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ABSTRACT ARTICLE INFO

The aim of this research was to examine factors in UTAUT2 was developed by Venkatesh et al.,(2012) (Unified
Theory of Acceptance and Use of Technology2) Model which were influenced people in using mobile banking.
Constructs used in this research were: performance expectancy, effort expectancy, social influence, facilitating
conditions, hedonic motivation, price value, habits, behavioural intention, and use behaviour. This research based on
survey research, and data were gathered using questionnaire. The questionnaires were distributed through internet
link and it was responded by 199 respondents. The population in this research are every person who used mobile
banking. The sample amount used the literature which was said that if the number of arrows in the model is
maximum 10, the minimum amount of samples are 91 samples. Data analysis techniques employed in this research  available online 31 November 2020
was Partial Least Square — Structural Equation Modeling (PLS-SEM). Results from this research shows that the

factors influencing use of mobile banking are habitss and behavioural intention. In other sides, factors that determine

the intentions on using mobile banking are habitss and performance expectancy. Results of this research contributes

to the identify the factors that should be enhanced by banks to optimize the use of mobile banking and also

contributes to the banks customers to make them understand what factors influenced them most on using mobile

banking. Theoretical contribution from this paper related to contribution of references about examining the factors

affect use of mobile banking in Indonesia from the UTAUT2 model.
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ABSTRAK

Tujuan dari penelitian ini adalah untuk menguji faktor-faktor dalam model UTAUT2 dikembangkan oleh Venkatesh,
et al., (2012) (Unified Theory of Acceptance and Use of Technology 2) yang memengaruhi para pengguna dalam
menggunakan layanan mobile banking. Konstruk-konstruk yang digunakan dalam penelitian ini adalah: ekspektansi
kinerja, ekspektansi usaha, pengaruh sosial, kondisi yang memfasilitasi, motivasi hedonis, nilai harga, kebiasaan,
minat perilaku, dan perilaku penggunaan aktual. Penelitian ini berbasis penelitian survei dan data diperoleh melalui
kuesioner. Kuesioner didistribusikan melalui tautan internet dan mendapat respon dari 199 responden. Populasi
penelitian ini adalah para pengguna layanan mobile banking. Jumlah sampel didasarkan pada referensi yang
menyatakan bahwa jika jumlah panah dalam model maksimum 10 panah, maka jumlah sampel minimal sebanyak
91. Teknik analisis data yang digunakan dalam penelitian ini adalah teknik Partial Least Square — Structural
Equation Modelling (PLS-SEM). Hasil penelitian ini menunjukkan bahwa faktor-faktor yang memengaruhi
penggunaan layanan mobile banking adalah faktor kebiasaan dan minat perilaku. Di sisi lain, faktor-faktor yang
memengaruhi minat perilaku adalah faktor kebiasaan dan faktor ekspektansi kinerja. Hasil dari penelitian iniPage | 920
berkontribusi dalam rangka mengidentifikasi faktor-faktor yang dapat ditingkatkan oleh pihak bank sebagai

penyedia layanan mobile banking untuk mengoptimalkan penggunaan layanan mobile banking. Kontribusi lain - N
dalam penelitian ini adalah bagi nasabah pengguna layanan mobile banking untuk semakin memahami faktor-faktor
yang memengaruhi mereka dalam penggunaan layanan tersebut. Kontribusi teoritis dari penelitian ini terkait dengan
pengujian faktor-faktor model UTAUT2 yang memengaruhi nasabah di Indonesia dalam menggunakan mobile
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Mobile banking activities or more commonly known as mobile banking is
increasingly being carried out in the era of the fourth industrial revolution as it is | J

today. The result of the Jenius Financial Study in collaboration with Nielsen showed
that internet banking and mobile banking users in Indonesia had increased
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from 28 percent in 2014 to 30 percent in 2018 (www.bareksa.com, 2019).

Based on these findings, in Kontan’s webpage as written by Hutauruk, stated
that the number of internet banking and mobile banking transactions had increased.
Furthermore, the webpage cited four banks that are part of the news, namely Bank
BNI, Bank Mandiri, Bank BRI and Bank BCA. The number of internet banking and
mobile banking users at the four banks had always increased significantly until
towards the end of 2019 (Hutauruk, 2019). At the time of the emergence of internet
technology, banking institutions began to offer banking services based on those
technologies, and then the concept of internet banking appeared. Several years later,
banking service technology began to be developed again in line with the rise of
mobile phone technology with high mobility, so the concept of mobile banking
founded. Therefore, the increase in the use of mobile banking is caused by the
number of cellphones more than the number of computers (Aldiabat et al., 2019).

