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ABSTRACT – The contribution of MSMEs to Indonesia's Gross Domestic Product (GDP) reached 61.41%, but only 

about 8% of MSME players have used e-commerce. One of the government policies to encourage MSMEs going online 

is to facilitate access to have microcredit (KUR) which has tailored to the e-commerce business model. This study aimed 

to look at the relationship of demography and characteristics of online business with the intention of to apply microcredit 

since the location and type of business of MSMEs are mostly not fixed. The data were obtained by online survey to the 

respondents selected by convenience sampling. This study used descriptive analysis and cross tabulation analysis of 235 

respondents who are registered as members of the Indonesian Online Sellers Association. The results of the study showed 

that only the types of online business and other sources of income were significantly related to the intention in to apply 

for microcredit. Credit lending through media e-marketplaces could identify proper financing for the type of business for 

MSMEs. Further research by utilizing e-marketplace merchant database will provide a better description of MSME 

models for the intention in to apply microcredit. 
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1. INTRODUCTION 
 

The contribution of MSMEs to Indonesia's Gross Domestic Product (GDP) reached 61.41%, with the number of 

MSMEs reaching almost 60 million units. However, only around 8% or as many as 3.79 million MSME players have used 

online platforms to market their products (Kominfo 2017). For this reason, the government through PP No. 74 of 2017 issued 

the Economic Policy Package Volume XIV which contains the Roadmap of Electronic-Based National Trade Systems or the 

E-Commerce Roadmap, which provides direction and steps for preparing and implementing trade transactions based on a 

series of electronic devices and procedures. 

 

 Table 1.  Financial institution partners in e-marketplace in Indonesia 

NO. MARKET PLACE FINANCE INSTITUTION PERTNERSHIP 

BANK LEASING FINTECH 

1. TOKOPEDIA 

(C2C) 

BNI, Mandiri Bank, BSM, BRI 

Syariah, BCA, OCBC, DBS, 

CTCB, Commonwealth Bank, 

Standard Chatered Bank, 

Samperna Bank, Sinarmas Bank 

BFI Finance Bina Artha, 

Kredit Plus, CSUL 

Koinworks, Modalku, 

Taralite, Investree, 

Rajadana, Klik ACC 

2. BUKALAPAK 

(C2C) 

Mandiri Bank - Koinworks, Modalku, 

Investree  

3. LAZADA 

INDONESIA 

(B2C) 

BNI, CIMB, BCA, 

Commonwealth Bank 

Bina Artha, 

BFI Finance 

Koinworks, Modalku, 

Taralite, Investree 

4. MATAHARI MALL 

(B2C) 

Commonwealth Bank, 

Amar Bank 

- Crowdo, Taralite, 

Investree, Teman Kredit 

Sources: www.tokopedia.com, www.bukalapak.com,pages.lazada.co.id, super. mataharimall.com 
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The E-Commerce Roadmap includes financing programs, taxation, consumer protection, education and human 

resources, communication infrastructure, logistics, cyber security, and the establishment of Roadmap Implementing 

Management. In term of financing, the government provided microcredit named KUR (Kredit Usaha Rakyat) for MSMEs 

(Micro Small and Medium Enterprises). The KUR application in e-marketplace is relatively easier because the debtors and 

their business are existing and clear. Some e-marketplace sites such as C2C and B2C types provide micro-credit facilities for 

merchants (online sellers) that they can access online to partner financial institutions including banks, leasing (finance 

companies), cooperatives and peer to peer lending (fintech) as seen in Table 1. 

In the Regulation of the Minister of Economy No. 6 of 2015 concerning the KUR Implementation Guidelines, the 

KUR-financed sector only covers agriculture, fisheries, processing industries, and trade sectors related to the three sectors. 

Based on Permenko 8/2015, the expansion of the trade sector is no longer limited but covers all businesses in the trade sector 

and some service sectors. The realization of KUR disbursement for the trade sector as of December 31, 2018 reached Rp 

64.0 billion or 54.09% of the total KUR. However, based on Table 2, the increase in KUR distribution in the last 2 years has 

reached 20.31% while the increase in trade sector distribution has only reached 2.39%. 

 

Table 2.  Data on the realization of KUR per business sector until 31 December 2018 

Economy Sector 
Dec-17 

(Rp million) 

Dec-18 

(Rp million) 

Increase 

(%) 

Agriculture, Hunting, and Forestry 

Fisheries 

Processing Industry 

Trading 

Construction 

Services 

Indonesian Labor Placement 

16,363,786 

1,146,966 

3,866,275 

62,483,026 

0 

10,401,382 

0 

27,647,777 

1,847,540 

8,830,749 

63,978,838 

218,820 

17,241,112 

583,701 

68.96% 

61.08% 

128.40% 

2.39% 

100.00% 

65.76% 

100.00% 

T O T A L 94,261,435 118,290,743 20.31% 

Sources: www.kur.ekon.go.id 

 

Apart from the government's efforts to facilitate financial accessibility, the KUR realization data indicates that there 

is still low intention of MSMEs in accessing external financing. The cause of the low intention in to apply for microcredit 

based on the study of Kajehtiran et al. (2016) is the perception of the absence of benefits and the perception of the severity 

of credit requirements. The study by Thaker et al. (2016) showed that the cash waqf micro business investment model as a 

source of microfinance in Malaysia was still hindered by subjective attitudes and norms for credit requirements that were 

difficult to fulfill. The study by Makpotche et al. (2015) on micro-business culture in Benin and Mauritania showed that the 

factors of secrecy and conservatism had negative effects on intention in borrowing money from banks. Based on the results 

of the study of Hassman et al. In 2013, micro business owners were not well informed about microcredit and did not have 

knowledge about the forms of loans that fit their business needs and did not know how and where to apply for the loans. 

This study aims to see an overview of intention of the online sellers in to apply for microcredit by analysing its 

relationship with the demographic factors and characteristics of the sellers. Studies of online sellers related to intentions and 

demography generally only discuss online purchases (Thamizhvanan and Xavier 2012, Jadhav and Khanna 2017, Ashari et 

al. 2017, and Ansari and Farooqi 2017). Meanwhile, a study of the online seller generally discussed about the 

implementation of e-commerce in MSMEs (Savrul et al. 2014, Rahayu and John Day 2015, Venkatesh and Kumari 2015 

and Ueasangkomsate 2015).  Previous studies on the intention in to apply for credit to the bank were carried out by Abdullah 

and Wahab (2015), Bizri et al. (2016) and Tolba et al. (2016). However, specific studies on the intention in credit 

applications through online media have so far not been found. 

 

2. LITERATURE REVIEW 
 

Several studies on the relationship or influence of social demographic variables on intention related to technology 

and MSMEs generally discuss the intentions of online shopping (Thamizhvanan and Xavier 2012, Hsu et al. 2014, Jadhav 

and Khanna 2017, Ashari et al. 2017, and Ansari and Farooqi 2017) or entrepreneurial intentions (Alibaygi and Pouya 2011, 

Agyemang et al. 2013, Talas et al. 2013, Katundu and Gabagambi 2014, Singh 2014 and Nquyen 2018). Demographic and 

non-demographic variables from previous studies adjusted and used in this research included age, sex, education, marital 

status, ethnicity, religion, length of business period, other sources of income, amount and value of monthly transactions, and 

monthly working capital requirements. 
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Intention in conducting e-commerce transactions or purchases is defined as the intention of buyers to exchange 

through shopping sites, such as sharing information, maintaining business relationships, and making business transactions 

(Zwass 1998 in Dachyar and Banjarnahor 2017). Consumer buying intention is caused by external influences including 

marketing efforts and socio-cultural factors, awareness of the need for product recognition and alternative evaluation 

(Schiffman and Kanuk, 2010). Studies on online business related to intentions and demography generally discuss about 

online purchases or buyer sides (Thamizhvanan and Xavier 2012, Jadhav and Khanna 2017, Ashari et al. 2017, and Ansari 

and Farooqi 2017). 

The definition of micro, small and medium enterprises (MSMEs) according to Law No. 20 of 2008: (a) Micro-

business is a productive economic business owned by individuals and/ or individual business entities, having annual sales of 

a maximum of Rp. 300 million; (b) Small-scale businesses are independent economic productive enterprises carried out by 

individuals or business entity, having annual sales from more than Rp. 300 million to a maximum of Rp. 2.5 billion, and (c) 

Medium-sized businesses are independent productive economic enterprises carried out by individuals or business entities, 

having annual sales from more than Rp. 2.5 billion to a maximum of Rp. 50 billion. 

Electronic Commerce (e-commerce) is defined as the process of buying and selling goods, services and information 

carried out by utilizing electronic networks (Kotler and Keller 2016 whereas the definition of e-marketplace according to 

Corrot and Nussenbaum (2014) is an online virtual media where buyers and sellers carry out transactions of goods and/or 

services. According to Bain & Co (2016), around 40% of e-commerce sales in Indonesia are estimated to be conducted 

through B2C/B2B e-commerce sites (business-to-consumer/business-to-business), 30% sales through C2C sites (consumer- 

to-consumer) and the remaining 30% through social media, blog stores, and messaging applications. The study of the 

implementation of e-commerce in MSMEs was previously carried out by Savrul et al. (2014), Rahayu and John Day (2015), 

Venkatesh and Kumari (2015) and Ueasangkomsate (2015). 

