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ABSTRACT

Technology is both solution and obstacle we
encountered for the sake of easier living, no exception
in Indonesia. Internet and e-commerce fostered the
digitalization of payment process. Mobile payment
services with their increasing popularity are presently
under the phase of transition, heading towards a
promising future of payment innovations. In this paper,
we will evaluate the possible growth of mobile
payment with QR Code technology in Indonesia. This
paper also examines people’s readiness, availgble
facilities, available gadgets, and other factorssthat
bridges the transition from traditional to digitalization
of payment. With security and convenience, made
possible by QR Code, we expect mobile payment tising
QR code will soon surpassing the current digital
payment using debit or credit cards in numbers of
transaction, reaching all generations and even broader
economic entities, from big enterprise to medium and
small enterprises.

Keywords: customer acceptance, mobile payment,
QR code, payment systems, technology.

1. INTRODUCTION

Technology grows fast and brings positive effect on
human life. One of the facts in Indonesia based on
internet users, 83.44% people use smartphone in daily
life. At the payment sectors, people use the access to
buy or sell online and bank transaction (APJII, 2017).
In this startup era, if the organization want to business
on payment system service that we called financial
technology. They should have permission of Central
Bank to implement payment system. The examples to
doing the business on mobile payment, the
organizations that have electronic money and QR
product permission already are bank and nonbank
organizations. Some the product brands, Yap, BRI

Mobile, SiMobi, JakOne, Sakuku, Gopay, OVO, Nobu
e-Pay, TCash, etc (Bank Indonesia, 2018). Why QR?
The QR Code system has become popular due to its
quick readability and greater storage capacity
compared, to_standard barcodes. A QR code (Quick
Respanse) is_a specific matrix barcode, readable by
dedicated,QR barcode readers or smart phones through
a high-resolution camera. The QR code consists of
black’modules arranged in a square pattern on a white
background. The information usually encoded in the
QR code is text, alphanumeric numbers, URL or other
data. High capacity of data encoded, small printout
size, Chinese/Japanese (kanji and kana) capability, dirt
and damage resistance, readable from any direction in
360 and a structure append feature are needed for QR
code generation so that it can be efficiently used. In
Indonesia it can be complementary used like Electronic
Data Capture (EDC) (Soo, 2008).

Every generation have different response with
technology acceptance, we divide the generation into
three cohorts: baby boomers (1950-1964), gen X
(1965-1980) dan gen Y (1981-1997) (Ordun, 2015, p.
41). Baby boomers said their characteristic are value
teamwork and group discussions view work from a
process-oriented perspective, believe that achievement
comes after “paying dues”, value company
commitment and loyalty, believe in sacrifice in order
to achieve success, seek long term employment
(Jorgensen, 2003). In the transaction case, the factors
that influence baby boomer decide to buy product area
price, quality, stock rather than trend or brand. But
different with X and Y generation, they prefer to
choose cause of brand, prestige, quality, service and
variant product. (Ordun, 2015, p. 50).

In this research, the author defines the objective to
increase business potential use QR interface for
payment purposes. The payment industry will know
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what consumer intention to use this feature. The
focused research for them from 21 until 68 years old at
Jakarta. We believe each generation will have different
response through performance expectancy, effort
expectancy, social influence, facilitating condition,
hedonic motivation, price value and habit related to
behavior intention then behavior to use.

2. LITERATURE REVIEW
2.1. According to Mallat (2007), the adoption of
mobile payment methods is dependent upon several
factors that affect the consumers' choice and
willingness to make use of latest technology for
making payments. Those Factors are:

Convenience (or compatibility) is explained as the
consistency between an advancement and experiences,
values, and need of consumers. An important aspect of
compatibility for users to adopt mobile payment
methods is the flexibility of these systems so that they
can be easily integrated into consumers’ daily lives.
Mallat (2007) has identified in a study that mobile
payment methods are found to be most convenient for
small payments for purchasing movie tickets, maobile
games, and content online.

Complexity: According to Laukkanen and Lauronen
(2005), complexity in the use of various eleetrgnic
payment methods including smart cards and ‘mobile
payments, have contributed to the low ‘adoption™of
these services. It is logically to expectymobile
payments in future will become less and less complex.

Costs: One of the major factors affecting consumer
adoption of mobile payment systems is theeffective
cost of a transaction. Mallat (2007) has explored that
many users have refrained from mobile payment
methods because of premium pricing of these services.

Security: Security of mobile payment systems and trust
in service providers: Siau et al. (2004) have considered
the lack of security and consumer trust in service
providers as a major barrier to adoption of e-commerce
transactions.  Consumers need  confidentiality,
authentication, data integrity, and non-repudiation as
key requirements for making secure payments over the
internet.

2.2. Performance Expectancy

Performance expectancy is the degree to which an
individual believes that using the system will help
him/her to attain gains in job performance. According
to the fact that this model is a combination of previous
models helped in formation of performance expectancy
variable consisting of perceived usefulness (technology

acceptance models), external motivation (motivational
model), job fit (PC utilization model), relative
advantages (innovation diffusion theory) and outcome
expectations (social cognition theory). [6,15,20].
(Ghalandari, 2012)

2.3. Effort Expectancy

Effort expectancy is the extent of convenience
perceived for using system. Similar construct in other
model and theories from semantic viewpoints are:
perceived ease of use (technology acceptance model),
complexity (PC utilization model and innovation
diffusion theory). [6,15,20] (Ghalandari, 2012)

2.4. Social Influence

Social influence stated that the degree to which an
individual perceives that other ones are importan to
him/her in using new system. Construct of subjective
norms (rational action theory, planned behavior theory
and technoelogy acceptance model 2), social factors
(PC utilizatiorm model) and image (innovation diffusion
theory), were influential in formation of this variable.
(Ghalandari, 2012)

2,5. Facilitating Conditions

This variable refers to the extent to which an individual
perceives  that technical and  organizational
infrastructure required to use intended system are
available. The definition covers construct of perceived
behavioral control (planned behavior theory and
decomposed planned behavior theory), facilitating
condition (PC utilization model) and adaptability
(innovation diffusion theory). (Ghalandari, 2012)

2.6. Hedonic Motivation

Variable reflect how the market more intention about
shopping technology. In case through the inner city
and non-inner-city market, the hedonic level more
highly at inner city. They spend more money rather
than non-inner city. The discussion that make
motivated them impacted from adventure, social,
gratification, role and value. (Kim, 2006).

2.7. Price Value

How much some differences are really worth to the
customer then the improvements to product would add
the most value from the customers’ perspective.
(Swire, 2006). Customer will be measured should
them buy the products based on price tag.

2.8. Habit

Habits as the repeating actions some target of goal
provide an efficient baseline response. People are
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especially motivated regularly, because habit is easy
predictable in some reasons and responses. (Runger,
2016). When people repeated their behavior, it can
build some habit.

2.9. Behavioral Intention

This focused of behavioral intention impacted from the
seven variables will affected the level of intention. But
in the consumer satisfaction of store can reflected by
purchase intention, willingness to pay, and brand
recommendation. The variables limited to discuss on
this research. (Ozbek, 2013)

2.10. Age

Six age group divided by year and year, they have
different characteristic for each. (Marcie Pitt-
Catsouphes, 2009). If we calculate following this year
as represent below.

Generation Y/Millennials: born after 1980 (age 37 or
under in 2018); Younger Generation X’ers: born 1972
to 1980 (age 38-46 in 2018); Older Generation X’ers:
born 1965 to 1971 (age 47-53 in 2018); Younger
Boomers: born 1955 to 1964 (age 54-63 in 2018);
Older Boomers: born 1946 to 1954 (age 64 to 72 in
2018); Traditionalists: born before 1946 (73 or older in
2018)

Old people and difficulties with the new technelogy:
The role of technology in the daily life of olderpeople.
Technology may play a problematic role in alder
people’s lifel. In 2001, the Dutch Office of Social and
Cultural Planning2 summarized some of the threats of
new technology, but also some opportunities. Many
older people use the opportunities, but the number of
users is lower than in the younger age group. In 1998,
mobile phones were owned by 37% in age group 35-44
and by 10% in age group 75+; a PIN-card by 97% and
75%; PC by 74% and 5%, respectively. The presence
of a PC is higher among men, the better educated,
higher income and more-person households. Age has a
major impact on PC availability. Over 50% of the
older people experience problems in using a PC, a
VCR, and a mobile phone. People, who are familiar
with computers in their work, stay on as users after
retirement. Eventually, most older people will find the
way to the digital world. However, the introduction of
ticket machines, automatic teller machines, etc. comes
too fast for some of them. (M, 2001)

2.11. Gender

Gender refers to the roles and responsibilities of men
and women that are created in our families, our
societies and our cultures. The concept of gender also

includes the expectations held about the characteristics,
aptitudes and likely behaviours of both women and
men (femininity and masculinity). (UNESCO, 2003).

3. METODHOLOGY

Subject of this research taken from 139 people who’s
trying QR code payment at retail store and living at
Jakarta, Indonesia. The demographic reveal male
(53.24%) and female (46.76%) or in total 74 of male
and 65 of female as respondents. More man that have
electronic money account its used for purchase. Male
initiate the financial management program rather than
female, because they act like husband (Singh, 1996).
All respondent age ranges from 21-54 years old. With
the more contribution by age 23-27 years old as is 57
people (41%). More description will be represented on
Table 1.

Survey method was spread and share the questionnaire
then direCt asked for filled it. At the waiting line a
retailgstore. They filled the points while them wait the
ling. A pre-test done within random people at mall and
university personal. Some question on variable was
drepped before going to asked for research subject to
filled it.

The measurement used of six-Likert points, that
ranging points distribute from very disagree [1] to very
agree [6]. 7 items for performance expectancy (PE), 6
items for effort expectancy (EE), 5 items for social
influence (SI), 5 items for facility condition (FC), 8
items for hedonic motivation (HM), 4 items for price
value (PV), 5 items for habit (HT), and 5 items for
behaviour intention (BI).

The description of percentage can be known that QR
Code payment already try by the 68.3% respondents. |
assume that the penetration of QR Code will be
increased significantly when regulator component
effects the models. The measurement model that
contained variables and items will be followed by
Table 2. Every item will provide and represent the
main variable to get and answer what the related factor
that affect behaviour intention like Figure 1.

Table 1. Demograhic information of samples

Male Female Total
N =74;53.24%) N = 65,46.76%) (N=139;100%)
N | Percentage (%) | N | Percentage (%) | N | Percentage (%)

Age Ranges
o 172 19 504 13 406 2 3
o B2 kil 544 2% 456 57 4
o 2839 18 50 18 50 36 259
o 4057 6 429 8 5.1 14 101

Ever totry QR Code

for Payment?

o Yes 53 55.8 £ 442 9% 68.3
. No pil 47 3 533 4 317
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The description of percentage can be known that QR Price Value

Code payment already try by the 68.3% respondents. | I " .
assume that the penetration of QR Code will be PL: QR peymentfesturs n mohileaps e reasonlyprid

increased  significantly when regulator component PV QR payment eture in ol apps a  good val for maney

effects the models. The measurement model that PV3: At cuent prie, R peyment festure i mohill aopsprvice good vlue
contained variables and items will be followed by P4 |havenevergwenuppurchasm ot 15e QR peyment e n ool s
Table 2. Every item will provide and represent the Hablt

main variable to get and answer what the related factor

that affect behaviour intention like Figure 1. 1560 QR pyment fesure s became a it for me

HHL, The
HH2: am aadicted t using OR payment et
. HH3: | mst use OR payment et
Mesuremet s HH: Using OR payment e hs ecome ]t

P B PE) HEH: Using OR pament fese s someling | dowithotinking
PEL: QR payment eatureusefl n my dail e STSp—

Table 2. Measurement models

Eg gg E:m gﬂ: |nec|rpesa;1eet2§$hr;gﬁesho frﬂm gﬂﬂ%‘;m higlne Blli | |nltend tocontinueusing QR payment featuye n thefuture

O R et e oy BIZ: il avays ltryto 152 OR peyment feture n my il I

PES: QR payment featurg inrease my flevile to pay product o services B3 P|§ﬂ toountinie ouse QR paymenlt fare aguenty

PES: QR pyment e v myexperence o any o B vl R payment et e e

PE7: OR payment feturefor overall o be advantageous B15: | ilbigcommend ohers o use QR peyment featre

Effort Expectancy (EE

EELIt's easy o eam howto e QR payment fsture Before the calculation and measure the factors, that
EE2:I'sclear and ndersandable when nteracion with QR payment fatre should be validity and reliability test first for each
EES I asy o find of sl QR payment e point qf vgr.lables. Tgble 3 reprgsented the validity test
EEE Iy el g QR et e and reliability test with summarize 139 respondents.
EES: It'sdectease my purchase steps wih QR payment feure Table 3. Validity and reliability

