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Preface
This volume contains papers presented at The 2020 6th International Conference on E-Business and
Application (ICEBA 2020), which was held in Kuala Lumpur, Malaysia during February 25-27, 2020.
ICEBA 2020 is hosted by Universiti Teknologi MARA, Malaysia. ICEBA provides a valuable platform
for scientists, engineers and technologists worldwide who work in all aspects of E-business and Mobile
Commerce. This volume includes 28 selected papers contributed from universities, research institutions,
and industries. These papers cover the topics ranging from E-Commerce, Business Economics,
Computer Application, etc. Each contributed paper has gone through a rigorous blind peer-review
process. The proceedings present to the readers the latest research findings and results in the related
fields.
This conference had four keynote speeches and one invited speaker. Each of them has shared their
research outcomes from different prospective: from Malaysia to Japan and Republic of Korea, from
practical strategies to modern analysis skills.
We sincerely thank the contributions made by session chairs and reviewers. The chairperson of each
session played an important role in conducting the sessions in a timely and efficient manner.
Furthermore, the success of this conference cannot be done without the reviewers, who volunteered
their time in helping select high quality papers and provided invaluable constructive criticism to
improve these papers.
We truly believe that the participants have found the discussions fruitful and the opportunity to
establish future collaborations.
Best Regards,

Prof. Firdaus bin Abdullah
Universiti Teknologi MARA, Malaysia
Conference Chair of ICEBA 2020
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activities and lifestyles have gradually changed, such as assisting
the production, modification, storage, transmission and
dissemination of information in the form of data, voice, images,
and video. ICT is an important part of modern infrastructure and
has been widely used in the world economy. Today, the revolution
in information and communication technology is visible in all
countries. With the penetration of technology and the promotion
of fundamental changes in all areas and aspects of human life, it
will bring revolutionary changes in economic and social aspects
[1].

ABSTRACT
The speed of globalization and the development of information
and communication technology are the most powerful forces
affecting the world economy and commerce, which can be seen in
the rapid rise of the electronic market that is reshaping the
business world. Many large companies use e-commerce called emarketplace when developing their businesses, so they can
compete in global markets. Therefore, this study identifies the emarketplace acceptance in MSMEs under the constructs of
hedonic motivation and price value. This study is conducted
through online questionnaire survey to collect the data from the
participants located at Badung Regency, Gianyar Regency, and
Denpasar Regency, Bali, Indonesia. The participants of this study
are selected with non-probability sampling technique, and about
100 participants from the three regencies had well completed the
survey question. The collected data were statically analyses
through IBM SPSS Statistic 25 and SmartPLS 3.0 software for
descriptive analysis. The developed hypotheses were also been
tested based on the significant of P-Value. The result obtained
shows both constructs of hedonic motivation and price value have
a positive relationship with behavioral intention to use emarketplace.

According to Mansur [2], e-Marketplace is a virtual market,
which uses information technology in the form of the Internet, and
each micro small and medium-sized enterprise (MSME) can
introduces products and conduct transactions in exchange for
goods or services. In addition, e-Marketplace can also be
categorized directly or indirectly as trading relationships, so that
MSME can provide information about detailed product sales.
According to research conducted by Yu [3], the three main factors
driving companies to adopt the e-marketplaces are company
characteristics, the competitiveness of the business environment,
and the promotion of senior management. Zhai and Liu [4]
pointed out that the reasons for adopting the e-marketplaces
include the desire to expand the business to global markets and a
more flexible work environment.

CCS Concepts
• General and reference ➝ Document types ➝ Surveys and
overviews • Mathematics of computing ➝ Mathematical
analysis ➝ Numerical analysis

Considering that almost everyone in Indonesia today is connected
to the Internet, using virtual markets in the form of electronic
markets will make it easier for MSME sellers to find potential
buyers. Unfortunately, MSME's level of adoption of emarketplace technology remains low, especially in developing
countries such as Indonesia. There are still many MSMEs that do
not fully utilize the features of e-marketplace, which can is only
9.6 million MSMEs out of a total of only about 59 million
MSMEs [5]. The lack of use of information technology will have
an impact on weakly competitive companies and lag behind large
companies that use information technology. The large companies
usually run their online businesses using information technology
as a tool for conducting effective and effective marketing
activities. Despite increasing awareness and enthusiasm for ecommerce, only a small percentage of SMEs realize the
tremendous benefits of the Internet. The reality is that, after more
than a decade of development, the adoption and dissemination of
e-commerce between different countries is still uneven, and the
digital divide in e-commerce across the globe is widening [6].

Keywords
E-Marketplace; ICT, MSMEs; E-Commerce; Hedonic Motivation;
Price Value; Technology

1. INTRODUCTION
Information and communications technology (ICT) is developing
rapidly and plays an important role in supporting all aspects of
human activities. With the development of ICT, people's daily
Permission to make digital or hard copies of all or part of this work for
personal or classroom use is granted without fee provided that copies
are not made or distributed for profit or commercial advantage and that
copies bear this notice and the full citation on the first page. Copyrights
for components of this work owned by others than ACM must be
honored. Abstracting with credit is permitted. To copy otherwise, or
republish, to post on servers or to redistribute to lists, requires prior
specific permission and/or a fee. Request permissions from
Permissions@acm.org.
ICEBA 2020, February 25–27, 2020, Kuala Lumpur, Malaysia
© 2020 Association for Computing Machinery.
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In the development process, behind the important role of MSMEs
in the Indonesian economy, many MSMEs still face internal and
external obstacles and constraints that may hinder the
development process, especially in this technological era. Awatara
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Figure 1 demonstrates the conceptual framework of this study and
the developed hypotheses are:

et al. [7] outlines the most significant obstacle faced by SMEs was
based upon motivational factors. Thus, strong commitment to
grow the business is required to equip by all the MSMEs. Awatara
et al. [7] also added that even if the entrepreneur/ management
team makes a commitment, then issues such as management
capabilities, funding, sales or marketing capabilities, and product
or service provision are considered internal obstacles to the
growth of Indonesian SMEs. Besides that, MSMEs do encounter
some obstacles when accessing the Internet. For example, some
entrepreneurs do not have enough knowledge to use the Internet
or lack Internet capabilities, lack of motivation, and lack of
understanding of the benefits of the Internet [8]. According to
Anwar and Djawad [9] ICT may be easily accessible in some
parts of Indonesia, but due to lack of skills and knowledge, many
people do not understand the advantages of using ICT for their
business activities. Therefore, this study determines the emarketplace acceptance in MSMEs under the constructs of
hedonic motivation and price value.

H1: Hedonic Motivation has a positive relationship with
behavioral intention to use E-Marketplace.
H2: Price Value has a positive relationship with behavioral
intention to use E-Marketplace.

HM
PV

H1
H2

BI

Figure 1. Conceptual framework

3. METHODOLOGY
This study used quantitative research approach to identify the
acceptance of e-marketplace in in MSMEs under the constructs of
hedonic motivation and price value. Sugiyono [17] defines that
quantitative data is data in the form of numbers or qualitative data
that is measured. Thus, the primary data used in this study is
quantitative data which gather form online questionnaire survey.

2. RESEARCH HYPOTHESIS
2.1 The Influence of HM on BI to Adopt EMarketplace
Hedonic motivation can be defined as a pleasure or happiness
resulting from using technology and having an important role in
determining the adoption of new technologies. Venkatesh et al.
[10] state that hedonic motivation plays an important role in
predicting intention to use technology. So, when technology
creates pleasure and fun while individual is using it, they are able
to gain enjoyment which influences their behavioral intention to
pursue the technology. According to the research conducted by
Morosan and Defranco [11] in examining consumer’s intentions
to use NFC mobile payments in hotels, hedonic motivation
showed the strongest significant effect on behavioral intention.
Furthermore, hedonic motivation also shows a positive significant
effect in research conducted by Alalwan et al. [12], Raza et al. [13]
and Megadewandanu et al. [14]. Based on the results of the above
research, researchers want to know the effect of hedonic
motivation on the intention to use e-marketplace in the
formulation of the 5th hypothesis:

3.1 Research Location

2.2 The Influence of PV on BI to Adopt EMarketplace

3.3 Data Collection

This study chooses the research location based on the level of
economic growth and the number of MSMEs. The chosen site
location for this study is in Bali Province, focuses on the three
regencies namely Badung, Denpasar, and Gianyar.