The use of mobile banking is one form of the use of information systems and
technology. In the field of science and research, the use of information systems and
technology could become an interesting object for research. For this reason, several
models have emerged and can be used to examine the acceptance and use of
information systems and technology. One model that can be used in examining the
use of information systems and technology is the Unified Theory of Acceptance and
Use of Technology (UTAUT) model which was first proposed by Venkatesh et al.,
(2003). The UTAUT model is a combination of several technology acceptance
models. Over time, the UTAUT model has developed which will be described in
more detail in the next section. UTAUT which has undergone development
(UTAUT2) was developed by Venkatesh et al., (2012). The development of the
UTAUT model into UTAUT2 was carried out in order to accommodate research on
the use of technology in the customer context. These particular reasons become a
component that distinguishes UTAUT and UTAUT?2.

UTAUT has factors related to the prediction and use of technology, especially
in an organizational context (Venkatesh et al., 2016). Factors added in UTAUT2
include: hedonic motivation, price value, and habitss. These three factors are
considered to determine a person's interest in using technology. In particular, the
habits factor is also considered as determining the actual behaviour of a technology
user. Besides adding new factors, UTAUT2 also updates the role of several factors
that have appeared in the UTAUT concept. These factors are: condition factors that
facilitate not only determinants of actual behaviour in using technology, but also
determinants of interest in behaviour. Next, the UTAUT2 model changes the
determinant concept of moderating factors including age, gender, and experience.
Finally, the UTAUTZ2 model eliminates the voluntary factor in using technology.

Research on the adoption of the UTAUT2 model to predict the use of mobile
banking shows mixed results. Research conducted on 229 respondents of Islamic
banking customers in Pakistan showed that the constructs of performance
expectations, business expectations, facilitating conditions, hedonic motivation, price
values, and habitss had a positive influence on interest in using mobile banking
services. The interest factor in using services also had a positive effect on the actual
use of mobile banking. The factor that did not influence the study was the social
influence factor which apparently did not influence the interest in using mobile
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banking (Raza et al., 2019). The results of this study were also confirmed by other
studies of 343 bank customers in Jordan (Alalwan et al., 2017). The results they
found were performance expectations, business expectations, hedonic motivation,
and price values had a positive effect on the interest in using mobile banking.

The interest factor also affected the adoption of mobile banking and the social
influence factor did not affect the interest in using mobile banking. The thing that
distinguishes the two studies regarding the basic construct of UTAUT?2 is that in the
second study it does not include a habitsual construct, and the facilitating condition
construct is only a determinant of actual adoption / use, not a determinant of interest
in using mobile banking. Another study that explores user acceptance of mobile
banking services was a study of mobile banking service user acceptance in
Mozambique (Baptista, and Olivera, 2015). This study showed results that were not
entirely the same as the two studies above. The results of these studies which support
the two studies above were that performance expectations and hedonic motivation
had a positive influence on the interest in using mobile banking services for
respondents from Mozambique and the social influence construct had no influence on
the interest in using mobile banking services. Meanwhile, the difference between the
results with the two studies above were the construct of business expectation,
facilitating conditions, price value did not affect the interest in using mobile banking
services and the construct of conditions that facilitate and the interest in using mobile
banking services had no effect on actual use.

Research in this article this study uses the UTAUT2 Model as a grounded
theory to answer the question: what factors in the UTAUT2 model affect the use of
mobile banking by individuals? The author chose this title because as described in the
previous section, that in the era of the fourth industrial revolution, the use of mobile
banking is increasing, including in Indonesia. More specifically, this study aims to
examine the basic factors (constructs) of UTAUT2 without including the moderating
constructs because it is to find out whether all the basic constructs in UTAUT?2 affect
the use of mobile banking. This is due to differences in findings in UTAUT2 studies
regarding the use of internet banking against the UTAUT2 model in general.

The novelty in this study is to test the UTAUT2 model for the use of basic
construct-based mobile banking because so far the UTAUT?2 research articles in the
use of mobile banking have not been able to show uniform results. The novelty in this
study lies in the use of all the basic constructs of UTAUT2 because some existing
studies tend to only use part of the basic constructs of UTAUTZ to analyze the factors
that influence the use of mobile banking. The urgency of this research is that mobile
banking services are increasingly being used by customers so that it can be seen the
factors that influence them in using mobile banking services. Therefore, this article is
expected to provide a contribution both in practice and in theory, namely in
determining policies that can be carried out by banks so that the use of mobile
banking is more optimal. On the other hand, it is hoped that this research can also
contribute in practical terms and it is also hoped that this article can contribute to one
of the UTAUT?2 studies in terms of the use of mobile banking which uses all the basic
variables in UTAUT2.
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Literature Review
User Acceptance Theory of Technology Usage

Several models of user acceptance in using technology began to emerge
and color the world of behavioural information systems research. The acceptance
models include: Technology Acceptance Model (TAM), Unified Theory of
Acceptance and Use of Technology (UTAUT), Model of PC Utilization (MPCU),
and several other models. This study uses UTAUT2 as the basis for the theory
used. UTAUT?2 is a development of UTAUT as a theory to test user acceptance in
using technology. UTAUT itself is a combination of several theories, namely
Technology Acceptance Model (TAM), Theory of Reasoned Action (TRA),
Motivational Model (MM), Theory of Planned Behaviour (TPB), Combined TAM
and TPB (C-TAM-TPB), Model of PC Utilization (MPCU), Innovation Difusion
Theory (IDT), Social Cognitive Theory (SCT) (Venkatesh et al., 2003)

Unified Theory of Acceptance and Use of Technology 2 (UTAUT2)

The UTAUT (Unified Theory of Acceptance and Use of Technology)
model first appeared in a research article entitled User Acceptance of Information
Technology: Toward a Unified View (Venkatesh et al., 2003). The UTAUT
model is illustrated in Figure 1 below.

Expectancy
Expectancy 7 Intention — Behaviour
g
Factors
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Conditions
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Figure 1. UTAUT Model
Source: Venkatesh et al., 2003

The UTAUT model integrates elements from models of technology
acceptance and use, therefore the UTAUT model has the name unified of theory.
UTAUT has four constructs that are expected to have a significant direct role in
actual interest and behaviour in using technology, namely the construct of
performance expectations, business expectations, social influence, and facilitating
conditions. In this model there are also four key moderators, namely gender, age,
experience, and volunteerism in the use of technology. During its development,
this UTAUT model eventually inspired the emergence of the next model, namely
the UTAUT2 model (Unified Theory of Acceptance and Use of Technology?2).
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The background of the emergence of the UTAUT2 model is that the
previous UTAUT model was a model that focused on the interest and use of
technology in an organizational context, while the modifications to the UTAUT
model that resulted in UTAUT2 focused on the context of consumer use of
technology (Venkatesh et al., 2016). Figure 2 below shows the UTAUTZ2 model.
The UTAUT2 model has several differences from the UTAUT model mainly due
to differences in user context. The first difference is the addition of several
constructs that determine interest in using technology and the actual use of
technology. Some of the added constructs are: hedonic motivation, price value,
experience, and habitss. The four additional constructs reflect the determinants of
technology use in the consumer context.

{ Performance
Expectancy
Effom T T Rl
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: : L
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Figure 2. UTAUT2 Model
Source: Venkatesh et al.. 2016

Mobile Banking Services

Mobile banking services are increasingly being used by banking
customers. Mobile banking itself can be defined as banking transaction activities
such as transferring money, checking balances, making investments, and paying
bills via mobile phones (Singh & Sinha, 2016). In line with this definition, there is
also another definition, namely mobile banking as a channel of interaction
between consumers and banks through mobile facilities (Buvaneswarei, et al.,
2014). The increasing number of mobile banking users is due to the many
advantages of mobile banking services that customers can experience compared to
other banking services. A study showed that the factors that can be the advantages
of mobile banking services that make customers satisfied were (in order of highest
value): transaction accuracy, security and trust, convenience, system availability,
responsiveness, usefulness, transaction speed, system reliability, and boarding
house. Another benefit of mobile banking services for customers is the simplicity
of banking activities that customers can carry out so that customers no longer
need to go to the bank and queue (Kelly and Palaniappan, 2019).
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Mobile banking services are provided by banking institutions for several
purposes. One of the goals is to attract customers. Banks and other financial
institutions are always trying to attract consumers (customers) by constantly
trying to find new mechanisms related to customer service (Asfour and Haddad,
2014). Mobile banking services are also provided by banks as part of their
contribution to improving banking financial performance (Du and Agami, 2017).
Apart from some of the things mentioned above, banks are developing technology
in their services in order to reach all their customers (Mufingatun et al., 2020).

User Acceptance of the Mobile Banking Service based on the UTAUT2
Model

Researches that examines user acceptance of mobile banking services
using the UTAUT2 model have indeed emerged, but the results of these studies
have not shown consistency with each other, such as research on the use of
mobile banking in Mozambique (Baptista, and Olivera, 2015), mobile banking
usage research in Jordan (Alalwan et al., 2017), and mobile banking research
toward Islamic Banking customer (Raza et al., 2019). Research in this article use
three previous studies as fundamental references. From the three previous studies,
the similarity of results related to the constructs that determine the interest and use
of mobile banking service technology can be seen in the construct of performance
expectancy and hedonic motivation which have a positive influence on the
interest in using mobile banking services. Another similarity of results can be
seen in one of the constructs of UTAUT?2 which is apparently not a determinant of
interest in using mobile banking service technology, namely the Social Influence
construct. This is because the mobile banking service is a very personal service
with sensitive personal data, so customers who use mobile banking services tend
not to show others that they are using the service (Oliveira et al., 2014).

The difference in the findings of the three studies can be seen in the results
of several constructs. The first is the effort expectancy construct. The results of
research on customers in Moazambique showed that the effort expectancy
construct had no significant effect on behavioural interest in using mobile banking
services (Baptista, and Olivera, 2015). This finding is different from the two other
studies which state that the effort expectancy construct had a positive effect on
behavioural interest in using mobile banking services. This different finding is
suspected to be due to the use of mobile phones which is at a high level for
customers in Mozambique so that customers feel that mobile banking services are
easy to use.