EE: s easy to get QR payment eature when i want o anything S —
Sovial Ifugns (S S . S
SIL: People wha areimportant to metink het  should se QR payment feture Boaney o Mol

S12: Peaple who nfluence my behaviourtink tht | should use QR payment feture = m e
S13: Peaple who opinions tht  valueprfer thet | use QR payment feture om0 v | w1 vald
S14: Friend's ecommendation will et my decsion touse QR payment e e h | e

S15: would use mabile 3pps becausethepropartion ofmy rends uses OR payment feature M R,
—g—FaC”na[m Condltlon EXP;CEtfnC" 873 Valid Price Value 887 Reliable

FCL: 1 ave th resoures necessary 0 e QR payment feture Ee o i e
FCZ: | ave theknowledge necessry o se QR payment feture R
FC3: QR peyment fetre e compaile with o tshnologies e e w |
FOA: gt el o e when{ e ifiultis g QR peyment feure T
FCS: can st QR payment feature het enirey within my contrl e Ved | MR 8 vald
Hedonic Moo W v | o om o vag
AL i G e e S i | e m
HM2: Using QR payment feture i enjoyadle Coon e
HM3: Using QR payment feaure is entetaining e e
FMA: Using QR payment et ives me lestre o | e v
HMB: Using QR payment feture i xcitng

F:Usng OR peymet e illg Status means valid or reliable if R Value > 0.14; Then
HWIT: Using QR pyment e ?sdelightful invalid or unreliable if R value < 0.14

M Using O navment faature s adventure
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4. FINDINGS AND DISCUSSION

For every variable, there’s relation each other.
Somehow for impact the behaviour intention (BI),
measurement of Pearson correlation if greater than 0.5,
so the variable has strong related with the BI, vice
versa. Then, the positive value means that variable
direct relation, vice versa. For the reason of facility
condition stronger but lower than others.

Table 4. Correlation of Each Indicator

Construct correlation
PE | EE | SI | FC | HM | PV | HH | BI

Mean| SD | N
)

Per.formance 30.29 (8505 | 139 (1000 | .887 |.751 |.646 |.642 |.655 |.711 |.78(
Expectancy
(PE)

Effort 2113 | 7.057 | 139 | 887 {1000 |.694 |.754 |.636 |.707 |.648 |.727
Expectancy
(EE)

Social 2073|6423 | 139|751 | 694 | 1000 | 558 |.688 |.63L |.807 |.76c
Influgnce (SI)

Facility 2308|5221 | 139|646 |.754 | .58 | 1000 | .709 |.763 |.650 |.691
Condition (FC)

Hedonic 3318 | 8.867 | 139 | 642 |.636 |.688 |.709 | 1000 |.842 |.759 |.767
Motivation
(HW)

Price Value | 17.65 [3871 | 139|655 |.707 |.631 |.763 |.842 | 1000 | 698 |.75€
(V)

Habit (HH) 1933 [6.746 | 139 |.711 |.648 |.807 | 650 |.759 |.698 | 1000 | 8%

Behaviour | 2089 {5706 [ 139|780 |.727 | 762 | .691 |.767 |.756 |.899 | 1.0C
Intention (BI)

Fig 1: Research Model UTAUT 2 (Venkatesh,
Thong, & Xu, 2012) SECTIONS

For the digital era, we learn that technology grow fast.
QR Code for the reason already used in the global and
anything purposed. The innovation on the payment via
QR Code just followed by regulation and policy. Act
for that, balance of gender to transaction shown that
anyone having try non-cash payment method. The
hypothesis talk that all variable correlated well with
behaviour intention. Start-up digital can be moving to
this section for growth their market. So, target segment
of this feature exact to millennials market. But, while
the boomer can learn and increase their experiences.
For the future try to discuss about APl payment the
blockchain, it will be better and fast for the transaction.

Block-chain for the sharing data through the players
(issuer, acquirer, switching and another participator).
QR Code just for image contains any content, this
message will be secured and can be expand to another
functions of QR. My recommendation, for the adoption
of civilian will be aware first what’s the QR Code
function, easy to use, simply, etc. We hope after
adoption, technology can be predicted when to come
and developed in the market.
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