3.2 Research Sample
The sample of this study is from Denpasar, Badung and Gianyar,
the Province of Bali, Indonesia. The sample of this study is the
MSMEs who use e-marketplace. Ghozali [18] articulates that the
size of the sample in studies using the PLS approach that has a
large portion of the population is at least recommended for 30 to
100 cases or respondents. Therefore the sample size of this study
is control at 100 respondents. The sample was selected through
on-probability sampling technique because of large number
involved. Also, cluster sampling calculation is used to determine
the number of participant from each of the regency.
This study used online questionnaire survey, which is Google
Form website to gather the primary data in October 2019. The
data were collected among the MSMEs in the research location.
The collected questionnaire will be reviewed and further filtered
to remove those incomplete answered questionnaire. This to make
sure the result of data analysis is comparable.

There are two things that significantly impact on the consumers’
technology use, namely cost and pricing [15]. Price value can be
defined in two different senses depending on the context, namely
organizational context and consumer context. Based on
organizational context, price value can be defined as time and
effort incurred by employees in acceptance and use of
technologies. Whereas based on consumer context, price value is
defined as the use of technology in reducing the monetary costs
that the consumer's use of technology in purchasing related
activities [10]. Price value is defined as the consumers' cognitive
trade-offs and the monetary cost for using it [10]. Price value will
produce positive results if the benefits obtained from consumers
through the use of technology greater/ greater than the monetary
cost and price value will have an impact on the intention. Based
on research conducted by Tandon et al. [15], price value has a
significant positive impact on behavioral intention, thus becoming
drivers of the use of online shopping. The perceived benefits of
using a technology are greater when the price value is more, and
the perceived monetary cost is less [16]. Therefore, price value is
considered has a positive impact on the intention to adopt emarketplace technology.

The questionnaire is designed in the way that the respondent can
answer with five-point Likert scale for each question. The
questionnaire also prepared in two languages which is English and
Indonesian Language

3.4 Data Analysis
Descriptive statistical analysis performs through IBM SPSS
Statistic 25 is used to evaluate the collected data and the
hypotheses of this study are tested using Partial Least SquaresStructural Equation Model analysis techniques (PLS-SEM) in
SmartPLS 3.0 software.

3.5 Operational Variable Definitions
Table 1 tabulates the operational variable definitions of hedonic
motivation and price value. Each of the variables is supported
with three indicators.
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Table 1. Operational variable definitions [11]
Variable and Definition
Hedonic
Motivation
(HM) “The fun or
pleasure derived from
using a technology [11]”

•
•
•
•

Price
Value
(PV)
“Consumers’ cognitive
trade-offs
and
the
monetary cost for using it
[11]”

4.1 Descriptive Analysis
Table 2 demonstrates the results of descriptive statistical tests of
e-marketplace adoption for variables which are hedonic
motivation and price value. The result of descriptive statistical
tests consists of the number of observations, minimum values,
maximum values, average values, and standard deviations.

Indicator
Using
e-marketplace
is
enjoyable
Using e-marketplace is very
entertaining
Using e-marketplace gives me
pleasure
E-marketplace is reasonably
priced
E-marketplace is a good value
for the money
At the current price, the system
provides a good value

•
•

Table 2. Descriptive statistics
Variables

Min

Max

Sum

Mean

Hedonic
Motivation
Price Value
Note: N = 100.

9

15

1266

12.66

Std.
Deviation
1.603

7

15

1212

12.12

1.827

The hedonic motivation construct and price value construct data
were obtained from distributing questionnaires online with the
number of questions as many as 3 items or each construct with the
use of a 5-point Likert Scale, having a theoretical score between
the lowest score of 3 to the highest score of 15.

4. RESULT AND DISCUSSION
The general demographic data of the participants are display in
Figure 2, Figure 3, and Figure 4. Figure 2 illustrates that majority
of the participants are male about 55.00%, while female about
45.00%. Figure 3 demonstrates that most of the participants in this
study are age between 21-30, follow by less than 20, 31-40 and
more than 41 years old, by 58.00%, 24.00%, 18.00% and 0.00%
respectively. Figure 4 shows that the majority of the participants
have working experience as MSMEs between 2-3 years about
48.00%. The others participants have working experience as
MSMEs between 7-9 years, 4-6 years and less than 1 year are
mark by 1.00%, 34.00% and 17.00% respectively.

In hedonic motivation construct, the empirical score on the emarketplace adoption model spreads from the lowest score of 9 to
the highest score of 15, with a total score of 1266, mean 12.66,
and standard deviation of 1.603.
In price value construct, the empirical score on the e-marketplace
adoption model spreads from the lowest score of 7 to the highest
score of 15, with a total score of 1212, mean 12.12 and standard
deviation of 1.827.

4.2 Model Evaluation
45.00%
55.00%

In this study, model analysis is carried out to ensure that the
measurements used are appropriate to be made measurements
(valid and reliable). The validity and reliability test are executed
using the SmartPLS 3.0 program. The result of the validity and
reliability test are tabulated in Table 3.

Male
Female

Table 3. Result of validity and reliability test
Construct

Composite
Cronbach’s
AVE
Reliability
Alpha
0.860
0.756
0.671
HM
0.866
0.771
0.684
PV
Note: N = 100. HM: Hedonic Motivation; PV: Price Value.

Figure 2. The gender of the participants
0%
18.00%

24.00%

A rule of thumb for evaluating structural reliability is that the
value of composite reliability must be greater than 0.7 for
confirmatory research and the value 0.6-0.7 is acceptable for
exploratory research. Table 3 shows that the obtained composite
reliability value of all variables in the acceptance model of emarketplace platforms has a composite reliability value greater
than 0.7 so that it can be said that the reliability for the variables
in the model is relatively high and reliable.

≤ 20
21 – 30
31 – 40
≥ 41

58.00%

Figure 3. The age of the participants

The reliability test on PLS was also strengthened by the presence
of Cronbach’s alpha which showed consistency in answering the
questionnaire tested. The rule of thumb for Cronbach’s alpha is
suggested to be greater than 0.7 for confirmatory research and a
value of 0.6-0.7 is acceptable for explanatory research. The
obtained Cronbach’s alpha value shown in Table 3 indicates each
variable is greater than 0.7, thus the consistency of each answer is
good.

1.00%
17.00%
34.00%

Less than 1
year
2-3 years
4-6 years

48.00%

7-9 years

The Average Variance Extracted (AVE) can be used as validity
testing, where the recommended AVE value must be greater than
Figure 4. The working experience of participants as MSMEs
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0.5. The obtained AVE values shown in Table 3 indicate that both
hedonic motivation construct and price value construct are valid.

4.3 Hypothesis Testing
The hypothesis testing result is demonstrated in Table 4, where
both hypotheses are accepted as both the p-value is smaller than
0.05, which is statistical significance.
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Table 4. Hypothesis testing
Original
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0.031*

Supported
Supported

[5] Kominfo: 9,6 Juta UMKM Sudah Jualan Daring. 2019.
teknologi. [Internet]. [cited 5 December 2019]. Available
from:
https://www.cnnindonesia.com/teknologi/20190225194021185-372548/kominfo-96-juta-umkm-sudah-jualan-daring.

H1 hypothesis states that Hedonic Motivation has a positive effect
on behavior intention. Table 4 shows that the relationship between
hedonic motivation and behavioral intention on e-marketplace
adoption is significant with p-value of 0.023 ( ≤ 0.05). The
original sample estimate value in the e-marketplace adoption
models showed positive results in the amount of 0.209. So, it
showed that the direction of the relationship between hedonic
motivation and behavioral intention was positive. Thus, the H1
hypothesis in this study which states that hedonic motivation has a
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H2 hypothesis states that price value has a positive effect on
behavior intention. Table 4 shows that the relationship between
price value and behavior intention on e-marketplace adoption is
significant with p-value of 0.031 (≤0.05). The original sample
estimate value in the e-marketplace adoption models showed
positive results in the amount of 0.192 which showed that the
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5. CONCLUSION
As a conclusion, the hypothesis testing result highlighted that both
hedonic motivation and price value have a significantly influence
behavior intention in using e-marketplaces. Thus, there is an
acceptance of E-Marketplace in MSMEs under the constructs of
hedonic motivation and price value. In addition, this study is
conducted in quantitatively, which only measure the research
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methods to enhance the understanding. Also, integrate with the
other technology adoption models in order to provide a higher
level of explanation in the acceptance of e-marketplaces.
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