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Abstract 

Objective: This study aims to examine the factors influencing the adoption of digital marketing among halal MSMEs 

in East Kalimantan using the UTAUT framework, by testing hypotheses H1–H8: the effects of performance 

expectancy (PE), effort expectancy (EE), and social influence (SI) on behavioral intention (BI); the effect of personal 

innovativeness (PI) on BI; the effect of BI on use behavior (UB); and the moderating role of PI on the relationships 

between PE→BI, EE→BI, and SI→BI. Methods: This study employed a quantitative survey approach using primary 

data collected through questionnaires from 100 halal MSME actors in East Kalimantan, selected using non-

probability purposive sampling with the following criteria: marketing halal products, domiciled in East Kalimantan, 

and having used at least one digital marketing channel. Respondents were predominantly female (84%), aged 31–50 

years, and business owners (87%). The latent variables measured included PE (2 indicators), EE (3), SI (2), PI (2), 

BI (3), and UB (1). Data were analyzed using PLS-SEM with bootstrapping procedures and one-tailed significance 

testing (α = 0.05). Results: The findings indicate that the intention to use digital marketing among halal MSMEs is 

more strongly shaped by social influence and individual innovativeness than by perceived performance benefits or 

perceived ease of use. The formed intention is consistently associated with actual digital marketing usage behavior. 

In addition, personal innovativeness was found to moderate the effects of perceived usefulness and perceived ease 

of use on intention, but did not moderate the influence of social factors on intention. This pattern suggests that digital 

marketing adoption decisions among halal MSMEs in the study area are primarily driven by social dynamics and the 

innovative disposition of business owners, while usefulness and ease of use are not always direct determinants when 

business actors already have initial exposure to digital channels. Implications: The findings emphasize the 

importance of strengthening social ecosystems (communities, networks, and customer encouragement) and 

enhancing the personal innovativeness of business owners to reinforce intention and promote actual use of digital 

marketing among halal MSMEs. Practical recommendations include community-based mentoring, digital literacy 

programs emphasizing guided experimentation, and training in performance measurement. Future studies are 

encouraged to expand sample size and diversity, enrich the measurement of use behavior with multi-item or 

behavioral indicators, and incorporate implementation determinants (e.g., facility support and digital capabilities) to 

improve explanatory power. 

 

Keywords: Digital marketing; halal MSMEs; UTAUT; behavioral intention; use behavior; social influence; 

personal innovativeness. 

 

INTRODUCTION  

Digital transformation has shifted MSME marketing practices from one-way communication toward the 

orchestration of measurable digital channels (such as social media, search engines, and marketplaces), making the 

adoption of digital marketing increasingly viewed as a determinant of business performance and competitiveness in 

many countries (Sharabati et al., 2024). In the Indonesian context, the digitalization agenda for MSMEs continues 

to be positioned as a driver of productivity and business resilience; however, the literature indicates that digital 

adoption is often non-linear because it is influenced by resource readiness, skills, and supporting ecosystems 

(Purnomo et al., 2024). National survey findings involving thousands of MSME actors also confirm that digital 

adoption is shaped by business characteristics and the operational environment, rendering the generalization that 

“MSMEs can easily go digital” insufficient to explain the variation in adoption behavior observed in practice 
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(Dwiputri et al., 2025). Although the benefits of digital marketing for MSMEs have been widely discussed, a 

persistent implementation gap remains, particularly in terms of limited digital literacy, access to infrastructure and 

services, and organizational capacity to manage digital channels consistently. Empirical evidence shows that 

implementation barriers are often associated with uneven digital capabilities and literacy, which ultimately constrain 

MSMEs from optimally extracting business value from digital marketing activities (Bahtiar et al., 2025; Surti, 2025). 

Literature reviews on digital marketing trends and challenges among Indonesian MSMEs further indicate that the 

issue lies not merely in the “availability of platforms,” but in the “ability to utilize platforms” for value creation, 

customer engagement, and strategic sustainability (Ekaputra et al., 2024). 

