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ABSTRACT 

 

This research was conducted to determine the influence of e-commerce implementation 

and student competence on the success of business performance. The rapid growth of Small 

Business Enterprise (SME) throughout the Asian economy, especially in Indonesia is partly 

due to the rapidly developing information technology. The internet has become an important 

business tool, to the point where even SME utilize e-commerce. SMEs in Indonesia are proven 

to be the most dynamic and vibrant sector. The use of e-commerce is increasingly 

widespreading among young people and teenagers. Students–especially college students–are 

becoming more interested in doing entrepreneurship in between their classes. The research 

method used was the quantitative method with the help of analytical tools, namely multiple 

regression and correlation. The results showed that e-commerce and competence have a great 

influence on the success of businesses run by students. 
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1. INTRODUCTION 

The development of business today 

has been so rapid, that it provides great 

opportunities for community initiative and 

creativity. Through better internet 

technology, economic globalization, 

environmental complexity and rapid 

competitive growth are issues that occur in 

all parts of the world. Even now the internet 

is not only being used for finding 

information, communication and 

entertainment, but also as a means for doing 

business (e-commerce). Kareem (2014) said 

that e-commerce adoption has a significant 

impact on service speed, reduction in 

operating costs and profitability. This makes 

online business in Indonesia more attractive 

to all parties, both educated and not, both 

young people and the older generation. 

According to Rahayu and Day (2015) the 

use of e-commerce makes it easy to find 

information, transactions, and many other 

aspects of business. In the initial stage 

(Kapurubandara, and Lawson, 2008), 24-

hour service time, communication with 

consumers, payment transactions and 

receipt of goods are the benefits offered in 

running e-commerce (Lesmono, 2015; 

Rahayu & Day, 2015). 
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Online stores will continue to grow 

along with technological advancements, and 

the character of buyers is also changing 

because of the convenience offered by the 

internet. Based on data from Internet World 

Stats, Indonesia is ranked in the top 5 in 

terms of numbers of internet users. 

Previously, Indonesia was ranked 6th in 

internet usage. Internet World Stats itself 

released the latest data for the largest netizen 

population in March 2019. There are Brazil, 

the United States, India and China which are 

at the top position, above Indonesia. 

However, the number of internet users in 

Indonesia is not yet supported with good 

access and speeds. According to the survey 

by the Indonesian Internet Service Providers 

Association (APJII) in collaboration with 

the Indonesian poll study (May 16, 2019), 

the number of internet users in Indonesia 

grew by 10.12%. This survey involved 

5,900 samples with a margin of error of 

1.28%. This field data was taken during the 

period from March to April 14, 2019. The 

results of a total population of 264 million 

people in Indonesia, there were 171.17 

million people or around 64.8% of internet 

users. The data increased from 2017 which 

was recorded as much as 54.86%. 

The Indonesian Internet Service 

Providers Association (APJII) identifies the 

use of the internet in terms of the economy, 

public services, education, lifestyle, socio-

politics, to health. The following is the 

percentage of access made by internet users 

in Indonesia in 2018 based on 6 sectors, as 

in Table 1. below: 

 

Table 1. Interest Usage Based on 6 Sectors (2018) 

 

 

 

 

 

 

 

 

 

 

 

 

 



JAFTA ▪ Vol 3 Nomor 1, Maret (2021) 

 

21 

 

 

The results of the study have proven 

that entrepreneurship is an important 

component of local economic development. 

Therefore, fostering entrepreneurship 

through increased use of e-commerce in 

micro, small and medium enterprises (SME) 

is an important goal for policy makers and 

governments almost all over the world 

(Adamek, 2007). Based on the results of the 

APJII survey, online business has a great 

potential to continue to grow. Table 1 shows 

the number of internet access for online 

sales of 16.98%. This can be seen from the 

increasing interest in online business, not 

only in the working community, but also in 

students. The use of the internet is 

increasingly popular among the younger 

generation, especially students in Indonesia. 

Although still very far behind compared to 

the use of e-commerce in large companies, 

but with the current economic conditions 

that are increasingly unstable, the role of 

SMEs is increasingly important in online 

market competition (Rahayu & Day, 2015). 

