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Abstract

The purpose of this study is to explain the effect of perceived usefulness, perceived ease of
use, and attitude toward using on behavioral intention to use T-cash in Denpasar City,
Indonesia. Purposive sampling was used with a total of 112 samples and as much as 16
indicators used to measure the research instrument. Data collected through Google form
and direct questionnaire distribution with Likert scales. Data were analyzed using SEM PLS
analysis tools. The results showed that perceived usefulness and perceived ease of use had
a positive and significant effect on attitude toward using. Attitude toward Using has positive
and significant effect on Behavioral Intention to Use. Perceived Usefulness and Perceived
Ease of Use does not significantly affect behavioral intention to use. Perceived Ease of Use
has a positive and significant effect on Perceived Usefulness. Attitude towards Using act as
a full mediator between Perceived Usefulness and Perceived Ease of Use towards

Behavioral Intention to Use.

Keywords: Perceived Usefulness, Perceived Ease of Use, Attitude toward Using, Behavioral

Intention to Use
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INTRODUCTION

The development of communication technology in the recent era is experiencing a very rapid
progress—a more convenience and practical for people. No wonder people are relied on the
communication technology offered by service provider. A non-cash payment instrument is
issued in order to providing a better transaction process called as Electronic Money (e-Money).
This is stated in Bank Indonesia Regulation Number 11/12 / PBI / 2009 where e-money is a
payment instrument issued on the basis of the value of money that was deposited in advance by
the holder to the issuer. According to Waspada (2012), e-Money is a payment instrument issued
on the basis of the value of money deposited in advance by the holder to the issuer, where the
value of money is stored electronically in one media or server that is used as a means of
payment to merchants.

The existence of e-Money in Indonesia has been a long time but still lack of socialization,
over time the electronic money in Indonesia continues to grow (Juhuri & Dewi, 2017). Based on
statistical data from Bank Indonesia, electronic money transactions in Indonesia have increased
every year starting from 2013 on the amount 137,9 million transactions until in 2018 reach
2.922,6 million transactions. This shows that people are starting to respond the existence of
electronic money.

Telkomsel as one of the telecommunications company issued a solution for e-Money
systems with T-cash products. T-cash is an electronic money service that can be used by all
Telkomsel and non-Telkomsel customers for all transactions using only an application anytime
and anywhere. Some previous studies using the TAM model, Rocker (2009) stated that
perceived usefulness and perceived ease of use affect the attitude toward using and behavioral
intention to use. In contrast to Akturan & Tezcan (2012), states that perceived usefulness do not
affect behavioral intentions to use m-banking.

Wibowo et al. (2015), shows that the perceived usefulness has a positive and significant
effect on the intention to use e-money. In contrast Gunawan (2014) found that the perceived
usefulness had no significant effect on the intention to use internet banking. Rauniar et al.
(2014) and Phonthanukitithaworn et al. (2016) stated that the ease of use has an influence in
shaping perceived usefulness. Shanmugam et al. (2014), states that attitudes towards using
banking mediate the relationship between perceived usefulness and behavioral intentions to use
mobile banking in Malaysia. Wirahutomo (2017) also found that attitude toward using are able to
mediate the perceived ease of use and behavioral intention to use.

There are some other telecommunications operators such as XL, Indosat, and Smartfren
that also issued electronic money services, but did not last long. Telkomsel as a pioneer of T-

cash is also not regardless from ups and downs. The biggest challenge faced is the low
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intention of the public to adopt a new financial technology services, but this does not discourage
T-cash from continuing to innovate. The presence of 4G network ensure that T-cash will
become one of the people's choices in digital transactions with hope to create a payment
system that efficient, safe, and reliable. This study was aim to determine the effect of perceived
usefulness, perceived ease of use, attitudes toward using towards behavioral intention to use T-

cash in Denpasar City.

LITERATURE REVIEW

Theory of Reasoned Action

Theory of Reasoned Action (TRA) by Fishbein and Ajzen (1975), developed to explain how
consumers lead to certain purchasing behaviors, it confirms that attitudes toward purchases and
subjective norms are antecedents of behavior. Lada et al. (2009) claiming that according to
TRA, someone intention is a function of two basic determinants, which are personal and the
other reflects social influence. Personal factors are positive or negative evaluations of

individuals when performing behavior, called attitude towards behavior.

