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Abstract.
Supply chain agility is a supply chain capability derived from the intelligence, mindset, and integrative 
processes of all supply chain members to respond quickly to uncertainties and changes in the business 
environment in a reactive, proactive and predictive manner in meeting customer needs and demands. 
However, not all business people can perform system integration due to limited resources. In this case, the 
features presented by e-commerce can bridge business actors to achieve customer-centered supply chain 
agility competencies. This study aims to determine the effect of supply chain agility on the creation of 
customer trust which is supported by the use of e-tracing in the e-commerce industry. This approach uses 
multivariate analysis using SEM-PLS to determine the effect of each variable. Respondents were obtained 
by purposive random sampling technique and the survey was conducted online via Google Form aimed at 
the final 251 customers. The results show that supply chain agility has a positive and significant impact on 
customer trust. However, in this case, e-tracing has not been proven to strengthen or weaken the influence 
of supply chain agility on customer trust.
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I. INTRODUCTION
E-commerce users are increasing every year. E-commerce refers toonline business, where 

distribution, buying, selling, marketing of goods and services, and transfer of funds are carried out using the 
internet[1]. With e-commerce, users can transact over the internet without visiting a physical store. Sellers 
can create accounts to sell their products easily and buyers can find the items they want in a short time and 
save energy. Unfortunately, unlike an established business with formal management, buying goods from a 
small business is quite risky considering there are opportunities for fraud in the form of buyers not getting 
the goods and money not being returned.[2]. In this case, e-commerce has provided e-tracing features to 
strengthen the security of the flow of goods between sellers and buyers.Security of the flow of money and 
goods is important in business supply chain management[3]–[6]. 

Guaranteeing the security of the flow of money and goods is a task for business people, and small-
scale businesses are no exception. Security of business operations is very important in achieving customer 
trust[7]–[10]. Customer trust is crucial in terms of customer value, satisfaction, loyalty and repurchase 
decisions. In this case, small businesses need to be serious in building customer trust[11]–[14].Business 
competition encourages organizations to have a competitive advantage[15]. Supply chain agility is one of the 
organizational competencies to gain competitive advantage[16], [17]. Supply chain agility enables supply 
chains to respond flexibly and responsively[18], [19]. Supply chain agility capabilities need to be customer 
oriented so as to produce competitive performance to meet customer needs and desires[20]–[22]. In this case, 
supply chain agility needs to be linked to customer focus[23]. However, the existing research on supply 
chains is still largely focused on the financial and operational areas. Therefore, this study tries to link supply 
chain agility to customer trust with e-tracing e-commerce features in ensuring the security of the flow of 
goods. Therefore, this study formulates the problem with the following questions;

1. How does supply chain agility affect customer trust in the e-commerce industry?
2. Can e-tracing moderate the influence of supply chain agility on customer trust in the e-commerce 

industry?

II. THEORICAL BACKGROUND AND HYPOTHESES DEVELOPMENT
Supply chain agility and customer oriented
Supply chain agility is defined as a collection of mindsets, intelligence, and processes across supply 

chain members that are used to respond quickly to uncertain and changing business environments through 
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reactive, proactive and predictive ways of working by relying on the integration of supply chain relationships 
for the purpose of meeting needs. customer[24].

CUstomer trust
Customer trust is a thought, feeling, emotion, or behavior that is manifested when the customer feels 

that the service provider or service can be relied on to act well when the customer gives up direct control to 
do certain things.[25].

E-Tracing
Electronic tracing is the ability to trace product status history and location records through electronic 

media using the internet[26].
Hypotheses
Customer trust is fundamental to an organization and can affect business relationships[27]–[29]. 

However, the very important customer trust does not necessarily present itself, organizations need to provide 
good service performance and customer relationship management.[30]. Organizations with supply chain 
agility capabilities can improve service performance while building good relationships with customers[24], 
[31], [32]. Based on this, this study proposes hypothesis 1 as follows;

Hypotheses 1.Supply chain agility has a positive effect on customer trust
Along with the development of the industrial world, customers want safe, targeted, and traceable shipping 
operations[33]–[36]. Guaranteeing the flow of goods is one of the focus of discussion in supply chain 
management[37]. Supply chain agility is an organizational competency to be able to respond responsively 
and flexibly to the development of customer wants and needs[19]. The e-tracing feature in e-commerce 
allows customers to monitor the delivery history of goods sent by sellers. In this case the transparency of the 
flow of goods encourages the creation of customer trust[3]. Therefore, this study proposes hypothesis 2 as 
follows;

Hypotheses 2.E-tracing in e-commerce moderates the relationship of supply chain agility to 
customer trust.