Based on Indonesia Law No. 20 of 2008 concerning Micro, Small and Medium Enterprises, in order to increase the 

sources of financing for Micro and Small Businesses, the Government has made efforts to develop funding sources from 

bank loans and non-bank financial institutions. Meanwhile according to Law No. 1 of 2013, Microfinance Institutions (MFIs) 

are financial institutions specifically established to provide business development services and community empowerment, 

through loans or financing in micro-scale businesses to members and communities, deposit management, and provision of 

business development consulting services that are not solely earning profits. Previous studies on the intention in to apply for 

credit to the bank were previously carried out by Abdullah and Wahab (2015), Bizri et al. (2016) and Tolba et al. (2016). 

 

3. RESEARCH HYPOTHESES 
 

This study would like to see whether the intention of online sellers in to apply for microcredit have an association 

relationship with the factors of demography and characteristics of online business. The profile of respondents based on 

demography was divided into six criteria: the age group, gender, education, marital status, ethnicity and religion while the 

profile of the respondents based on the characteristics of online business was divided into seven criteria: time length in 

running online business, whether online business was the main income, other sources of income, types of online business, 

number of transactions per month, amount per transaction, and amount of monthly working capital. 

The results of Premalatha's (2014) study showed that five variables of demographic; age, gender, educational level, 

monthly income and types of savings were significant related to the intention in receiving internet banking services. The 

study by Wickramasinghe and Fernando (2017) proved that the borrowers' socio-demographic characteristics included age, 

number of members in the household, number of dependents, education level, residence location and community type factor 

influenced the use of microcredit by low-income communities in Sri Lanka.  Previous research related to the non-

demographic factor conducted by Alibaygi and Pouya (2011) on the younger generation in Kermanshah Province of Iran 

showed that six determinant factors of relations with parents, attitudes toward agriculture, work experience, intention to 

migrate, parents' income level, and parent education level statistically were significant in influencing entrepreneurial 

intentions.  

Hypothesis 1: Demographic factors have an association relationship with the intention to apply microcredit, with 

the statistical hypothesis: 

- H0: Demographic factors do not have an association relationship with the intention in to apply microcredit  

- H1: Demographic factors have an association relationship with the intention in to apply microcredit 

The hypothesis tests used as assumptions of the association relationship between the demographic factor and 

intention of online sellers in to apply for microcredit are as follows: 

H1a:  Age group has an association relationship with the intention in to apply microcredit. 

H1b:  Gender has an association relationship with the intention in to apply microcredit. 

H1c:  Educational level has an an association relationship with the intention in to apply microcredit. 

http://www.ajouronline.com/
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H1d:  Marriage status has an association relationship with the intention in to apply microcredit. 

H1e:  Ethnic has an association relationship with the intention in to apply microcredit. 

H1f:  Religion has an association relationship with the intention in to apply microcredit. 

H1g: Another source of income has an association relationship with the intention in to apply microcredit 

Hypothesis 2: Business characteristics factors have an association relationship with the intention in to apply 

microcredit, with the statistical hypothesis: 

- H0: Business characteristics factors do not have an association relationship with the intention in to apply microcredit  

- H1: Business characteristics factors have an association relationship with the intention in to apply microcredit 

The hypothesis tests used as assumptions of the association relationship between the business characteristics factor 

and intention of online sellers in to apply for microcredit are as follows: 

H2a:     Period of online business has an association relationship with the intention in to apply microcredit. 

H2b:    Type of online business has an association relationship with the intention in to apply microcredit 

H2c:     Existing credit facilities has an association relationship with the intention in to apply microcredit 

H2d:    Online to apply has an association relationship with the intention in to apply microcredit 

H2e:    Monthly frequency of online transactions has an association relationship with the intention in to apply microcredit. 

H2f:     Amount per transaction has an association relationship with the intention in to apply microcredit 

H2g:     Amount of working capital needs has an association relationship with the intention in to apply microcredit 

  

 

4. RESEARCH METHOD 
 

This research used an exploratory approach and surveys on the online sellers. Survey method was used to collect 

primary data obtained directly from the respondents who filled out the questionnaire or did the online interviews. The 

questions in the questionnaire were divided into two, the demographic section and business characteristics, while the type of 

questions used in the questionnaire are open questions and closed questions. Open questions are questions with direct answers 

to get a direct picture of the perceptions of online sellers about microcredit. Closed questions are a form of questions with 

several alternative answers for respondents and response ranges that use a five-point Likert scale where point 1 = strongly 

disagree to point 5 = strongly agree 

Sample collection in this study used a convenience sampling method, and the respondents (235 people) were the 

members of the Indonesian Online Sellers Association (APOI) who provided responses to questionnaires sent or by online 

interviews. The criterion of the respondents is those who have been running business online at e-marketplace sites for at least 

6 months. The samples collected were 235 people or 51.53% of the 456 respondents who were sent questionnaires online. 

The analytical methods to be used in this study included descriptive analysis and cross tabulation analysis of the frequency 

and percentage of two or more variables simultaneously. Descriptive analysis was used to see the concentration and 

distribution of the respondent data while cross tabulation analysis was used to see the correlation between the variables of 

demography and business character (category) and the tested variable of intention in to apply for microcredit.  Chi-square 

testing begins with formulating hypotheses H0 and H1. The null hypothesis (H0) if there is no significant relationship 

between two variables and one hypothesis (H1) if there is a significant relationship between the two variables.  The calculated 

value X2 chi-square is obtained by the formula:  

𝝌𝒄𝒂𝒍𝒄𝒖𝒍𝒂𝒕𝒆𝒅
𝟐 =∑∑

[𝑂𝑖𝑗 − 𝐸𝑖𝑗]
𝟐

𝑬𝒊𝒋

𝒎

𝒊=𝟏

𝒌

𝒋=𝟏

 

 

The results obtained in the Chi-square analysis with using the SPSS for Windows version 15 program, which is value 

Asymp.Sig (2-sided) Chi-Square count where if the value is Asymp.Sig (2-sided) Chi-Square > α (0.05), then H0 is accepted 

and if the value is Asymp.Sig (2-sided) Chi-Square > α (0.05), then H0 is rejected or H1 is accepted 

 
5. RESULTS AND DISCUSSION 

 

Intention in To apply for Microcredit 

 

Analysis of the level of intention of respondents of online sellers by using an index in the form of ‘top two boxes’ 

obtained from the calculation of the percentage of respondents who gave answers to ‘intent’ and ‘very intent’. For a scale of 
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1-5, the credit application intention index is obtained from the percentage of respondents who answered on a scale of 4 and 

5 while the level of not intent of the respondents was obtained from the percentage of respondents who answered on a scale 

of 1, 2 and 3 (very not intent, not intent and neutral) 

Online business respondents who expressed intention or intention to apply for microcredit amounted to 154 people 

while those who stated that they did not have an intention were only 81 people. The respondents categorized as having an 

intention consisted of 22 people (9.38%) who stated 'very intent’, 132 people (56.17%) who stated ‘intent”. Respondents 

who were categorized as not having an intention consisted of 3 people (1.28%) who stated ‘very unintentional, 32 people 

(13.62%) who stated ‘unintentional’ and 46 people (19.57%) who stated ‘neutral’ 

 

The Respondent Demography 

 

The average age of respondents of online sellers is 33.1 years with a median of 32 years and standard deviation of 

6.46, or the distribution of age data is relatively centralized. The age range of online sellers is around 21 years - 53 years 

belonging to the groups of millennials (1982 - 2001) and generation X (1966 - 1981) based on the KPMG category (2017).  

 

Table 3. Distribution of respondents based on demographic factors 

Demographics 

Intention in Micro Credit Online To apply 
Asymp. Sig. 

(2-sided) 
Have Intention No Intention T O T A L 

Frequency % Frequency % Frequency % 

Ages Group        

- < 37 years 113 64.48 52 31.52 165 100.00 
0.177 

- ≥ 37 years 41 58.57 29 41.43 70 100.00 

Gender        

- Male 114 66.67 57 33.33 171 100.00 
0.542 

- Female 40 62.50 24 37.50 64 100.00 

Education Level        

- Under Graduated  77 63.11 45 36.89 122 100.00 
0.251 

- High School 77 68.14 36 31.86 113 100.00 

Marital Status        

- Married 115 66.86 57 33.14 172 100.00 
0.288 

- Not Married 39 61.90 24 38.10 63 100.00 

Ethnic        

- Java 59 66.29 30 33.71 89 100.00 
0.482 

- Non-Java 95 65.07 51 34.93 146 100.00 

Religion        

- Islam 112 66.67 56 33.33 168 100.00 
0.649 

- Non-Islam 42 62.69 25 37.31 67 100.00 

Source of Other Income        

- Employee salary / wages 70 69.31 31 30.69 101 100.00 

0.086*** - Offline Business 65 67.71 31 32.29 96 100.00 

- Not Available 19 50.00 19 50.00 38 100.00 

Remarks: Ho rejected at     *) p value < 0.01 

          **) p value < 0.05  

      ***) p value < 0.10 

 

The percentage of the age group <37 years old who have the intention to apply for credit was also greater at 68.48%. 

But the value of Asymp. Sig. (2-sided) Pearson Chi-Square test results on age groups showed a significance value of 0.177 

or > α of 0.05 so that hypothesis H1a was rejected or the age group factor has no association with the intention of online 

sellers to apply for microcredit. This finding supported the study of Thamizhvanan and Xavier (2012), Jadhav and Khanna 

(2017), and Nguyen (2018).  Male respondents who have the intention to apply for credit are more than female respondents, 

namely 171 people (72.77%). This finding supports the study of Thamizhvanan and Xavier (2012). The results of the APJJI 

survey (2017) also showed that men were slightly more (51.43%) than women in using the internet. The percentage of male 

respondents who have intention in to apply for credit is also slightly larger at 66.67%. Men are generally more consistent 

using the internet for work / business purposes compared to women. Significance test produces a value of 0.542 greater than 
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0.05 so that the H1b hypothesis was rejected or gender factors do not have an association relationship with the intention of 

online sellers to apply for micro credit. This finding supports Singh's (2014) and Ansari and Farooqi (2017) study 

The distribution of the highest number of respondents according to education level was in the group of scholars who 

had the intention to apply for credit as many as 122 people or 51.91% of all respondents. The results of APPJI's survey 

showed that the penetration of internet use by the community with S1 education level reaches 79.23%, but the percentage of 

respondents with non-graduate education with the intention to apply for credit is also greater, namely 68.14%. This shows 

that the level of education is not related to the intention of to apply credit online. Significant test also produces a value of 

0.251 greater than 0.05 so that the hypothesis H1c was rejected or the education level factor is not significantly related to the 

intention of online sellers to apply for microcredit. This finding supported the study of Thamizhvanan and Xavier (2012), 

Talas et al. (2013), Jadhav and Khanna (2017), and Nguyen (2018).  Online sellers who were respondents in the study were 

married with 172 people (73.19%). Married respondents also had a higher percentage of intention (66.86%) compared to 

unmarried respondents (61.90%). This is because respondents who are still married tend to be more aggressive because 

online business partners have status as employees so there are other sources of income if online sellers fail. Significant test 

produces a value of 0.288 greater than 0.05 so that the hypothesis H1d was rejected or the factor of marital status does not 

have an association relationship with the intention of submitting microcredit. 

Respondent's ethvicity and religion were dominated by Javanese (37.87%) and Islam (71.49%). This data was in 

accordance with Indonesian population data published by the Central Bureau of Statistics (BPS 2010). Muslim respondents 

have a greater percentage of intention (66.67%) than those of non-Javanese ethnicity (62.69%), but the percentage of 

intention among respondents of Javanese and Non-Javanese was relatively the same. Significant tests produce values of 

0.482 (ethnicity) and 0.649 (religion) which are greater than 0.05 so the H1e hypothesis and hypothesis H1f are rejected or 

ethnic and religious factors do not have an association relationship with the intention of online businesses to apply for 

microcredit. This finding supports the study of Katundu and Gabagambi (2014). 

Based on other sources of income, the largest group of respondents with the highest intention to apply for credit 

(69.31%) are respondents who are employees. Flexible character accommodates employees whose working time is bound to 

keep running an online business by utilizing free time or holidays. This group represents employees who want to have their 

own business by doing business online and planning to raise their business so that they need additional capital. The percentage 

of intention to apply for the smallest credit is indicated by a group of online businessmen who do not have a side income of 

50.00%. This is due to the perception of the difficulty of obtaining credit facilities from banks if they do not have proof or 

place of business. Significant test produces a value of 0.093 which is significant at the level of 0.10 so that the hypothesis 

H1f is accepted or other sources of income factors are significantly related to the intention of online businesses to apply for 

microcredit. The findings of other sources of income have to do with the intention of supporting the study of Talas et al. 

(2013), Agyemang et al. (2013) and Jadhav and Khanna (2017). 