Perceived Usefulness

Perceived usefulness is someone perception or belief that using a particular system can
improve their performance (Mafe et al., 2009). Rigopouos and Askounis (2007) stated that it can
be measured by several indicators such as fast payment process, increased payment accuracy,
safer, attractive promotions, and efficiency in transactions. Kurniawan et al. (2013) said that
perceived usefulness is the level where a person in using a particular system believes that it can

improve his performance and relate to the benefits received.

Perceived Ease of Use

Perceived ease of use is based on the extent to which prospective users expect that the new
system used is free from difficulties and does not require a large effort to use it. Davis et al.
(1989), provides indicators of perceived ease of use, namely ease of learning, controlled
technological systems, individual interactions by using clear and easy to understand system,
flexible technological systems, increased skills, and easy to use. Rocker (2009) measured

perceived ease of use by the ease of understanding, practical use, and flexibility.

Attitude toward Using
Attitude is part of positive or negative feelings that comes from the perceived usefulness and

perceived ease of use that will affect the intention to use a product (Peslak et al., 2010). Taylor
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and Todd (1995) said that attitude toward using variables can be measured with indicators
which are acceptance attitude, rejection attitude, and pleasant experience. Mayasari et al.
(2011), states that attitudes can be measured using several indicators namely, happy, trusting,
satisfied, desire to use and decision to use.

Behavioral Intention to Use

Behavioral Intention to Use is a person desire to perform a certain behavior. Taylor and Tood
(1995) stated that it can be measured with indicators that are intention, plan and action.
Rigopouos and Askounis (2007), and Peslak et al. (2010) said that behavioral intention to use is
measured by the use of internet banking, which is always needed in every transaction to
motivate customers to make transactions. According to Suki & Ramayah (2010), the intention to
use can be measured by several indicators namely intention to use, the possibility to use, and

want to use of a product.

Perceived
Usefulness

Behavioral
Intention to
Use

H6 Attitude toward

Using

Perceived Ease
of Use

Figure 1. Conceptual Framework

Effect of Perceived Usefulness on Attitude toward Using

Research conducted by Alagoz and Hekimoglu (2012) and Yadav et al. (2015) found that
perceived usefulness had a positive and significant effect on attitude toward using. Similar
results were also found by Ma et al. (2017). Shanmugam et al. (2014), states that perceived
usefulness has a positive effect on attitudes using mobile banking.

H1: Perceived usefulness has a positive and significant effect on attitude toward using.
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Effect of Perceived Ease of Use on Attitude toward Using

Mazhar et al. (2014), get the result that perceived ease of used has a positive effect on a person
attitude in using mobile and internet banking. Several studies conducted by Hsiao & Tang
(2014), Dakduk et al. (2017), and Xie et al. (2017) found that perceived ease of use has a
positive and significant effect on attitude toward using.

H2: Perceived ease of use has a positive and significant effect on attitude toward using.

Effect of Attitude toward Using on Behavioral Intention to Use

Juwaheer and Ramdin (2012) state that there is a significant direct effect between attitudes
towards intention to use internet banking. Dakduk et al. (2017) found that attitude has a positive
and significant effect on intention. Shanmugam et al. (2014) also said that there is a positive
effect between attitudes on behavioral intention to use mobile banking in Malaysia.

H3: Attitude toward using positive and significant effect on behavioral intention to use.

Effect of Perceived Usefulness on Behavioral Intention to Use

Giovanis et al. (2012) and Safeena et al. (2013) found that perceived usefulness had a positive
and significant effect on consumer intentions. According to Farmani et al. (2012) there is a
significant effect between perceived usefulness with the intention to use the technology. Mangin
et al. (2012) states that there is a significant positive effect between perceived usefulness and
intention to use online banking in North America.

H4: Perceived usefulness has a positive and significant effect on behavioral intention to use

Effect of Perceived Ease of Use on Behavioral Intention to Use

Islam et al. (2013) found that there is is a significant effect between the perceived ease of use
on the intention to use sophisticated cellular phone services. According to Juhri&Dewi (2017)
perception of the easiness to use affects the intention to use T-cash mobile money. In contrast
Gunawan (2014) found that perceived ease of use had no significant effect towards the intention
to use internet banking.