The results of many studies have proven that 

e-commerce has significantly increased 

business profits (Yulimar, 2014) 

In addition to the government, one of 

the institutions that is expected to encourage 

the development of SMEs is universities. As 

an institution that prepares prospective 

economic actors, the university is 

responsible for assisting the government in 

promoting entrepreneurship in students, so 

that the unemployment rate will not increase 

(Han and Jin, 2009). Some universities have 

paid special attention to entrepreneurship. 

This is evident from the curriculums that are 

clearly paying attention to entrepreneurship 

(Ratnamiasih & Indra Setia, 2016), which 

Pasundan University has done. 

The phenomenon of online business 

is a trend in Pasundan University students. 

But as with most e-commerce in developing 

countries, the development of online 

business by students is often difficult. Most 

of the students complained about obstacles 

that resulting no increase in sales, or even 

sales target not fulfilled. Problems felt by 

consumers include the lack of initiative in 

running an online business, the service and 

quality of the products provided are less than 

satisfactory, and responsibility is lacking. 

This is related to the readiness to become a 

good entrepreneur. To find out how far 

students use e-commerce in conducting their 

business, a pre-survey of 30 students who 

become entrepreneurs of the Faculty of 

Economics, Social Sciences, and Faculty of 

Engineering was conducted. The biggest 

percentage of students using internet media 

are Instagram with 90%, whatsapp with 

60%, Line with 56.7%, while Facebook with 

a percentage of 40%, the rest use other social 

media by 10%. The preference does not 

indicate the large market potential, but 
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mainly due to the habits of students as users 

of the application. Based on the pre-survey, 

it can also be seen that students have not 

maximized the use of e-commerce, even 

though the complexity of transactions 

carried out in their business is rather high / 

diverse. 

The competency factor is another 

source of the causes of businesses run by 

students to be less successful. Student 

competency in using e-commerce is still not 

good, especially their knowledge and 

expertise in using e-commerce. Even though 

the ability to use e-commerce is very 

important to produce success in business 

(Maryeni, et.al, 2014; Sethela, 2014; 

Yulimar, 2014). Based on these 

descriptions, this study was conducted to 

determine the effect of E-commerce 

Implementation and competence on the 

performance of Online-Based Enterprises 

conducted by Students at Pasundan 

University. 

 

2. CONCEPTUAL FRAMEWORK 

E-commerce is the spread of 

purchases, sales, marketing of goods and 

services through electronic systems such as 

the internet, television, or other computer 

networks. E-commerce is a part of e-

business where the scope of e-business is 

broader, not only in commerce but also 

includes collaborating with business 

partners, customer service, job vacancies 

and others. (Kapurubandara, and Lawson, 

2008; Maryeni, et.al, 2014). The emergence 

of buying and selling online causes various 

products to be seen and known prices and 

even negotiate prices without having to 

come directly to where the goods are sold. 

E-commerce provides benefits for 

businesses in increasing efficiency, reducing 

inventory costs, increasing sales, increasing 

customer relationships, penetrating new 

markets, and ultimately financial returns. 

(Han and Jin, 2009). 

E-commerce has a positive effect on 

the performance of SME companies 

(Mendo, and Fitzgerald,  2005). Another 

study conducted by Kareem (2014) in his 

research said that e-commerce adoption has 

a significant impact on service operations, 

reduced operating costs and profitability and 

more effective e-commerce to further 

improve performance. Beside 

implementation of e-commerce, 

competence affects the performance of 

business people. The higher the 

competency, the better the performance will 

be (Rahayu and Day, 2017). Respondents in 

this study were 150 SME entrepreneurs in 

Surabaya. The importance of competence in 

running e-commerce has been recognized in 

today's digital era. Chong and Pervan (2009) 

believe that although web-based sales 

strategies do not guarantee success, small 

companies that have built web sites are 

aware of the many benefits, including 
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opportunities to increase revenue, ability to 

expand reach to global markets, the ability 

to stay open 24 hours a day, seven days a 

week, the ability to see new business 

opportunities and to take advantage of them, 

etc. In view of this discussion, we formulate 

two key hypotheses: 