Next construct is facilitating condition. Based on UTAUT 2 model,
Facilitating condition construct is expected to influence behavioural interest in
using technology and also influence actual usage. The findings obtained are that
facilitating conditions have no significant effect on both the interest in using
technology and on the actual behaviour in using mobile banking services
(Baptista, and Olivera, 2015) ; facilitating conditions have a positive effect on the
actual use of mobile banking services (Alalwan et al., 2017); and facilitating
condition has a positive influence on behavioural intention in using mobile
banking services (Raza et al., 2019). The price value construct also raises
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different findings. The price value construct had a positive influence on the
interest/behavioural intention in using mobile banking services according to two
previous studies, but it turns out that there were other findings which state that the
price value construct has no significant effect on interest/behavioural intention
(Baptista, and Olivera, 2015). This difference in findings is due to the fact that mobile
banking services are not subject to special fees for their operation, and even if there is
a fee it is still considered cheaper than other financial channels. The final difference
regarding results is the influence between behavioural intentions in using technology
on actual behaviour. Intention in using mobile banking services has a positive effect
on actual behaviour in using these services, but there are other findings that show that
intention in using mobile banking services does not have a significant effect on actual
behaviour.

The Effect of Performance Expectancy Construct on Intention Construct for
Using Mobile Banking Services

Performance expectancy is defined as the degree to which someone believes
that using the system will help them get benefits related to their work (Venkatesh et
al., 2003). On the other hand, behavioural intention for using technology is defined as
a level of desire for someone to use new technology (Tsai, 2012). The results of
previous research used as a reference in this research article indicate that performance
expectancy has a positive effect on the interest in using technology. This means that
when a person feels that using technology can provide benefits to his work, he will be
interested in using the technology. Based on the description above, the first
hypothesis is as follows:
H1: The construct of performance expectancy has a significant and positive

influence on the intention construct for using mobile banking services.

The Effect of the Effort Expectancy Construct on the Intention Construct for
Using Mobile Banking Services

Effort expectancy construct is defined as a level of ease associated with using
a system (Venkatesh et al., 2003). The results of previous research indicate that the
effort expectancy in using mobile banking services has a positive effect on the
interest in using these services, but on the other hand there are findings that show that
effort expectancy does not have a significant effect on the interest in using mobile
banking services (Baptista,and Olivera, 2015). Conceptually, when someone feels
that using technology is easy, then this will cause that person to have an interest in
using technology. Therefore, from the description above, the second hypothesis is as
follows:
H2: The effort expectancy construct has a significant and positive effect on the

intention construct for using mobile banking services.

The Effect of Social Influence Construct on the Intention Construct for Using
Mobile Banking Services

Several previous studies show that the social influence construct does not
have a significant effect on the intention for using mobile banking services. Social
influence is defined as the degree to which a person perceives that other people who
are important to him believe that someone must use the new system (Venkatesh et al.,
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2003). Although the results of previous studies show that there is no influence
between social influences on intention, this study still includes testing of social
influence on the intention for using mobile banking services because the respondents
studied are in different countries. Conceptually, when other people who are important
to us suggest using new technology, our intention for using that technology will be
even greater. Then, the third hypothesis is as follows:
H3: Social influence construct has a significant and positive effect on intention
construct for using mobile banking services.

The Effect of Facilitating Condition Construct on Intention and Actual
Behaviour Constructs for Using Mobile Banking Services

Regarding the facilitating condition construct, there are two variables to be
tested in this study. The first test is the effect of facilitating conditions on the intention
for using technology. Facilitating conditions are defined as the level at which
individuals believe that organizational and technical infrastructure is available to
support the use of a system (Venkatesh et al., 2003). Some findings suggest that
facilitating condition for mobile banking services has no significant effect on the
intention for using the services (Baptista, and Olivera, 2015). Another finding states
that the conditions that facilitate mobile banking services have a positive effect on the
intention for using these services (Raza et al., 2019).

Technical and organizational infrastructure is very important in determining
one's intention for using technology. The UTAUT2 model, on the other hand,
describes the effect of facilitating condition constructs on the actual behaviour of a
technology. Actual behaviour relates to the actual use of technology by users.
Facilitating conditions can positively influence actual behaviour in using mobile
banking services (Alalwan et al., 2017). Facilitating condition tend to increase
technology usage behaviour.
so the hypothesis for a facilitating condition construct is:

H4a: The facilitating condition construct has a significant and positive effect on
the intention construct for using mobile banking services.

