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Abstract 

This research aim to examine the factors that influence intention to use  e-learning services. This research was 

conducted at Mercubuanan Universitas .The method of data collection is using primary data from 96 students who 

ever use e-learning through questionnaires, direct observation of the object under study and literature study by use 

a sample survey methodology. The data were analyzed by using SPSS 17 software. The result of analysis for this 

model shows that perceived easy of use and attitude affect the intention to use e-learning. This means that the 

intention to use e-learning is influenced by the construct perceived ease of use and attitude. The implication of this 

research is relevant to the management university to consider factor of perceived ease of use and attitude in 

applying and developing e-learning in the University system. 
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I. Introduction 

1.1. Research Background 

The era of globalization is a period of full competition in an effort to improve the welfare of the nations, many 

opportunities will be open, but many challenges that will be faced by a nation in winning the competition. One of 

the main challenges in the era of globalization is preparing the young generation with good education, have high 

cognitive, spiritual and social abilities and are able to adapt to changing times. 

The challenge of Indonesia in facing the globalization era is the low competitiveness of Indonesian people, 

this is marked by the low Indonesian Human Development Index when compared to other citizens of the world. 

The United Nations Development Program (2015) shows the low level of Indonesia's human development index. 

In ASEAN, Indonesia's ranking is still far below several other ASEAN member countries, such as Singapore 

(ranked 11th in the world). Brunei (ranked 31), Malaysia (ranked 62) and Thailand (ranked 93). 

Progress in the world of education is indeed quite encouraging, because it is predicted that in 2014 all 

Indonesian citizens of elementary and junior high school or equivalent will surpass it, in other words the lowest 

Indonesian population will have senior high school education or equivalent. But the results of a survey by the 

international Pearson Indonesia (2013) ranking of Indonesian education compared to other countries in the World 

are still very low. The results of the Pearson survey of the countries in the world in 2012 stated that the quality of 

education in Indonesia was ranked 40th out of 40 countries surveyed, meaning that Indonesia was at the bottom 

of all the countries surveyed. 

One way to improve the quality of education is by utilizing the advances in Communication and Information 

Technology (ICT). Therefore, e-learning based learning is needed as a sustainable development strategy in the 

world of higher education. Sustainable development in higher education is a response obtained based on scientific 

ethics, where technology plays an important role in sustainable development. 

Research on technology, especially self-service technology has been carried out mainly, which is associated 

with customer attitudes and satisfaction. Meuter et. al (2000) reviews customer satisfaction with self-service 

technology using the CIT (critical incident technique) method. Similar research is also conducted by Selnes and 

Hansen (2001) which measures the effect of implementing self-service technology that replaces personal services. 

Mouthindo and Smith (2000) conduct research on customer satisfaction in the field of self-service technology. 

They see the influence of customer attitudes towards the type of bank services, both personal services and self-

service technology. This self-service technology research stops only on customer satisfaction, while measuring 

customer satisfaction from self-service technology related to interests is still rare. Elearning learning at the 

Magister Management in Mercubuanan University has not been as expected. The number of participants 

participating in the e-learning program in the 2015 to 2017 academic year is still between 64.21 percent and 75.26 

percent. 
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1.2 Research objective and questions 

The objective of this research is to develop a model of determining the intention of students to use e-learning. This 

study includes the following theoretical objectives: 

1.  To introduce a model of determining the intention of students to use e-learning. 

2. To find the relations between perceived easy of use, perceived usefulness, attitude and intention of the student 

in using e-learning 

Based on the explanation set forth above, the research questions can be defined and 

formulated as follows: 

1. What is the relationship between perceived easy of use and the attitude? 

2. What is the relationship between perceived easy of use and the intention? 

3. What is the relationship between perceived usefulness and the attitude? 

4.  What is the relationship between perceived usefulness and  the intention? 

5.  What is the relationship between attitude and the intention? 

 