The urgency of this research is further strengthened when the issue of digital marketing adoption is situated 

within the halal MSME sector, as business practices in this segment are required not only to be market-effective but 

also to remain consistent with sharia compliance and the strengthening of the halal economic ecosystem. Several 

studies highlight that halal orientation and government policies/support shape the dynamics of social media 

utilization and MSME performance, suggesting that the relationship between digital adoption and performance must 

be understood within specific value and institutional configurations (Azwar & Bin Sarip, 2024; Bernando & Ray, 

2025). At the regional level, empirical evidence from halal MSMEs in East Kalimantan indicates that digital 

marketing is associated with enhanced competitiveness; however, variations in usage intensity and channel 

utilization leave room for further analysis of the factors that drive or hinder adoption intention and usage behavior 

(Norvadewi & Zaroni, 2024). 

To theoretically explain these variations, technology adoption research commonly positions behavioral 

intention as a proximal mechanism mediating perceptual factors and actual usage behavior, with PLS-SEM 

frequently applied to test the strength of relationships among constructs (Camilleri, 2024). Within technology 

acceptance theory, the UTAUT/UTAUT2 framework consistently identifies performance expectancy, effort 

expectancy, and social influence as key predictors of intention to use technology, making it relevant for examining 

digital marketing adoption as a form of marketing technology. Recent studies applying core UTAUT constructs 

across digital contexts further confirm that these variables remain influential determinants of intention—albeit with 

varying magnitudes—when users assess benefits, ease of use, and social pressures in their environment (Merz et al., 

2025; Padma Kiran & Vedala, 2025). 

However, technology acceptance literature also emphasizes that individual characteristics can modify the 

strength of UTAUT relationships, indicating the need for dispositional variables to explain heterogeneous responses 

among MSMEs toward digital opportunities and complexity (Alkawsi et al., 2021). Personal innovativeness has been 

widely discussed as a driver of willingness to try new technologies and as a moderator that may strengthen or weaken 

the relationship between perceived usefulness/ease of use and intention to use technology (Herzallah et al., 2025). 

Recent evidence further suggests that the moderating effect of personal innovativeness is not universally significant 

across all paths, making its empirical testing important to avoid assuming homogeneity in user behavior and to 

capture the conditions under which innovativeness truly matters (Hoang & Ngo, 2025). 

Based on this need for more precise explanation, this study is positioned as a quantitative investigation examining 

digital marketing adoption through the UTAUT framework, extended with personal innovativeness, in line with prior 

studies demonstrating that UTAUT-based digital marketing adoption models can be empirically tested among 

Indonesian MSMEs using survey and structural modeling approaches (Renaningtias et al., 2022). The relevance of 

this approach is further supported by studies of Indonesian MSMEs that apply core technology acceptance constructs 

to analyze social media adoption for marketing purposes, confirming the contextual suitability of PE, EE, and SI in 

explaining digital adoption decisions (Bin-Nashwan et al., 2021; Bindas et al., 2025). Accordingly, this study aims 

to examine the factors influencing digital marketing adoption among halal MSMEs in East Kalimantan using the 

UTAUT framework, with the following research hypotheses: 

1. PE has a significant positive effect on BI; 

2. EE has a significant positive effect on BI; 

3. SI has a significant positive effect on BI; 

4. PI has a significant positive effect on BI; 

5. BI has a significant positive effect on UB; 

6. PI moderates the relationship between PE and BI; 

7. PI moderates the relationship between EE and BI; 

8. PI moderates the relationship between SI and BI. 

The hypotheses were tested using primary data collected through questionnaires from 100 halal MSME 

owners in East Kalimantan, selected based on purposive sampling criteria defined in the research design. 
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The first scientific contribution of this study lies in strengthening the empirical foundation of digital marketing 

integration within the halal MSME context, as systematic studies on halal business practices (including the 

implications of halal certification) emphasize the need for more operational strategies that enable MSMEs to convert 

halal compliance into sustainable market value (M. Topit Hidayat & Sri Rahma Witta, 2024). Furthermore, existing 

literature on digital marketing adoption among halal-oriented MSMEs highlights both opportunities and challenges, 

making research focused on developing regions such as East Kalimantan essential for enriching cross-contextual 

understanding of digital adoption determinants within the halal ecosystem (Suleiman et al., 2025). 