Research Model
The proposed research model can be seen in Figure 1. Research Model.

Fig 1. Research Model.

III. METHODS
The method used in this study is the Partial Least Square-Structural Equation Modeling (PLS-SEM) 

method with the SmartPLS analysis tool to evaluate the influence between research variables. The research 
was conducted in the province of Yogyakarta, Indonesia, taking into account that the province has the second 
national ranking of the 2019-2020 Technology and Communications Development Index. The data collection 
technique uses a purposive random sampling technique with the criteria of 1) Having experience using e-
commerce, 2) Having experience using e-tracing features, 3) having experience using e-payment e-
commerce features, and 4) being in Yogyakarta Province. The data used in this study is cross-sectional data 
taken during the timeframe of March-May 2022 with an online survey method using Google Form.All 
calculations applied in this study used a Likert scale of 1-7, with the number "1" indicating strongly disagree 
until the number "7" indicating "strongly agree". The supply chain agility is calculated using 6 measurement 
items from Gligor et al. (2020), customer trust is calculated using 7 measurement items developed from 
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Halim et al. (2020) & Uzir et al. (2021), while e-tracing was calculated using 23 measurement items 
developed from the measurement items Alalwan (2020) & Ul-Hameed et al. (2018)[1], [22], [26], [38], [39].

IV. RESULTS AND DISCUSSION
Measurement Model Evaluation
This study uses data from 114 respondents who were collected. In the evaluation of the measurement 

model, convergent validity, discriminant validity and construct reliability were tested. Convergent validity 
can be seen through the loading factor value. The indicator is declared valid if it has a loading factor value > 
0.5. Discriminant validity can be seen through the value of the square root average (√AVE). The indicator is 
said to be valid if the value of AVE > 0.5. While construct reliability can be seen through the composite 
reliability value > 0.7 and Cronbach's Alpha > 0.6[40].

Table 1. Convergent Validity
Supply Chain Agility SCA1 0.774 Valid

SCA2 0.810 Valid

SCA3 0.801 Valid

SCA4 0.826 Valid

SCA5 0.805 Valid

SCA6 0.843 Valid

Customer Trust

CT1 0.825 Valid

CT2 0.851 Valid

CT3 0.872 Valid

CT4 0.839 Valid

CT5 0.874 Valid

CT6 0.824 Valid

CT7 0.853 Valid

E-Tracing ET1 0.804 Valid

ET2 0.811 Valid

ET3 0.864 Valid

ET4 0.839 Valid

ET5 0.853 Valid

ET6 0.820 Valid

ET7 0.860 Valid

ET8 0.854 Valid

ET9 0.848 Valid

ET10 0.806 Valid

ET11 0.824 Valid

ET12 0.836 Valid

ET13 0.909 Valid

ET14 0.858 Valid

ET15 0.846 Valid

ET16 0.809 Valid

ET17 0.793 Valid

ET18 0.823 Valid

ET19 0.751 Valid

ET20 0.737 Valid

ET21 0.727 Valid

ET22 0.729 Valid
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ET23 0.781 Valid

Source: SmartPLS Output Results (v.3.2.9)
From the convergent validity test, the loading factor value of each variable indicator of supply chain 

agility, customer trust and e-tracing has a value > 0.5 so that all indicators are declared valid.
Table 2. Discriminant Validity Test (√AVE)

Variable AVE Information
Supply Chain Agility 0.691 Valid

Customer Trust 0.743 Valid

E-Tracing 0.687 Valid

Source: SmartPLS Output Results (v.3.2.9)
From the discriminant validity test, the AVE value of each variable indicator of supply chain agility, 

customer trust and e-tracing has a value > 0.5 so that all indicators are declared valid.
Table 3. Reliability Test

Variable Composite 
Reliability

rho_A Cronbach 
Alpha

Information

Customer Trust 0.953 0.942 0.942 Reliable

E-Tracing 0.981 0.980 0.979 Reliable

Supply Chain Agility 0.931 0.911 0.911 Reliable

Source: SmartPLS Output Results (v.3.2.9)
Based on the reliability test, it can be seen that the Composite reliability value of each variable has a 

value > 0.7 and Cronbach's Alpha each variable has a value > 0.6. So it can be concluded that each variable 
has a high level of reliability.