II. Theoretical Framework and Hypothesis 

2.1. Perceive Ease of Use on Student Attitudes in Using E-learning. 

The concept of perceived ease of use shows the degree to which someone believes that the use of a new technology 

is easy and does not require the hard effort of the user to use it (Santoso, 2010). Perceived ease of use according 

to Wijana (2010) perceive ease of use means the individual belief that using an information technology system 

will not be troublesome or requires great effort when used. Davis (1989) defines that perceived ease as a level 

where one believes that the use of something will reduce one's efforts. These results support the findings of Farizi 

(2013) that one's belief that an information system is easy to use, then that person will decide to use or not to use 

the technology. Murni Y (2018) said that  easiness in shopping variables were measured by six indicators; 

download applications easily, can register easily, order goods easily, easy to understand way of payment and done, 

easy to get product information purchased 

Several previous studies have shown that perceived ease of use  has a positive effect on the attitude of using 

technology. Based on empirical studies from Al-Somali et al (2008) who took research subjects in Saudi Arabia, 

showed that perceve ease of use influenced the attitude of users of internet banking. The sample used in this study 

is the Saudi Arabian people who were randomly selected. The empirical study conducted by Chau and Lai (2003) 

shows that perceived ease of use  is positively related and has a significant effect on the use of internet banking. 

Ramadhani (2008) has explained that the ease of using internet banking provided by banks is easy to understand 

and easy to use so will reduce the customer's efforts to learn how to transact using internet banking. Individual 

perceptions related to ease of using computers (perceived ease of use) are the level at which individuals believe 

that using a particular system will be free of errors. This perception will then have an impact on behavior, namely 

the higher a person's perception of the ease of using the system, the higher the level of utilization of information 

technology (Igbaria et.al, 2000). 

 

2.2. Perceived Usefulness of Student Attitudes in Using E-learning. 

Juniwati (2014) showed that perceived usefulness has a significant effect on the attitude of online shopping users. 

The study was also supported by the descriptive statement of the research from students at universities who shop 

online to get better offers (anytime and anywhere) on the products offered, no need to wait and look for these 

products. Elkaseh et.al (2016) stated that perceptions of usefulness influence attitudes to behavior towards the use 

of e-learning in Lybian higher education. Al-Ghaith (2015) stated that perceptions of user usability have a positive 

effect on attitudes in places of social networks. The study conducted by Alharbi and Gold (2014) on academics in 

Saudi Arabia showed a significant influence between perceived usefulness towards the attitude of users of the 

learning management system (LMS). 

 

2.3. Perceived Ease of Use of Student Interest in Using E-learning. 

Chuchuen (2016) stated that the perceived ease of use in the mobile banking system of its customers has benefited 

and is accustomed to mobile banking or electronic banking applications having a high interest in using mobile 

banking. Zhang et.al (2015) shows the results of his research that the perception of ease of use has a positive and 

significant effect on consumer spending interest in new products. The results of research by Cho and Esen (2015) 

show that there is a significant influence on the perception of usability towards interest in online shopping. Chiu 

and Wang (2008) stated that perceptions of ease of use are positively related to continuous interest in the context 

of Web-Based learning. 

Baker and stones (2015) showed the results of his research that ease of use has a positive effect on sustainable 

interest in the context of electronic text. Abbas and Hamdy (2015) also showed their research that ease of use has 

a positive effect on sustainable interest in the context of mobile service users. Lie and Liu (2014) showed their 

research that ease of use has a positive effect on sustainable interest in the context of online travel services. Lie 
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and Wang (2012) showed the results of his research that ease of use has a positive effect on sustainable interest in 

the context of electronic learning. Extensive research in the previous period also showed a significant influence 

between the perceived ease of use of user interests both directly and indirectly (Hernande and Mazzon, 2007; 

Guriting and Ndubisi, 2006; Eriksson, 2005; Wang et al., 2003; Venkatesh , 2000; Venkatesh and Davis, 1996; 

and Venkatesh and Morris, 2000). 

 

2.4. Perceived Usefulness of Student Intention in Using E-learning. 

Wibowo (2008) explains that perceived usefulness is a perception of usefulness defined as a measure where the 

use of a technology is believed to bring benefits to those who use it. Arifin.E Achmad Fachrodji (2015) said that 

high and low sales of a product or brand, one of which is dependent on whether the product or item is in demand 

by the customer who owns it perception of the benefits and value of the product. Because of the perception of 

benefits and values that is what can cause purchase intention. Several previous studies have shown that perceived 

usefulness has a positive effect on the attitude of using technology. Chau and Lai (2003) examined empirical 

investigative studies that determine the acceptance of internet banking usage. Chau and Lai (2003) took the subject 

of research in Hong Kong, the population was students at Hong Kong Universities and the sample chosen was the 

executives of internet banking users. Based on empirical studies conducted by Chau and Lai (2003) it was shown 

that perceived usefulness was positively related and had a significant effect on the use of internet banking. 

Chuchuen (2016) stated that the perception of usability in the mobile banking system of its customers gain profit 

and are accustomed to mobile banking or electronic banking applications having a high interest in using mobile 

banking. The results of research by Cho and Esen (2015) show that there is a significant influence on the perception 

of usability towards interest in online shopping. Zhang et al (2015) showed the results of his research that perceived 

usefulness had a positive and significant effect on consumer spending interest in new products. Extensive research 

shows the significance of the relationship between perceived usefulness to adaptive interests (Chen and Barnes, 

2007), (Guriting and Ndubisi, 2006), (Eriksson et al, 2005) (Hu et al., 1999) and (Venkatesh, 2000) . 

  

2.5. Attitudes towards Student Interest in Using E-learning. 

Attitude is a positive or negative evaluation of a person towards an object or behavior  including feelings and 

responses that influence it (Ajzen, 1991). Iwan (2013) stated that consumer attitudes were an important factor in 

making purchasing decisions. There is a strong relationship between the attitude of a brand towards buying interest 

(Shimp & Gresham., 1985; Homer & Yoon, 1992; Phelps & Hoy, 1996). 

The more positive the consumer attitude towards a product, the stronger the interest in the product (Ajzen, 

1991). Some research results that stated the relationship between attitudes and interests to buy organic food 

consistently showed a positive relationship. As stated by Thogersen (2007) and Chen (2009) indicate a positive 

attitude to encourage consumers to buy organic food. Irianto (2015) predicts that attitudes toward organic food 

affect the intention to buy organic food positively. 

Davis et al (1989) who developed a model of acceptance of information technology systems known as the 

Technology Acceptance Model (TAM), their argued that decisions made by individuals to receive an information 

technology is a conscious action that can be explained and predicted by the behavior interest, while technology 

users will have an interest in using technology if they feel the technology system is useful and easy to use. Their 

stated also that a person will perform a behavior  if they have the desire or interest (behavioral intention) to do it. 

Venkatesh, et al. (2003) examined theories about the acceptance of technology by users of a new system or 

technology, in the end the study concluded that there were four constructs in interest in using new technologies 

namely user attitudes (performance expectations and business expectations), social influences and conditions that 

facilitate it. Hendrian and Shine (2019) showed that positive attitude of housewives to behavior shop for 

counterfeit/fake products, affect his intention to go back to shopping for the product. The results of the data analysis 

showed a significant CR value (CR = 5,053) and the standardized factor value loading of 0.281. This figure shows 

that attitudes toward shopping behavior counterfeit/fake products have a positive influence on the intention to 

repurchase counterfeit/fake products. Agustina et.al (2016) said that consumer attitudes towards advertising have 

influence big and positive towards consumer buying interest 

 

2.6. Development of Hypotheses and Research Framework 

Based on previous theory reviews, the research hypothesis is proposed as follows: 

H1: Perceived easy of use  affects the attitude of e-learning users 

H2: Perceived usefulness influences the attitude of e-learning users. 

H3: Perceived easy of use  affects the interest of e-learning users 

H4: Perceived usefulness affect the interests of e-learning users 

H5: Attitude affects the interest of e-learning users 
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III. Research methods 

The type of research used is conclusive design research, namely the type of inference research that aims to test a 

particular hypothesis, both through in-depth research on a problem (descriptive) and looking for relationships 

between variables (correlative) between the independent variable and the dependent variable. In this study 

researchers distributed questionnaires to 96 students who took e-learning courses at the University of Mercubuana 

 

IV. Research Results and Discussion of Research 

4.1. Test Validity and Reliability 

This research was previously preceded by a trial of distributing questionnaires that had been made to respondents 

as many as 30 people. Then the data obtained from 30 respondents were tested first for validity and reliability 

using SPSS. We can see the validity test through the SPSS program in the Corrected Item-Total Correlation column, 

but in the table below we have summarized the comparison with r table. 

Table. 4.1. Validity and Reliability Test, Perceived Ease of Use, Perceived Usefulness and Interest of Users 

Variabel Indicator Validity Cronbach's Alpha 

Perceived easy 

Of use (X1) 

 

X1.1 0.813 0,824 

X1.2 0.814 

X1.3 0.855 

X1.4 0.764 

Perceived Usefulness (X2) X2.1 0,743 0,815 

 X2.2 0,879  

X2.3 0,881  

X2.4 0,745  

Attitude (X3) X3.1 0,833 0,867 

 X3.2 0,855  

 X3.3 0,797  

 X3.4 0,895  

Intention (X4) X4.1 0,858 0,869 

X4.2 0,842 

X4.3 0,676 

X4.4 0,872 

X4.5 0,846 

Source: SPSS Processing Results 

All the indicators the questions above have met the requirements and can be declared valid because r count 

is greater than  table (0.361). Measurement of reliability has met the standard because all Cronbach's alpha values 

are greater than 0.7, so that this research can be stated to be reliable (reliable). (Easy Perception to Use of 0.824, 

usability perception of 0.815, attitude of 0.867 and interest of 0.869. 
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4.2. Classic assumption test 

4.2.1. Normality test 

The normality test uses the Kolmogorov-SmirnovTest One Sample (with the SPSS program). Among them are the 

samples that will be used for analysis must come from populations that are normally distributed with a significance 

level of α = 5% (0.05), if the significance is less than 0.05 then the data distribution can be said to be abnormal. 

Conversely, if the significance is geater than 0.05, the data distribution can be said to be normal. 

Table 4.2. Normality Test Table Perceived Ease of Use, Perceived Usefulness, Attitude and Intention 

One-Sample Kolmogorov-Smirnov Test 

  X1 X2 Y1 Y2 

N 96 96 96 96 

Normal Parametersa,,b Mean 16.49 15.84 16.18 19.92 

Std. Deviation 2.571 2.381 2.326 3.253 

Most Extreme Differences Absolute .138 .120 .138 .104 

Positive .121 .120 .138 .073 

Negative -.138 -.085 -.096 -.104 

Kolmogorov-Smirnov Z 1.354 1.173 1.351 1.019 

Asymp. Sig. (2-tailed) .051 .128 .052 .251 

a. Test distribution is Normal. 

b. Calculated from data. 

From the results of normality data processing with the One Sample Kolmogorov-SmirnovTest the Asymp 

value is obtained. Sig (2-tailed) respectively (perceived ease of use = 0.051), (perceived of usefulness = 0.128), 

(attitude = 0.052) and (interest = 0.251) are greater than 0.05, it can be said that the four variables have normal 

distribution. 

4.2.2. Multicollinearity Test 

In the table below, from the results of analysis and testing of model 1 paths, that is, on the two independent 

variables (perceived ease of use and perceived usefulness) there are no symptoms of multicollinearity. This can be 

seen in the calculation of the VIF calculation of the two variables, perceived ease of use (1,127), and perceived 

usefulness (1,127). Both of these variables have VIF values lessthan 10, and tolerance values are above 0.1, 

respectively, perceived ease of use (0.887), and perceived usefulness (0.887) so it can be concluded that there is 

no multicollinearity between independent variables that must be eliminated. 

Table 4.3.  Table Multikolenearity Test Model 1 

Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 9.169 1.800  5.094 .000   

X1 .180 .092 .199 1.947 .054 .887 1.127 

X2 .255 .100 .261 2.565 .012 .887 1.127 

a. Dependent Variable: Y1 

The table below for testing model 2 shows the tolerance value of each independent variable (perceived ease 

of use = 0.852, perceived usefulness = 0.829 and interest = 0.857) is greater than 0.10 and the VIF value is less 

than 10 which is perceived ease of use (1,173 ), and perceived usefulness (1,207) and attitudes (1,166) means that 

there is no correlation between independent variables so that there is no multicollinearity problem in the regression 

model in this study. 
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Table 4.4. Table Multikolenearity Test Model 2 

Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -.029 2.016  -.014 .989   

X1 .210 .093 .166 2.256 .026 .852 1.173 

X2 .089 .102 .065 .870 .387 .829 1.207 

Y1 .932 .103 .666 9.073 .000 .857 1.166 

a. Dependent Variable: Y2 

4.2.3. Heteroscedasticity Test 

 
Figure 4.1 Graph  Heteroscedasticity 1 
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Figure 4.2 Graph  Heteroscedasticity 2 

Based on Figure 4.1 and Figure 4.2 the results of heteroscedasticity tests show that there is no clear pattern 

of these points, which means that there is no significant interference in path regression model 1 and model . This 

is seen at points above or below number 0 on the Y axis. It can be concluded that the data in path regression model 

1 and model 2 do not experience heteroscedasticity problems, or the data has been homocedasticity. 

 

4.4. Path Analysis 

4.4.1. Model Path Analysis Test Result I 

The results of testing the independent variables of product quality and brand image on customer satisfaction are 

shown in Table 4.5 as follows: 

Table.4.5. Results of Testing the Effect of Perceived Ease of Use and Perceive Usefulness on Attitudes. 

Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 9.169 1.800  5.094 .000 

X1 .180 .092 .199 1.947 .054 

X2 .255 .100 .261 2.565 .012 

a. Dependent Variable: Y1 

Based on Table 4.5 above, the coefficients of each independent variable used can be determined as follows: 

Y1 = 0.199X1 + 0.261X2 

The sig value from the influence of perceived ease of use on attitudes obtained sig value of 0.54 where the 

value is greater than the significance value in this study which is 0.05. This means that the perceived ease of use 

has no significant effect on attitudes. 

The sig value of the perception of usability towards attitudes shown in Table 4.5 is 0.012 where the value is 

smaller than the 0.05 significance value. This means that the value of perceived usefulness has a significant effect 

on attitudes. This is in line with previous research as shown by Elkaseh et al. (2016) stating the perception of 

usability influences attitudes to behavior towards the use of e-learning in Lybian higher education. Al-Ghaith 

(2015) stated that perceptions of user usability have a positive effect on attitudes in places of social networks. The 

study conducted by Alharby and Gold (2014) on academics in Saudi Arabia showed a significant influence 



European Journal of Business and Management                                                                                                                               www.iiste.org 

ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) DOI: 10.7176/EJBM 

Vol.11, No.21, 2019 

 

84 

between perceived usefulness towards the attitude of users of the learning management system (LMS). 

4.4.2. Model Path Analysis Test Result II 

The results of testing independent variables perceived ease of use, perceived usefulness, and attitudes toward 

interests are shown in Table 4.6 as follows: 

Table 4.6 Results of Testing Perceived Ease of Use, Perceive Usefulness and Attitudes toward Intention 

Coefficientsa 

Model 

Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -.029 2.016  -.014 .989 

X1 .210 .093 .166 2.256 .026 

X2 .089 .102 .065 .870 .387 

Y1 .932 .103 .666 9.073 .000 

a. Dependent Variable: Y2 

The sig value from the influence of perceived ease of use on interest obtained sig value of 0.026 where the 

value is smaller than the significance value in this study which is 0.05. This means that the perceived ease of use 

has a significant effect on interest. The same thing is also shown by the research of Zhang et al. (2015) which 

shows the results of his research that the perceived ease of use has a positive and significant effect on consumer 

spending interest in new products. Baker and stones (2015) showed the results of his research that perceived ease 

of use has a positive effect on sustainable interest in the context of electronic text. Abbas and Hamdy (2015) also 

showed their research that the perceived ease of use has a positive effect on sustainable interest in the context of 

mobile service users. Lie and Liu (2014) showed their research that the perceivedease of use has a positive effect 

on sustainable interest in the context of online travel services. 

The sig value of the perceived usefulness of interest is 0.387 where the value is greater than the significance 

value of 0.05. This means that the perceived usefulness has no significant effect of intention. 

The sig value of the attitude towards interest is 0,000 where the value is smaller than the 0.05 significance 

value. This means that the attitude has a significant effect on intention. This is in line with previous research as 

shown by the more positive consumer attitudes towards a product, the stronger the interest in the product (Ajzen, 

1991). Research on the attitude of users in looking at a new technological development that influences intention 

in using Davis et al (1989) who developed a model of acceptance of information technology systems known as the 

Technology Acceptance Model (TAM), their argued that decisions made by individuals to receive an information 

technology is a conscious action that can be explained and predicted by the behavior interest, while technology 

users will have an interest in using technology if they feel the technology system is useful and easy to use. Their 

stated also that a person will perform a behavior (behavior) if they have the desire or interest (behavioral intention) 

to do it. 

 

6.  Conclusion 

6.1 Managerial implications 

Perceived ease of use have a strong influence and significant on the intention in learning e-learning. For this reason, 

in attracting e-learning learning interest for students, it is necessary to pay attention to positive attitudes such as 

students feel happy and useful in using e-learning and perceived ease of use such as ease of use and ease of learning 

e-learning. 

 

6.2 Contributions to theory 

The results showed that perceived usefulness had a significant positive effect on attitudes. This is in line with 

previous research as shown by Elkaseh et al. (2016) stated the perceived usefulness influences attitudes to behavior 

towards the use of e-learning in Lybian higher education. Al-Ghaith (2015) stated that perceived usefulness have 

a positive effect on attitudes in places of social networks. The study conducted by Alharby and Gold (2014) on 

academics in Saudi Arabia showed a significant influence between perceived usefulness towards attitudes of 

learning management system users (LMS) 

The results of the study on the perceived ease of use have a significant positive effect on intention. The same 

thing is also shown by the research of Zhang et al. (2015) which showed the results of his research that the 

perceived ease of use has a positive and significant effect on consumer spending intention in new products. Baker 

and stones (2015) showed the results of his research that perceived ease of use has a positive effect on sustainable 

intention in the context of electronic text. Abbas and Hamdy (2015) also show their research that the perceived 

ease of use has a positive effect on sustainable intention in the context of mobile service users. Lie and Liu (2014) 

show their research that the perceived  ease of use has a positive effect on sustainable intention in the context of 
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online travel services. 

The results of the research on attitudes have a positive and significant effect on intention. This is in line with 

previous research as shown by the more positive consumer attitudes towards a product, the stronger the intention 

in the product (Ajzen, 1991). Research on the attitude of users in looking at a new technological development that 

influences intention in using, Davis et al (1989) who developed a model of acceptance of information technology 

systems known as the Technology Acceptance Model (TAM), they argued that decisions made by individuals to 

receive an information technology is a conscious action that can be explained and predicted by the behavior 

intention, while technology users will have an intention in using technology if they feel the technology system is 

useful and easy to use. They stated also that a person will perform a behavior (behavior) if they have the desire or 

intention (behavioral intention) to do it. 

 

6.3 Research Limitations 

The results of this study do not examine other variables that influence interest such as value, learning media or 

other variables. The results of this study were conducted only on one college, namely the university of mercubuana 

so that it does not apply generally to every college. 

 

6.4 Advanced Research Direction 

Further research needs to be developed with the object of research not only in one college, but with the object of 

research in several universities so that the results can be generalized for each college. Subsequent research can 

also explore other independent variables that have not been studied in this study. 
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