H4b: The facilitating condition construct has a significant and positive effect on
the actual behaviour for using mobile banking services

The Effect of Hedonic Motivation Construct on Intention Construct for Using
Mobile Banking Services

Hedonic motivation construct is defined as a willingness to initiate
behaviours that can increase positive experiences (pleasant or good) and behaviours
that can reduce negative experiences (Kaczmarek, 2017). Hedonic motivation is a
major determinant of behavioural intention and is considered more important than
performance expectancy in a non-organizational context (Venkatesh et al., 2016). Of
the three previous studies referred to in this article, hedonic motivation in using
mobile banking services has a positive influence on the intention for using this
technology. This shows that the intention for using mobile banking technology will
be even higher if customers are happy to use the technology (Alalwan et al., 2017).
Therefore, the hypothesis related to hedonic motivation construct is:
H5: Hedonic motivation construct has a significant and positive effect on the

intention construct ofr using mobile banking services
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The Effect of Price Value Construct on Intention Construct for Using Mobile
Banking Services

Venkatesh et al., (2016) define price value construct based on research of
the influence of price, brand, and storage of information on products by
customers. Price value is defined as customer cognitive limit between the
perceived benefit of an application and the monetary cost of using the application
(Dodds et al., 1991). Meanwhile, the results of several previous studies related to
the effect of the price value construct on the intention for using mobile banking
services show different findings. The price value construct has no effect on the
intention for using mobile banking services (Baptista, and Olivera, 2015). This
finding is due to the fact that the mobile banking service is seen as a free service,
without additional cost, and even if a cost appears, the cost is still cheaper than
other financial means. Two other studies found that the price value construct
positively affects the intention for using mobile banking services. The higher the
price value issued by users for a technology, then they expect to get higher
benefits than the price they pay (Venkatesh et al.,, 2016). Based on this
description, the hypothesis related to the price value construct on intention is as
follows:
H6: Price value construct has a significant and positive effect on the intention

construct ofr using mobile banking services.

The Effect of Habits Construct on Intention and Actual Behaviour
Constructs for Using Mobile Banking Services
Habits construct have several definitions. Venkatesh, James & Xi
(Venkatesh et al., 2016) refer to several previous studies to define habitsual
constructs. The habits of using information technology can be identified with an
automation perspective (Kim et al., 2005). More deeply about the concept of
habits, there are researchers who define habits as a level where a person tends to
show behaviour (using Information Systems) automatically, because it is through
the learning process (Limayem et al., 2007). Several previous studies suggest that
habit constructs have a positive effect on behavioural intention and on actual
behaviour for using mobile banking services. Then the hypothesis for the habits
construct is as follows:
H7a: Habits construct has a significant and positive effect on the intention
construct for using mobile banking services.
H7b: Habits construct has a significant and positive effect on the actual
behaviour construct for using mobile banking services.

Research Method
Research Type

This type of research was a quantitative study with a survey research
strategy. A survey research strategy is a research strategy that attempts to describe
guantitatively the tendencies, attitudes, or opinions of a particular population by
examining a sample of that population (Creswell, 2015). Quantitative research is
concerned with quantifying and analyzing variables to obtain results using
numerical data and certain statistical techniques (Apuke, 2017).
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Population and Samples

The population in this study were all people who have used mobile
banking services in various regions in Indonesia. The sampling technique used
nonprobability sampling technique with convenience sampling method.
Convenience sampling methods focus on gathering information from members of
the population who are comfortably able to provide that information (Sekaran and
Bougie, 2016). Formulation of the minimum sample size in this study used the
concept proposed by Marcouliedsa and Saunders (2006) as stated in Wong’s
research (Wong, 2013) which indicates that if the maximum arrows in a model are
10, then the minimum number of respondents is 91 respondents.

Data Collecting Technique

The data in this study were collected using a questionnaire based on the
Google form (Google form) which is distributed using an internet link. The
questionnaire in this study used a 5-Likert scale questionnaire model which is
referred to from previous studies (Venkatesh et al., 2016) with adjustments to the
context of the object under study, namely the user's perception of using mobile
banking services. The questionnaire in this study consisted of 34 statements that
had to be answered by respondents regarding the factors in UTAUT2 related to
the use of mobile banking.

Data Analysis Technique

The data analysis technique in this study used PLS-SEM (Partial Least
Square - Structural Equation Modeling). There are two kinds of evaluation models
in PLS, namely the outer model and the inner model. Outer Model is a
measurement model to assess the validity and reliability of the model, while the
inner model is related to the structural model to predict the causality relationship
between latent variables using the bootstrapping process (Abdillah and HM,
2015). There are several conditions that must be met in evaluating the model
using PLS.

In the outer model, testing section, it is related to the validity test, which is
divided into two types, namely the convergent validity test and the determinant
validity test. Convergent validity criteria in PLS according to Chin (1995) is outer
loading> 0,7; communality> 0.5; and Average Variance Extracted (AVE)> 0.5
(Abdillah and HM, 2015). The discriminant validity test has a score criterion on
the cross loading of each indicator in a construct which will be different from the
indicators in other constructs and will collect on the intended construct (Abdillah
& HM, 2015). Reliability test, as part of the evaluation of the outer model, can
use two methods, namely Cronbach's Alpha and Composite Reliability. The
provisions used are the Cronbach's Alpha value and the Composite Reliability
value must be greater than 0.7. The next evaluation is an evaluation of the inner
model used to test the relationship between constructs. The provisions used in
decision making are to compare the T-table value with the T-Statistics value. For
one-tailed research with a confidence level of 95 percent or 5 percent alpha, the
T-statistics value must be greater than or equal to 1.64 to show support for the
hypothesis. The inner model test can be done using the bootstrapping process.
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Results
Respondent Data

Based on the results of distributing questionnaires via internet links,
responses were obtained from 199 respondents who used mobile banking
services. Respondents in this study have varying levels of education ranging from
high school, diploma, to bachelor degrees. Following are several tables show the
demographics based on gender on table 1, and based on education on table 2 of
the respondents in this study.

Table 1. Demographic Data of Respondents Based on Gender

Respondent Gender Amount
Male 98
Female 101
Total Respondents 199

Data Source: Processed Primary Data

Table 1 above shows that the respondents in this study were 199 people
with the composition of male respondents as many as 98 people and female
respondents as many as 101 people.

Table 2. Demographic Data of Respondents Based on Last Education

Respondent Last Education Amount
SMA (Highschool) 50
Diploma 17
Sarjana (Bachelor) 132
Total Respondents 199

Data Source : Processed Primary Data

The results from table 2 show that the majority of respondents (132
respondents) in this study had a Bachelor's degree, and the smallest group of
respondents for the latest education level was a Diploma (17 respondents).

Outer Model Evaluation
The evaluation of the outer model consists of three parts, namely the
Convergent Validity Test, the Discriminant Validity Test, and the Reliability Test.

Convergent Validity Test

The convergent validity test has parameters in the form of Average Varian
Extracted (AVE) score and the value of communality must be above 0.5. The
results of the convergent validity test of this study are shown in the table 3 and 4.

Table 3. AVE

Constructs AVE
Performance expectancy 0.733371
Habits 0683033
Facilitating Conditions 0627693
Behavioural Intention 0762108
Hedonic Motivation DB2TETE
Price Value 0284620
Social Influence 0781664
Actual behaviour 0773524
Effort expectancy 0.835746

Daztz Source : Processed Primary Data
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Table 4. Communality

CONSTRUCTS Communality
Performance expectancy 0.733571
Habits 0.683932
Facilitating Conditions 0.627693
Behavioural Intention 0.762108
Hedonic Motivation 0.827878
Price Value 0.884620
Social Influence 0.781663
Actual behaviour 0.773523
Effort expectancy 0.835746

Data Source : Processed Primary Data

Table 3 and table 4 above show that all the constructs in this study have
met the convergent validity test. This can be seen from the AVE and
Communality scores on all constructs that have met the conditions, which have a
value greater than 0.5.

Discriminant Validity Test
The results of the discriminant validity test can be seen in the following

cross-loadina table 5.
Table 5. Cross-Loadings

PERF. HABITS FACILITAT BEHAVIOURAL HEDONIC PRICE SOCTAL ACTUAL  EFFORT

EXPECT CONDITION INTENTION  MOTIVAT VALUE INFLUENCE BEHAVIOUR EXPEC
PEl  0.348559 03541980 0367297 0.574780 0414308 0452006  0.346909 0.521801 0614576
PEZ  0.350874 0360405 0379479 0.377301 0.547127 0306736 0448228 0.464360 0.537267
PE3  0.883991 03538714 0548913 0.393572 0535621 0448060 0430185 0.513063 0600213
PE4  0.841905 0577938 03584801 0646272 0382356 0334943 0486287 0497103 0.337269
EEl 0632169 0302227 0621821 0.333339 0490274 0366407 0392028 0413203 0.924872
EEZ 0632103 0320610 0622386 0.348362 0318404 0341633 0397973 0.430690 0.933470
EE3 0574828 0424814  0.604499 0.507809 0502123 0396906 0350040 0.371822 0.914792
EE4 0600277 0487940  0.611068 0.519354 0521229 03561206 0368275 0433329 0.852828
HEl 0696174 0807425  0.603869 0.702317 0590633 0481231 0493066 0.549304 0.568781
HBZ 0324313 0.745771 0306887 0474342 0434072 0303449 0334794 0.356929 0276334
HB3 0443630 0.854304 0420493 0.614081 0308820 0392049 03504744 0.393632 0346712
HB4 0602013 0.893188 0607313 0.694302 0389993  034233F 0336301 0.544374 0.499380
FC1 03554831 0449044  0.356341 0.533018 0464340 0516164 0374946 0.248236 0.569926
FC2 03554671 0340005  0.354484 0.522894 0462001 0577130 0383449 0337429 0615231
FC3 0630749 0600840  0.380085 0616330 0576313 0664601 0493513 0472714 0.580443
FC4 0300768 0237403 0469669 0262947 0324474 0413480 0276213 0.134310 0.293460
HM1 0618128 0623433 0.366800 0613317 0.928000 0373636 0327031 0.390860 0575698
HM2Z 0331309 0393323 0.346681 0.369446 0.943385 0330222 0510969 0.334334 0482723
HM3 0483631 0334974 0433400 0.489451 0.855847 03533308 0433712 0.360443 0.448306
PVl 0512351 0459279 0607379 0.541627 0553618 0.934580 0420932 0333474 0.544088
PV2 03566244 0341004  0.694622 0.596927 0588806 0946467 0403973 0421672 0617198
ABl 0608311 0383033 0444333 0379123 0420354 038742% 0327239 0.923168 0.301343
AB6 0334993 03935301 0246124 0416577 0277322 0313108 0201878 0.833552 0.234384
SI1 0493898 0343904 0496941 0.331409 0433749 0422808 0903794 0.309231 0412234
812 0435351 0323194 0431226 0463001 0482006 0373730 0917419 0.286844 0363944
SI3 0391288 0463447 0367237 0.397433 0474009 03537304  0.828547 0218703 0307721
BIl 0618128 0625433 0.566800 0613317 0.928000 0573636 0327031 0.390860 0.575698
BIZ 0331309 0393323 0.346681 0.369446 0.943385 0330222 0510969 0.334334 0482723
BI3 0483631 0354974 0488400 0489451 0.855847 0533308 0435712 0.360443 0448506

Source : Processed Primary Data

From table 5, it can be seen that the cross loading value of each indicator
in each construct collects in a certain range of values and is higher than the value
of the indicator in other constructs. This proves that the discriminant validity is
fulfilled.



IGNATIUS. ACCEPTANCE TECHNOLOGY FACTORS OF MOBILE BANKING USAGE BASED...
Jurnal Riset Akuntansi dan Bisnis Airlangga Vol. 5. No. 2 (2020) 920-937
ISSN 2548-1401 (Print) ISSN 2548-4346 (Online)

Reliability Test
Reliability test uses two methods, namely Cronbach's Alpha and
Composite Reliability. The results of the reliability test can be seen in tables 6 and
7 below.
Table 6. Cronbach’s Alpha

Constructs Cronbach’s Alpha
Performance expectancy 0.878921
Habits 0.846458
Facilitating Condition 0.788920
Behavioural Intention 0.843200
Hedonic Motivation 0.895716
Price Value 0.869873
Social Influence 0.860628
Actual behaviour 0.715603
Effort expectancy 0.934338

Source: Processed Primary Data
Table 7. Composite Reliability

Constructs Composite Reliability
Performance Expectancy 0.916732
Habits 0.896020
Facilitating Conditions 0.865117
Behavioural Intention 0.905655
Hedonic Motivation 0.935082
Price Value 0.938776
Social Influence 0.914671
Actual behaviour 0.872012
Effort expectancy 0.953148

Source: Processed Primary Data

From the table 6 and 7, it can be seen that each construct is reliable which
is indicated by a score above 0.7 for both Cronbach's Alpha and Composite
Reliability.

Inner Model Evaluation
Inner model evaluation as part of the hypothesis in this study is shown in
the following table
Table 8. Path Coefficients

Original Sample Standard ~ Standard T Statistics
Sample Mean (M) Deviation Error (|O/STERRY)
©O) (STDEV) (STERR)

Performance expectan - Behav. Intention 0.2413 0.2440 0.0731 0.0731 3.2996
Habits - Behav Intention 0.4474 0.4360 0.0644 0.0644 6.9400
Habits > Actual behaviour 0.3094 0.3145 0.0893 0.0893 3.4655
Facilitating Condition > Behav. Intention 0.0527 0.0538 0.0763 0.0763 0.6906
Facilitating Condition - Actual behaviour 0.0063 0.0070 0.0735 0.0735 0.0856
Behav Intention > Actual behaviour 0.3374 0.3332 0.1040 0.1040 3.2417
Hedonic Motivat > Behav Intention 0.0235 0.0309 0.0682 0.0682 0.3443
Price Value - Behav Intent 0.1461 0.1358 0.0931 0.0931 1.5683
Social Influence - Behav Intention 0.0385 0.0423 0.0562 0.0562 0.6864
Effort expect > Behav Intention 0.0243 0.0342 0.0684 0.0684 0.3552

Source: Processed Primary Data

From table 8, regarding the path coefficients of the research model in this
article, the T-Statistics column shows whether the hypothesis is supported or not.
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The first hypothesis (H1) which states that the construct of Performance
expectancy has a significant and positive influence on the intention of the
construct to use mobile banking services is fully supported. This can be seen from
the T-Statistics value of 3.29 which is greater than the T-Table value of 1.64. The
second hypothesis (H2), which states that the effort expectancy construct has a
significant and positive effect on the intention to construct to use mobile banking
services, cannot be supported because the T-Statistics value is 0.35 lower than
1.64. The third hypothesis (H3) which states that the social influence construct has
a significant and positive influence on the intention to use mobile banking
services, cannot be supported because the T-Statistics value (0.68) is lower than
the T-Table value (1.64).

The fourth hypothesis consists of two types of hypotheses that represent
the facilitating condition construct, namely hypothesis 4a which states that the
facilitating condition construct has a significant and positive effect on the
intention construct to use mobile banking services and hypothesis 4b which states
that the facilitating condition construct has a significant and positive effect on the
actual construct. Behaviour in using mobile banking services. Both of these
hypotheses cannot be supported because the T-Statistics value for both (0.69 and
0.08) is smaller than the T-Table value (1.64). The fifth hypothesis (H5) which
states that the construct of hedonic motivation has a significant and positive effect
on the intention construct to use mobile banking services is also not supported
because the T-Statistics value is smaller than the T-Table value (0.34 compared to
1.64). The sixth hypothesis (H6) which states that the price value construct has a
significant and positive effect on the intention to construct to use mobile banking
services is not significant, so this hypothesis cannot be supported. The T-Statistics
value in this hypothesis is 1.56 which is smaller than the T-Table value, which is
1.64. The last hypothesis (H7) regarding the habit construct also consists of two
kinds of hypotheses, namely the habit construct has a significant and positive
effect on the intention construct to use mobile banking services (H7a) and the
habit construct has a significant and positive effect on the construct of actual
behaviour in using mobile banking services ( H7b). The hypothesis for the habit
construct is fully supported by the T-Statistics value of 6.94 and 3.46, both of
which are greater than the T-Table value of 1.64

Discussion

The results of this study indicate that the determinants factors of intention
for using mobile banking services are habit and performance expectancy. This
finding is in line with the findings of the previous studies used in this article
(Baptista,and Olivera, 2015; Alalwan et al., 2017; Raza et al.,, 2019). The
indication from those two findings is that the more accustomed to a customer a
mobile banking service is, the greater their intention for using the service will be.
On the other hand, the higher the perceived performance of the mobile banking
service, the more customers will be interested in using the service. These results
also support the concept of UTAUT2 which is used as a grounded theory in this
study, namely that the factors of habits and performance expectancy influence the
people’s intention for using technology (Venkatesh et al., 2016).
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Several factors in UTAUT2 did not actually determine the intention for
using mobile banking services. These factors include: facilitating conditions, price
value, hedonic motivation, social influence, and effort expectancy. The
facilitating condition construct does not affect the intention for using mobile
banking services. These results are consistent with findings from previous studies
(Baptista, and Olivera, 2015). These results indicate that customer perceptions of
the good or bad technological infrastructure of a mobile banking service do not
affect their interest (intention) in using the service. The price value construct also
does not affect the intention for using mobile banking services. This result is also
consistent with previous research which indicates that respondents tend not to
think the value / price component of mobile banking services will influence their
intention. Especially when it is related to the understanding that the use of mobile
banking services is integrated with the internet data package. The hedonic
motivation in this study does not influence the intention for using mobile banking
Services.

This result is very different from all the previous studies used as a
reference in this article. These findings indicate that for respondents in Indonesia,
hedonic motivation does not determine their intention for using mobile banking
services. The social influence and effort expectancy also do not affect the
intention for using mobile banking services. This finding is in line with several
previous studies which indicate that recommendations from other people and the
ease of use of mobile banking services do not affect intention for using these
Services.

Actual behaviour in using mobile banking services is influenced by factors
of habit and intention for using the service. This is in line with previous studies
which indicate that the more accustomed to using mobile banking services will
increase intention for using these services and have an impact on the higher the
intensity of the actual behaviour towards mobile banking services (Baptista, and
Olivera, 2015; Alalwan et al., 2017; Raza et al., 2019). This finding is also in line
with the UTAUT2 theory that habits and intention will influence the actual use of
technology (Venkatesh et al., 2016). The factor that does not influence behaviour
in using mobile banking services is the facilitating condition factor. These results
are also in line with previous studies (Baptista, and Olivera, 2015). The indication
of this result is that customers who use mobile banking services in Indonesia tend
not to think that the good or bad facilities / infrastructure of mobile banking
services can affect their actual behaviour in using the service. This finding
contradicts the UTAUT2 theory which states that facilitating condition factors
affect behaviour in using technology (Venkatesh et al., 2016).

Conclusions

Based on data analysis and discussion, the constructs in UTAUT2 that
affect the actual use of mobile banking services in Indonesia are factors of habit
and intention for using the service. On the other hand, the factors that determine
the intention for using mobile banking services in Indonesia are habits and
performance expectancy.
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Limitations

Limitations in this study are related to under-representation in all regions
in Indonesia because of the limitations of the authors in distributing
questionnaires via google form. The questionnaires were sent through several
groups known to the author through the internet network.

Suggestions

Based on these limitations, the suggestions that I can submit for future
research are related to more comprehensive research and should be representative
for each region in Indonesia.

Implication

The implication of this research is to increase the understanding for banks
regarding the factors that influence the use of mobile banking by customers so
that banks can make strategic decisions in order to increase the use of mobile
banking optimally.
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