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Cryptocurrencies: A bibliometric analysis Pages:619-628

Avman Abdalmafeed Alsmadi, Najed Alrawashdeh, Ala'a Fouad Al-Dweik and _‘;{ohammed,ﬂ-ﬂﬁqf'r_t PDF (650K)

Abstract: The purpose of the current paper is to identify influential aspects of published literature and future research questions to set forth
future research agenda based on comprehensive literature review using bibliometric and content analysis. The study analyzed 1225 documents
from the international Scopus database using bibliometric analysis and content analysis. VOSwviewer software is used for bibliometric analysis.
The analysis revealed that most of the information was derived from the Finance Research Letters. Moreover, the United Kingdom is the most
cited country, while Tianjin University in China has the highest publications affiliations. Furthermore, the analysis shows that the keyword
analysis of eryptocurrency literature had four classes of research streams in eryptocurrency, namely, cryptocurrency, Blockchain, Fintech, and
currency, representing the most upcoming trends. The present study makes a significant contribution to the literature by providing a framework
for future research. The framework provides opportunities to future researchers to explore the web of relations among some identified research
streams as future research agenda.

DOI: 10.5267/j.ijdns.2022.4.011
Keywords: Cryptocurrency. Bitcoin, VOS viewer, Bibliometric

rm‘ © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
o] conditions of the license. Creative Commons Attribution (CC-BY)

Microsoft teams’ acceptance for the e-learning purposes during Covid-19 outbreak: A case study of UAE  Pages: 629-640

Riadh Jeljeli, Faveal Farhi, Sameera Setoutah, and Abderrazak Ahmed Laghouag 2 pDF (630K)

Abstract: The brisk spread of Covid-19 led educational policvmakers and organizations to opt for better alternatives to resume the students'
educational journey. In this context, Microsoft Teams remained one of the most devoted and credible online platforms that greatly facilitated the
educational process across the globe Current research also analyzed Microsoft Teams acceptance using the self-proposed conceptual model
supported by the Technology Acceptance Model by Davis. We employed the survey method and examined the gathered using the applied
Structural Equation Modelling (SEM). Results indicated that there 1s a significant impact of Covid-19 on the Percetved Ease of Use (p= 0.000)
and Percerved Usefulness (p> 0.000). Besides, the relationship between Perceived Ease of Use and Perceived Usefulness also remained
significant (p> 0.000). Moreover. the proposed relationship between Attitude, Perceived Ease of Use, and Perceived Usefulness also remained
substantial (p> 0.009 and p> 0.000). However, the relationship between Attitude and Behavioral Intention remained insignificant (p> 0.536).
Finally. the relationship between Behavioral Intention and Microsoft Teams Acceptance remained significant (p> 0.088). Thus, we concluded
that Microsoft Teams is an effective study tool that umites students and instructors in the United Arab Emirates. It governs eLearning
experiences and, therefore, provides a virtual environment to students and directly influences our perceptions and behavior.

DOI: 10.5267/j.ijdns.2022.4.010
Keywords: Technology Acceptance Model, Microsoft Teams, Structural Equation Modelling, United Arab Emirates, Behavioral Intention

m © 2010-2023 by the authors: licensee Growing Science. Canada. This is an open access article distributed under the terms and
] conditions of the license. Crearive Commons Amribution (CC-BY)

Understanding the determinants of digital shopping features: The role of promo code on customer behavioral intention Pages:641-630

Qais Hammouri, Asmahan Majed Altaher, Jassim Ahmad Al-Gasawneh, Ahmad 4. Rabaa’i, Abdalrazzag Alegool and Heba Khataybeh < pDF (650K)
Abstract: This paper empirically identifies the predictors influencing the use of promo code in Jordan. This research extended TAM and TBP
models with perceived enjoyment and brand image in the context of digital shopping features. The study utilized 379 surveys distributed in
Jordan and analyzed the data using SEM. Findings of this study confirmed the proposed model, where brand image, perceived enjovment,
percetved behavior control and social mfluence significantly predict customers behavioral mtention to use promo code with an R2 = 59%. The
model of this study also supported the role of perceived ease of use and social influence in predicting brand mmage. Discussion and conclusion
are depicted at the end of this paper.

DOI: 10.5267/).1jdns.2022.4.009
Keywords: Promo code, TAM. TBP, Perceived enjoyment, Brand Image

m © 2010-2023 by the authors: licensee Growing Science, Canada This is an open access article distributed under the terms and
— T conditions of the license. Creative Commons Attribution (CC-BT)
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The effects of influencer marketing on overall brand equity through brand awareness and customer brand engagement Pages §31-038

Hussam Ali and Omar Mohammad Ali Algudah 2 pDF (650K)

Abstract: This paper focuses on five-star hotels in Jordan to investigate the impact of influencer marketing on overall brand equity. The
mediating role played by brand awareness and customer brand engagement between influencer marketing and overall brand equity 1s tested. The
survey method i1s employed to conduct this research, and data s collected from 300 respondents. The proposed hypotheses are tested using
structural equation modeling. The results indicate that influencer marketing directly influenced overall brand equity, brand awareness and
customer brand engagement partially mediate the relationship between influencer marketing and overall brand equity.

DOI: 10.5267/j.ijdns.2022.4.007
Keywords: Marketing Influencers, Overall Brand Equity, Brand Awareness, Customer Brand Engagement. Five Star Hotel

m © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
T conditions of the license. Creative Commmons Attribution (CC-BY)

Open Access Article

Information diffusion model with homogeneous continuous time Markov chain on Indonesian Twitter users Pages:659-668

Firdaniza, Budi Nurani Ruchjana, Diah Chaerani and Jaziar Radianti = PDF (650K)

Abstract: In this paper, a homogeneous continuous time Markov chain (CTMC) is used to model information diffusion or dissemination, also to
determine influencers on Twitter dynamically. The tweeting process can be modeled with a homogeneous CTMC since the properties of Markov
chains are fulfilled. In this case, the tweets that are recetved by followers only depend on the tweets from the previous followers. Knowledge
Discovery in Database (KDD) in Data Mining is used to be research methodology including pre-processing, data mining process using
homogeneous CTMC, and post-processing to get the influencers using visualization that predicts the number of affected users. We assume the
number of affected users follows a logarithmic function. Our study examines the Indonesian Twitter data users with tweets about covid19
vaccination resulted in dynamic influencer rankings over time. From these results, it can also be seen that the users with the highest number of
followers are not necessarily the top influencer.

DOI: 10.5267/).1jdns.2022.4.006
Keywords: Twitter, Information diffusion model, Influencer, Homogeneous continuous time Markov chain, KDD

@ (¥) © 2010-2023 by the authors; licensee Growing Science, Canada This is an open access article distributed under the terms and
= conditions of the license. Crearive Commons Arribution (CC-BY)

An empirical study of e-learning post-acceptance after the spread of COVID-19 Pages ¢60-652

Ashraf Elnagar, Noha Alnazzawi, Imad Afvouni, Ismail Shahin, Ali Bou Nassif and Said Salloum < pDF (650K)

Abstract: There are various reasons why vaccine fear has resulted in public rejection. Students have raised concerns about vaccine effectiveness,
leading to hesitation when it comes to vaccination. Vaccination apprehension itnpacts students’ perceptions, which has an impact on the
acceptability of an e-learming platform. As a result, the goal of this study 1s to look at the post-acceptance of an e-leaming platform using a
conceptual model with several factors. Every variable makes a unique contribution to the e-leaming platform’s post-acceptance. In the current
study, TAM variables were combined with additional external factors such as fear of vaccination, perceived routine use, percerved enjovment,
percetved critical mass, and self- efficacy, all of which are directly associated with post-acceptance of an e-learning platform. Here, a hybnd
conceptual model was used to evaluate the newly widespread use of e-learning platforms in this area in this study in the UAE. In the past,
empirical investigations primarily used Structural Equation Modeling (SEM) analysis; however, this study used a developing hybrid analysis
approach that combines SEM with deep learning—based Artificial Neural Networks (ANN). This study also employed the Importance—
Performance Map Analysis (IPMA) to determine the significance and performance of each element. Through the findings, it was found that fear
of vaccination, percerved ease of use, perceived usefulness, perceived routine use, percerved enjoyment, perceived critical mass, and self-
efficiency all had a significant impact on students' behavioral mtention to use the e-leamning platform for educational purposes. It was also
shown in the analysis of ANN as well as [PMA that the perceived ease of use of the e-learning platform is the most important indicator of post-
acceptance. The proposed model, in theorv. provides appropriate explanations for the elements that influence post-acceptance of the e-learning
platform in terms of internet service factors at the individual level In the practical sense, these findings will help decision-makers and
practitioners in higher education mstitutions 1dentify the factors that should be given extra care and plan their policies accordingly. The ability
of the deep ANN architecture to identify the non-linear relationships between the factors involved in the theoretical model has been determined
in this research. The implication offers extensive information about taking effective steps to decrease the fear of vaccmation among people and
increase vaccination confidence among teachers and educators and students, consequently impacting society.
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Abstract: This study 1s to analyze the influence of the quality of information on the decision to choose CNNIndonesia.com media either directly
or through the mediation of trust vanables. The tremendous growth of cyber media in Indonesia, followed by the development of online media,
has made people more careful in choosing online media. Meanwhile, the use and gratification theory states that the most important role of media
is to meet people’s needs and motivations, how certain media are sought and selected to meet their needs. This study uses a survey method
through a quantitative approach positivistic. The sample was determined by an accidental sampling technique with a sample of 115 respondents.
Data analysis was performed using Partial Least Square analysis with the SmartPLS version 3 program. The data analysis shows that the quality
of information has a significant effect on increasing trust in CNNIndonesia.com media. the quality of information has a significant effect in
mcreasing the decision to choose CNNIndonesiacom media, and trust has a sigmificant effect in increasing the decision to choose
CNNIndonesia.com media. This study also found that the trust variable was able to mediate the effect of information quality on the decision to
choose CNNIndonesia cot media.
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Abstract: The aim of the research is to test the impact of big data on the guality of decision making. The necessary data was collected from
telecommunication companies operating i Jordan Three companies provide telecommunications services mn Jordan: Zain, Umniah, and
Orange. Non-probability purposive sampling was used. Hence, the study instrument was distributed to managers at the senior and middle levels
of these companies. The structured equation modeling (SEM) technique was emploved to test the study hypotheses. The results confirmed that
big data impacts decision quality. Besides, it was determined that the highest impact was on velocity. The researchers suggest that Jordanian
telecom companies mnvest in mformation technology that allows them to provide data with accuracy, reliability, and high quality, as well as
improve the qualifications of their employees.
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Abstract: The study aimed at investigating the effect of e-HRM use on employee flexibility based on Davis’ technology acceptance model.
Seven hypotheses were proposed. Two external factors (HR. department role and organizational readiness) were linked to e-HRM perceived
usefulness and e-HRM ease of use. These two factors linked to the behavioral intention to use e-HRM, which in turn connected to employee
flexability. All these propositions were accepted through analyzing data collected via a questionnaire from a sample consisting of managers and
emplovees of human resource departments m Islamic banks in Jordan The study contributes to the literature through clanfying and extending
the technology acceptance model of e-HRM. as identifying two of the external factors that significantly affect e-HRM perceived usefulness and
e-HRM ease of use, as well as, and spreading the model to include emplovee flexibility.
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Abstract: The major purpose of this research 1s studying the impact of artificial intelligence, big data analytics and business intelligence on
transforming capability and digital transformation in Jordanian telecommunication firms. 303 samples were gathered after the sample checking
process was completed. The PLS program was utilized in the research study to process all the collected data. The findings of the research
demonstrate a set of relationships and linkages that can enhance transforming capability and digital transformation. Finally, this study found that
artificial intelligence, big data analytics and business intelligence have good effects on developing and enhancing the transforming capability
and digital transformation.
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Abstract: Virtual reality (VR) is a new technology that has applications in a variety of sectors, including medical, education, gaming,
psvchology, and sociology. The application of VR in education is intriguing and warrants further examination, but research on the subject is
currently restricted. VR can benefit education by allowing students to participate in memorable and engaging experiences that they would not
otherwise be able to have. Traditional approaches are still used to teach students, which 1s an essential element of the curniculum for those who
want to conceive problem-solving. As a result, there is a scarcity of study on VR deployment. In this paper, we investigated the factors affecting
the adoption of VR in higher educational mstitutes. To this end, we extended the technology Acceptance Model (TAM) with four additional
factors and formulated a set of hypotheses. The hypotheses are then evaluated using a dataset collected from 503 Jordanian students. The result
shows that the factors perceived facilitating condition, percetved effort expectancy. and perceived compatibility significantly affected the
mtention to use VR systems and tools for educational purposes. We believe that this study will help decision makers to build sustainable
learning and educational systems in Jordan universities.

DOI: 10.5267/).1jdns.2022.3.008
Kevwords: Virtual Reality, Teaching Acceptance Model, SPSS, Factor analysis, Sustainable learning

m © 2010-2023 by the authors; licensee Growing Science, Canada. This is an open access article distributed under the terms and
= conditions of the license. Creative Conmmans Attribution (CC-BY)

Influence of people, processes and technology on business strategy in small enterprise in a Covid 19 environment Fages: 77
Miguel Inga-Avila, Roberto Churampi-Cangalaya, Miguel Inga-Aliaga, Wiliam Rodriguez-Giraldez and Wagner Vicente-Ramos 2 pDF {650K)

Abstract: The business context has been affected by the action of Covid 19, and companies must react to this new reality. The research analyzes
people. processes and technology and their effect on the development of the respective business strategy in small companies in Huancayo, Peru.
The study design was non-probabilistic, cross-sectional, qualitative-quantitative and explanatory in a sample of 99 business units. The analytical
technique used was structural equation modeling based on PLS. The results indicate that there is a positive relationship between the processes
and technology used and the implementation of actions to achieve their objectives. No significant relationship was found with people, given that
in the face of the health emergency, economic paralysis, closure of markets and sectors, the companies had to make decisions and postpone
concern for human resources. The coefficient of determination (R2) was 79.3%, which shows that the model presented allows predicting future
results.
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Saddam Ali Shatnawi, Ahmad Marei, Luay Daoud, Dina Alkhodary and Maha Shehadeh 2 PDF (630K)

Abstract: This study aims to investigate the moderating effect of enterprise risk management on the relationship between the board of directors’
effectiveness on accounting and market performance in Jordan. The current study uses panel data of 684 firm-year observations, employed
regression analysis and analysis of annual reports of 76 listed companies on the Amman stock exchange (ASE) from 2009 to 2017 covering 9
years. The findings of the hierarchical regression analysis showed that the enterprise risk management has a significant positive moderating
effect on the relationship between the board of directors’ effectivensss on accounting and market performance in Jordan The findings reveal
that enterprise risk management positively moderated the relationship between board of directors’ effectiveness on Return on Assets, Return on
Equity, and Tobin’s Q. It also moderated the interaction of board of directors” effectiveness intercept enterprise risk management on Return on
Assets and Return on Equity, which were found positive and significant. The findings of this paper can provide crucial conclusions and
recommendations that clarify the relationship between the board of directors’ effectiveness and the accounting and market performance in
Jordan and the moderate impact of the enterprise risk management
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Abstract: Bug tracking systems are standard repositories that preserve a large number of uncovered bugs. Once a bug is reported in these
repositories, developers search for appropriate changes to fix the bug. However, discovering the changes that can fix the bugs has a negative
influence on the schedule and cost of projects. Mainly, fixing bugs could be done by performing some other maintenance changes. In this work,
we study and examine the role of adaptive maintenance in the context of API-migration during bug fixing activities through a case study on
KOffice, Extragear/graphics, and Open Scene Graph projects. Our goal iz to direct developers towards potential bugs early in development
which are more likely to be fixed by perfonming adaptive changes as opposed to other maintenance tasks. We examined the reports of fixed bugs
from the bug tracking systems of the studied projects, then we explored several factors related to variant dimensions of the reports and their
relevant version history commits, in order to evaluate their effectiveness to decide whether a bug is likely to be fixed by adaptive changes. Our
case study results show that bug residency time, textual contents of the report, the component that the bug was found in, and
reporter/cotnmenter experience show sigmificant differences between the bugs that are fixed by adaptive changes and other fixed bugs.
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The effect of perceived security, perceived ease of use, and perceived usefulness on consumer behavioral intention through trust in digital payment
platform Pages:861-874

Hotlan Siagian, Zeplin Jiwa Husada Tarigan, Sautma Ronni Basana and Ribut Basuki 2 PDF (650K)

Abstract: This study mvestigates the application of the technology acceptance model (TAM) on the digital payment using social media
platforms with the extended inclusion of perceived ease of use, perceived security, perceived usefulness, and trust in enhancing consumer
behavioral intention. This work has surveyed 250 consumer films on the digital social media platform. Data collection used a questionnaire
designed with a five-point Likert scale. The questionnaire was created using a Google Form. and questionnaire distribution was performed by
sending the link through social media to the respondents. As many as 300 questionnaires were distributed. and 258 questionnaires were
considered valid for further analysis. Data analysis used smartPLS software version 3.0. The result revealed that nine hypotheses were
empirically supported while the others two were not supported. Perceived security directly affects trust and consumer behavioral intention
Percerved ease of use directly affects percerved usefulness and consumer behavioral mtention. Percetved security indirectly influences consumer
behavioral intention through trust and perceived usefulness. Furthermore, perceived usefulness directly affects trust and consumer behavioral
intention. Besides. trust directly affects consumer behavioral intentions. Perceived ease of use indirectly affects behavioral intention through
percetved usefulness. Moreover, perceived security affects consumer behavioral intentions indirectly through trust. Perceived ease of use
influences perceived usefulness. However. percerved usefulness did not indirectly influence behavioral intention through trust. Finally
perceived ease of use did not affect consumer behavioral intention through perceived usefulness and trust These findings extended the
application of the technology acceptance model in using digital payment platforms in Indonesia. These findings reinforced current research on
user adoption of new technology. Furthermore, this result provides a managerial implication for digital payment platforms providers to improve
consumer behavioral mtentions.
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The effects of facilitating conditions, customer experience and brand loyalty on customer-based brand equity through social media marketing
Pages:§73-884

Mohammed T. Nuseir and Ghaleb Efr@”agz PDF (650K)

Abstract: The prime concern of the current research effort 1s to assess the role of social media marketing efforts to explain the consumer-based
brand equity among the restaurant industry of the United Arab Emirates. The study incorporated the facilitating conditions, customer experience
and brand lovalty that influence the utilization of social media marketing that further develop the consumer-based brand equity. The restaurants
are an important element of the hospitality sector in UAE and important due to the huge number of visttors. Therefore, the importance of social
media marketing becomes more evident due to effective approaches in attracting the customers remotely. The collected data was analyzed on
Smart-PLS and results depict that facilitating conditions, customer experience and brand loyalty influence social media marketing and
consumer-based brand equity. However, the mediating role of social media marketing remamed msignficant.
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The effect of social media marketing, compatibility and perceived ease of use on marketing performance: Evidence from hotel industry
Pages:885-894
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Abstract: This research effort addresses the role of social media marketing activities, the compatibality with latest technology availability and
perceived ease of use of social media and technological applications and systems to influence the attitude towards adoption that further
enhances the marketing performance. The hotel industry of UAE 1s required to adopt the social networking sites and online marketing
approaches instead of traditional marketing pattern to attract the customers on large-scale worldwide specifically. In addition, Due to Cowvid19
pandemic era, the need for online applications has mereased dramatically to avoid the physical contact. The study contributes to the body of
knowledge by explaming the role of social media marketing, its compatibility and ease of use to predict the attitude towards adoption that
further influences the marketing performance. The study reported that social media marketing efforts. the compatibility of online applications
and percerved ease of use influence the attitude towards the adoption of social networking sites significantly, moreover the marketing
performance is influenced by inclined attitude of adoption network related applications.
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Abstract: As part of their corporate social responsibility (CSR) and sustainable products, many big players in the industry have now reduced
plastic through the design, manufacturing and packaging of products and their ultimate disposal. This paper investigates the direct and indirect
relationships between awareness, trust, and brand preference on purchase intention in green marketing. Based on a review of the literature, a
series of hypotheses are dertved and tested using regression analysis. The research employs an online survey-based method to test a theoretically
grounded set of proposed hypotheses. The data were collected from 348 young adults living in Jakarta, Indonesia. The results show that green
awareness does not influence purchase intention directly. On the other hand, the indirect effect of green awareness through green brand
preference on purchase mtention was greater compared with the indirect effect through green trust. Therefore, this study draws attention to the
importance of green brand preference and green trust on purchase intention. Given that the consumption of organic products has the potential to
elicit awareness, trust, and preference of eco-friendly consumers, these findings have significant management implications for corporate
managers when considering the production of organic commodities.
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work has surveyed 250 consumer films on the digital social media platform. Data collection used a
questionnaire designed with a five-point Likert scale. The questionnaire was created using a Google

2022 Form, and questionnaire distribution was performed by sending the link through social media to the
Keywords: respondents. As many as 300 questionnaires were distributed, and 258 questionnaires were consid-
Perceived ease of use ered valid for further analysis. Data analysis used smartPLS software version 3.0. The result revealed
Perceived security that nine hypotheses were empirically supported while the others two were not supported. Perceived
Perceived usefulness security directly affects trust and consumer behavioral intention. Perceived ease of use directly af-
Trust fects perceived usefulness and consumer behavioral intention. Perceived security indirectly influ-

Consumer behavioral intention ences consumer behavioral intention through trust and perceived usefulness. Furthermore, perceived

usefulness directly affects trust and consumer behavioral intention. Besides, trust directly affects
consumer behavioral intentions. Perceived ease of use indirectly affects behavioral intention through
perceived usefulness. Moreover, perceived security affects consumer behavioral intentions indi-
rectly through trust. Perceived ease of use influences perceived usefulness. However, perceived use-
fulness did not indirectly influence behavioral intention through trust. Finally, perceived ease of use
did not affect consumer behavioral intention through perceived usefulness and trust. These findings
extended the application of the technology acceptance model in using digital payment platforms in
Indonesia. These findings reinforced current research on user adoption of new technology. Further-
more, this result provides a managerial implication for digital payment platforms providers to im-
prove consumer behavioral intentions.

© 2022 by the authors; licensee Growing Science, Canada.

1. Introduction

The COVID-19 pandemic has now spread all over the planet. In March 2020, the COVID-19 virus infected at least 69 coun-
tries, with Indonesia being one of them. This epidemic has triggered a global economic crisis, particularly in Indonesia. The
Indonesian government has implemented a social and physical distancing (the new normal) known as Large-Scale Social
Restrictions. This policy challenges the community and businesses to devise solutions that allow them to continue their daily
lives and conduct business while adhering to government policies. One of the most effective methods is information technol-
ogy, enabling people to do activities and conduct business while still adhering to government laws. People in the online
business world see this as a fantastic chance to help the community stay engaged while avoiding the spread of the COVID-19
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virus. Furthermore, the proliferation of internet connections, better networks, technological innovation, and the availability of
smart gadgets have resulted in the creation of OTT (over the top) services, which provide services to users directly through
the Internet (Gupta & Singharia, 2021). The use of this digital payment app reduces the danger of being infected with the
COVID-19 virus. Cashless digital payments via smartphone apps such, particularly during pandemics. Digital payment appli-
cations are used to process payments (Tarigan et al., 2022). This is far more convenient than using a credit card.

However, some people are still skeptical about using an e-wallet. On the other hand, others have trusted and used this e-wallet
to help them with their daily tasks. This issue demonstrates that the public purpose or desire to use non-cash payments must
be improved for individuals to be willing to use them. Using digital payment applications has recently shifted user behavior,
prioritizing the health component over the promotional aspect during this pandemic (Tarigan et al., 2022). The existence of
the COVID-19 epidemic has undergone tremendous growth, one of Indonesia’s digital payment applications, with a 267
percent increase in new users compared to the time before the PSBB in numerous Indonesian cities. Indonesia. The question
raised is whether the users trust the digital payments they use, whether they give a valuable experience for their users, and
whether they will use the digital application regularly after the first time they use it.

Previous research indicated that privacy, access speed, security, content, design, perceived benefits, trustworthiness, and ease
of use are all factors that influence user (consumer) behavioral intention to use digital payment services (Revathy & Balaji,
2020). There have been numerous scams in the company digitization process and e-commerce applications, privacy and se-
curity (perceived security) damage trust users. In terms of access speed and design, the consumer places a high value on
perceived usefulness. Business owners working in the worlds of digitalization and commerce take these considerations into
account as well. In Taiwan and Vietnam, Krishnan & Koshy (2021) found that perceived usefulness influences consumer
behavioral intentions to buy electric cars. Perceived usefulness, perceived ease of use, and perceived enjoyment can influence
consumer behavioral intention on information technology systems (Zhang et al., 2014; Basuki et al., 2022). Security, trust,
and the benefits achieved are the primary elements determining consumer behavioral intention to use digital payment appli-
cations. The technology acceptance model (TAM), which includes perceived ease of use, perceived enjoyment, and perceived
usefulness, has an impact on consumer behavioral intention to use on 368 respondents in using the internet of things on
electronic toll collection (ETC) in China (Gao & Bai, 2014). Hubert et al. (2019) investigated the technology acceptance
model (TAM) on smart home applications against 409 respondents. According to the study, perceived ease of use had a
negative and minor effect on behavioral intention, whereas perceived usefulness influenced consumer behavioral intention.
Perceived usefulness, perceived simplicity of use, and perceived enjoyment can impact behavioral intention, according to an
information technology system utilized (Zhang et al., 2014; Basuki et al., 2022). Besides, Merhi et al. (2019) found that trust
had a beneficial impact on consumer behavioral intentions to utilize mobile banking. Furthermore, Khan et al. (2021) demon-
strated that perceived security is a predictor of trust. Users’ feelings of security will determine their level of faith in technology.
Meanwhile, technology consumers will have faith in technology if they believe that technology they are using is advantageous
to them.

Perceived ease of use is another factor that indicates the level of ease of use in the user’s mind (Palumian et al., 2021). The
user will not intend to use technology when the user perceives that the technology requires a big effort. Previous research also
indicated that perceived ease of use increases the intention to use e-Government di Indonesia (Susanto & Aljoza, 2015). This
study was conducted by surveying 40 users of public e-service in the Immigration services department.

Based on the above discussion, it appears that Technology Acceptance Model (TAM) theory can be used in numerous indus-
tries as long as it is related to using the latest technology, as evidenced by past studies. It has been indicated that the initial
technology acceptance model has developed perceived security, perceived ease of use, perceived usefulness, and trust are all
of which influence consumer (user) behavioral intention. However, the previous research merely stated the association be-
tween two elements in isolation. This study creates a model to investigate the impact of perceived security, perceived ease of
use, and perceived usefulness on consumer behavioral intention through trust in digital payment apps. This study seeks the
acceptance of the technology acceptance model (TAM) by involving additional constructs, i.e., trust and perceived security,
which are considered essential in the financial transaction involved. Furthermore, this study also seeks the acceptance of the
research model in the context of digital payment in Indonesia. This research model generates three concerns that must be
addressed in this study: 1) whether perceived security and perceived usefulness affect trust and consumer behavioral intention;
and 2) whether perceived security, perceived ease of use, perceived usefulness, and trust affect consumer behavioral intention;
and 3) whether perceived security and perceived usefulness have an indirect effect on consumer behavioral intention through
trust. This study is considered necessary in the current new technology such as digital payment to seek how the user is inter-
ested in using the technology. The result of this study could provide an insight on how to design the application to attract the
user’s intention to use.

The following order describes how this paper is organized. First, the theories relating to the research constructs and the con-
struction of hypotheses are discussed in Section 2. The research methodology is then described in section 3, followed by the
results of data analysis in section 4, a discussion of the analysis results in section 5, and lastly, the study’s conclusions in
section 6.
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2. Literature review
2.1 Technology Acceptance Model (TAM)

Davis (1989) established the Technologies Acceptance Model (TAM) to describe how users will embrace new technology.
TAM is based on the Theory of Reasoned Action (TRA), but Davis does not use all of the theory’s components. On the other
hand, Davis only utilizes the components “Belief” and “Attitude” because he believes that the behavior of using information
technology begins with a perception of its usefulness and simplicity of use. To date, the TAM model has been routinely
employed to anticipate information technology uptake (Palumian et al., 2021). This model seeks to explain the primary ele-
ments that influence information technology users’ behavior toward adopting the technology itself. Furthermore, a study by
(Venkatesh & Davis, 2000) has extended the theoretical technology acceptance model called TAM2. As discussed above,
TAM by David proposed the antecedent of the usage behavior are perceived ease of use, perceived usefulness, and intention
to use. However, the research of Venkatesh & Davis (2000) proposed that before the perceived ease of use and perceived
usefulness, other antecedent factors affect it, namely, subjective norm, image, job relevance, output quality, and result de-
monstrability. In addition, two factors moderate the relationship between subjective norm and perceived usefulness: experi-
ence and voluntariness. With the evolution of the model, TAM has been gradually extended to financial transactions. This
extended application of the TAM is common with the introduction of new constructs that are considered essential based on
the research context. For example, in the financial context, the security and trust are very important to make sure the cash
transaction or investment is secured. As has been discussed in the introduction section, this study creates a model to investigate
the impact of perceived ease of use, perceived usefulness, perceived security, and trust on the behavioral intention in the
digital payment industry.

2.1.1 Perceived Security

Users’ major worry in terms of financial transactions will always be security services. Users’ subjective likelihood that their
personal information will not be accessed, stored, or manipulated illegally by others is defined as perceived security (Flavian
& Guinaliu, 2006). Customers have been under the impression that digital payment systems are insecure because they can be
hacked (Falk et al., 2016). As a result, one of the most significant issues consumers confront while using digital payment
systems is their perception of security (C. Kim et al., 2010). As a result, perceived security can be defined as the prevention
and anticipation of threats that have the potential to cause economic challenges by causing damage to data sources or networks,
data gathering and manipulation, denial of service, fraud, and abuse of authority. At the same time, according to a study
(Hartono et al., 2014), perceived security has four dimensions. In the beginning, secrecy refers to when improper information
exposure can be predicted and avoided. Information leakage to unauthorized parties will be better anticipated and avoided
with a system with superior secrecy. Second, integrity refers to the point at which unauthorized changes to data may be
expected and avoided. Systems with a high level of integrity can predict and prevent data modifications or alterations, such
as improper updates, deletions, or inappropriate additions. The presence of digital signatures and anti-virus applications is a
popular technique to ensure data integrity. Third, the amount of information offered by the authorities is referred to as avail-
ability. A system with high availability will continually give useful information to authorities. Fourth, non-repudiation is a
transaction between a buyer and a seller in which the system users ensure that the seller receives the information given by the
consumer. Systems that are superior in non-repudiation can provide verifiable confirmation of identification. Digital signa-
tures are a frequent security example for ensuring non-repudiation.

According to research conducted by Flavian and Guinaliu (2006), eight indicators can be used to measure perceived security,
including 1) having a mechanism that ensures the security of transmitting user information, 2) demonstrating great concern
for the security of each transaction, 3) having sufficient technical capabilities to ensure that no other organization will replace
their identity, and 4) being confident, 5) be certain that unauthorized parties will not intercept the data I send; 6) have sufficient
technical capabilities to ensure that hackers will not intercept the data I send; 7) believe that third parties will not change the
data I send, and 8) have sufficient technical capabilities to ensure that third parties will not be able to modify the data I send.
Therefore, this study will use these eight characteristics to assess perceived security.

2.1.2 Perceived Usefulness

According to Venkatesh et al. (2003), the perceived usefulness of information technology in carrying out their jobs are the
advantages of information technology. Perceived usefulness is a person’s belief in using a specific system. As a result, per-
ceived usefulness can be defined as a circumstance in which people believe that technology will help them accomplish their
goals. If a person is aware of the advantages of using technology, they are more likely to use it. According to Davis (1989),
five indicators evaluate perceived usefulness: 1) Work More Quickly: Adopting digital information technology in the work-
place can positively impact performance, allowing information technology users to finish tasks more quickly. 2) Practical,
The usage of information technology can bring many advantages that can assist users in carrying out their regular tasks. 3)
Increase Productivity, Information technology users can manage and utilize resources effectively to produce more optimal
results with the benefits of employing information technology in their daily operations. 4) Increase Effectiveness: Information
technology may assist users in increasing their effectiveness by assisting them in achieving their goals at a lower cost and in
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a shorter amount of time. 5) Improve Job Performance: Information technology users can use it to better their job performance
in terms of quantity and quality by utilizing it to perform their duties and obligations. Davis' research was used to gauge
perceived usefulness in this study.

2.1.3 Perceived Ease of Use

Perceived ease of use is defined as how an individual believes that using a particular information technology system would
be free of effort. An application perceived to be easier to use than another is more likely to be accepted by users (Davis,1989).
Perceived ease of use is a person’s level of belief that a system can be easily understood. Bassiouni et al. (2019) state that
perceived ease of use is the ease of use felt by users in technological entertainment in video games. Perceived ease of use is
defined as the ease of understanding and interacting with information technology systems used in restaurants (Zhang et al.,
2014). A system on Facebook that is often used has an impact on being easy to understand, easier to operate, and easier to use
(Rauniar et al., 2014). Perceived ease of use in cloud computing is the easier it is to perceive cloud computing, the more likely
it is to adopt technological innovation (Ratten, 2014). The use and interaction between the user and the smart home system
can show the level of ease of use (Hubert et al., 2019). Bassiouni et al. (2019) measure it using efficient video games, video
games to be easy to use and easy-to-understand. Perceived ease of use information technology class is measured through
interacting with the system (Tarigan et al., 2020). It does not require significant effort, and the system is easy to use as desired
(Zhang et al., 2014). The indicators used by Ratten (2014) to measure the perceived ease of use of cloud computing are easy
to use, learning to use cloud computing is easy, and learning how to use cloud computing quickly. The use of Facebook as a
system for perceived ease of use is measured from Facebook being flexible in interacting, easy to make Facebook, easy to be
skilled in using Facebook, Facebook is easy to use and interaction with Facebook clear and understandable (Rauniar et al.,
2014). This study assesses perceived ease of use using four indicators, namely, 1) easy to use, 2) easy to understand, 3) easy
to interact clearly, and 4) can be quickly use.

2.1.4 Trust

Competence, integrity, honesty, and kindness are all traits that influence trust. Trust is a party’s belief in the other party’s
intentions and actions (Daabseh & Aljarah, 2021; Siagian & Cahyono, 2014). Research Customer trust in using digital pay-
ment instruments is defined by Kim et al. (2010) as consumer confidence that electronic transactions would be executed
according to their expectations. Therefore, trust is defined as the expectation that a firm can be trusted to deliver its commit-
ments. According to Kim et al. (2010), there are four indicators of trust: 1) trusting all parties involved in digital payment
applications, such as sellers and buyers, 2) trusting digital payment application security mechanisms, 3) trusting digital pay-
ment application services, and 4) trusting information provided during the application process. Because it is more important
to understand the relationship of trust as a mediating variable on behavioral intention, trust was measured in this study utilizing
research from Kim et al. (2010).

2.1.5 Consumer Behavioral Intention

According to Warshaw and Davis (1985), consumer behavioral intention is a condition that describes the amount to which an
individual has deliberately planned something to do or not do in the future. According to Zeithaml et al. (1996), behavioral
purpose can lead to positive or negative outcomes. Positive reinforcement, improved business volume, positive commenda-
tion, and a willingness to pay a higher price are all common outcomes of good behavioral intentions. According to Zeithaml
et al. (1996), behavioral intention comprises 1) word of mouth communication, informal communication between
friends tends to be more persuasive because the message has no stake in the recipient’s behavior. 2) recommending digital
payment platforms to relatives. 3) Using digital payment platforms without any promo. 4) Price Sensitivity is the attitude or
sentiment of a customer willing to pay the company’s price for the desired goods. 5) The probability of consumers being
interested in purchasing a given product is characterized as repeat purchasing. Repurchase behavior is commonly confused
with brand loyalty, but the two are not synonymous. 6) Customer Loyalty: Customer loyalty is defined as a customer’s desire
to utilize a company’s products or services in the long run and to promote them to others. Because it is more relevant to the
present pandemic conditions, the behavioral intention is assessed in this study utilizing research by Zeithaml et al. (1996).

2.2. Relationships Between Concepts
2.2.1 Perceived Security and Trust

There is a link between perceived security and trust. Users’ trust will be lost if companies cannot ensure the security of
personal data, such as information leaks or information that outsiders can view. According to Khan et al. (2021), perceived
security is an antecedent of trust. According to this study, the level of trust in E-Government in Pakistan is determined by
perceived security. Therefore, there is a link between consumer security and their trust in a product or service. One aspect that
impacts trust in Wechat pay users in China is perceived security (Sarkar et al., 2020). The first hypothesis can be stated as
follows, based on the above study.

Hi: Perceived security has a significant effect on trust.
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2.2.2 Perceived ease of use and perceived usefulness

A study using a general extended technology acceptance model for E-Learning (GETAMEL) in the context of e-portfolios
with the survey of 242 UK undergraduate students who had been introduced to e-portfolios indicated that perceived ease of
use affects perceived usefulness (Abdullah et al., 2016). Moreover, a study by Davis (1989) indicated that perceived ease of
use is a determinant of perceived usefulness. Furthermore, research by Yusoff et al. (2009) suggested that perceived ease of
use influences perceived usefulness. Perceived ease of use positively impacts perceived usefulness in 389 respondents students
who use Facebook caused by easy-to-use Facebook, and interactions through Facebook are easy to understand (Rauniar et al.,
2014). Perceived ease of use when having a smart home influences perceived usefulness due to the ease of using a smart
home, and the ease of operating it provides life easier and more profitable (Hubert et al., 2019). Perceived ease of use impacts
perceived usefulness in using cloud computing (Ratten, 2014). Finally, perceived ease of use positively affects perceived
usefulness in Korean consumer sports and fitness wearable devices (Kim & Chiu, 2019). Based on this argument, the follow-
ing hypothesis is formulated.

Hz: Perceived ease of use affects perceived usefilness.
2.2.3 Perceived Usefulness and Trust

There is a link between perceived usefulness and trust. Consumer trust in utilizing web-based digital payment systems is
directly and strongly influenced by perceived security, privacy, the convenience of use, and usefulness (Casalo et al., 2007).
According to Mou et al. (2017), consumer trust is significantly impacted by online-based services’ perceived usefulness.
Perceived usefulness and perceived ease of use were significant determinants of consumer trust (Amin et al., 2014). Yudiarti
and Puspaningrum (2018) found that perceived usefulness influences trust and that trust mediates the effect of perceived
usefulness on consumer behavioral intention. This argument establishes a link between the benefits of a product or service
and consumer faith in it. This argument proposes the third hypothesis as follows.

His: Perceived usefulness affects trust.
2.2.4 Trust and Consumer Behavioral Intention

One of the main reasons people have not shopped online or submitted personal information to digital payment applications
(Tarigan et al., 2022). Trust in online transactions that require customers to provide information and customer satisfaction
(Daabseh & Aljarah, 2021; Hoffman et al., 1999). Customers must be informed about a company’s data gathering procedures
and rules for the relationship to succeed (Tarigan et al., 2020). On the other hand, customers must be willing to share personal
information for the organization to develop customer connections. (Borhan et al., 2019) found that trust had a beneficial
impact on the intention to use high-speed rail (HSR) in Libya. Other studies in Beijing, China, show that trust impacts the
adoption of automated vehicles (Dirsehan & Can, 2020). According to Merhi et al. (2019), trust affects consumer behavioral
intentions to use mobile banking. Finally, a study of mobile banking users in Jakarta, Indonesia, found that whether or not
customers will continue to use the service is determined by their level of trust (Maureen Nelloh et al., 2019). The third hy-
pothesis can be stated as follows, based on the preceding arguments:

Ha: Trust has a significant effect on consumer behavioral intention.
2.2.5 Perceived Ease of Use and Consumer Behavioral Intention

Previous research indicated that perceived ease of use increases the intention to use e-Government in Indonesia (Susanto &
Aljoza, 2015). This study was conducted by surveying 40 public e-services in the Immigration services department. Other
research also shows that perceived ease of use determines the intention to use social commerce in social media. (Renny et al.,
2013) concluded that perceived ease of use constitutes one of the determinants of the intention to use on the electronic pas-
sengers ticketing in the Airport. However, another study in Thailand with 430 participants concluded that ease of use did not
affect consumer behavioral intention on E-Marketing (Kanchanatanee et al., 2014). Based on the description, this study pro-
poses the fifth hypothesis.

Hs: perceived ease of use affects consumer behavioral intention.
2.2.6 Perceived Security and Consumer Behavioral Intention

Chiu et al. (2009) found a link between the two. Consumers’ behavioral intentions are influenced by their perceptions of
security since perceived security is one of the key reasons many potential customers are hesitant to shop online or use digital
payment applications (cashless). According to Mombeuil and Uhde (2021), in China, perceived security influences the incli-
nation to use Wechat Pay. Klobas et al. (2019) found that a person’s perception of security risk influences their propensity to
use smartphones. Another study by Merhi et al. (2019) found that perceived security influences behavioral intentions in Leb-
anon and the United Kingdom in mobile consumer banking. The findings of Sudono et al. (2020) also show that in Surabaya,
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Indonesia’s perceived security influences the propensity to use mobile payments. This study proposes, based on the preceding
considerations, that the sixth hypothesis:

He: Perceived security has a significant effect on consumer behavioral intention.
2.2.7 Perceived Usefulness and Consumer Behavioral Intention

TAM has a purpose that determines the adoption of behavior that is planned to employ information system technology (Davis,
1989; Palumian et al., 2021). Information systems or applications would be more likely to be accepted by users in the future
(Tarigan et al., 2020). Krishnan & Koshy (2021) research demonstrates that perceived usefulness increases consumer behav-
ioral intention to acquire electric cars in Taiwan and Vietnam. The perceived usefulness of a massive open online course
(MOOC) influenced the desire to use it, according to a study conducted on nurses in Portugal (Krishnan & Koshy, 2021).
Another survey on self-service technologies at the Kuala Lumpur International Airport by (Taufik & Hanafiah, 2019) found
that perceived usefulness influences consumer behavioral intention. In Beijing, China, perceived usefulness is critical in per-
suading someone to utilize an autonomous vehicle (Dirsehan & Can, 2020). According to research on the adoption of e-
Government in the Netherlands, trust is the most important factor in determining whether or not e-Government services are
accepted (Horst et al., 2007). Based on the above reasoning, the seventh hypothesis can be stated as follows.

H7: Perceived usefulness affects consumer behavioral intention.
2.3 Indirect hypotheses development
2.3.1 Perceived Security and Consumer Behavioral Intention through Trust

The development of trust might alter consumers’ intents to buy, according to (Flavidn & Guinaliu, 2006). Perceived security
has a relationship with behavioral intention through trust. However, consumers’ perceptions of the security of their personal
information have an impact on trust. According to another survey conducted by C. Kim et al. (2010), most consumers prefer
to use cash as a transaction tool because they lack trust in the security of online-based transaction services. According to the
findings, trust is a mediator of perceived security on customers’ behavioral intentions. Research conducted on electronic
medical records in Malaysian hospitals, perceived security influences behavioral intention through trust (Enaizan et al., 2020).
The hypothesis H8 can be expressed as follows based on this discussion.

Hs: Perceived security influences consumer behavioral intention through trust.
2.3.2 Perceived Usefulness and Consumer Behavioral Intention through Trust

Perceived usefulness influences consumer behavioral intention through trust, (Chen & Barnes, 2007; Basuki et al., 2022).
Perceived usefulness, perceived security, and perceived privacy all affect varying levels of trust. Consumers with a high level
of trust are more likely to buy a product or service. Thus, we can observe from the research that trust is a mediator of perceived
usefulness on customers’ behavioral intentions. According to Singh & Sinha (2020), perceived usefulness influences con-
sumer behavioral intention indirectly through trust. In the previous studies, as discussed in the relationship of perceived use-
fulness, it was formulated that perceived usefulness directly affects trust (Casalo et al., 2007; Mou et al., 2017; Yudiarti &
Puspaningrum, 2018). On the other hand, previous studies conclude that trust directly influences consumer behavioral inten-
tion (Borhan et al., 2019; Dirsehan & Can, 2020; Maureen Nelloh et al., 2019; Merhi et al., 2019). Based on these two premises
that perceived affects trust, and trust affects consumer behavioral intention, we can postulate hypothesis H9 as follows.

Ho: Perceived usefulness affects consumer behavioral intention through the mediation of trust.
2.3.3 Perceived ease of use influences consumer behavioral intention through perceived usefulness

Another indirect hypothesis is also determined based on the same logic in formulating a hypothesis (H9). As it has been
discussed, perceived ease of use directly affects the perceived usefulness according to previous studies (Abdullah et al., 2016;
Davis, 1989b; Hubert et al., 2019; T. Kim & Chiu, 2019; Ratten, 2014; Rauniar et al., 2014; Yusoff et al., 2009; Basuki et al.,
2022). Furthermore, perceived usefulness directly affects consumer behavioral intention, as suggested by (Dirsehan & Can,
2020; Horst et al., 2007; Taufik & Hanafiah, 2019). Then, hypothesis H10 can be derived based on these two direct hypotheses.

Huo: Perceived ease of use influences consumer behavioral intention through perceived usefulness.

The last indirect hypothesis is formulated following similar reasoning with the previous indirect hypothesis. Since perceived
ease of use affects perceived usefulness (Abdullah et al., 2016; Davis, 1989b; Hubert et al., 2019; Ratten, 2014; Rauniar et
al., 2014; Yusoff et al., 2009), perceived usefulness affects trust (Amin et al., 2014; Casalo et al., 2007; Mou et al., 2017,
Yudiarti & Puspaningrum, 2018), and trust affects consumer behavioral intention (Borhan et al., 2019; Dirsehan & Can, 2020;
Hoffman et al., 1999; Maureen Nelloh et al., 2019; Merhi et al., 2019) , then we derive the last hypothesis (H11) as follows.
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Hu: Perceived ease of use affects consumer behavioral intention through perceived usefulness and trust.

The relationship of those constructs and hypotheses developed is summarized in a research framework depicted in Fig. 1.

Perceived
ease of use

Perceived

H3 usefulness

Behavior
Intention

Trust H4
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H1 \
security

Note. Indirect relationships (H8 and H11) are not shown on the Figure.
Fig. 1. Research Framework and Hypotheses

3. Methodology
3.1 Population and Sample

Quantitative research was utilized to evaluate causality links between constructs to test hypotheses developed previously. The
respondents in this study are consumer streaming film on the digital social media platform, likely viewers on Netflix, Viu,
Goplay, HBO Go, IndiHome. Data collection used a questionnaire designed with a five-point Likert scale with 1: strongly
disagree and 5: strongly agree. The questionnaire was created in Google Form, and the link was used to distribute to 300
predetermined respondents using social media. Calculations utilizing the finite population approach yielded a minimum sam-
ple size of 250 responders as a minimum required sample. Thus, the number of valid respondents to be analyzed according to
the survey results is 258. The questionnaire was designed using a five-point Likert scale to measure the indicators of each
variable. Partial Least Squares (PLS) with SmartPLS version 3.0 was used to analyze the data. The analysis is performed in
two stages, namely, outer model and inner model analysis. The outer model evaluation assesses the validity and reliability of
the indicators of each variable, while inner model analysis investigates the hypotheses of the study.

4. Analysis and finding
4.1 Validity and Reliability Test

This study used structural equation modelling — partial least square (SEM-PLS) to analyze the research data using SmartPLS
software version 3.0. The first step to conduct confirmatory factor analysis of the variable indicators by looking at the validity
and reliability of the indicators. The convergent and discriminant validity tests are the two types of validity tests used in this
investigation. The factor loading was assessed on each indicator to test the convergent validity and the Forner-Larcker crite-
rion is used to assess the discriminant validity. The analysis result is demonstrated in Table 2.

Table 2

Mean, Standard deviation, factor loading, and outer VIF
Item Description Mean Standard Deviation Factor Loading Outer VIF

Consumer Behavioral Intention
BI1 Saying positive things about digital payments 4.41 0.743 0.691 1.620
BI2 Recommending digital payment applications 4.33 0.756 0.746 1.895
BI3 Using digital payment applications without promos 3.97 0.947 0.747 2.005
B4 I am using payments digital for an additional fee. 3.79 0.952 0.734 1.885
BIS I am using digital payments in the future. 4.45 0.658 0.846 2.640
BI6 I am using digital payments in the long term. 4.49 0.628 0.834 2.466
Perceived Security

PS1 Payment information transmission is secure 3.97 0.947 0.718 1.955
PS2 Payments in each transaction are secure. 4.32 0.711 0.686 3.629
PS3 The transaction is protected from hacking 4.21 0.772 0.653 4.173
PS4 Digital is safe when using the internet 4.07 0.865 0.793 2.322
PS5 Unauthorized parties will not intercept data. 4.03 0.879 0.729 2.853
PS6 Digital payments are safe from hacking 3.94 0.883 0.850 4.034
PS7 Data sent cannot be changed by third parties. 4.14 0.812 0.680 2.156

PS8 Data sent cannot be modified by others. 4.23 0.753 0.673 1.980
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Table 2
Mean, Standard deviation, factor loading, and outer VIF (Continued)
Item Description Mean Standard Deviation Factor Loading Outer VIF
Perceived usefulness
PUl  Digital payments more quickly complete work 439 0.740 0.578 1.323
PU2 Digital payment applications is very helpful 4.39 0.726 0.761 2.276
PU3  Digital payment applications simplify the transaction 4.53 0.747 0.826 2.753
PU4  Digital payment apps give me a lot of benefits. 4.56 0.642 0.751 2.363
PUS  Digital payment applications increase productivity 4.08 0.991 0.785 2.900
PU6  Digital payment applications increase cost-efficiency 4.29 0.873 0.785 2.475
PU7  Digital payment applications increase time efficiency 437 0.853 0.821 2.983
PUS8 Digital payment applications improve work performance 4.12 0.955 0.761 2.602
PU9  Digital payment applications complete many activities 4.22 0.911 0.795 3.046
Trust
T1 All parties involved in transactions are trusted 4.38 0.695 0.836 1.832
T2 The security of the digital transactions is trustworthy 4.40 0.620 0.745 1.761
T3 The service of digital payment t is trusted 4.36 0.578 0.704 1.563
T4 The information provided on processes is trusted 4.36 0.676 0.756 1.544
Perceived Ease of Use
PEUl  Ease to use 4.07 0.777 0.726 1.739
PEU2  Easy to understand 4.10 0.681 0.925 3.652
PEU3  Easy to interact clearly 4.01 0.806 0.838 2.771
PEU4  Application can be used quickly 3.83 0.787 0.785 1.949

According to Table 2, all outer loading values are greater than 0.50. As a result, all indicators are considered valid in conver-
gent validity (Hair et al., 2019) . In addition, the value of the outer variance inflation factor (VIF) addresses the collinearity
between indicators, with the VIF value requirement being less than 5.0 (Hair et al., 2019). The result indicated that VIF is in
the range of 1.323 —4.034, which implies that those indicators satisfy the VIF requirement values. Moreover, the discriminant
validity testing is also performed using the Forner-Larcker criterion shown in Table 3.

Table 3
Discriminant Validity
) ) Perceived Perceived Perceived Trust
Consumer Behavioral Intention Ease of Use Security usefulness
Consumer Behavioral Intention 0.768
Perceived Ease of Use 0.740 0.822
Perceived Security 0.687 0.476 0.725
Perceived usefulness 0.675 0.599 0.399 0.766
Trust 0.725 0.604 0.651 0.455 0.762

Table 3 shows that there is good discriminant validity based on the Forner-Larcker criterion. The AVE square root of each
variable (bold writing) is always greater than the correlation value across variables. As a result, all indicators match the
criterion and are declared valid (Fornell & Larcker, 1981). The value of composite reliability, rho A, Cronbach’s, and AVE
are used in reliability testing. If the composite reliability, Cronbach’s Alpha, exceeds 0.70 and the AVE value is greater than
0.50, the reliability criteria are met (Hair et al., 2019). Table 4 demonstrates that all of the variables employed in this study
have composite reliability and Cronbach’s Alpha and rho A values that are all more than 0.7. In addition, the value of the
average variance extracted (AVE) is > 0.50. As a result, this study’s indicators are considered reliable, and further inner model
evaluation can proceed.

Table 4
Reliability
Cronbach's Composite
Alpha tho A Reliability AVE

Consumer Behavioral Intention 0.860 0.863 0.896 0.590
Perceived Ease of Use 0.836 0.841 0.892 0.675
Perceived Security 0.871 0.880 0.898 0.526
Perceived usefulness 0911 0.915 0.927 0.586
Trust 0.762 0.777 0.846 0.580

4.2 Inner Model Evaluation

Fig. 2 illustrates the research model and the result of model evaluation using the SmartPLS 3.0 software.

Table 5

R square and Q square values

R Square Q Square

Consumer Behavioral Intention 0.772 0.433
Perceived usefulness 0.358 0.179

Trust 0.470 0.261
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The independent variable ability to explain the variance of the dependent variable is reflected by the coefficient of determi-
nation (R?). At the same time, the Q square (Q?) is employed to determine the study model’s predictive relevance. The coef-
ficient of determination and predictive relevance are shown in Table 5.
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Fig. 2. Research Model and Analysis Results

R Square and Q square

The coefficient of determination of the consumer behavioral intention is 0.772. This result suggests that 77.20% of the vari-
ance of consumer behavioral intention is explained by the variance of perceived ease of use, perceived security, perceived
usefulness, and trust simultaneously. In contrast, the rest of the variance is explained by other variables. Furthermore, the
value of the trust’s coefficient of determination is 0.470, suggesting that trust variance is explained 47.0% by perceived secu-
rity and perceived usefulness simultaneously. Moreover, perceived usefulness has an R square value of 0.358, suggesting that
perceived ease of use explains the variance of perceived usefulness up to 35.8%. The criteria for the R? values have been
proposed by (Chin, 1998) with the value categorized unacceptable below 0.19, low 0.19-0.33, moderate 0.33-0.67, and good
at 0.67 or more. The result in Table 5 indicated the R? value of 0.358, 0.470, and 0.772, which are moderate and good levels.
Table 5 also indicated the value of Q square for each endogenous construct, namely, consumer behavioral intention, perceived
usefulness, and trust. Since the Q square value for each construct is greater than zero, the research model has an excellent
predictive relevance. According to (Hair et al., 2017), the value of Q? greater than zero indicates that the model has an excellent
predictive relevance. Therefore, the research model involving the five constructs has good predictive relevance. Finally,
Goodness-of-fit (GoF) in PLS-SEM has no standard statistic like in CB-SEM. The calculation of goodness of fit (GoF) uses
the square root of multiplication between the mean of the determination coefficient (R?) and AVE (Henseler & Sarstedt, 2013),
as shown in Equation (1). The mean value of R? is 0.533, obtained from Table 5, and the mean value of AVE is 0.591, obtained
from Table 4. The result of the GoF calculation using Equation 1 gives 0.561, which is a good fit ( > 0.36)(Tenenhaus et al.,
2005).

GoF =vR2Zx AVE =y/0.533x0.591 =0.561 (1)
4.3 Hypothesis Testing

The strength and nature (negative or positive) of the influence between variables are determined by path coefficients. The t-
statistic value, on the other hand, indicates whether or not the effect is significant. The path coefficient values from this
investigation and the t statistic are shown in Table 6. Table 6 reveals that all seven hypotheses are empirically supported since
the t statistics value exceeds 1.96 for a significant level of 5%. Therefore, hypothesis H1 is accepted, in which perceived
security has a considerable impact on the consumer behavioral intention with t-statistics values of 6.326 > 1.96. Perceived
ease of use positively influences perceived usefulness (H2) with a t value of 11.16 > 1.96. Perceived usefulness positively
affects trust (H3) with a t value of 2.762 > 1.96. Furtherly, the result also indicated that trust positively affects consumer
behavioral intention (H4) with a t value of 2.531 > 1.96. Perceived ease of use also positively influences consumer behavioral
intention (H5), with a t value of 4.627 > 1.96. Moreover, perceived security positively affects consumer behavioral intention
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(H6) with a t value of 2.816 > 1.96. Finally, perceived usefulness positively affects consumer behavioral intention (H7) with
a t value 0f 2.959 > 1.96.

Table 6
Direct Path Coefficient and T statistics
Direct Relationship Path Coefficient T Statistics P Value

Perceived Security — Trust (H1) 0.558 6.326 0.000
Perceived Ease of Use — Perceived usefulness (H2) 0.599 11.166 0.000
Perceived usefulness — Trust (H3) 0.233 2.762 0.005
Trust — Behavioral Intention (H4) 0.236 2.430 0.015
Perceived Ease of Use — Behavioral Intention (H5) 0.297 4.627 0.000
Perceived Security — Behavioral Intention (H6) 0.282 2.817 0.006
Perceived usefulness — Behavioral Intention (H7) 0.278 2.959 0.002

Besides direct relationships, this study also proposed indirect relationships between constructs, and the analysis result is
demonstrated in Table 7.

Table 7
Specific Indirect Path Coefficient and T Statistics
Indirect Relationship Path Coefficient T Statistics P-value
Perceived Security — Trust — Consumer Behavioral Intention (H8) 0.139 2.263 0.024
Perceived usefulness — Trust — Consumer Behavioral Intention (H9) 0.061 1.686 0.092
Perceived Ease of Use — Perceived usefulness — Consumer Behavioral Intention (H10) 0.164 2.682 0.007
Perceived Ease of Use — Perceived usefulness — Trust — Consumer Behavioral Intention (H11) 0.037 1.620 0.105

There are four indirect hypotheses proposed in the literature review, and two of them were supported while the other two were
not supported. First, perceived security positively influences consumer behavioral intent through the mediating role of trust
(H8) with a t value 0of 2.358 > 1.96. Secondly, Perceived ease of use indirectly affects consumer behavioral intention through
perceived usefulness (H10) with a t value of 2.624. However, Perceived usefulness did not affect consumer behavioral inten-
tion through trust with a t value of 1.722 < 1.96. In addition, Perceived ease of use did not affect consumer behavioral intention
through perceived usefulness and trust with a t value of 1.652 < 1.96.

Table 8
Total effect between constructs
Consumer .
Behavioral Intention Perceived usefulness Trust
Perceived Ease of Use 0.496 0.599 0.139
Perceived Security 0.414 0.558
Perceived usefulness 0.333 0.233

Trust 0.236

Table 8 shows the analysis result on the total impact between research constructs. This result indicated that perceived ease of
use affects most significantly consumer behavioral intention followed by perceived security, perceived usefulness, and trust.
Therefore, perceived ease of use becomes the first focus of the application provider to improve consumer behavioral intention.

5. Discussion

The results of the investigation suggest that the perceived security influences trust. The perceived security of digital payment
applications is strong enough to influence trust among consumers who use them. The findings of the descriptive analysis
demonstrate that the average value of all perceived security indicators is very high. The category also includes the average
value of the mean of all trust indicators, which is high. As a result, respondents believe that the perceived security of digital
payment applications is fairly strong and matches expectations, putting consumers’ trust in digital payment apps in the very
high category. The findings of this study are consistent with those of prior investigations (Khan et al., 2021; Sarkar et al.,
2020). According to this study, customers’ perceptions of security have a substantial impact on their trust. Respondents who
feel that other parties would not intercept their data will trust the security mechanism of digital transactions. Moreover, per-
ceived ease of use implies that the digital payment user believes that the platforms require no significant effort to understand
and use the applications. When the users perceive that it is easy to use the application, they will believe that the application
will benefit from using it. This study proved that perceived ease of use increases the perceived usefulness of digital payment
platforms. The previous studies also is in line with this finding (Abdullah et al., 2016; Davis, 1989b; Hubert et al., 2019; T.
Kim & Chiu, 2019; Ratten, 2014; Rauniar et al., 2014; Yusoff et al., 2009).

Furthermore, the finding revealed that perceived usefulness has an effect on trust. As a result, it can be concluded that the
perceived usefulness of using digital payment applications is significantly persuading trust consumers to use them. The find-
ings of this study are in line with those of earlier investigations (Casalo et al., 2007; Mou et al., 2017; Yudiarti & Puspan-
ingrum, 2018a). According to these findings, perceived usefulness has a major impact on user trust in digital payment plat-
forms. Furthermore, respondents believe that utilizing digital payment applications increases their work performance and
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trusts all parties involved in digital transactions. Also, the results of the investigation suggest that the variable trust affects
consumer behavioral intention. It can also be seen in the descriptive analysis results, which demonstrate that the average value
means of all indicators of trust is very high, and the average value mean of all indications consumer behavioral intention is
very high. As a result, it can be concluded that respondents have a high level of trust in digital payment applications, implying
that customers have consumer behavioral intentions to utilize them. The findings of this investigation corroborate prior re-
search. (Borhan et al., 2019; Dirsehan & Can, 2020; Hoffman et al., 1999; Maureen Nelloh et al., 2019; Merhi et al., 2019).
Respondents who trust the security procedures, services, and information that exist in the digital transaction process will be
interested in using digital payment applications, according to one reading of the phrase above. Besides, the analysis result
revealed that perceived ease of use does affect the consumer behavioral intention of the digital payment platforms. This finding
supports the previous research that when the use of technology is perceived ease by the user, then the user will have the
intention to use it and also forward the message to other user candidates (Kanchanatanee et al., 2014; Renny et al., 2013;
Susanto & Aljoza, 2015). Hence, the digital payment application owner needs to improve the perceived ease of use by en-
hancing the indicators of perceived ease of use such as easy to use, easy to understand, easy to interact and can use the
application quickly.

Other findings suggest that the perceived security affects consumer behavioral intention. Consumers' intention to utilize digital
payment applications are influenced by perceived security. The findings corroborate those of prior research (Chiu et al., 2009;
Klobas et al., 2019; Merhi et al., 2019; Mombeuil & Uhde, 2021). Respondents who believe the digital payment application
utilized is secure in processing information will speak positively about and advocate the usage of digital payment applications.
Also, this study revealed that perceived usefulness affects consumer behavioral intention. Respondents believe that the per-
ceived usefulness of digital payment applications is quite high and satisfies their expectations. The findings of this study
corroborate those of prior studies (Davis, 1989b; Dirsehan & Can, 2020; Horst et al., 2007; Krishnan & Koshy, 2021). On the
other hand, the result of this study also proved that perceived security impacts consumer behavioral intention through trust.
When a user perceives that the application is secure in their transaction and personal data, the user will trust the application.
While trust also influences consumer behavioral intention, it implies that perceived security indirectly positively affects con-
sumer behavioral intention. This finding shows that perceived security is highly essential in improving consumer behavioral
intention. The perceived security provides multiple impacts on the consumer behavioral intention.

However, the examination of particular indirect effects reveals that the perceived usefulness does not influence consumer
behavioral intention through trust. The higher the perceived usefulness did not affect consumers behavioral intention through
trust in digital payment applications. The findings of this study differ from those of earlier investigations (Chen & Barnes,
2007; Singh & Sinha, 2020) stating that consumers’ behavioral intentions are influenced by perceived usefulness through
trust. Respondents who believe that using digital payment applications makes transactions easier do not necessarily trust the
information contained in the digital transaction process, and therefore do not necessarily encourage using digital payment
applications. While perceived security influences consumer behavioral intention through trust in using digital payment appli-
cations, according to the analysis of particular indirect effects. As a result, it is reasonable to conclude that the greater the
perceived security of digital payment applications, the greater the consumer’s trust in utilizing digital payment services. As a
result, customers’ behavioral intentions to use digital payment applications will increase as their trust grows. The findings of
this study are consistent with those of prior investigations. (Enaizan et al., 2020; Flavian & Guinaliu, 2006; C. Kim et al.,
2010). Respondents who believe that the digital payment application they are using is safe in processing information. Never-
theless, perceived ease of use increases perceived usefulness and indirectly improves the behavioral intention of users. This
finding reveals that perceived ease of use provides multiple effects in enhancing the user’s behavioral intention. For example,
when users find that it is effortless to use digital payment platforms, they believe that the platform could benefit from per-
forming the transaction more efficiently and effectively. Furthermore, this impact will subsequently enhance the users’ be-
havioral intention by delivering a positive word of mouth to the other colleagues.

The last finding of this study found that perceived ease of use did not indirectly affect consumer behavioral intention through
perceived usefulness and trust. The hypothesis was ot empirically supported. Even though every two consecutive constructs’
direct relationship is significant, the indirect effect of perceived ease of use on consumer behavioral intention is not strong
enough. This result may be interpreted due to the direct relationship between two constructs; namely, perceived usefulness on
trust is significant, but it is weak. Hence, the mediating role of perceived usefulness and trust is deficient and not significant.

6. