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ABSTRACT 

Technology has helped humans in their daily life; 

with the smartphone era, cashless payment has 

become famous. Payment without cash creates 

transactions more simple where they can pay using 

their phone. Indonesia needs to increase the number 

of financial inclusion in society, one of which is 

fintech, where the application can also be used for 

mobile payment. Knowing the importance of adopting 

cashless payment, how it can impact individuals to 

use cashless payment with the easy to use, 

convenience, benefit, and trust creates an attitude of 

individuals reacting to new technology. Therefore, it 

is compulsory to determine what factors influence 

someone to adopt the use of mobile payments. Mobile 

Payments are ready to replace traditional cash, 

checks, credit cards, and debit all over the country. 

In this research phase, it is carried out by reviewing 

the market situation of current mobile payments, 

reviewing previous literature on people's interest in 

trusting applications, analysis of using payments 

around the world, and various initiatives to use cell 

phones to offer financial services to those who do not 

have permission to open a bank account. 

Keywords: Technology, Mobile Payment, TAM, 

Personal Innovativeness, Easy to use, Perceived 

Benefit, Attitude, Trust, Social, Usefulness. 

1. INTRODUCTION 

 

Technology has helped humans in every 

aspect of life and for different purposes. The rapidly 

advancing technology has positively impacted the 

community because of its usefulness and 

convenience in many industries.  

In 2018, Indonesia's smartphone users were 130 

Million who penetrate around 48% of the whole 

Indonesia population for 268 Million [1]. With the 

smartphone's ability to do mobile payment using an 

e-wallet, it has become a solution to facilitate 

transactions, which can be used as exchange 

payments used by traders, whether small or medium 

businesses, even if this payment can be made a 

shopthe side of the street. Where exchange 

transactions use less cash [2], this payment platform 

is based online and can be accessed anywhere.With 

many smartphone users, many large companies 

provide E-wallet payments using a virtual wallet to 

make payments through smartphones, for example, 

Link Aja,Gopay and OVO, and many others. 

In Indonesia, based on data from the Financial 

Services Authority (OJK)[3], the financial literacy 

index in 2019 reached 38.03 percent. This figure has 

increased compared to the same survey in 2016, 

which was 29.7 percent. Indonesia also recorded an 

increase in the financial inclusion index from 67.8 

percent in 2016 to 76.19 percent last year. The 

advancement of (financial technology) such as the e-

wallet, is expected to increase. 

To determine the impact of mobile payment in 

Indonesia, we will use the Technology Acceptance 

Model to use itbased on adoption in any system. 

TAM is considered the most used analysis model by 

information technology researchers and students 

because of the wealth of empirical research 

support[4]. TAM describes the causal relationship 

between beliefs (ease of use and information system 
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benefit) and behavior, goals/needs, and actual use of 

users/users of information technology systems. 

The intention to use mobile payment is based on the 

attitude of the consumers with the importance of ease 

of use and the perceived usefulness and subjective 

norms as the most important variables that impact the 

attitudes where it will lead an effect towards intention 

to use, where perceived security and ease of use have 

a significant effect toward the intention of using 

mobile payments [5]. Customer innovativeness has a 

significant positive effect on perceived usefulness, 

ease of use, perceived security, and mobile payment 

[6]. The external influences are the highest impact on 

mobile payment intention, where social influences 

and subjective norms as the influencers make people 

intend to use mobile payment [7]. Some journals 

research with the TAM analysis for the adoption, 

using mobile payment adoption because of the 

platform's advantage, and in one of them is the 

benefit [8]. The benefit obtained from payments 

using mobile payments in Indonesia, usually in 

cashback, where users get points or money that can 

be used for shopping again. The combination of 

TAM and also perceived benefits. Therefore to know 

the factors that are affecting adoption of mobile 

payment is because of the internal reason that it was 

given like the ease to use the product, the usefulness 

of the payment and the benefit also given the external 

effect of the influence from the society or other 

people and from the individual point of view itself 

how it will impact the attitude or point of view about 

mobile payment where it will lead to the intention to 

use it.  

2. LITERATURE REVIEW 

2.1 Mobile Payment 

A payment concept called mobile payments or can be 

said as cellular wallets, cellular money, and cellular 

money transfers) explained as the payment method 

based on the payment approval made according to 

financial rules and using a mobile device. Mobile 

payment is any enterprise or personal activity that 

drives successful economic transactions by using 

electronic devices directly connected to cellular 

networks[9]. Method of payment is the use of cellular 

devices, with the transfer of the money from payer to 

receiver, either using the intermediary or not, to 

makeany payment transactions[10]. Aside from this 

concept, cellular phones are the major characteristic 

that differentiates cellular payments from other 

payment types [11]. 

2.2 TAM 

There are many theories such as Theory of Reasoned 

Actions (TRA), Theory of Planned Behavior (TPB), 

Unified Theory of Acceptance and Use of 

Technology (UTAUT), and Technology Acceptance 

Model (TAM) were mostly used to found out the 

information what factors that have the affect people 

to adopt new technologies in a specific level. Much 

empirical research supports TAM, suggesting that 

perceived usefulness and ease of use are the most 

important factors in predicting the use and acceptance 

of information systems and technology[4]. The 

attitude to use a system is based on user evaluation of 

the user's desire to use a certain information system. 

Behavioral intention is the size of someone to use the 

system. The attitude to use a system is based on user 

evaluation of the user's desire to use a certain 

information system. behavioral intention is the size of 

someone to use the system 

2.3 Personal Innovativeness 

Innovativeness is described as an individual's 

willingness to try out any new information 

technology [12] and defines how a customer is 

willing to easily adopt an innovation than others 

according to the diffusion theory of innovation [13]. 

Personal Innovativeness explains that customers tend 

to want to know or try new things because of their 

curiosity. 

Often, personal Innovativeness shows the inclination 

tendency of each individual to test a new technology 

product or service[4][14]. It is an intuitive step to 

highly innovative consumers expecting to adopt new 

technology according to innovation diffusion theory. 

An innovative step and have a deeper knowledge of 

the features of the mobile payment system more 

easily. Based on the above theory, the higher the 

Personal Innovativeness, it will affect the positive 

nature of mobile wallet use. 

H1: Personal Innovativeness regarding mobile 

payments positively influences the attitude towards 

the adoption of mobile payment services. 
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2.4 Perceived Ease of Use 

One of the factors that influence consumer 

acceptance of a system is how easily they can use it. 

Perceived ease of use is considered one dimension 

that has the greatest influence on accepting new 

technology. [15][16]. As in theory and related 

research shows, perceptions of using a system 

influence user behavior towards the system. At least 

the new payment system should be easier or easier 

than credit card usage [7][18][19]; this is the most 

important point in creating a new media payment 

system because using a new system that is more 

complicated causes one to be reluctant to use it. In 

mobile payment, the ease of use will be the most 

important element to provide value and form attitudes 

[7][18][20]. 

H2: Perceived Ease of Use regarding mobile 

payments positively influences the attitude towards 

mobile payment service adoption. 

2.5 Perceived Usefulness 

A scale to measure an individual believes in adopting 

a new system to improve their performance in 

completing their task. It was explained that someone 

would use the technology only if the technology 

could help them do something,which became an 

important factor influencing users to adopt a cellular 

payment system. With no benefits or no 

understanding offered by mobile payment, 

technology is the main obstacle for adopting the 

mobile payment system [21]. Perceived usefulness is 

the extent to which one believes using a system can 

improve a person's work performance [22], with 

perceived usefulness of having the chance that 

technology can improve the consumer journey to 

complete their goals.  

H3: The attitude towards mobile payment uptake is 

significantly affected by mobile payments service. 

2.6 Social Influences 

Social influences are beliefs of people who are 

important to individuals, including family, relatives, 

friends, and groups that can affect an individual's 

intention to behave in a certain way. It defines the 

social pressure felt by a user to use the mobile 

payment device for payment transactions from close 

people who persuade the consumer to do or not to do 

the behavior in question.  [23]. When consumers find 

products with new technology, they can feel the 

uncertainty about the product and the consequences it 

gets to the user so that consumers hesitate to try and 

use the product. This uncertainty can be minimized 

by getting opinions and suggestions about the new 

technology system's value so that consumers become 

understanding and dare to try it, which will create the 

effect of the individual social environment to 

understand the mobile payment system [11]. The 

theoretical foundations and relevant studies show that 

social influences are expected to impact mobile 

payment systems.  

H4: Social Influence regarding mobile payments 

positively influences the attitude towards the 

adoption of mobile payment service. 

2.7 Perceived Benefit 

Consumers assess alternative products that are 

available on the market using various attributes as 

indicators of quality. The product's perceived benefits 

are a measurement of the quality indicators perceived 

by consumers [24]. 

The value generated is based on the expected 

performance using cellular services [25], including 

economic benefits that indicate a perceived good 

value for money [26]. As previously explained by 

previous researchers, providing several incentives 

such as discounts, gifts, and points that can be 

redeemed can positively affect the use of mobile 

payment services in the early adoption stage. [27]. 

In the context of mobile payments, the tangible 

benefits provided to consumers The downloading and 

use of a mobile wallet (i.e., internet access offers, 

bonuses, discounts, bonuses, andfree value-added 

services) may have a positive impact on customers. 

They can increase that intention to use it. Using this 

framework, to represent actual monetary reward, 

reward construction was fused into the model and 

considered capable of positively impacting attitude.  

H5: Perceived Benefit of mobile payments positively 

influences the attitude towards the adoption of mobile 

payment services. 

 

2.8 Trust 

Using a behavioral perspective, trust is defined as 

"the willingness of a trustor to be vulnerable to the 
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trustee's actions, based on the expectation that the trustee will take certain actions that are important to 

the trustor, regardless of the trustor's capacity to 

control or survey the trustee" [28]. That is the 

willingness or desire of a person to follow certain 

patterns of behavior and habits. The higher the 

consumer's sense of trust in a product or service can 

affect the adoption rate.Therefore, the confidence 

variable would assess the success rate when emerging 

innovations such as mobile payments and e-

commerce companies are approved. As confidence in 

mobile commerce is growing in importance [29], 

trust was chosen to be the antecedent variable in this 

study for attitudes to using mobile payment systems 

[30][31]. The greater one's trust in the related 

payment system can significantly increase user 

attitudes towards using it [32].  

H6: Trust regarding mobile payments positively 

influences the attitude towards the adoption of mobile 

payment services. 

2.9 Attitude 

Different theoretical models, such as TAM, TPB, and 

TRA, have shown that attitude has an important role 

in developing certain behaviors. (Pee, Woon, 

&Kankanhalli, 2008).[33][34]    

Attitude consists of multi-dimensional constructs, 

consisting of cognitive, emotional, and cognitive or 

behavioral dimensions [35]. The cognitive 

component refers to an individual's knowledge of a 

product or service (experiences, beliefs, and 

opinions). The emotional component refers to 

people's perception or preference towards certain 

objects (emotions, feelings), and the conative 

component is behavioral intention. (purchase 

response and rejection, purchase intention) [36]. 

The lack of independent measurements is the major 

criticism against this conception of attitudes because 

most consumers respond to the emotional component 

that very complicates the right measurement of the 

user's attitude. A conceptual dimension is formed 

because of the multi-dimensional complexity of 

attitudes. The result is that familiarization with the 

product becomes an antecedent, the conative 

component, or consumers' willingness to be a 

consequence of emotions (attitudes). Thus, the 

cognitive and conative components are converted 

into beliefs/knowledge and intention [37].This shows 

a person's attitude towards an object can influence 

their intention to adopt it. 

H7: Attitude regarding mobile payments positively 

influences the adoption of mobile payment services. 

To know how the impact of the personal 

Innovativeness, perceived usefulness, perceived ease 

of use, social influence, perceived benefit, trust, and 

attitude impacting the intention of use will be 

explained in fig. 1 

3. RESEARCH METHODOLOGY 

3.1 Sample    

The technique used in this study is convenience 

sampling to reach the target population based on 

geographicalproximity and availability [38].As 

Indonesia's capital, where the business and society 

are centralized, Jakarta will  be the target market of 

this survey. this study's respondents had filled an  

Figure 1 Conceptual Model 
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online survey using a smartphone that had an 

application containing mobile payment to know what 

drives them to use mobile payment. As a result of the 

target this survey.This survey with 335 participants, 

and after sorting the collected data, 317 usable 

responses were used. because some of the 

participants' response were not complete. the 

demography shows from the gender that about 55% 

of male participants and because some of the 

participants' responses were not complete. The 

demography shows from the gender that about 55% 

of male participants and female participants are 45%. 

Over 65% of responders had a bachelor's degree and 

above. Most of the respondents had participated in 

the survey with a range of 18-45 years old. Most 

participants come from generation Z, with 43%, 

followed by generation Y 34%.  

3.2 Measures 

Measurement was using an existing scale, with some 

items modified to suit the purpose of mobile 

payments. Using a Likert scale with points between 1 

and 5 as user responses to the questionnaire (1 = 

strongly disagree, 5 = strongly agree). 

Personal Innovativeness was adapted based on the 

scale [4]. Six of the items were; "When I hear about a 

new technology, I will look for ways to experiment 

with it,""Among my peers, I am usually the first to 

explore new information technologies,""I like to 

experiment with new information technologies,""In 

general, I am hesitant to try out new information 

technologies,""I know more about new products 

before other people do,""New products excite me." 

Five of the items for perceived ease of use are 

adapted based on the scale [22][39]; "I think using 

mobile payment is easy,""My interaction with a 

mobile payment would be clear and 

understandable,""It would be difficult for me to 

become skillful at using a mobile payment,""I think it 

is easy for me to learn how to use mobile 

payment,""It is easy to perform the steps required to 

use mobile payment." Perceived usefulness was 

adapted based on the scale [40][41]. Six of the items 

were "I think the mobile payment is useful for me to 

buy products or services,""I think mobile payment 

makes it easier for me to buy products or services,""I 

think mobile payment saves time for me to buy 

products or services,""Using mobile payment would 

make it easier for me to conduct 

transactions,""Overall, I find the mobile payment to 

be useless for making payments,""Using mobile 

payment would take more time and effort than using 

traditional payment methods." 

Social influences were adapted based on the scale 

[34][39]. Four of the items were; "People who are 

important to me would find using mobile services 

beneficial,""People who influence my behavior think 

I should use mobile payment,""People who are 

important to me think I should use mobile 

payment,""People whom I appreciate would 

encourage me to use mobile payment." Perceived 

Benefit was adapted based on the scale[6], three of 

the items were; "I have / would like to benefit from 

promotions offered by the mobile payment,""I would 

not (have) downloaded mobile payment if no 

promotions were offered,""I would like to 

use/continue to use mobile payment as long as 

promotions are offered." Trust was adapted based on 

the scale [42][43], four of the items were; "I think 

that mobile payment will keep the promises and 

commitments that it makes,""mobile payment is 

trustworthy,""I think that mobile payment is 

responsible,""In general, I trust mobile payment."The 

attitude was adapted based on the scale)[11], four of 

the items were; "The use of a mobile payment system 

is a good idea,""The use of a mobile payment system 

is convenient,""The use of a mobile payment system 

is beneficial,""The use of a mobile payment system is 

interesting."The intention was adapted based on the 

scale[22][39][11], four of the items were; "Given the 

opportunity, I will use a mobile payment system,""I 

am likely to use a mobile payment system soon,""I 

am open to using a mobile payment system in the 

future,""I consider to use a mobile payment system 

when the opportunity arises." 

The method of processing the data used in this 

analysis is Regression Analysis using IBM SPSS 

Statistic 22. The first step is to test the Validity as 

facts that demonstrate that meaning is evaluated to 

use the method, methodology, or process, second 

performs a reliability test to measure the consistency 

of the respondent's answers, third classical 

assumptions test, and fourth conducted a correlation 
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test to analyze the strength or weakness of the studied 

variables. A regression test is conducted after 

checking the classical hypotheses to see the result of 

the independent variables.  

