0.090 9.538 0.000 

PRF2 <- Risk 0.736 0.720 0.106 6.916 0.000 

PRO1 <- Risk 0.602 0.559 0.185 3.265 0.001 

PRO2 <- Risk 0.630 0.586 0.158 3.974 0.000 

PTE1 <- TechAcc 0.652 0.648 0.078 8.305 0.000 

PTE2 <- TechAcc 0.736 0.731 0.062 11.794 0.000 

PTE3 <- TechAcc 0.612 0.610 0.090 6.804 0.000 

PTU1 <- TechAcc 0.731 0.727 0.052 14.027 0.000 

PTU2 <- TechAcc 0.786 0.789 0.046 17.194 0.000 

PTU3 <- TechAcc 0.697 0.701 0.051 13.568 0.000 

PTU4 <- TechAcc 0.680 0.680 0.052 13.180 0.000 

TO1 <- TraOnli 0.859 0.852 0.043 20.104 0.000 

TO2 <- TraOnli 0.907 0.908 0.017 53.389 0.000 

All indicators have a correlation output of > 0.6 and are considered reliable with a P value 

of 0.000 in this exploratory study. Thus, the measurement evaluation can proceed with the analysis 

of discriminant validity. Below are the results of the cross-loading measurements for the 

assessment of discriminant validity. 

Table 2. Cross Loading of Discriminant validity Test 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 ActPurch Benefit Risk TechAcc TraOnli 

PBE1 0.405 0.779 -0.121 0.503 0.333 

PBE2 0.350 0.758 -0.166 0.487 0.427 

PBS1 0.446 0.750 -0.119 0.578 0.393 

PBS2 0.508 0.855 -0.140 0.521 0.359 

PBS3 0.430 0.770 -0.183 0.471 0.364 

PM1 0.902 0.448 -0.209 0.427 0.481 

PM2 0.928 0.549 -0.198 0.457 0.537 

PRF1 -0.269 -0.205 0.863 -0.277 -0.208 

PRF2 -0.128 -0.150 0.736 -0.172 -0.089 

PRO1 -0.078 -0.047 0.602 -0.046 -0.197 

PRO2 -0.048 -0.052 0.630 -0.115 -0.127 

PTE1 0.256 0.397 -0.139 0.652 0.228 

PTE2 0.287 0.464 -0.165 0.736 0.287 

PTE3 0.244 0.358 -0.202 0.612 0.185 

PTU1 0.301 0.437 -0.245 0.731 0.391 

PTU2 0.410 0.529 -0.190 0.786 0.436 

PTU3 0.451 0.490 -0.144 0.697 0.305 

PTU4 0.384 0.514 -0.132 0.680 0.330 

TO1 0.444 0.359 -0.202 0.367 0.859 

TO2 0.535 0.477 -0.192 0.431 0.907 
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It was found that the correlation of the benefit construct is greater than the correlation 

values of the other variable constructs. Similarly, technology acceptance has a higher construct 

correlation compared to the construct correlations of other indicators. The same goes for other 

variables such as online transaction adoption, actual purchase, and risk-benefit perception, each 

having a higher construct correlation than the correlations of other variables. Therefore, the 

discriminant validity test is satisfied in the measurement analysis. Next, a reliability test for the 

constructs was conducted using two criteria: 

composite reliability and Cronbach's alpha, with the following results: 

Table 3. Output Construct Reliability and validity 

 

 

 

 

The results of the measurements for both Cronbach’s alpha and composite reliability show 

output > 0.7, indicating that the model construct is considered reliable. 

Structural Model 

The analysis continues with the evaluation of the structural model (inner model). Below 

are the results of the structural model construct regarding technology acceptance, risk-benefit 

perception towards purchasing food products from SMEs through the adoption of online 

transactions as a mediating variable. 

 

 

 

 

 

 

 

 

 

Figure 3. Structural Model of Online Purchasing in SMEs 

 

Inner model testing can be done by looking at the R-square value, which indicates the 

extent of variability in actual purchase constructs as an endogenous variable that can be explained 

by exogenous variables. Here are the R-square values. 

