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structural equation modeling (PLS-SEM). The results show that 
personal attractiveness does not affect attitude, while personal 
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helpful in enhancing the quality of SMEs' Android applications.  
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Introduction 

The development of an increasingly advanced era with a variety of increasingly sophisticated 
technologies that can facilitate all activities ranging from buying and selling transactions of a product to 
promoting products (Susanty et al., 2020). With increasingly advanced technology, this can attract the 
attention of large companies and small and medium enterprises (SMEs) to use this technology, which we 
often call e-commerce technology. Using the e-commerce platform as an alternative tool in marketing 
products for companies and SMEs can bring tremendous results or sales. Although the use of this 
technology is still low, SME businessmen see its use positively, which opens up opportunities for its future 
implementation (Haseeb et al., 2019). 

SMEs play an important role in the Indonesian economy. SMEs reduce unemployment caused by a 
labor force not absorbed into the work environment. SMEs have been identified as a priority for Indonesia's 
economic development. When Indonesia experienced the economic crisis in 1998, SME showed 
tremendous strength. SMEs can operate in various industries, such as the culinary, fashion, and agriculture 
industries. The raw materials used by small and medium-sized industries come from natural resources in 
their environment (Qosasi et al., 2019). 
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The development of SMEs is crucial for economic growth and the survival of SMI enterprises. To 
achieve this, SME enterprises need the government's support and the local community's attention. There 
are two types of industrial understanding, namely macro and micro. The definition of industry in terms of 
micro is a collection of enterprises that produce goods and services, while macro industry is the ability to 
produce added value. Improving business efficiency, which will affect the increasing competitiveness of 
businesses, requires accuracy in choosing a technology (Susanty et al., 2020). The existence of a field 
engaged in the same industry from both large and medium-sized industries will potentially encourage 
small-scale industrial development efforts, which will have very strong competition. Such conditions may 
lead to competition for the market share of goods produced by both industries. In such competition, it is 
clear that large and medium industries will overcome small industries (Jadhav et al., 2023). 

The Tanjungpinang City Department of Trade and Industry launched the Dagin Market Hub Application 
to enhance SMEs. It is an innovation in the government's efforts to support small and SMEs in digital 
marketing and help them market their goods. The launch of this application was implemented through 
Government Regulation No. 7 of 2021 on the facilitation, protection, and empowerment of cooperative 
SMEs. As a marketplace-based marketing channel, Dagin Market Hub aims to encourage SMEs in 
Tanjungpinang to go digital, provide convenience and business expansion for SMEs and cooperatives in 
Tanjungpinang in the procurement market of goods and services, and improve and develop SMEs in 
Tanjungpinang (Taiminen & Karjaluoto, 2015). Dagin Market Hub can be a promotional forum and 
marketing tool for Tanjungpinang SME products so that the wider community can recognize them without 
having an offline store. 

Although numerous studies have assessed the effect of several predictors on attitude and behavioral 
intention using the technology acceptance model (TAM) (Hatamifar et al., 2021; Natarajan et al., 2018; 
Salameh, 2022), our knowledge is still incomplete in several areas. First, previous studies tend to examine 
the attitude and intention of the customer instead of the seller. Consequently, we have limited knowledge 
about seller response technology in the marketing system. Second, the research considers personal 
attractiveness as a factor affecting perceived usefulness, and attitude is rare. Personal attractiveness is 
crucial in understanding how individuals form perceptions and evaluations of technology, shaping their 
intention to adopt it (Munim & Noor, 2020). 

This research aims to investigate the user intention of the Android-based SME application Dagin 
Market Hub by extending TAM by adding personal attractiveness to analyze the factors that influence the 
intention to use the Dagin Market Hub application. Thus, we examine the influence of personal 
attractiveness on perceived usefulness, how the influence of perceived ease of use on perceived 
usefulness, how the influence of perceived usefulness on attitude, how the influence of personal 
attractiveness on attitude, how the influence of perceived ease of use on attitude, how the influence of 
attitude on behavioral intention. The current study has three purposes. First, we analyze the effect of 
personal attractiveness and perceived ease of use on perceived usefulness. Second, we examine the 
influence of perceived usefulness, personal attractiveness, and perceived ease of use on attitude. Lastly, 
we investigate the effect of attitude on behavioral intention. 

Theoretical Foundations 

The technology acceptance model (TAM) is a concept used to identify various aspects that influence 
technology adoption. This theory was first introduced by Davis (1989). In the TAM, two main factors are 
used as the main determinants of whether technology is accepted, namely perceived usefulness and 
perceived ease of use (Alharbi et al., 2017). TAM is a research model commonly used to investigate the 
acceptance of information technology. This model suggests that applying information technology can 
increase work effectiveness and productivity. TAM assumes that two individual beliefs, namely perceived 
benefits and perceived ease of use, are determining factors in the acceptance and use of technology.  
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The TAM model more broadly explains that internet acceptance is influenced by certain dimensions 
that can facilitate user acceptance. This model determines the trust factor of user behavior through two 
main variables, namely perceived usefulness and perceived ease of use. The technology acceptance model 
also incorporates user attitudes in the workplace and actions taken. Predicting users' long-term acceptance 
of technology can be done by measuring the affective response of users to new technology. Davis (1985) 
developed a model that explains individual behavior in accepting information technology, known as TAM. 
Along with current technological developments, various innovations indirectly affect individuals' intention 
to use technology due to personal desire or external influences, such as recommendations from friends or 
colleagues. 

This study uses TAM as a basic model to examine technology adoption behavior by extending to 
personal attractiveness. This extended model is consistent with previous studies that have integrated 
additional factors beyond the core TAM constructs to enhance the model's predictive power (Wilson et al., 
2021). The results show that the proposed model explains a significant portion of the variance in technology 
adoption intention and behavior, emphasizing the importance of considering cognitive and affective factors 
in technology adoption research.  

Based on the TAM and the findings from prior studies, we propose the following conceptual model for 
this study, as illustrated in Figure 1.  

Figure 1. Conceptual Model of the Research 

 
Hypothesis Development 

Personal Attractiveness and Perceived Usefulness 
Personal attractiveness refers to the extent to which online customers or users perceive a product, 

service, or brand as attractive (Su & Chiu, 2021). Personal attractiveness includes various factors influencing 
a customer's decision to buy or interact with an online business. Some factors that influence personal 
attractiveness include website design and appearance, quality of product images and descriptions, 
competitive pricing, reviews and testimonials, ease of purchase and payment process, personalized 
customization and recommendations, customer service, rewards and discount programs, and branding and 
brand image. It is important to understand that in e-commerce, attractiveness is related to the product or 
service itself and the overall user experience on the website or e-commerce platform. By improving 
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personal attractiveness, businesses can increase conversion rates, retain customers, and build better long-
term relationships. 

Research conducted by Van der Heijden (2003) found that perceived attractiveness positively and 
significantly influences perceived usefulness. These findings successfully introduced the concept of visual 
attractiveness and empirically validated the model on website users. Similarly, other studies have shown 
that personal attractiveness positively and significantly influences perceived usefulness. According to 
research by Garcia II et al. (2023), personal attractiveness positively and significantly impacts Perceived 
Usefulness. Similar research by Ghapanchi et al. (2020) also found that personal attractiveness positively 
and significantly influences perceived usefulness. Based on the results of previous research, the hypotheses 
in this study can be formulated as follows: 

H1: Personal attractiveness has a positive and significant effect on perceived usefulness. 

Perceived Ease of Use and Perceived Usefulness 
Rogers (2003) states that the term perceived ease of use refers to the view that a new innovation is 

considered easier to use than existing methods. Davis (1989) explains that perceived ease of use is defined 
as the extent to which a person believes that using technology will free them from excessive effort. Zeithaml 
et al. (2002) added that perceived ease of use is related to how easily an innovation is understood or used. 
In general, perceived ease of use is a person's feeling about how easily they accept or use something. In 
situations where a person uses a demanding method in a context with multiple requests, they will not 
experience negative effects or excessive difficulty (Al-Gahtani, 2016; Davis, 1989; Gefen & Straub, 2000). 