4. Results and Discussion 

4.1 Analysis Results 
Adopting Mobile Payment Devices is familiar today 

because of the practical usage and benefit of using 

mobile payment. Adopting Mobile Payment Devices 

may be an alternative to continue making financial 

transactions by reducing movement and crowds; this 

reason makes researchers want to know the Impact 

Influence factor of Consumers: Personal 

Innovativeness, Perceived Ease of Use, Perceived 

Usefulness, Social Influences, Perceived Benefits, 

Trust, and Attitude in the user adopting a mobile 

payment device. The following is the data generated 

based on the regression that has been carried out 

(Table 1,2,3):

 

Table 1 Model Summary 

Model Summary 

Model Summary R R Square Adjusted R Square Std. An error of the Estimate 

1 .273a .074 .053 .70938 

 a. Predictors: (Constant), Attitude, Perceived Ease of Use, Social Influences, 

     Perceived Usefulness, Perceived Benefit, Trust, Personal Innovativeness 

 b. Dependent Variable: Intention 

Table 2 ANOVA 

ANOVA
 

Model Sum of Squares df Mean Square f Sig. 

Regression 12.492 7 1.785 3.546 .001b 

Residual 155.496 309 .503   

Total 167.987 316    

  

 

a.Dependent Variable : Intention 

 b. Predictors: (Constant), Attitude, Perceived Ease of Use, Social Influences, 

     Perceived Usefulness, Perceived Benefit, Trust, Personal Innovativeness 
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Table 3 Coefficients 

Coefficients 

Model 

Unstandardized coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

(Constant) 1.576 .510  3.089 .002 

Personal Innovativeness .100 .079 .076 1.271 .205 

Perceived Usefullness .082 .082 .056 1.000 .318 

Perceived Ease of Use .110 .066 .093 1.660 .098 

Social Influences .104 .057 .105 1.835 .067 

Perceived Benefits .068 .068 .058 1.002 .317 

Trust .069 .067 .060 1.019 .309 

Attitude .134 .061 .124 2.200 .029 

 a.Dependent Variable : Intention

4.2 Discussion of Major Findings 

Based on the data above, consumer factors such as 

Personal Innovativeness, Perceived Ease of Use, 

Perceived Usefulness, Social Influences, Perceived 

Benefit, Trust, and Attitude have an effect of 27.3% 

with a significant 0.01 in Adoption of Mobile 

Payment Devices. With a significant Personal 

Innovation of 0.205, H1: Personal Innovativeness 

regarding mobile payments positively influences the 

attitude towards the adoption of mobile payment 

service is accepted. Factor Consumers Perceived 

Ease of Use is significant 0.318, then H2: Perceived 

Ease of Use regarding mobile payments positively 

influences the attitude towards the adoption of mobile 

payment service is accepted. Factor Consumers 

Perceived Usefulness Significant 0.098 then H3: The 

attitude towards mobile payment uptake is 

significantly affected by mobile payments service. 

. Social influences are significant 0.067, then H4: 

Social Influence regarding mobile payments 

positively influences the attitude towards the 

adoption of mobile payment service is accepted. 

Factor Consumers Perceived Benefit is significant 

0.317, then H5: Perceived Benefit regarding mobile 

payments positively influences the attitude towards 

the adoption of mobile payment service is accepted. 

Factor Consumers Trust is significant 0.309, so H6: 

Trust regarding mobile payments positively 

influences the attitude towards adopting mobile 

payment service. Factor Consumers Attitude is 

significant 0.029 than H7: Attitude regarding mobile 

payments positively influences mobile payment 

service adoption. 

4.3 Theoretical Implication 

Based on this analysis, three hypotheses can be taken. 