  

 Cronbach's Alpha rho_A Composite Reliability Average Variance Extracted (AVE) 

ActPurch 0.806 0.819 0.911 0.837 

Benefit 0.842 0.844 0.888 0.614 

Risk 0.706 0.852 0.804 0.512 

TechAcc 0.827 0.836 0.871 0.491 

TraOnli 0.720 0.739 0.876 0.780 
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Table 4. Output R-Square 

 R Square R Square Adjusted 

ActPurch 0.419 0.410 

Benefit 0.431 0.428 

Risk 0.061 0.056 

TraOnli 0.275 0.264 

 

The R-square value of 0.419 can be interpreted as the variability in actual food product 

purchases among SMEs, explained by the variability in technology acceptance, risk-benefit 

perception, and online transaction adoption, which is 41.9%, while the remaining 58.1% is 

explained by other variables outside the study. Chin (1998) explains that the R-square criteria 

consist of three classifications: 0.67 (substantial); 0.33 (moderate); and 0.19 (weak). Therefore, the 

R-square value in the structural model of technology acceptance, risk-benefit perception 

regarding actual food purchases among SMEs through online transaction adoption is 0.419, 

which falls between the moderate and substantial criteria. 

Table 5. Coefficient and t-Statistic 

No Influence Path Coefficient t-Value Remark 

1 Digital technology acceptance → Online 

transaction adoption 

0.221 2.527 Supported 

2 Risk Perception → Adoption of Online 

Transactions 

-0.109 1.350 Rejected 

3 Perception of Benefits → Adoption of Online 

Transactions 

0.358 4.224 Supported 

4 Online Transactions Adoption → Actual 

Purchases 

0.370 4.799 Supported 

The results in Table 5 show that not all the proposed hypotheses (H1 – H4) were 

supported. H1, H3, and H4 are significant at the 0.05 significance level. H2 is rejected at the 0.05 

significance level with a t-value < 1.96. 

Table 6. Goodness of Fit Structural Model 

No Criteria Standard Value Remark 

1 SRMR < 0.08 0.07 Good fit 

2 NFI the closer to 1, the better 0.677 Good fit 

3 RMS theta < 0.12 0.179 Marginal fit 

The goodness of fit results for the structural model are met by fulfilling the SRMR 

(standardized root mean square residual) criterion with a value of 0.07 < 0.08 (Hu & Bentler, 

1999) and an NFI of 0.677, fulfilling the condition that a value closer to 1 is better. The RMS 

theta, which has a value of 0.179, is greater than the standard of < 0.12 (Henseler et al., 2012), 
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thus the model only meets marginal fit. Nevertheless, the value of 0.179 still complies with the 

condition of being closer to 0, indicating that the structural model meets the criteria. 

The next evaluation of the structural model is to test the value of predictive relevance. 

The results indicate that the blindfolding Q2 value is 0.340 and the actual purchase is 0.340. A 

blindfolding value > 0 indicates that the model has predictive relevance (Ghazali, 2021). This test is 

necessary to obtain stabilization of the estimations. Below, table 7 shows the blindfolding Q2 

values. 

Table 7. Construct Cross Validated Redundancy 

From the results of the specific indirect effect, it is known that there is an indirect 

influence of technology acceptance, benefit factors through the mediation of adoption on actual 

purchases, which is positive and significant with a value of β = 0.076; t = 2.936. Is there a 

mediating effect of online transaction adoption on actual purchases? Due to the direct 

relationship between the perception of benefits and actual purchases, which is positive and 

significant with a value of β = 0.358; t = 4.543, the mediating effect of online transaction adoption 

is a complementary partial mediation with a VAF test result of (0.314 * 0.358) / (0.314 * 0.358) 

+ 0.370 = 0.233. A VAF value of 0.233 indicates partial mediation. Ghazali (2021) explains that if 

VAF > 0.80, it indicates full mediation; if 0.20 ≤ VAF < 0.80, it indicates partial mediation; and if 

VAF < 0.20, there is no mediation. Thus, the adoption of online transactions is a partial 

mediation. Below is table 8, which explains the path coefficient values. 

Table 8. Path Coefficient 

 

Discussion 

The purpose of this research is to examine the influence of digital technology acceptance 

and the perception of risks and benefits on food product purchases in SMEs through the 

 Original Sample (O) Sample Mean (M) Standard Deviation (STDEV) T Statistics (|O/STDEV|) P Values 

Benefit -> ActPurch 0.358 0.360 0.079 4.543 0.000 

Benefit -> TraOnli 0.314 0.296 0.074 4.224 0.000 

Risk -> ActPurch -0.074 -0.082 0.051 1.434 0.152 

Risk -> TraOnli -0.109 -0.110 0.081 1.350 0.178 

TechAcc -> Benefit 0.656 0.668 0.047 14.091 0.000 

TechAcc -> Risk -0.247 -0.267 0.071 3.508 0.000 

TechAcc -> TraOnli 0.221 0.234 0.087 2.527 0.012 

TraOnli -> ActPurch 0.370 0.368 0.077 4.799 0.000 
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adoption of online transactions as a medium. 

Hypothesis 1 that the acceptance of digital technology has a positive and significant effect 

on the adoption of online transactions with a value of β = 0.221; t = 2.527. This means that the 

higher the perception of digital technology acceptance, the greater the increase in online 

transaction adoption and actual purchases. These results are consistent with previous research by 

Butt et al. (2016); Said S. Al-Gahtani (2011); Rachbini (2019), which states that the factors of ease 

of use and the benefits of digital technology influence the adoption of transactions on e-

commerce platforms via mobile phones. 

Hypothesis 2 states that risk perception has a negative effect on the adoption of online 

transactions. Risk perception has a negative and insignificant effect on the adoption of online 

transactions with a value of β = -0.109; t = 1.350. This means that although the use of 

technology is perceived to carry risks, it does not automatically decrease the adoption of online 

transactions, as the benefits of using technology are still felt to be relatively greater. This is in line 

with the Net Valency Model, which supports consumer behavior in deciding to adopt digital 

technology when the perceived benefits outweigh the risks (Featherman & Pavlou, 2003); 

(Featherman, Miyazaki, & Sprott, 2010); (Abramova & Böhme, 2016). 

Hypothesis 3 states that the perception of benefits has a positive influence on the 

adoption of online transactions. The perception of benefits positively and significantly affects the 

adoption of online transactions with a value of β = 0.358; t = 4.224. This means that the higher 

the perception of the benefits of information technology, the higher the level of adoption of 

online transactions and the actual purchasing rate of food products in SMEs will also increase. 

This supports the findings of previous research by Kim et al. (2008); Featherman and Pavlou 

(2003); Lee (2009); Benlian and Hess (2011), and Cristi. (2016). 

Hypothesis 4 states that the adoption of online transactions has a positive effect on the 

actual purchase of food products in SMEs. The adoption of online transactions has a positive and 

significant impact on the actual purchase of food products in SMEs with a value of β = 0.370; t = 

4.799. This explains that if the adoption of online transactions increases, then the purchase of food 

products from SMEs will also rise. 

 

CONCLUSION 

This research demonstrates the indirect influence of digital technology acceptance and 

perceived benefits on food product purchases in SMEs through the adoption of online 

transactions. The direct influence of perceived technology benefits on food product purchases in 

SMEs indicates that the adoption of online transactions has a complementary partial mediating 

effect. Consumers are partially adopting other transactions to make actual purchases, in line with 

the condition that most SMEs have not gone digital yet. The government, along with relevant 
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agencies and institutions, needs to encourage the acceleration of digital adoption for SMEs and 

provide intensive support to enhance skills and capital. The results of this research contribute in 

several ways: (a) Theoretical perspective, it develops a construct of the model for digital technology 

acceptance and perceived risk-benefit regarding the consumption of food and beverage products 

through the adoption of online transactions, to complement existing constructs that can be used 

in future research, (b) Empirical standpoint, this study develops empirical research on SMEs in 

the food and beverage sector regarding how SME actors need to implement business efficiency 

strategies by shifting some of their resources to enhance digital literacy and adopt online 

transactions to support broader marketing efforts. This research focuses on the influence of 

digital technology acceptance and risk-benefit perception on food product consumption among 

SMEs through online transactions in the Jabodetabek area. Future researchers can conduct further 

measurements, such as how the development strategies of SMEs relate to the management of 

branch operations and digital marketing to expand target areas. The aim is to analyze the factors 

that influence the empowerment of SMEs in efforts to encourage economic recovery post- 

pandemic. 
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