-  E-commerce implementation effects on 

Performance 

-  Human resources competence effects on 

performance 

The relationship between e- 

commerce implementation and student 

competence on business performance can be 

seen in the following research framework. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Picture 1. Research Framework

 

3. METHODS AND DATA 

The method used in this research is 

quantitative research (Sekaran, 1992). The 

population in this study were students at 

Pasundan University located in Bandung, 

West Java Province, Indonesia. Students 

who are a special population of the class of 

2017 (semester 4) because it is assumed that 

at that time students have passed the 

adaptation period but still have not made a 

final project. In that semester the curriculum 

has also provided provisions as an 

introduction and encouragement in 

entrepreneurship. The number of Faculties 

studied were at the Faculty of Economics 

and Business (751 people), the Faculty of 

Social and Political Sciences (1,143 people), 

and the Faculty of Engineering (570 people). 

Population of students that do entrepreneur 

E Commerce   

1. E-Commerce implementation 

2. Complexity of transaction 

 

 

Competence  
1. Attitude 
2. Knowledge 
3. Skill 
 

Business Performance  
1. Quality  
2. Quantity  
3. Teamwork 
4. Responsibity 
5. Inisiative 
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are 10% of total student from the faculties 

mentioned above, which is 247 students. 

Samples were taken proportionally in each 

faculty with a total of 100 respondents. To 

test the validity of the data, two types of 

testing are needed, namely the rest of 

validity test and the test of reliability with 

the results as shown in the Table 2. and 3. 

below: 

 

 

 

E-commerce 

 

 

 

Competence 

 

 

 

Business Performance 

Item rxy Item rxy Item rxy 

1 0.438 1 0.468 1 0.355 

2 0.323 2 0.352 2 0.307 

3 0.355 3 0.354 3 0.397 

4 0.329 4 0.333 4 0.373 

5 0.417 5 0.482 5 0.360 

6 0.367 6 0.604 6 0.434 

7 0.421 7 0.514 7 0.579 

8 0.470 8 0.535 8 0.482 

9 0.340 9 0.416 9 0.328 

 

Table 3. Test Results of Reliability 

Variabel Cronbach’s Alpha 

Implementasi E-commerce 0.711 

Kompetensi 0.769 

Kinerja 0.725 

 

After testing, all items of statements 

regarding e-commerce variables, 

competencies and business performance are 

said to be valid because they have a value 

greater than 0.3. Reliability testing is 

performed on three variables using the 

Cronbanch's-Alpa method, with the results 

above 0.7, which means that all variables 

can be said to be reliable. Before testing the 

hypothesis through the T test and the F test, 

some of the classic assumptions used like 

autoclastic heteroscedasticity and 

mullticolinierity is tested on.(Sekaran, 

1992). 

 

4. RESULTS 

Based on the results of the survey 

through the questionnaire then based on the 

cumulative achievement index (GPA), 

students who have their GPA above average 

ie GPA above 3 are 63%, while the rest are 

below average (39%). Based on the 

Table 2. Test Results of Variable Validity of E-Commerce Implementation 
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characteristics of the internet media used to 

run e-commerce can be seen in the Table 4. 

below: 

Table 4. Number of Respondents Based on Internet Media used 

 

No. Media  Frequency Percentage  

1. Instagram, Facebook 27 27% 

2. Instagram, Whatsapp, Facebook 16 16% 

3. Instagram, Facebook, Line 37 37% 

4. Instagram, Line 10 10% 

5. Instagram, Whatsapp, Line 10 10% 

Total 100 100% 

 

Test of Classic Assumption 

Heteroscedasticity 

Heteroscedasticity test aims to test 

whether in the regression model variance 

inequality occurs. The heteroscedasticity 

statistical test results obtained in this study 

are as follows: 

 

Figure 1. Result of Heteroskedastisitas 
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Based on Figure 1 on the results of 

heteroscedasticity test shows scatterpiot 

graph shows there is a clear pattern and 

points that spread above and below the 

number 0 on the Y axis. So it can be 

concluded that there is no heteroscedasticity 

in the research data. 

 

Autocorrelation 

This test is carried out to test a model 

of whether the dependent variables of each 

independent variable influence each other. 