First, this research provides a theoretical foundation 

for existing research on mobile payments. They were 

researching technological innovation models to know 

how it affects mobile payment systems like online 

shopping and mobile ticketing services. Previous 

studies used the principle of mobile payment 

services. Researchers began to observe how 

customers weigh their costs and benefits while using 

mobile payment services. Nevertheless, only a few 

retailers incorporate this theory. The mobile payment 

system's fundamentals will include guidance and an 

analysis of how customer behavior employs the 

related theoretical models in the emerging industries. 
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Second, this research presents insight into the various 

benefits offered to the consumer that will affect the 

main factors, which are the adoption intention and 

attitudes. This study finds that presumed user-

friendliness, personal creativity, social factors, 

perceived utility and advantages, and trust are most 

significant as the customer's motors to use mobile 

payment services. It shows favorable perceptions and 

leads to consumer adoption. 

Third, mobile payment services are evolving market 

trends and issues in the retail sector, but highlighting 

the determinants of the payment services is essential 

to enhancing customer awareness andthe usage of 

technologies for online and offline retail (e.g., Apple 

pay, Google Pay, and other payment services) for 

retail analysts and added service to the consumer. 

Throughout this research, we endow examining the 

theory of retail to indicate the functional effect of 

consumer anxiety in technology and social behavior 

that give implications to the customers and have the 

benefits that affect their positive attitude towards 

mobile payment services. 

4.4 Practical Implication 

This research provided valuable information for 

professionals and the retail industry. These findings 

provide a conception of a new transaction model in 

retail through a mobile payment service. Many 

companies often use many companies to maximize 

their productivity mobile payment services in 

Indonesia's retail and digital marketing industry. 

Payment service providers may decide which features 

of mobile payment services should be highlighted to 

optimize consumer values to promote and expand the 

value of mobile payment systems. The study found 

that there are important benefits that increase mobile 

payment systems' probability of being implemented 

by attitudes. For instance, customers' decision-

making process for the use of mobile payment 

services is affected by factors such as psychological 

creativity, perceived ease of use, perceived utility, 

social impact, perceived profit, confidence, and 

attitude. Retail companies, therefore, need to 

concentrate their efforts to ensure that these 

advantages remain. For example, a frequency 

program could be run by the organization and create 

bonus points that could be redeemed (e.g., cashback) 

to attract more users. Besides, organizations should 

promote this service in terms of comfort benefits by 

weighing on a customer-centric approach, such as 

assistance programs, such as live chat, which can be 

used at the right time to identify and fix problems. 

Enjoyment also promotes a favorable attitude toward 

the use of mobile payment services. The findings 

suggest that service providers should enhance the 

quality of content, the precise extent of the data, the 

appearance and availability, and user interface usage. 

Increasing features or customization may be a 

possible option to provide advantages of enjoyment 

and service quality that address consumers' needs and 

preferences (e.g., tailored application menus, models, 

and platforms). 

 

5. Conclusion and Recommendation 

Through this research, the authors conclude that 

mobile payment service providers must concentrate 

on factors such as Personal Innovativeness, Perceived 

Ease of Use, Perceived Usefulness, Social Influences, 

Perceived Benefits, Trust, and Attitude. With 

competitiveness in retailers with digital technologies, 

they can distinguish through communal experience 

and provide real-time updates on their advantages. 

Other factorsfavor other aspects that may impact the 

society, country, or form of service provided to the 

consumer. While the authors in this study are not 

analyzingthe influence of social, knowledge and 

value of consumer protection, marketers can perform 

thorough-depth research to track other possible 

decision-making variables. Also, the service provider 

could use this study to render its marketing strategy 

to become more reliable.   The result showed the 

effect of perceived advantages, with social impact 

and technical adaptation, by understanding the 

magnitude to which customers will impact their 

acceptance of mobile payments. Social impacts affect 

the effects of mobile payment benefit providers with 

the benefit they obtained. The societal impact has a 

beneficial effect on the adoption of mobile payment 

systems, which can optimize the retail industry's 

acquisitionby creating a community through social 

networks, blogs, and even word of mouth. The group 

is in a position to capitalize on a phenomenon and a 

bond with each other. The use of communication 

from others is to acquire input directly from 
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consumers to benefit from the mobile payment 

service they receive, affecting their technological 

anxieties. Presume to retailers that they can use the 

ease of online payment with advanced technology ( 

e.g., QRIS and e-commerce) to augment their 

benefits across mobile payment systems. 
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