H5: Perceived ease of use has a positive and significant effect on behavioral intention to use.

Effect of Perceived Ease of Use on Perceived Usefulness

Perceived ease of use has an influence in shaping perceived usefulness stated by Rauniar et al.
(2014) and Phonthanukitithaworn et al. (2015). According to Liu et al. (2016) perceived ease of
use positively affects the perceived usefulness of mobile payment in Vietham.

H6: Perceived ease of use has a positive and significant effect on perceived usefulness.
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The Role of Attitude toward Using in Mediating Perceived Usefulness on Behavioral
Intention to Use

Shanmugam et al. (2014) states the effect between perceived usefulness and behavioral
intentions to use mobile banking in Malaysia are significantly mediate by attitudes towards
using. Hosseini et al. (2015) found the similar result regarding attitude towards m-banking.
According to Novita (2016), the intention to use i-banking in Denpasar can be affected by
perceived usefulness and attitudes as partial mediating variables.

H7: Attitude toward using play a significant role in mediating perceived usefulness on behavioral

intention to use

The role of Attitude toward Using in mediating Perceived Ease of Use on Behavioral
Intention to Use

Wirahutomo (2017) states that the Attitude towards Using significantly mediate the perceived
ease of use on behavioral intention. Arimbawa et al. (2017) found that user attitudes have an
influence on user intentions which can become variables that mediate the relationship between
user perceptions and user intentions to use new products.

H8: Attitude toward using acts as a mediating perceived ease of use of behavioral intention to

use

RESEARCH METHOD
To achieve research objectives, a descriptive research design was adopted. A non-probability
sampling was use because certain considerations in determining the sample (Rahyuda, 2016;
145). The sample determined at least 5-10 times the number of indicators written (Sugiyono,
2016; 74). This study uses 16 indicators and 112 samples with 56 respondents are Telkomsel
user and 56 respondents are non-Telkomsel user. The sampling technique in this study
specifically used purposive sampling. This technique was chosen because there are
requirements that must be taken into consideration namely those who live permanently in
Denpasar City-Indonesia, people who have at least high school or equivalent education
because this education is considered to have good knowledge, those who know about T-cash
products and have not used T-cash products before. The instrument used in this study was a
guestionnaire and an interview. Statement items are measured with a Likert scale. Data
analysis used is the Partial Least Square (PLS) approach.

The questionnaire are consists of statement of 4 variables that adopted from some
sources. Perceived Usefulness (X;) consists of 4 indicators adopted by Taylor and Todd
(1995b), Mafe et al. (2009), Rocker (2009), Rigopouos & Askounis (2007). Perceived ease of

Licensed under Creative Common Page 512



International Journal of Economics, Commerce and Management, United Kingdom

use (Xp) stand for 4 indicators taken from Rigopouos & Askounis (2007), Davis (1989), and
Rocker (2009). Attitude toward using (Y;) consists of 4 indicators adopted from Taylor & Todd
(1995b), Bhattacherjee (2000), Rocker (2009), and Peslak et al. (2010). Behavioral intention to
use (Y,) consist of 3 indicators taken from Taylor dan Todd (1995b), Rigopouos & Askounis
(2007), and Peslak et al. (2010).

ANALYSIS AND RESULTS

Table 1. Characteristics of Respondents

Amount Percentage
No Variables Category (people) (%)
1 Age (Year) 19-24 79 71
25-39 31 28
40-50 0 0
>50 2 1
Total 112 100
2 Sex Male 55 50
Female 57 50
Total 112 100
3 Education High school 61 55
Associate Degree 6 5
Bachelor 42 37
Graduate 3 3
Total 112 100
4 Occupation Student 64 58
Officer 27 24
Entrepreneur 7 6
Other 14 12
Total 112 100
5 Telephone Service Telkomsel 56 50
Provider XI/Axis 27 24
Indosat 16 14
Tri 12 11
Smartfren 1 1
Total 112 100

Licensed under Creative Common Page 513



©Risakotta&Sukaatmadija

Based on age category most respondents are at age 19-24 as much as 71 percent. Based on
gender, female and male respondents are at the same amount. Based on the respondent latest
education, it can be seen that respondent on high school level has the highest percentage of 55
percent. Based on the type of work, it can be seen that students have the highest percentage of
58 percent. Based on telephone service provider, it can be seen that Telkomsel and non-
Telkomsel operators have the same percentage of 50 percent.