Based on testing of the demographic relationship of respondents to the intention of submitting microcredit using the 

chi-square test, it can be concluded that demographic factors (age, sex, education, marital status, ethnicity and religion) did 

not have a significant relationship to respondents' intention to microcredit but other source of income was significantly related 

or H1 was partly proven. Previous research which also proved that demography did not influence intention was carried out 

by Hsu et al. (2014) which proved that control variables of gender, age, education, experience, and income, did not have 

significant influences on the intention in buying again on online shopping sites in Taiwan. The results of Premalatha's (2014) 

study showed that of the seven demographic variables related to the intention in receiving internet banking services, only 

five variables of age, gender, educational level, monthly income and types of savings were significant. Also, the variables of 

marital status and place of residence were not significant.  The research by Jadhav and Khanna (2017) also proved that there 

was no significant difference between attitudes toward students' online shopping behavior in Mumbai (India) and 

demographic factors of gender, education, age group, location of residence and household income. Likewise, the study of 

Gundes and Sazkaya (2018) which analyzed the factors influencing adoption and intention in using innovative banking 

products for students of the Bahçeşehirdi University in Istanbul, Turkey proved that demographic factors were not influential. 

However, in the context of the application and use of credit facilities, demographic factors both in whole and in part 

significantly influenced intention. The study by Kajenthiran et al. (2017) on the intention in seeking micro-credit for young 

people in Sri Lanka proved that the demographic factor that had a significant influence on the intention in to apply for 

microcredit was only the number of family members. Gender, age, educational qualification and average family income were 

not significant. The study by Wickramasinghe and Fernando (2017) proved that the demographic factor influenced the use 

of microcredit by low-income communities in Sri Lanka. The borrowers' socio-demographic characteristics included age, 

number of members in the household, number of dependents, education level, residence location and community type.. 

Meanwhile the research by Amin (2012) proved that intention in the use of credit cards for Islamic banks in Malaysia is 

significantly affected by demographic factors of age (young customers), marital status, religion and education level, but they 

were not significant with age (old customers) and gender.  
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In this study, the tendency of homogeneity of respondents is a factor that supports the demography of online sellers 

which did not have a significant relationship with the intention in to apply for microcredit. As many as 207 respondents 

(88.09%) do business online /live in Java, where 151 people (64.43%) are concentrated in Jakarta, Bogor, Depok, Tangerang 

and Bekasi. The concentration was caused by 187 respondents (79.57%) working as distributors/resellers. The reason for 

online sellers to choose a place for business in the area of Jakarta and its surroundings is because Jakarta is a national trade 

center where almost all goods are available. This is in accordance with McKinsey's findings (2018) that 42% of e-commerce 

merchants i.e. drop shippers or resellers live in Jakarta. Thamizhvanan and Xavieri (2012) research proved that online 

shopping is only influenced by gender and is not significant by age, education level, duration of daily internet usage and 

ownership of credit cards or internet banking facilities. 

Another factor causing the demography of online sellers not to have a significant relationship with intention in 

microcredit is the character of e-commerce which are (1) Ubiquity – e-commerce technology is available everywhere 

including at work, at home and elsewhere and can be accessed via mobile devices at anytime, (2) Global reach – technology 

reaches national boundaries across the earth, (3) Universal standards – there is a set of technological standards, (4) Wealth – 

videos, audio and text messages are possible to be available, (5) Interactivity – technology works through interaction with 

users, (6) Information density – this technology reduces information costs and improves quality, (7) 

Personalization/Customization – technology enables personalized messages to be sent to individuals or groups and (8) Social 

technology – user-created contents and social networks. This advantage has made every online sellers have the same 

opportunity to apply for microcredit through e-marketplace.  Since it can be accesed by everyone, we can conclude that 

demographic of online sellers didn’t influence the intention in to apply for microcredit 

 

The Characteristics of of Online Business 

 

A total of 136 people (88.31%) out of 154 respondents who have the potential to apply for credit have been running 

online businesses for more than 2 years. Financial institutions, especially banks, generally provide a minimum two-year 

business requirement for credit applications to ensure business continuity. This credit requirement was generally understood 

by online sellers so that respondents who have run an online business for more than two years have a percentage of intention 

to apply for a larger credit, which is 86.00%. Significant test produces a value of 0.081 which wass significant at the level of 

0.10 so that the hypothesis H2a was accepted or the old factor of business has an association with the intention of online 

businesses to apply for micro credit  A group of 131 respondents (85.06%) from respondents who intend to apply for credit 

to business groups are distributors / resellers. This is in accordance with McKinsey's findings (2018) that the majority of e-

commerce merchants were drop shipper or reseller. The percentage of intention to apply for credit for distributor respondents 

is also greater than the producer respondents, which is 66.84%. This was due to the character of the distribution business that 

does not require too much capital but often so that it is suitable for unsecured credit facilities offered through e-marketplace 

sites. Significant test produces a value of 0.361 which was greater than 0.05 so the hypothesis H2b is rejected or the type of 

online business factor did not have an association relationship with the intention of online businesses to apply for micro 

credit 

The majority of respondents, 126 people (53.62%) stated that they already had credit facilities from financial 

institutions. The group of respondents who already have or do not have credit facilities had almost the same intention to 

apply for online credit, which is around 65%. Significant test produces a value of 1.00 (> 0.05) so that the H2c hypothesis 

was rejected or the credit facility factor currently held is not significantly related to the intention of to apply for micro credit.  

Based on the experience of to apply for online credit, the largest group of respondents who had the highest intention to apply 

for credit (73.81%) were respondents who had already submitted a credit proposal. This is because this group has felt the 

benefits or advantages of this system so that a positive attitude and intention have been formed. Significant test produces a 

value of 0.003 which is significant at the 0.01 level so that the H1d hypothesis was accepted or the experience factor of to 

apply for online credit is significantly related to the intention of online businesses to apply for micro credit. 
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Table 5. Distribution of other income of the respondents beside from their online business 

Characteristic of Online 

Business 

Intention in Micro Credit Online To apply Asymp. Sig. 

(2-sided) 

 

Have Intention No Intention T O T A L 

Frequency % Frequency % Frequency % 

Period of  Business    

- ≥ 24 months 136 68.00 64 32.00 200 100.00 
0.081*** 

- < 24 months 18 51.43 17 48.57 35 100.00 

Type of online business        

- Reseller / Distributor 131 66.84 65 33.16 196 100.00 
0.361 

- Producer 23 58.97 16 41.03 39 100.00 

Existing credit facilities from financial institution    

- Have 83 65.87 43 34.13 126 100.00 
1,000 

- Don’t have 71 65.14 38 34.86 109 100.00 

Experience in online to apply of micro credit      

- Have  93 73.81 33 26.19 126 100.00 
0.003* 

- Don’t have 61 55.96 48 44.04 109 100.00 

Berapakah rata-rata jumlah transaksi online per bulan?     

- < 14 kali 22 66.67  11 33.33 33 100.00 

0.977 - 15 – 30 kali 40 66.67 20 33.33 60 100.00 

- > 30 kali 92 64.79 50 35.21 142 100.00 

Berapakah nilai per transaksi online?       

- < Rp 1 juta 117 66.48  59 33.52  176 100.00 

0.376 - Rp 1 juta – Rp 5 juta 24 70.59 10 29.41 34 100.00 

- > Rp 5 juta 13 52.00 12 48.00 25 100.00 

Berapakah kebutuhan modal kerja?    

- Rp 10 juta – 25 juta 81 66.94  40 33.06  121 100.00 

0.093*** - Rp 25 juta – Rp 50 juta 46 73.02 17 26.98 63 100.00 

- > Rp 50 juta 27 52.94 24 47.06 51 100.00 

Remarks: Ho rejected at     *) p value < 0.01 

          **) p value < 0.05  

      ***) p value < 0.10 

 

The group of respondents who intend to apply for credit according to the highest average online business 

transactions in one month were dominated by 92 people (59.74%) with transactions > 30 times per month, while the largest 

average value in one transaction was 86 people (55.84%) with transaction value of 100 thousand - 1 million rupiah. The 

highest percentage of intention to apply for credit for the number of transactions is a group that sells 15-30 times a month 

(66.67%) and groups with a transaction value of Rp 1 million - Rp 5 million (70.59%). This information matches the price 

range of the products that are most often sold online, namely fashion / clothing and shoes with fast turnover. Significant test 

produces a value of 0.977 (number of transactions) and 0.376 (transaction value) which is greater than 0.05 so that the H1e 

hypothesis and hypothesis H1f were rejected or factors of transaction and transaction value did not have an association 

relationship with the intention of online businesses to apply for microcredit.  The amount of business capital needed is based 

on information from 127 respondents (82.46%) who have the intention to apply for credit below Rp 50 milion. The largest 

group of intensity is 145 respondents (61.70%) stating that they need capital between Rp 25 million - Rp 50 million to run 

an online business. This group is a group that requires large working capital but does not have collateral. The probability 

value (p-value) produces a value of 0.093 or significant at the level of 0.10 so that the H2g hypothesis is accepted or the large 

factor of capital needed had an association relationship with the intention of online businesses to apply for micro credit. 

Based on the testing of the relationship between respondents 'online business characteristics to the intention of 

submitting microcredit using the chi-square test, it can be concluded that only a part of the characteristics of online businesses 

have a significant relationship to respondents' intentions of microcredit, namely the long time doing business online (H2a) 

0.081, experience to apply for online credit (H2c) with a significant value of 0.003 and working capital requirements (H2g) 

with a significance value of 0.093. The results of this chi-square test only prove the truth of Hypothesis 2. These results meet 

the conclusion of Singh's (2014) study of the influence of demographic variables on entrepreneurial intentions which prove 

that income, family business background and parent work in addition to age, gender and background significantly influential 
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education. Whereas Ansari and Farooqi (2017) research on the influence of demographic variables on online shopping 

intention proves that income, age and experience factors have a moderating influence on attitudes. 

  

Table 6. Distribution of sources of income other than the respondent's online business 

Other Source of Income  
Income from Online Business 

T O T A L 
Primary Not Primary 

Employee 42 59 101 

Offline Business 32 64 96 

Not Available 35 3 38 

T O T A L 109 126 235 

 

Based on the question on income sources outside from the online business, 101 people (42.98%) stated that they 

still relied on their salaries as employees, 96 people (40.85%) stated that other sources of income came from offline 

businesses, and 38 people (16.17%) stated that they did not have sources of income besides online business. Furthermore, as 

many as 109 people (46.38%) stated that online sellers is the main income source, and 126 people (53.62%) stated that online 

business is not the main income source. This means that out of a total of 285 respondents, only 35 people (14.89%) focused 

on running their online business. The ease and small amount of capital in doing online business is a driving factor in the 

increasing number of online sellers. However, online business has not been used as the only source of income. The flexible 

character of the online business makes this business run anytime without time limits. Employees who work or offline 

businessmen can continue to run an online business by utilizing their free time outside working hours or holidays. In addition 

to business time, the market is also not limited by geographical location. 

Based on the type of online business, the majority of respondents were distributors/ resellers amounting to 196 

people (83.40%) and only 39 people (16.60%) were producers. As online sellers, the resellers must guarantee the availability 

and speed of delivery of goods ordered by consumers. Therefore, capital requirements for stocks become less but the turnover 

period is fast. Credit facility for working capital that suitable for this kind of business is a revolving loan.  Drawdown fund 

amount can be adjusted to the needs (for example to buy stock) as bridging facility while the delivery of ordered good hasn’t 

paid yet.  The used loan will be settled when the payment from the e-marketplace is received. Therefore, online sellers only 

pay current interest of utilized funds. This need is different with producers’ who have to allocate capital both for investment 

(machinery / production equipment and storage warehouses) and for working capital (raw materials, labor, production costs, 

etc.). The type of working capital credit that proper with production business is installment loans or term loans. The 

Indonesian Bankers Association (2014) distinguishes credit based on the time period as follows Short Term Loans, such as 

working capital loans for trade, industry and other sectors, Medium Term Loans, such as investment loans for vehicle 

purchase and working capital loans for construction, and Long-term Loans, such as investment credit for the development of 

factories, hotels, toll roads and others.  Based on above classification, distributor business supposed to be offered by short 

term loan while producers suitable with long or medium term of loan to buy production equipment or raw materials. 

 

6. CONCLUSION AND MANAGERIAL IMPLICATIONS 
 

The results of the descriptive analysis of the demographics of respondents of online business people in this study 

were the majority of those under the age of 37 years, male sex, final education, marriage status, ethnic Javanese and Muslim. 

While the characteristics of online businesses are the majority of respondents are already in business for more than 2 years, 

do not consider online business as the main income and state that they still rely on salaries as employees as a source of 

income outside of online business. The respondent group is dominated by distributors / resellers, making sales transactions> 

30 times per month and the value per transaction of 100 thousand - 1 million rupiah. The value of expenditure or business 

capital requirements per month is a majority of under Rp 50 million per month.   

The results of cross tabulation analysis of seven demographic factors and seven characteristics of online business 

concluded that only sources of income other than online business, long time doing business online, online credit application 

experience and working capital needs that have an association relationship with intention in to apply for micro credit. The 

category of respondents who have the smallest significant value is the experience of to apply for online credit before. This 

category must receive special attention, especially because groups in this category who have greater intentions are groups 

that have previously submitted. When compared with the working capital needs category where the group with the highest 

interest is a group with working capital requirements between Rp. 25 million to Rp. 50 million. The findings provide 

information that segments of online businesses that have received facilities below Rp. 25 million (loans without collateral) 

still need additional capital but do not have collateral that can be pledged. 
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