Research conducted by Shah and Attiq (2018) found that perceived ease of use positively and 
significantly affects perceived usefulness. This finding supports the previous understanding that individual 
intention to use technology is determined by its perceived ease of use and perceived usefulness. This study 
also confirms that perceived ease of use positively and significantly impacts perceived usefulness. Similar 
results were found in research by Peng et al. (2023), which also stated that perceived ease of use has a 
positive and significant effect on perceived usefulness. Based on the results of previous research, the 
hypothesis in this study can be formulated as follows: 

H2: Perceived ease of use positively and significantly affects perceived usefulness. 

Perceived Usefulness and Attitude 
Perceived usefulness is a person's belief that their job performance will improve when using a 

particular information technology system (Davis, 1989). In the TAM framework, Perceived usefulness is 
hypothesized to indicate behavioral intentions to use technologies considered attractive in the technology 
measurement model (Al-Swidi et al., 2014). Perceived usefulness also reflects the technology's benefits, 
such as branded applications (Davis et al., 1992). According to other studies, perceived usefulness is a 
person's level of belief that applying the right procedures will improve their job performance and can result 
in benefits such as promotions, bonuses, and awards (Salancik & Pfeffer, 1978; Schein, 1984; Vroom, 1964). 

Di Stefano et al. (2023) found that perceived usefulness has a positive and significant effect on 
attitude. This finding confirms that among all tested behavioral antecedents, perceived usefulness, and 
attitude towards the influence of social media (SNS) on business are the best predictors of intention to use 
(or continue to use) SNS for business activities. Other research by Raza et al. (2017) and Fu et al. (2022) 
also found that perceived usefulness positively and significantly influences attitude. Based on the results of 
previous research, the hypothesis in this study can be formulated as follows: 

H3: Perceived usefulness has a positive and significant effect on attitude. 

Personal Attractiveness and Attitude 
Attitude is a person's relatively consistent perception and tendency to react or respond to a particular 

object or situation (Ming & Jais, 2022). The object or attitude can be various things, such as objects, events, 
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people, phenomena, etc. Attitude determines whether someone likes or dislikes (favorable-unfavorable) 
something. In planned behavior theory, attitude is divided into two components, namely behavioral belief 
and evaluation outcome. Behavioral beliefs are a person's beliefs about things or consequences that may 
result from their behavior. Meanwhile, evaluation outcome is the evaluation of these consequences, which 
can be positive or negative, favorable or unfavorable. 

Kim et al. (2015) found that personal attractiveness positively and significantly affects attitude. This 
finding suggests that the visual characteristics of digital devices, such as screen size and curvature, can have 
a positive psychological effect by enhancing the quality of an effective and enjoyable experience, especially 
when using mobile devices. Similar results were also obtained in a study by Su and Chiu (2021), which stated 
that personal attractiveness has a positive and significant impact on attitude. Based on the results of 
previous research, the hypotheses proposed in this study are as follows: 

H4: Personal attractiveness has a positive and significant impact on attitude. 

Perceived Ease of Use and Attitude 
Rogers (1983) defined perceived ease of use as the view that a new innovation is considered easier to 

use than existing methods. Davis (1989) explains that perceived ease of use is a person's belief that using 
certain technologies will require little effort. Zeithaml et al. (2002) emphasized that perceived ease of use 
includes how easily an innovation can be understood or used. In general, perceived ease of use reflects a 
person's perception of the ease of using something. In a context where a person has to use a demanding 
method with multiple requests, this perception of ease can reduce the likelihood of resistance or negative 
effects on the use of the technology. 

Previous studies have shown that perceived ease of use has a positive effect on attitude. For example, 
research by Kanchanatanee et al. (2014) found that perceived ease of use has a positive and significant 
influence at a high level. The results of this study indicate that for SME owners in the three southern border 
provinces of Thailand, attitude towards the use of e-marketing is the most influential factor in the intention 
to use e-marketing. Another study by Suki and Suki (2011) also supports these findings, showing that 
perceived ease of use has a positive and significant effect on attitude. Thus, the next hypothesis in this 
study can be formulated as follows: 

H5: Perceived ease of use has a positive and significant effect on attitude. 

Attitude and Behavioral Intention 
According to Fu et al. (2022), behavioral intention is a condition in which consumers have a desire or 

attitude of loyalty to a product or service and voluntarily recommend the advantages of the product or 
service to others. Ajzen (2020) defines behavioral intention as consumer behavior or attitudes that reflect 
the desire to continue using a particular product or service, also known as action intentions. Saha and 
Theingi (2009) add that behavioral intention includes the possibility of customers performing certain 
behaviors, such as giving positive recommendations (word of mouth) about a product or service provider 
to others, having the intention to make repeat purchases, and showing loyalty to the product or service 
provider. 

Several previous studies have found that attitude has a positive effect on behavioral intention. 
Research by Kanchanatanee et al. (2014) shows that attitudes towards the use of e-marketing have a 
positive and significant influence on the intention to use E-Marketing in SMEs in the three southern border 
provinces of Thailand. Another study by Shanmugam et al. (2014) also found a positive and significant effect 
of attitude on behavioral intention. Sondakh's (2017) study supports these findings by finding a positive 
and significant effect of attitude on behavioral intention. This study identifies the determinants of user 
acceptance of e-government services in Indonesia, proving that attitude has a positive influence on 
behavioral intention. All the findings of previous research are in line with the views expressed by Azjen 
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(1985), Davis et al. (1989), and Hung et al. (2006). Based on the results of previous research, the hypotheses 
that can be formulated in this study are: 

H6: Attitude has a positive and significant effect on behavioral intention. 

Methods 

This study used a quantitative approach to test previously developed theories and hypotheses by 
making quantitative predictions about the influence of variables. The purpose of the design is to determine 
how exogenous variables affect endogenous variables (Hair et al., 2021). The data were collected through 
an online survey using Google Forms to the sellers of the Dagin Market Hub application. Online surveys 
were useful to collect the data efficiently and quickly (Yudiatmaja et al., 2021, 2022). Forty-five respondents 
have participated in this study. We employed partial least squares structural equation modeling (PLS-SEM) 
to analyze the data. Partial least squares structural equation modeling has emerged as a powerful analytical 
technique for researchers in various fields, including operations management, marketing, and information 
systems (Roy et al., 2020). This approach offers a comprehensive framework for exploring complex 
relationships between latent variables, overcoming the limitations of traditional covariance-based 
structural equation modeling techniques (Zhao et al., 2022). 

Results 

Descriptive Results 
Table 1. shows the demographic characteristics of the respondents. Based on the data, the majority 

of the respondents were female, accounting for 80% (N = 36) of the sample, while 20% (N = 9) were male. 
This suggests a predominantly female participant group in the study.  

Table 1. Demographic Profiles of the Respondent 

Characteristics Amount Percentage 
Sex  

  

Male 9 20 
Female 36 80 

Age  
  

15-20 year  0 0 
21-30 year 13 28.8 
31-40 year 14 31.1 
41-50 year 12 26.6 
˃50 year 6 13.3 

Selling items   
Culinary 26 57.7 
Wet and dry cakes 17 37.7 
Fashion and herbal  1 2.2 
Handicraft 1 2.2 

Education  
  

Graduates 0 0 
Bachelor 18 40 
Senior high school 20 44.4 
Junior high school 3 6.6 
Elementary school 4 8.8 
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The age distribution of the respondents shows that 31.1% (N = 14) were between 31-40 years old, 
making it the most represented age group. This was followed by the 21-30 years age group, which 
accounted for 28.8% (N = 13) of the respondents. The 41-50 years age group comprised 26.6% (N = 12), 
and 13.3% (N = 6) of the respondents were over 50 years old. There were no respondents in the 15-20 
years age group. In terms of the items sold by the respondents, the majority (57.7%, N = 26) were involved 
in selling culinary products. This was followed by those selling wet and dry cakes, representing 37.7% (N = 
17). A small proportion of respondents (2.2%, N = 1 each) sold fashion and herbal products or handicrafts. 
The education levels of the respondents varied, with the largest group (44.4%, N = 20) having completed 
senior high school. A further 40% (N = 18) held a bachelor’s degree, while 8.8% (N = 4) had completed 
elementary school. A small proportion, 6.6% (N = 3), had only junior high school education. There were no 
respondents with graduate-level education. In sum, the respondents' demographic profiles reveal a 
predominantly female sample, mainly aged between 21 and 50 years. Most respondents are engaged in 
selling culinary products or wet and dry cakes, and a significant proportion have completed high school or 
bachelor’s degree-level education. This demographic composition provides insight into the characteristics 
of the study participants and suggests potential areas for targeted interventions or marketing strategies. 

Table 2. Validity and Reliability Analysis 

Constructs Indicators Loading  Factors AVE CR Cronbach a 
 
Personal Attractiveness 

PA 1 0.950 0.907 0,951 0,898 
PA 2 0.958    
PA 3 0.916    

 
Perceived Usefulness 

PU 1 0.905 0.863 0,958 0,913 
PU 2 0.958    
PU 3 0.922    

 
Perceived Ease of Use 

PEU 1 0.893 0.920 0,927 0,842 
PEU 2 0.925    
PEU 3 0.870    

 

Attitude 

AT 1 0.937 0.887 0,959 0,936 
AT 2 0.905    
AT 3 0.903    
AT 4 0.808    

 
Behavioral Intention 

BI 1 0.911 0.900 0,964 0,944 
BI 2 0.956    
BI 3 0.976    

Assessment of Measurement Model 
Measurement model assessment is a crucial step in PLS-SEM analysis, where the reliability and validity 

of the constructs are evaluated (Yudiatmaja, 2021). In this study, we evaluated measurement model 
properties, including internal consistency, indicator reliability, convergent validity, and discriminant 
validity, to ensure the robustness of the proposed model. Table 2 summarizes the result of the validity and 
reliability of the measurement model. The results show that all constructs exhibit adequate internal 
consistency, with composite reliability values exceeding the recommended threshold of 0.70. Furthermore, 
the average variance extracted values for all constructs are above the recommended level of 0.50, 
indicating sufficient convergent validity. The loading factors of the indicators are also above the 
recommended level of 0.70, supporting the indicator's reliability. Cronbach alpha coefficients for all 
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constructs exceed the recommended threshold of 0.70, further confirming the internal consistency of the 
measurement model (Hair et al., 2019). 

We checked discriminant validity using the Fornell-Larcker criterion and Heterotrait-Monotrait Rasio 
(HTMT) of correlations (Fornell & Larcker, 1981). The results indicate that the constructs are distinct from 
each other, demonstrating adequate discriminant validity.  

Table 3. Fornell-Larcker Criterion 

Constructs 1 2 3 4 5 
(1) Attitude 0.942 

    

(2) Behavioral Intention 0.698 0.948 
   

(3) Personal Attractiveness 0.684 0.685 0.952 
  

(4) Perceived Ease of Use 0.668 0.662 0.731 0.929 
 

(5) Perceived Usefulness 0.735 0.696 0.927 0.776 0.959 

 
We also assessed discriminant validity using HTMT. All construct correlations are lower than the square 

root of the AVE for the corresponding construct, and the HTMT ratios are below the 0.85 threshold, 
confirming discriminant validity (Ringle et al., 2023). The results of the Fornell-Larcker test and HTMT of 
correlation are presented in Table 3 and Table 4, respectively. 

Table 4. Haterotrait-Monotrait Ratio 

Constructs 1 2 3 4 5 

(1) Attitude 0.942 
    

(2) Behavioral Intention 0.698 0.948 
   

(3) Personal Attractiveness 0.684 0.685 0.952 
  

(4) Perceived Ease of Use 0.668 0.662 0.731 0.929 
 

(5) Perceived Usefulness 0.735 0.696 0.927 0.776 0.959 

 

Assessment of Structural Model 
The structural model was evaluated by examining the coefficient of determination and the significance 

of the structural path coefficients. The R-squared values for the endogenous constructs exceeded the 
recommended threshold of 0.25, indicating substantial explanatory power of the model. Further, the path 
coefficients were significant at the p-value 0.05 level, providing support for the hypothesized relationships 
(Yudiatmaja et al., 2023). The findings of this study demonstrate the suitability and robustness of the PLS-
SEM approach in exploring complex relationships among latent variables, making it a valuable tool for 
researchers in various disciplines. 
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Figure 2. Structural Model  

