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ABSTRAK 
 
 
 

Perkembangan teknologi dimasa kini dinilai memiliki perkembangan yang pesat. 

Salah  satu  contoh  perkembangan  teknologi  yaitu  Internet,  dimana  internet  di 

percaya sebagai salah satu teknologi yang dapat menghubungkan antara pembeli 

dan penjual. Fenomena tersebutpun mulai dimanfaatkan oleh sedikit pelaku usaha 

bisnis di Indonesia. Contoh penggunaan teknologi dan internet yang dimanfaatkan 

oleh  pelaku  usaha  yaitu  penggunaan  aplikasi  Whatsapp  Business.  Whatsapp 

Business  mencoba  untuk  menarget  pelaku  UMKM  (Usaha  Mikro,  Kecil,  dan 

Menengah)  karena  melihat  besarnya  jumlah  pengguna  Whatsapp  di  Indonesia. 

Tetapi ada permasalahan dimana para UMKM(Usaha Mikro, Kecil dan Menengah) 

di   Indonesia   masih   belum   menggunakan   dan   memaksimalkan   penggunaan 

teknologi dalam menjualkan produk mereka. 
 

Tujuan  dalam  penelitian  ini  adalah  untuk  melihat  faktor  –  faktor  yang  dapat 

mempengaruhi  Behavioral  Intention  to  Adopt  pada  aplikasi  Whatsapp  Business. 

Model kausal dalam penelitian ini disampaikan dengan 8 hipotesis dengan bantuan 

perangkat  lunak  LISREL  versi  8.8.  Peneliti  menggunakan  LISREL  dikarenakan 

LISREL dapat membantu peneliti melakukan perhitungan model struktural variabel 

secara bersamaan tanpa harus melakukan perhitungan setiap variabel.  Sampel pada 

penelitian ini mengacu pada pria maupun wanita,  dengan rentang usia produktif 

(18-64   tahun),   menggunakan   whatsapp   messenger,   memiliki   bisnis   dengan 

ketentuan karyawan tidak lebih dari 10 orang, bisnis berdomisili di Tangerang dan 

Jakarta,    mengetahui    aplikasi    Whatsapp    Business,    namun    belum    pernah 

menggunakan  aplikasi  Whatsapp  Business.  Ukuran  sampel  yang  terdapat  pada 

penelitian ini melibatkan 192 responden. 
 

Hasil analisis menunjukan bahwa behavioral intention to adopt dipengaruhi oleh 

Perceived  Usefulness,  Perceived  Ease  of  Use,  Compability,  Subjective  Norm, 

Perceived Risk, serta Perceived Trust. Terdapat pengaruh antara Perceived Ease of 

Use terhadap Perceived Usefulness. Namun ditemukan bahwa perceived cost tidak 

memiliki  pengaruh  terhadap  Behavioral  Intention  to  Adopt  dikarenakan  para 

responden peneliti yang memang memiliki bisnis, memiliki penghasilan sendiri dan 

dianggap mampu memenuhi biaya-biaya yang harus ditanggung dalam penggunaan 

aplikasi Whatsapp Business. Hasil penelitan menunjukan bahwa responden tertarik 

dalam  menggunakan  /  mengadopsi  Whatsapp  Business  dimasa  datang.  Dengan 

demikian, peneliti menyarankan Whatsapp Inc untuk lebih mengarahkan Whataspp 

Business ke bidang e-commerce salah satunya adalah dengan merealisasikan saran 

peneliti  yaitu  menciptakaan  sistem  pembayaran  Whatsapp  Business  sehingga 

mempermudah  transaksi  antara  penjual  dan  pembeli.  Compatibility  merupakan 

variabel paling berpengaruh terhadap Behavioral Intention to Adopt.



 

iv 

 

 

Kata   Kunci   :   Perceived   Usefulness,   Perceived   Ease   Of   Use,   Compability, 

Subjective  Norm,  Perceived  Risk,  Perceived  Cost,  Perceived  Trust,  Behavioral 

Intention to Adopt 

 

ABSTRACT 
 
 
 

Current  technological  developments  are  considered  to  have  rapid  development. 

One  example  of  technological  development  is  the  Internet.  People  believe  that 

Internet these days can connect sellers and buyers. This phenomonon of technology 

already  utilized  by  a  few  Indonesian  Businessman.  One  of  the  example  of 

technology  and  internet  usage  by  businessman  in  Indonesia  is  the  usage  of 

Whatsapp Business. Whatsapp Business tries to target MSMEs (Micro Small and 

Medium  Enterprises)  because  its  popularity  in  Indonesia.  But  there  are  some 

problems where MSMEs in Indonesia have not yet adopt internet or technology for 

their business or even maximize the usage of technology for selling their products. 
 

The purpose of this research is to find out factors that can influence behavioral 

intention  to  adopt  on  Whatsapp  Business.  The  causal  model  in  this  study  was 

delivered with 8 hypotheses tested using Structural Equation Model was calculated 

with  LISREL  8.8  version.  Researcher  prefer  using  LISREL  because  it  can  

help researcher to calculate the structural model simultaneously without running 

data for  each  variables.  The  sample  in  this  study  refers  to  men  and  women,  

with  a productive age range (18-64 years), using whatsapp messenger, having a 

business with no more than 10 employees, businesses domiciled in Tangerang and 

Jakarta, knowing  Whatsapp  Business  applications,  but  never  using  Whatsapp  

Business application. Sample size contained in this study involved 192 respondents. 
 

The result of the analysis show that behavioral intention to adopt is influenced by 

perceived   usefulness,   perceived   ease   of   use,   compability,   subjective   norm, 

perceived risk, and perceived trust. There is influence between perceived ease of use 

on perceived usefulness. However, it was found that perceived cost has no effect on 

behavioral intention to adopt because respondents in this research have their own  

business  and  considered  capable  of  any  cost  that  must  be  paid  by  using 

Whatsapp Business. The results showed that respondents were interested in using / 

adopting Whatsapp Business in the future. Thus, researchers suggested Whatsapp 

Inc. to be able to  push  Whatsapp Business to the field of e-commerce business. 

Researchers also suggest for Whatsapp Business to make their own payment system 

because  Compability  is  the  most  influential  variable  for  adopting  Whatsapp 

Business. 
 
 
 

Keywords : Perceived Usefulness, Perceived Ease Of Use, Compability, Subjective 

Norm, Perceived Risk, Perceived Cost, Perceived  Trust, Behavioral Intention to 

Adopt
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dan ilmu pengetahuan selama proses penulisan. Penulis berharap skripsi ini dapat 
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