The autocorrelation test results are as 

follows: 

 

Table 5. Result of Autokorelasi Test 

 

Model Summaryb 

Model R R Square Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin-Watson 

1 .853a .728 .723 2.61274 1 ,874 

a. Predictors: (Constant), x2, x1 

b. Dependent Variable: y 

 

Based on Table 5. regarding the 

autorrelation test results showed from the 

test results using the durbin-waston test 

above, obtained a DW of 1.8874, then a DW 

of 1.8874> DU 1.715 so there is no 

correlation problem. So based on Watson's 

durbin statistical test values in this study 

there was no autocorrelation. 

 

Multicollinearity 

In this study to test the presence of 

multicollinearity seen from the VIF 

(Variance Inflation Factor) or tolerance 

value. According to Ghozali (2011: 106), 

that multicollinearity occurs when a VIF 

value> 10 or tolerance <0.10. 

 

Table 6. Result of Multikolinieritas Test 

 

Variable VIF Details  

E-commerce Implementation (X1) 1,541 - Free of Multicollinearity 

Competency (X2) 1,541 Free of Multicollinearity 

Seen from Table 6. the results of 

multicollinearity testing showing VIF 

values <10 all show the same results, 

namely for the e-commerce variable (X1) 

and Competency (X2), which is 1.541 <10 

meaning that the data is free from 

multicollinearity symptoms. 
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Relationship of E-commerce 

Implementation and Competence on 

Business Performance 

To determine the effect of e-

commerce implementation and competence 

on online based business performance on 

students at Pasundan University, Bandung, 

multiple linear regression analysis, multiple 

correlation analysis, the coefficient of 

determination simultaneously and partially, 

and hypothesis testing simultaneously (F-

test) and partial (F-test) T test). Here is a 

multiple linear regression equation: 

 

Table 7. Multiple Regression and Correlation  

 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Correlations 

B Std. Error Beta Zero-order Partial Part 

(Constant) 

e-commerce 

kompetensi 

9.461 1.347  7.022 .000    

.230 .044 .297 5.232 .000 .552 .469 .277 

.501 .041 .699 12.297 .000 .807 .781 .651 

 

After processing the data, multiple linear 

regression equations are obtained: 

 

 

Where: Y = Performance, X1 = 

Implementation of e-commerce, X2 = 

Competence. 

 

Hypothesis Test 

Based on the processing carried out 

by researchers as shown in table.4.45, it can 

be seen that the F-value of e-commerce 

variables and competency together on 

performance is 129,964 with a significance 

of 0,000. Then the Significant F value is 

10% (a = 0.10) and the degree of freedom 

(n-3) = 97 is 2.36. Because F-value 

(129,964) is greater than F-table (2.36), then 

at a rate of error of 10% it was decided to 

reject Ho so that Ha was accepted, "meaning 

there is a significant influence of e-

commerce and competency together on 

performance". 

 

Table 8. Simultan Hypothesis Test Results (Test F) 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

Regression 

Residual 

Total 

1774.370 2 887.185 129.964 .000b 

662.162 97 6.826   

2436.533 99    

a. Dependent  Variable: kinerja 

b. Predictors: (Constant), kompetensi, e-commerce 

Y= 9,461+ 0,230 X1 + 0,501 
X2 
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Based on the above table, it can be 

proven that the better e-commerce 

implementation and competence will 

improve the performance of online business 

ventures of students at Pasundan University, 

Bandung. 

 

Partial Hypothesis Testing 

To prove whether e-commerce has a 

significant effect on performance, a 

statistical hypothesis test is performed with 

the following results: 

 

Table 9. Partial Hypothesis Test Results (t Test) E-commerce Variables 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. Correlations 

B Std. Error Beta Zero-order Partial Part 

(Constant) 

e-commerce 

kompetensi 

9.461 1.347  7.022 .000    

.230 .044 .297 5.232 .000 .552 .469 .277 

.501 .041 .699 12.297 .000 .807 .781 .651 

a. Dependent  Variable: kinerja 

Based on the processing carried out 

by researchers as shown in Table 9, it can be 

seen that the t-value of e-commerce 

variables on performance is 5,232 with a 

significant value of 0,000. Then the value of 

t-table at the Significant level of 10% (a = 

0.10) and the degree of freedom (n-3) = 97 

is 1,290. Because t-value (5,232) is greater 

than t-table (1,290), then at a rate of error of 

10% it was decided to reject Ho so that Ha 

was accepted, "meaning there is a significant 

effect of e-commerce on performance". The 

results of this study prove empirically that 

the better implementation of e-commerce 

will improve the performance of online 

business ventures of students at Pasundan 

University, Bandung. 