Validity test aims to check whether the contents of the questionnaire are fit to be
measured and understood by all respondents. Instruments are valid if the correlation (r) = 0.30.

Table 2 shows that 16 indicators value are greater than 0.3 so the overall indicator used is valid.

Table 2. Instrument Validity Test

No. Variable Indicators Pearson Information
correlation

1 Perceived Usefulness X1.1 0,816 Valid
X1.2 0,724 Valid
X1.3 0,757 Valid
X1.4 0,719 Valid
X1.5 0,812 Valid

2 Perceived Ease of Use X2.1 0,786 Valid
X2.2 0,840 Valid
X2.3 0,859 Valid
X2.4 0,806 Valid

3 Attitude Toward Using Y1.1 0,906 Valid
Y1.2 0,911 Valid
Y1.3 0,924 Valid
Y1.4 0,817 Valid

4 Behavioral Intention of Use Y2.1 0,926 Valid
Y2.2 0,916 Valid
Y2.3 0,929 Valid

Reliability test shows the how measurement tools produce consistent output if the
measurements are taken again on the same subject. Reliability of a construct is categorized to
be good if it has a Cronbach's Alpha value greater than or equal to 0.60 (Sugiyono, 2018: 365).
Table 3 shows that all variables has Cronbach’s Alpha value greater than 0.60 that means that

the date collection instrument is reliable.
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Table 3. Instrument Reliability Test

Variable Cronbach’s Alpha  Information
Perceived Usefulness 0,824 Reliable
Perceived Ease of Use 0,840 Reliable
Attitude Toward Using 0,912 Reliable
Behavioral Intention of Use 0,912 Reliable

This study uses a variance based or component based approach model with the Partial Least
Square (PLS) method. The structural model of the effect between latent variables is called the
inner model, while the measurement model is called the outer model. The stability of this

estimate is evaluated using a t-statistic test. Test results can be described as follows in the

figure 2.
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Figure 2. Partial Least Square Result Analysis

PLS statistical testing of every relationship is done using the bootstrap method of the sample.
Bootstrap testing is intended to minimize the problem of research data abnormalities.

Bootstrapping test results from PLS analysis can be seen in Table 4.
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Table 4. Hypothesis testing with Partial Least Square

Relationship Original Sample  Standard

. o t Statistics P
Hypothesis between Sample Mean Deviation
) (O/STDEV) Values
Variables (O) (M) (STDEV)
H1 (X1) — (Y) 0,502 0,521 0,094 5,336 0,000
H2 (X2) — (Y) 0,269 0,225 0,098 2,757 0,006
H3 ) — (2 0,578 0,571 0,087 6,645 0,000
H4 X1)— (2) 0,131 0,135 0,103 1,265 0,207
H5 (X2) — (2) 0,121 0,122 0,101 1,202 0,230
H6 (X2) — (X1) 0,734 0,738 0,037 19,873 0,000

The Effect of Perceived Usefulness on Attitude Toward Using T-Cash

A direct effect of perceived usefulness on attitude toward using T-cash with a significance of
0,000 which is smaller than the cut-off value (0,000 < 0.05) means that H1 is accepted or it can
be said that perceived usefulness has a positive and significant effect on attitude toward using
T-cash. These also mean that the more consumer feel that T-cash is useful, the more positive
their attitude to use T-cash as an electronic payment instrument.

The result is consistent with the indicators of perceived usefulness namely T-cash can
speed up the payment transaction process, it helps consumers to improve accuracy during the
payment, it provides a sense of security when making the payment, it provides attractive
promotions at their merchant, and it also provides efficiency and practicality sto be cashless.
The results of this study are in accordance with the results of previous studies conducted by
Alagoz&Hekimoglu (2012), Yadav et al. (2015) and Shanmugam et al. (2014) that perceived

usefulness has a positive effect on attitudes using a product.