 
The results of structural model analysis are presented in Figure 2 and Table 5. The study demonstrates 

that personal attractiveness (b = 0. 0.771, t = 11.519, p = 0.000) and perceived ease of use significantly 
impacts perceived usefulness (b = 0.213, t = 6. 2.738, p = 0.006). Therefore, H1 and H2 were supported by 
the data. Unfortunately, personal attractiveness (b = -0.003, t = 0.010, p = 0.992), perceived ease of use (b 
= 0.244, t = 0.860, p = 0.390) and perceived usefulness do not significantly affect attitude (b = 0.549, t = 
1.742, p = 0.082) in this context. Consequently, H3, H4 and H5 were rejected. H1 was rejected. Additionally, 
Attitude significantly influences behavioral intention (b = 0.698, t = 6.460, p = 0.000), that confirms H6. 
These findings offer insights into the factors that drive user perceptions and behavioral intentions when 
using the Dagin Market Hub application.  

Table 5. Hypotheses Testing 

Relationships Coefficient t-Statistics p-Values Decision 
H1: Personal Attractiveness ® Perceived Usefulness 0.771 11.519 0.000 Accepted   
H2: Perceived Ease of Use ® Perceived Usefulness 0.213 2.738 0.006 Accepted   
H3: Perceived Usefulness ® Attitude 0.549 1.742 0.082 Rejected  
H4: Personal Attractiveness ® Attitude -0.003 0.010 0.992 Rejected  
H5: Perceived Ease of Use ® Attitude 0.244 0.860 0.390 Rejected  
H6: Attitude ® Behavioral Intention 0.698 6.460 0.000 Accepted  

Discussion 

This study found that attitudes significantly affect behavioral intention. The results of this study are in 
line with previous research, which shows that attitudes play an important role in influencing behavioral 
intentions, both in the context of e-marketing and financial technology such as mobile banking 
(Kanchanatanee et al., 2014; Shanmugam et al., 2014). This study proves that attitude has a positive 
influence on behavioral intention, and this result is consistent with the opinions of Ajzen (1985), Davis et 
al. (1989), and Hung et al. (2006). This finding is one of the important contributions of this study, which 
strengthens the theory and previous research on the role of attitude in influencing behavioral intention. 
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Thus, this study adds empirical evidence about the relationship between attitudes and behavioral 
intentions in various contexts while supporting the theory that has been proposed by previous researchers.  

This study shows that attitude has a positive and significant influence on behavioral intention. This 
result is in line with previous studies such as those conducted by Kanchanatanee et al. (2014), Shanmugam 
et al. (2014), and Sondakh (Sondakh, 2017), which also explain that attitude has a positive relationship to 
behavioral intention. In this finding, attitude acts as the most influential factor in the intention to use the 
Dagin Market Hub application. This shows that the more positive the users' attitude towards the 
application, the greater their intention to use it. These findings strengthen the evidence that user attitudes 
play an important role in shaping behavioral intentions, especially in the context of using new technologies 
such as the Dagin Market Hub app. 

Personal attractiveness has a negative and insignificant effect on attitude. This means that changes in 
the value of personal attractiveness are not directly proportional to changes in attitude. In other words, if 
there is an increase in personal attractiveness, it will be followed by a decrease in the level of attitude. 
However, statistically, the effect is not significant, so this relationship is not strong enough to be considered 
meaningful in the context of this study. Considering previous results, personal attractiveness was found to 
have an influence on attitude. For example, research by Kim et al. (2015) showed a positive and significant 
influence. The study implied that display characteristics of digital devices, such as screen size and curvature, 
exert positive psychological effects by triggering affective and hedonic qualities, especially in the mobile 
context. However, in this study, personal attractiveness had a negative and insignificant influence on 
attitude. This is due to the less attractive appearance of the Dagin Market Hub App, which may not provide 
enough visual appeal to increase users' positive attitudes towards the app. These findings highlight that 
personal attractiveness aspects of apps, such as visual appearance and design, play an important role in 
influencing user attitudes. However, in the context of the Dagin Market Hub App, a less attractive 
appearance appears to have a negative impact on user attitudes, although this effect is not statistically 
significant. 

Personal attractiveness has a positive and significant influence on perceived usefulness. This shows 
that the more attractive the appearance or visual appeal of an application, the greater the user's perception 
of the application's usefulness. In other words, the attractive design of the application can increase users' 
perception that the application is useful in meeting their needs. 