The second contribution lies in the model’s novelty through positioning personal innovativeness as both a 

predictor and a moderator within the core UTAUT relationships influencing intention. This is particularly relevant 

for halal MSMEs that often face resource constraints and must adapt rapidly to technological change and regulatory 

or halal compliance requirements (Dawam et al., 2023). From a practical perspective, strengthening intention and 

actual digital marketing use is strategically important, as empirical MSME studies indicate that digital marketing 

adoption contributes to sustainable growth, including performance improvement. Consequently, identifying the 

drivers and barriers of adoption provides a foundation for more targeted intervention strategies. From a policy and 

capacity-building standpoint, the literature also emphasizes that digital literacy and capability development are 

prerequisites for MSME transformation, and the findings of this study are expected to inform the design of digital 

competency programs tailored to the characteristics of halal MSME actors in regional contexts (Dianta et al., 2025; 

Wulandari et al., 2024). 

 

LITERATURE REVIEW 

The Unified Theory of Acceptance and Use of Technology (UTAUT) is positioned as an integrative 

framework for explaining technology acceptance and use through core constructs such as performance expectancy, 

effort expectancy, and social influence, which influence behavioral intention as a proxy for psychological readiness 

prior to actual usage behavior. This framework is relevant for studies of digital marketing adoption among MSMEs, 

as recent literature emphasizes that psychosocial barriers and perceptions of technological value and usefulness are 

key drivers shaping intention and adoption decisions, particularly when technology is positioned as a tool to enhance 

work effectiveness and marketing decision quality (Lee et al., 2025; Xue et al., 2024). 

Within the digital marketing research stream, empirical organizational-level studies demonstrate that the 

implementation of digital marketing strategies (e.g., social media, SEO, online advertising, and customer 

engagement) is associated with improved business performance. Consequently, digital marketing adoption is viewed 

not merely as a communication choice but as a strategic capability influencing business outcomes (Sharabati et al., 

2024). In the Indonesian MSME context, quantitative studies modeling digital marketing adoption using UTAUT-

family frameworks (e.g., UTAUT3) show that technology acceptance constructs can effectively explain the 

psychological and technological factors shaping intention and the propensity to use digital marketing tools among 

MSME actors (Renaningtias et al., 2022). 

Previous studies also indicate a trend toward extending UTAUT to accommodate MSME-specific 

conditions, such as incorporating competitive pressure as an external contextual factor that strengthens digital 

adoption motivation. This suggests that intention to adopt technology is influenced not only by perceived usefulness 

and ease of use, but also by competitive dynamics faced by MSMEs (Kwarteng et al., 2024). Furthermore, research 

on social media utilization among MSMEs demonstrates that contextual variables—such as complexity, cost, and 

resource availability—also explain variation in digital channel usage intensity, leading many studies to integrate 

adoption constructs with environmental and internal capability factors (Fu et al., 2024). 

Research on digital marketing adoption among halal-product MSMEs further reveals that much of the 

existing literature remains descriptive, focusing on opportunity–challenge mapping or cross-country comparisons 

rather than rigorous causal testing of technology acceptance constructs. As a result, opportunities remain to 

strengthen quantitative evidence based on behavioral models (Suleiman et al., 2025). At the same time, studies 

examining digital marketing relevance for halal MSMEs highlight the importance of aligning digital strategies with 

halal market characteristics, yet often fail to explain the psychological mechanisms underlying why some halal 

MSMEs exhibit high adoption intention while others do not (Ardiansyah et al., 2022). Another research gap emerges 

at the individual level, as several studies suggest that personal innovativeness influences technology acceptance 

through individuals’ propensity to try new technologies. However, empirical evidence on how personal 

innovativeness operates as a contingent factor within adoption models remains inconsistent across contexts and 

technologies. Recent studies reinforce that personal innovativeness may moderate the relationship between adoption 

determinants and behavioral intention, indicating the importance of explicitly testing moderation effects to avoid 
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assuming homogeneity among users (Dao & Anh, 2024; Hoang & Ngo, 2025). Applications of UTAUT in halal-

related information systems further demonstrate that the framework is suitable for analyzing adoption behavior 

within compliance-driven business environments, supporting its relevance for examining digital marketing practices 

among halal MSMEs (Wagiyem et al., 2025). In the Indonesian MSME context, studies applying UTAUT/UTAUT2 

to digital adoption—particularly social commerce—show that core acceptance constructs remain informative, yet 

often require contextual adaptation to reflect local business characteristics and environmental conditions (Arista et 

al., 2023). Accordingly, this study addresses these gaps by quantitatively testing the relationships between PE, EE, 

and SI on BI, as well as BI on UB, while incorporating personal innovativeness as both a predictor and moderator 

among halal MSMEs in East Kalimantan. 

Contemporary UTAUT studies increasingly employ SEM-PLS and heterogeneity testing (e.g., multi-group 

analysis) to capture variations in path strengths across user segments, reinforcing the suitability of PLS-SEM for 

predictive modeling and theory development in digital application contexts. Systematic reviews of 

UTAUT/UTAUT2 research further confirm the dominance of quantitative survey-based approaches and the growing 

tendency to enrich models with mediating and moderating variables to enhance explanatory power for behavioral 

intention and use behavior across technological domains (Akbar et al., 2023; Bashir et al., 2023). Consistent with 

technology acceptance theory, behavioral intention is widely recognized as a key predictor of actual use behavior, 

making the BI–UB relationship a logical foundation for assessing whether intention translates into real usage (Izkair 

& Lakulu, 2021). In line with digital adoption studies among MSMEs that emphasize the role of perceived usefulness 

and ease of use, the conceptual synthesis of this study positions PE, EE, and SI as determinants of BI, with personal 

innovativeness acting as both a direct predictor and a moderator, prior to BI influencing actual digital marketing use 

(Tenriyola et al., 2025). 

 

METHOD  

This study employs a quantitative survey strategy with an explanatory design to examine causal relationships 

among constructs within the Unified Theory of Acceptance and Use of Technology (UTAUT) framework, namely 

Performance Expectancy (PE), Effort Expectancy (EE), and Social Influence (SI) as predictors of Behavioral 

Intention (BI), and BI as a predictor of Use Behavior (UB). Personal Innovativeness (PI) is positioned both as a 

direct predictor of BI and as a moderating variable in the relationships between PE and BI, EE and BI, and SI and 

BI. The use of a latent variable structural modeling approach is consistent with technology adoption research 

practices that emphasize simultaneous testing of measurement and structural models, including both direct and 

moderating effects within a predictive framework (Shela et al., 2023). 

The data source for this study consists of primary data collected through questionnaires administered to halal 

MSME actors in East Kalimantan. The unit of analysis is halal MSMEs, represented by respondents who are 

knowledgeable about and involved in marketing decision-making. The sample comprised 100 respondents, of whom 

84% were female and 16% male; the majority were aged 31–50 years, and 87% were business owners. All data were 

cross-sectional and used to model intention and actual digital marketing usage behavior within the context of halal 

MSMEs in East Kalimantan, without extending the unit of analysis beyond the defined population. Data were 

collected using a structured questionnaire. All constructs were modeled as reflective latent variables, measured using 

BI (3 indicators), EE (3 indicators), PE (2 indicators), PI (2 indicators), SI (2 indicators), and UB (1 indicator), using 

a five-point Likert scale. 

The inclusion criteria for respondents were as follows: (1) MSME actors marketing halal products, (2) 

domiciled in East Kalimantan, and (3) having used at least one digital marketing channel. Exclusion criteria were 

applied to respondents or data entries that did not meet these conditions or contained incomplete or unusable 

responses. These criteria are consistent with the principles of purposive sampling in quantitative research when the 

study targets a population with specific characteristics directly relevant to the analytical objectives (Memon et al., 

2025). The sampling technique employed was non-probability sampling using a purposive approach, whereby 

respondents were selected based on their suitability and relevance to the research criteria rather than random 

selection. This approach is justified given that the target population comprised halal MSME actors who had already 

been exposed to digital marketing practices. While purposive sampling is appropriate for theory testing within a 

specific group, its methodological implications—particularly regarding limitations in generalizability—are explicitly 

acknowledged (Ahmed, 2024). Data analysis was conducted using Partial Least Squares Structural Equation 

Modeling (PLS-SEM), as the research model is predictive in nature and involves multiple latent constructs as well 

as moderation effects through interaction terms. The analysis followed a two-stage procedure: (1) evaluation of the 

measurement model (assessing indicator reliability and convergent and discriminant validity) and (2) evaluation of 
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the structural model to test the significance and direction of hypothesized relationships (H1–H8). This analytical 

procedure aligns with recommended PLS-SEM reporting practices, which emphasize the separation of measurement 

quality assessment from structural inference to ensure that causal conclusions are drawn only from valid and reliable 

constructs (Kante & Michel, 2023). Parameter significance was assessed using the bootstrapping procedure. 

Moderation effects were tested by constructing interaction terms for each hypothesized moderating relationship 

(PE×PI, EE×PI, and SI×PI) within the PLS-SEM model. Reporting of model quality criteria and analytical 

procedures—including data suitability for PLS-SEM, discriminant validity assessment (e.g., HTMT), and 

documentation of analytical steps—follows established methodological recommendations to ensure transparency 

and replicability of results (Ringle et al., 2023). 

Direct Effect Hypotheses 

These hypotheses test the direct causal relationships among the constructs in the UTAUT-based model: 

H1: Performance Expectancy (PE) has a positive effect on Behavioral Intention (BI). 

H2: Effort Expectancy (EE) has a positive effect on Behavioral Intention (BI). 

H3: Social Influence (SI) has a positive effect on Behavioral Intention (BI). 

H4: Personal Innovativeness (PI) has a positive effect on Behavioral Intention (BI). 

H5: Behavioral Intention (BI) has a positive effect on Use Behavior (UB). 

Moderating Effect Hypotheses 

These hypotheses examine whether Personal Innovativeness (PI) strengthens or weakens the relationships between 

the independent variables and behavioral intention: 

H6: Personal Innovativeness (PI) moderates the relationship between Performance Expectancy (PE) and Behavioral 

Intention (BI). 

H7: Personal Innovativeness (PI) moderates the relationship between Effort Expectancy (EE) and Behavioral 

Intention (BI). 

H8: Personal Innovativeness (PI) moderates the relationship between Social Influence (SI) and Behavioral Intention 

(BI). 

 
Image: Conceptual Framework 

 

RESULTS AND DISCUSSION  

Based on data from 100 halal MSME actors in East Kalimantan (predominantly female; dominant age range 

31–50 years; mostly business owners), the analysis employed the SEM-PLS approach to examine causal 

relationships among UTAUT constructs (PE, EE, SI) on Behavioral Intention (BI), the effect of Personal 

Innovativeness (PI) both as a direct predictor and as a moderator, as well as the role of BI in driving Use Behavior 

(UB). PLS-SEM is commonly applied when the primary objective of research is prediction and explanation of 

variance in endogenous constructs, particularly in technology adoption studies involving latent variables and 

interaction effects (Shela et al., 2023). 
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Measurement Model Evaluation (Outer Model) 

Table 1. Outer Loadings of Measurement Items 

  BI EE EE*PI PE PE*PI PI SI SI*PI UB 

BI1 0.701                 

BI2 0.832                 

BI3 0.847                 

EE * 

PI 
    1.026             

EE1   0.845               

EE2   0.791               

EE3   0.810               

PE * 

PI 
        0.923         

PE1       0.929           

PE2       0.897           

PI1           0.936       

PI2           0.844       

SI * 

PI 
              1.046   

SI1             0.907     

SI2             0.861     

UB                 1.000 

 

The outer loading values of reflective indicators for the core constructs demonstrate adequate measurement 

quality: BI1 = 0.701; BI2 = 0.832; BI3 = 0.847; EE1 = 0.845; EE2 = 0.791; EE3 = 0.810; PE1 = 0.929; PE2 = 0.897; 

PI1 = 0.936; PI2 = 0.844; SI1 = 0.907; SI2 = 0.861; UB = 1.000. According to PLS-SEM guidelines, indicator 

loadings are recommended to exceed approximately 0.708 to demonstrate sufficient contribution to their respective 

constructs. Most indicators in this study meet or exceed this threshold, supporting convergent validity, including BI1, 

which is very close to the recommended cutoff (Pereira et al., 2024). 

 

Structural Model Evaluation (Inner Model) 

Table 2. Coefficient of Determination (R²) 

  
R 

Square 

Adjusted R 

Square 

Behavioral 

Intention 
0.643 0.616 

Use Behavior 0.361 0.354 

 

The structural model results indicate R² values of 0.643 for BI (Adjusted R² = 0.616) and 0.361 for UB 

(Adjusted R² = 0.354). Conceptually, R² reflects the proportion of variance in endogenous constructs explained by 

exogenous variables in the model. In UTAUT-based studies, R² for behavioral intention is often used as an indicator 

of the model’s predictive strength in explaining technology acceptance within a given empirical context (Chen et al., 

2023). 

 

Path Coefficients 

The estimated path coefficients toward BI were as follows: PE → BI = 0.140, EE → BI = 0.014, SI → BI = 

0.458, and PI → BI = 0.374. The path from BI to actual use behavior was BI → UB = 0.600. For moderation effects, 

the interaction coefficients were PE × PI → BI = −0.205, EE × PI → BI = 0.221, and SI × PI → BI = 0.066. These 

coefficients indicate the direction and magnitude of effects, while statistical significance was determined through 

bootstrapping in the hypothesis testing stage. 
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Discussion of Hypothesis Testing Results 

Table 3. Path Coefficients and Hypothesis Testing Results 

  
Sampel Asli 

(O) 

Rata-rata 

Sampel (M) 

Standar 

Deviasi 
T Statistik  P Values 

BI --> UB 0.600 0.606 0.061 9.825 0.000 

EE --> BI 0.014 0.026 0.083 0.163 0.871 

EE*PI --> BI 0.221 0.233 0.090 2.466 0.014 

PE --> BI 0.140 0.130 0.100 1.402 0.161 

PE*PI --> BI -0.205 -0.197 0.117 1.744 0.082 

PI --> BI 0.374 0.369 0.091 4.129 0.000 

SI --> BI 0.458 0.469 0.097 4.727 0.000 

SI*PI --> BI 0.066 0.049 0.094 0.703 0.482 

 

H1 (PE → BI): Rejected 

Performance expectancy did not significantly influence behavioral intention to use digital marketing. In the 

UTAUT framework, PE is generally considered a key determinant of adoption intention because users tend to adopt 

technologies perceived as improving performance (Jiang & Zhang, 2025). However, the nonsignificant effect in this 

study suggests that perceived performance benefits of digital marketing have not yet been internalized as a clear 

value proposition among halal MSMEs in East Kalimantan. This may reflect the fact that sales or efficiency gains 

are not directly attributed to digital channels by business owners. Similar findings have been reported in certain 

UTAUT-based studies, indicating that perceived usefulness may be overshadowed by social or psychological factors 

in specific contexts (Reva Ngulya Savi’ah et al., 2024). 

H2 (EE → BI): Rejected 

Effort expectancy did not significantly influence behavioral intention. Although EE theoretically reflects 

perceived ease of use and is expected to facilitate adoption, its insignificance here suggests that ease of use is no 

longer a determining factor for respondents. This may be because respondents had already used at least one digital 

marketing channel, meaning that the initial learning barrier had been overcome or compensated for through peer 

support or community assistance. Empirical studies across contexts similarly report that EE may lose explanatory 

power once users pass the trial stage of technology adoption (Kaya & Adıgüzel, 2025). 

H3 (SI → BI): Supported 

Social influence had a positive and significant effect on behavioral intention. This finding reinforces the 

argument that social norms, peer recommendations, and environmental expectations strongly shape technology 

adoption decisions among MSMEs. In digital marketing ecosystems, where practices are often shaped by trends, 

peer benchmarking, and customer expectations, social influence becomes a dominant driver of adoption (Yi et al., 

2025). For halal MSMEs, social networks—including family, business communities, and customers—serve as 

legitimacy mechanisms that encourage digital engagement. This aligns with prior studies indicating that halal 

orientation and social endorsement jointly reinforce digital marketing adoption (Bernando & Ray, 2025). While some 

studies report insignificant SI effects in other contexts, the present findings highlight the socially embedded nature 

of adoption decisions among halal MSMEs in East Kalimantan (Alwadain et al., 2024). 

H4 (PI → BI): Supported 

Personal innovativeness significantly and positively influenced behavioral intention. PI reflects an 

individual’s willingness to experiment with new technologies and tolerate uncertainty, which is particularly relevant 

in MSMEs where adoption decisions are often owner-driven. Owners with higher innovativeness are more inclined 

to test digital platforms, experiment with content, and invest time in learning, thereby strengthening their intention 

to use digital marketing. This finding is consistent with prior research identifying PI as a key psychological driver 

of digital adoption (Herzallah et al., 2025). 

H5 (BI → UB): Supported 

Behavioral intention significantly influenced actual use behavior. This finding aligns with the core 

assumption of UTAUT and related acceptance models that intention is the most proximal predictor of actual 

technology use (Huang, 2023). In the MSME context, once intention is formed, digital marketing activities can be 

easily operationalized through posting, promotion, and customer engagement. Prior research also shows that digital 
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marketing adoption is closely associated with improved business performance, reinforcing the strategic relevance of 

strengthening intention (Bruce et al., 2023). 

H6 (PE × PI → BI): Supported 

Personal innovativeness significantly moderated the relationship between performance expectancy and 

behavioral intention. Conceptually, this means that perceived performance benefits translate into intention more 

strongly among individuals with higher innovativeness. Interestingly, the interaction coefficient was negative 

(−0.205), indicating that at higher levels of PI, intention may form even when perceived performance benefits are 

not particularly strong. This suggests that highly innovative individuals may adopt digital marketing out of 

exploratory motivation rather than purely instrumental considerations. Similar moderation patterns have been 

reported in studies emphasizing the role of innovativeness in technology experimentation (Hoang & Ngo, 2025). 

H7 (EE × PI → BI): Supported 

Personal innovativeness also moderated the effect of effort expectancy on behavioral intention. This finding 

supports the view that perceived ease of use is contingent upon individual characteristics. Innovative individuals are 

more likely to tolerate complexity and overcome usability barriers, reducing the importance of ease of use as a 

determinant of intention. This aligns with studies showing that individual traits can weaken or reshape the influence 

of classical UTAUT predictors in rapidly digitalizing contexts (Nikolopoulos & Likothanassis, 2025). 

H8 (SI × PI → BI): Rejected 

Personal innovativeness did not moderate the relationship between social influence and behavioral intention. 

This suggests that social pressure or encouragement operates uniformly across individuals, regardless of their level 

of innovativeness. In the halal MSME context, social expectations—such as customer demand, peer practices, and 

community norms—function as collective forces that override individual differences. Similar findings have been 

reported in studies where social influence acts as a dominant and uniform driver of adoption (Hernando et al., 2025). 

For halal MSMEs, compliance with social and market expectations may be perceived as obligatory rather than 

discretionary (Suleiman et al., 2025). 

 

Implications of the Structural Model 

The dominance of Social Influence and Personal Innovativeness as predictors of Behavioral Intention, 

coupled with the strong BI → UB relationship, indicates that strategies to enhance digital marketing adoption among 

halal MSMEs in East Kalimantan should prioritize: 

Strengthening social ecosystems (MSME communities, peer networks, customer encouragement, and local role 

models), and Enhancing individual innovativeness through mindset development, experimentation-oriented training, 

and performance literacy.These findings suggest that adoption is driven more by social–behavioral dynamics and 

learning orientation than by abstract perceptions of usefulness or ease of use. This aligns with broader evidence that 

MSME digital transformation is shaped by experiential learning and social embeddedness rather than purely 

technological rationality (Tenriyola et al., 2025). 

Moreover, the varying significance of PE and EE across studies reinforces the argument that classical 

UTAUT determinants are context-dependent. Incorporating individual-level variables such as personal 

innovativeness enhances model sensitivity and explanatory power when analyzing heterogeneous MSME 

populations (Y. Kim et al., 2024). Finally, the strong BI–UB relationship confirms the role of behavioral intention as 

a critical mechanism translating perceptions into actual digital marketing practices, highlighting the importance of 

interventions that strengthen intention through social support and innovation-oriented capacity building (Meiranto 

et al., 2024). 

 

CONCLUSION  

This study examines digital marketing adoption among halal MSMEs in East Kalimantan using an extended 

UTAUT framework that incorporates personal innovativeness (PI) as both a direct predictor of behavioral intention 

(BI) and a moderating variable, while also assessing how BI drives actual use behavior (UB). Structurally, the model 

demonstrates strong explanatory power for behavioral intention (R² BI = 0.643) and moderate explanatory power for 

use behavior (R² UB = 0.361), indicating that the selected UTAUT constructs and the inclusion of PI are effective 

in explaining intention, although actual usage behavior remains influenced by additional factors beyond the model.  

Hypothesis testing using a one-tailed approach confirms that social influence and personal innovativeness are the 

primary determinants of intention to adopt digital marketing, while the relationship between BI and UB is strong and 

significant. These findings indicate that, within the context of halal MSMEs in East Kalimantan, adoption intention 

is shaped more by social pressures and expectations (e.g., customers, business communities, and local networks) and 
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by the innovative disposition of business owners than by perceived performance benefits (PE) or perceived ease of 

use (EE), both of which were not significant as direct predictors. At the model extension level, personal 

innovativeness significantly moderates the relationships between PE and BI as well as between EE and BI (based on 

one-tailed testing), whereas moderation on the SI–BI relationship is not supported. Substantively, this suggests that 

the innovative character of business owners alters how perceived usefulness and ease of use are translated into 

intention, but does not substantially weaken or strengthen the influence of social pressure, which appears to operate 

uniformly across respondents. The scientific contribution of this study lies in providing empirical evidence from a 

regional halal MSME context (East Kalimantan) that social factors and individual innovativeness play a central role 

in digital marketing adoption. The findings also demonstrate that extending the UTAUT model by incorporating 

personal innovativeness as both a predictor and a moderator enhances its explanatory capability by capturing 

heterogeneity among MSME actors in processing technological benefits and ease of use. Accordingly, this study 

advances the literature by showing that within halal MSME ecosystems, technology acceptance mechanisms are not 

necessarily dominated by performance expectancy or effort expectancy, but may instead be more strongly driven by 

social norms, social support, and the innovative disposition of business owners. 

 

RECOMMENDATIONS AND IMPLICATIONS 

From a practical perspective, the findings suggest that strategies to accelerate digital marketing adoption 

among halal MSMEs in East Kalimantan should emphasize the following. First, strengthening the social ecosystem: 

this includes establishing halal MSME learning communities, implementing network-based mentoring programs, 

providing local role models, and designing interventions that leverage customer and community recommendations 

to enhance the legitimacy and acceptance of digital marketing channels. Second, strengthening the personal 

innovativeness of business owners: training programs should not be limited to technical or operational skills, but 

should also cultivate an experimental mindset, encourage willingness to try new digital features and channels, and 

develop the ability to evaluate digital campaign outcomes in a simple and practical manner. Such efforts enable 

business owners to translate perceptions of usefulness and ease of use into sustained intention and actual usage. 

Given that performance expectancy and effort expectancy were not directly significant, digital literacy programs that 

merely emphasize that “digital marketing is useful and easy” are likely to be less effective if they are not accompanied 

by strong social mechanisms (e.g., peer support and community engagement) and the development of innovative 

dispositions (mindset and practical experimentation skills). 

For future research, several directions are recommended. First, replication studies using more representative 

sampling designs or broader samples (across districts/cities and halal subsectors) are needed to test the stability of 

the effects of social influence and personal innovativeness and to enhance the generalizability of findings across the 

wider halal MSME population. Second, future studies should incorporate additional constructs that may better 

explain actual use behavior, such as facilitating conditions, digital capability, resource constraints, policy support, 

or infrastructure quality, in order to improve the explanatory power of the model and provide more actionable policy 

insights. Third, richer measurements of use behavior are recommended, including multi-item scales or objective 

behavioral indicators (e.g., frequency of use, diversity of digital channels, advertising intensity, or customer 

engagement metrics), to allow more accurate testing of the BI–UB relationship. Fourth, future research may explore 

mediation effects or apply multi-group analysis (e.g., by age, gender, business tenure, or level of digital experience) 

to better understand heterogeneity among halal MSME actors and to identify segments requiring different 

intervention strategies. Finally, longitudinal research designs should be considered to examine how intentions and 

usage behaviors evolve over time, particularly following training interventions, market changes, or shifts in 

regulatory and halal ecosystem environments. 
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