The Effect of Perceived Ease of Use on Attitude toward Using T-Cash.
The direct effect of perceived ease of use on attitude toward using T-cash with a significance
value of 0.006 < 0.05 means that H2 is supported or it can be stated that there is a positive and
significant effect between perceived ease of use on attitude toward using T-cash. These also
mean that the more a consumer feels that it easy to operate T-cash, the more someone will
have a positive attitude towards it.

The result is consistent with the indicators of perceived ease of use that is the easiness

when it comes to operate T-cash, easiness to learn how to use, provides practical ways when
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using it, and the flexibility in transactions process. The results of this are in line with Mazhar et
al. (2014), Hsiao & Tang (2014), Dakduk et al. (2017), and Xie et al. (2017) who found that
perceived ease of use has a positive and significant effect on attitude toward using.

The Effect of Attitude toward Using on Behavioral Intention to Use T-Cash.

Based on Table 4, the significance value on the effect of attitude toward using on behavioral
intention to use is 0,000 which is smaller than 0.05. This means that H3 is accepted or the
effect between attitude toward using on behavioral intention to use using T-cash is positive and
significant. It also mean that the more consumer has a positive attitude toward T-cash, the more
they intends to use T-cash as an electronic payment instrument.

The attitude toward using variable consists of indicators, namely, potential consumers
want to continue to use T-cash in transactions, T-cash is considered useful because consumers
feel the benefits of doing transactions in daily activities, consumers get good benefits in dealing
with T-cash, and consumers feel happy because of the many benefits obtained when using T-
cash. The results support previous studies conducted by Juwaheer and Ramdin (2012), Yadav
et al. (2015), Xie et al. (2017), and Dakduk et al. (2017) who found that attitude has a positive
and significant effect on intention.

The Effect of Perceived Usefulness on Behavioral Intention to Use T-Cash.

Table 4 shows direct effect between perceived usefulness and behavioral intention to use T-
cash. The significance value is 0,207 which is greater than 0.05 that means H4 is rejected.
There is no significant effect between perceived usefulness of behavioral intention to use T-
cash. These results give the sense that the perception of the usefulness do not increase or
reduce consumer intention to use T-cash.

Based on the results of questionnaires distribution accompanied by interviews, it is found
that several respondents who believe that the usefulness of T-cash still not able to provide
much benefits to consumers, mainly because the coverage are still limited at selected merchant
so consumers can not fully using t-cash as their daily payment transaction. The results of this
study are consistent with the results of previous studies conducted by Akturan&Tezcan (2012)
stating that perceived usefulness does not affect behavioral intentions to use m-banking.
Mayasari et al. (2011) also found that there is no significant effect on perceived usefulness
variables on consumer intention to use internet banking. The same study was also found by
Mallat et al. (2009), and Hidayat (2010), who found that the perceived usefulness variable did

not have a positive effect on behavioral intention to use the mobile web.
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The Effect of Perceived Ease of Use on Behavioral Intention To Use T-Cash

The direct effect of perceived ease of use on behavioral intention to use T-cash in Table 4
shows the significance value of 0.230 > 0.05 that means that H5 is rejected or here is no
positive and significant effect between perceived ease of use on behavioral intention to use T-
cash. These results give the sense that the size of the perception of ease of use will not
increase or reduce consumer intention to use T-cash.

Based on the results of the distribution of questionnaires accompanied by interviews,
several respondents have perception that the easiness to use T-cash do not able to build the
intention to use because the network trouble often occur when they want to make a transaction
on the merchant. The results of this study are consistent with Chau (1996) who found that the
perceived ease of use had no significant effect on behavioral intentions in using a system.
Same as Gunawan (2014) who stated that the perception of easiness to use had no significant

effect on interest in using internet banking

The Effect of Perceived Ease of Use on The Perceived Usefulness of T-Cash

The direct effect of perceived ease of use on perceived usefulness with a significance value of
0,000 < 0.05 means that H6 is accepted. There is a positive and significant effect between
perceived ease of use on the perceived usefulness of using T-cash.The more consumer feels
that it is easy to use T-cash, the more they perceived that it would be beneficial for them. The
results of this study are consistent with the previous studies conducted by Rauniar et al. (2014)
and Phonthanukitithaworn et al. (2015) who found that perceived ease of use had a positive and
significant effect on perceived usefulness. Liu et al. (2016) also stated that perceived ease of

use positive and significantly affects the usefulness of mobile payment in Vietham.