This result confirms the importance of visual and aesthetic aspects in influencing the perceived 
usefulness of an app, as shown by the positive and significant effect of personal attractiveness on perceived 
usefulness. These findings confirm the results of several previous studies that found that personal 
attractiveness has an influence on perceived usefulness. Research by Van der Heijden (2003) found a 
positive and significant effect, where the study successfully introduced the concept of visual appeal and 
empirically validated the model with website users. In this study, personal attractiveness also has a positive 
and significant influence on perceived usefulness, which is in line with Van der Heijden's (2003) findings, 
which explain that personal attractiveness has a positive relationship with perceived usefulness.  

In this finding, the visual attractiveness of the Dagin Market Hub App plays an important role in 
increasing the perceived usefulness of the application. This suggests that users' attractiveness towards the 
app greatly influences their perception of the app's usefulness. This finding further reinforces the 
importance of personal attractiveness in creating perceived usefulness in digital applications, especially the 
Dagin Market Hub App. 

Perceived ease of use has a positive but insignificant influence on attitude. This suggests that although 
perceived ease of use of the app has a positive relationship with user attitude, the influence is not strong 
enough or statistically significant in this study. In other words, an increase in perceived ease of use will not 
necessarily be followed by a significant change in attitude towards the app. This statement shows that 
despite the positive trend, Perceived ease of use has not been a significant factor in influencing users' 
attitude towards the app in the context of this study. This finding is in contrast to previous studies. For 
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example, Kanchanatanee et al. (2014) showed a large positive and significant effect. In the study, for SME 
owners in three southern border provinces of Thailand, attitude towards using e-marketing was the most 
influential factor in intention to use E-Marketing. However, the results of this study show different findings, 
where perceived ease of use has a positive but insignificant influence on attitude. This is because most 
users are not interested in using the Dagin Market Hub application, so the perceived ease of use does not 
have a significant impact on their attitude. 

The last findings of this study show that perceived ease of use has a positive and significant influence 
on perceived usefulness. This means that the easier an app is to use, the higher the user's perception of its 
usefulness. In other words, the ease of use of the Dagin Market Hub application contributes significantly to 
increasing users' perceptions that the application is useful. This finding confirms that ease of use plays an 
important role in shaping the perceived usefulness of applications, which is in line with theories that have 
been widely recognized in previous literature. The findings of this study support the results of similar 
research. For example, Shah and Attiq (2018) stated that individuals' intention to use technology is 
determined by perceived ease of use and perceived usefulness. In this study, perceived ease of use has a 
positive and significant influence on perceived usefulness, which is in line with the findings of Shah & Attiq 
(2018), which explain that perceived ease of use has a positive relationship with perceived usefulness. This 
finding shows that perceived ease of use plays an important role in influencing perceived usefulness. This 
is due to the ease of understanding in using the Dagin Market Hub Application, which encourages users to 
be more interested in using it. Therefore, the perceived ease of use variable is proven to have a significant 
effect on perceived usefulness in the context of this application. 

Conclusion 

This study aims to explore the influence of several factors, namely personal attractiveness, perceived 
ease of use, and perceived usefulness, on attitude and behavioral intention in the context of using the 
Dagin Market Hub application. Personal attractiveness has a positive and significant influence on perceived 
usefulness, suggesting that the visual appeal aspect of this app plays an important role in users' perceived 
usefulness. However, personal attractiveness did not have a significant influence on attitude, which is likely 
due to the app's less appealing appearance to most users. Perceived ease of use has a positive and 
significant influence on perceived usefulness, which is in line with previous research findings, which show 
that the easier an app is to use, the higher the perceived usefulness perceived by users. Although perceived 
ease of use has a positive influence on attitude, this influence is not significant. This indicates that the ease 
of use of the application is not strong enough to significantly influence user attitudes. Attitude is proven to 
have a positive and significant influence on behavioral intention, supporting the findings of previous 
research, which states that a positive attitude towards technology will increase behavioral intention to use 
it. Overall, this study confirms that aspects of ease of use and visual appeal of an app play an important role 
in shaping its perceived usefulness. However, in the context of the Dagin Market Hub App, these factors 
are not strong enough to fully influence user attitudes. These results contribute to the existing literature 
and offer important insights for app developers on the importance of visual elements and ease of use in 
influencing user perceptions and intentions. 
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