 

Regression Coefficient Analysis and 

Determination Coefficient 

Based on the calculations in Table 

10. shows that e-commerce and competence 

together have a significant effect on business 

performance, the coefficient of 

determination obtained from the results of 

data processing is presented as follows: 

 

Table 10. Simultaneous Correlation Coefficient and Determination Results 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .853a .728 .723 2.61274 

a. Predictors: (Constant), kompetensi, e-commerce 

 



JAFTA ▪ Vol 3 Nomor 1, Maret (2021) 

 

29 

 

 

In Table 10 above it can be seen that 

the correlation coefficient between e-

commerce and competency together on 

performance is 0.853 meaning the 

relationship between e-commerce and 

competence on performance is strong while 

the magnitude of influence is equal to 0.728. 

It can be seen that the influence of e-

commerce (X1) and competence (X2) on the 

performance (Y) of online-based businesses 

on students at Pasundan University is large. 

To determine the effect of variables 

partially, it can be calculated: 

1.  The influence of e-commerce (X1) on 

Performance (Y), 0.297 x 0.552 = 

0.164 

2.  The effect of competence (X2) on 

performance (Y), 0.699 x 0.807 = 

0.564 

Based on these calculations shows 

that the influence of e-commerce (X1) on 

business performance (Y) of 0.164 smaller 

effect than competence (X2) on business 

performance (Y) of 0. 564 and the rest is 

influenced by other variables not researched 

by the author. 

 

5. DISCUSSION 

The results of the correlation 

analysis is a coefficient value of 0.853 which 

belongs to a strong relationship. The 

correlation that occurs is a positive 

correlation. This shows that there is a strong 

relationship between e-commerce (X1) and 

competence (X2) on business performance 

(Y). The calculation results also showed that 

the effect of e-commerce implementation 

and competence was 0.728. Although the 

results of the partial influence test show that 

competence has a dominant influence on the 

success of businesses run by students with 

an effect of 0.564 while e-commerce 

implementation is 0.164, competency in 

using the internet includes the ability to 

innovate is an important aspect in the 

success of the business being run by students 

(Fritsch & Slavtchev, 2007) The results of 

this study are not different from Yulimar 

(2014). Likewise Farida (2017) regarding 

factors that influence e-commerce adoption 

and its effect on the performance of SMEs 

where the results show an effect of 0.68. 

The effect of competence is greater 

than the implementation of e-commerse on 

student business performance. The results of 

this study were supported by Schlenker and 

Crocker (2003) and Victoria (2014). 

Considering that competence is related to 

the ability to use the internet in running a 

business, it can be seen that businesses run 

by students today are still less successful due 

to this. Student competencies are still 

lacking. This fact shows that the reality of e-

commerce adoption by SME entrepreneurs 

in developing countries is still at an early 

stage, namely for marketing, purchasing, 
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and procurement activities (Rahayu & Day, 

2017). 

 

6. CONCLUSIONS 

The results of the study proves that 

the implementation of e-commerce and 

competence influences the business success 

of Pasundan University students. Although 

the influence of competence is greater than 

the implementation of e-commerce, 

business competence that should be 

possessed by students is closely related to 

the ability to use e-commerce. This shows 

that all hypotheses are accepted and the 

general reality that the internet is 

increasingly important for business is not 

rejected. 

Most of the businesses run by 

students are still on the SME scale so that 

this behavior is not in conflict with the 

results of other studies, support from 

universities and government is needed so 

that this problem can be resolved and 

students can contribute to local economic 

growth specifically, and nationally in 

general . The government can provide 

support through technology and the 

environment, while universities can provide 

support through the curriculum. 
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