The Role of Attitude toward Using in Mediating Perceived Usefulness on Behavioral

Intention to Use

Attitude
toward
using (Y)

0,502 Sig 0,578 Sig

Perceived
usefulness
(X1)

Behavioral
intention to
use (2)

0,131 NonSig

Figure 3. PLS Result Diagram 1
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Figure 3 shows that the attitude toward using is able to fully mediate perceived usefulness on
behavioral intention to use. The direct effect of perceived usefulness on behavioral intention to
use is not significant so the behavioral intention to use is only affected by perceived usefulness
through the mediation of attitude toward using.These results give the sense that attitude has an
important role to create consumer intention, because if someone feel the usefulness of T-cash,
it will create positive attitude towards the T-cash and the intention to use T-cash as an electronic
payment instrument also increased.

The results of this study are consistent with Shanmugam et al. (2014) who states that
attitudes towards mobile banking mediate the relationship between perceived usefulness and
behavioral intention to use mobile banking in Malaysia. Osseini et al. (2015) states that
perceived usefulness has a positive relationship with the intention to use m-banking mediated
by attitudes towards m-banking. Novita (2016) said that the intention to use internet banking in
Denpasar can be influenced by perceived usefulness and attitudes partially as mediating

variables.

The Role of Attitude toward Using in Mediating Perceived Ease of Use on Behavioral

Intention to Use

Attitude
toward
using (YY)

0,269 Sig 0,578 Sig

Perceived
ease of Use
(X2)

Behavioral
intention to
use (2)

0,121 NonSig

Figure 4. PLS Result Diagram 2

Figure 4 shows that the attitude toward using is able to fully mediate perceived ease of use on
behavioral intention to use. The insignificant direct effect between perceived usefulness on
behavioral intention means that the behavioral intention to use is only affected by perceived
ease of use through the mediation of attitude toward using. If consumer perceived T-cash can
be used easily and user friendly, they will create positive attitude towards the T-cash and
followed by the intention to use T-cash as an electronic payment.

The results of this study are consistent with the results of previous studies conducted by

Wirahutomo (2017), stating that attitude toward using positively and significantly mediates
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perceived ease of use (behavioral intention). Arimbawa et al. (2017), found that user attitudes
have an influence on user intentions which can then become variables that mediate the

relationship between user perceptions and user intentions to use new products.

CONCLUSION AND SUGGESTIONS
Based on the finding above, some conclusions has been obtained which are perceived
usefulness and perceived ease of use had a positive and significant effect on attitude toward
using. Attitude toward using has positive and significant effect on behavioral intention to use.
Perceived ease of use has a positive and significant effect on perceived usefulness. Perceived
usefulness and perceived ease of use does not significantly affect behavioral intention to use
and since both of them are not significant so the attitude towards using act as a full mediator
between perceived usefulness and perceived ease of use towards behavioral intention to use.

Since the attitude toward using variable play a full mediation role between perceived
usefulness and perceived ease of use on behavioral intention to use, the suggestion that could
be given in order to enhance and maintain the behavioral intention to use is to focusing on
forming consumer attitude toward T-Cash as their cashless payment method. It is because the
behavior can’t be formed if attitude has not been set up. The attitude itself can be form through
the increased of socialization about how ease and useful it is when consumer using T-Cash, it
can be through intensive advertising or incessant personal selling in T-cash pop up store. The
T-Cash staff must be able to convincing consumer that there will be an easier and beneficial
way when they are using T-Cash as their daily payment. Attractive promos also became a good
way to increase the consumer awareness and willingness to try using T-cash.

Future research should be considered to conduct research in different area that are
implementing cashless society with a broader scope and adding other variables that are affect
behavioral intention to use T-cash but not examined in this study like e-trust, technology

acceptance model or subjective norms.
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