Structural Model Evaluation
The inner model test is carried out by looking at theR-squarethe research model, the relationship 

between the constructs, and the significance value. The structural model was evaluated using data from 251 
respondents. The profile of the respondents in this study can be described in the following table;

Table 4. Respondent Profiling
Gender 1. Man 137

2. Woman 114
E-commerce used 1. Shopee 188

2. Tokopedia 44
3. Lazada 10
4. OpenStore 5
5. Other 4

Age 1. 12-27 years old 190
2. 28-41 years old 46
3. 42 – 57 years old 12
4. Over 57 years 3

Education 1. High School/Equivalent 70
2. Diploma/Bachelor S1 144
3. Master 23
4. Doctoral 3
5. Other 11

Work 1. Full Housewife 8
2. Government employees 19
3. Private employees 62
4. Entrepreneur 11
5. Student/Student 130
6. Other 21

After profiling the respondents, the next step is to test the inner model. Testing of the inner model or 
structural model is carried out to see the relationship between the construct, the significance value and the R-
square of the research model.
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Inner Model Test
Table 5. R-square

Variable
Original
samplee

(O)

Sammop
Mean
(M)

Boothdart
Deviation
(STDEV)

T-Statisticsc
(|O/SDEV|)

P-Value

CTR 0.760 0.765 0.036 21.137 0.000
Source: SmartPLS Output Results (v.3.2.9)

Table 6. R-Square Adjusted

Variable
Original
samplee

(O)

Sammop
Mean
(M)

Boothdart
Deviation
(STDEV)

T-Statisticsc
(|O/SDEV|)

P-Value

CTR 0.757 0.762 0.036 20,802 0.000
Source: SmartPLS Output Results (v.3.2.9)

Table 7. Total Effects

Variable
Original
samplee

(O)

Sammop
Mean
(M)

Boothdart
Deviation
(STDEV)

T-Statisticsc
(|O/SDEV|)

P-Value

H1: SCA -> CT 0.352 0.355 0.072 4,867 0.000
H2 : Moderating 
Effect 1
(SCA*ET) -> CTR

-0.013 -0.011 0.022 0.586 0.558

Source: SmartPLS Output Results (v.3.2.9)
In PLS statistical testing of each hypothesized relationship is carried out using simulation. In this 

case, it is done by bootstrapping the sample data. The test results show the value of the original sample on 
the R-square and R-square adjusted 0.5. This shows that the independent variables as a whole, namely SCA 
and ET, have a substantial effect on CT. Then in the table the total effect shows the effect of SCA on CT 
directly. The coefficient value is 0.352, the p-value is 0.000 and the t-statistic is 4.867. The p-values of 0.000 
are less than 0.05 and the t-statistic value of 5.223 is more than the t-table of 1.96. These results indicate that 
SCA has a positive and significant effect on CT directly. So H1 is accepted.supplier flexibility has a positive 
effect on customer trust and affects long-term business relationships[41]. 

Supply chain agility enables organizations to flexibly manage customer demand and create customer 
trust[42]. However, unlike H1, H2 has a t-statistic number 1.96 and a p-value 0.05. This shows that the ET 
variable has no significant effect on moderating the effect of SCA on CT so that H2 is rejected. This may be 
because ET does allow customers to check the status and history of shipments[26], but the suitability of the 
quality of the product sent is not necessarily appropriate and the seller is not necessarily reliable[2]. Positive 
customer experiences in using e-tracing features in e-commerce cannot increase the organization's ability to 
be responsive and flexible to changes. IT integration does have a positive effect on the agility of the MSME 
supply chain. However, these IT competency need to have certain characteristics that are in accordance with 
supply chain agility competency [43].

V. CONCLUSION
This research was conducted to better understand the effect of supply chain agility on customer trust. 

Research shows that supply chain agility that makes organizations more responsive and flexible has a 
positive and significant impact on customer trust. The e-tracing feature in e-commerce does not have the 
characteristics of an IT competency that is aligned with supply chain agility. So in this case e-tracing in e-
commerce is not a moderating variable on the effect of supply chain agility on customer trust.The research is 
limited to the realm of the influence of supply chain agility, customer trust, and the use of e-tracing features 
in e-commerce. In particular, it is possible that in different e-commerce features can have a significant 
impact on supply chain agility relationships on customer trust.
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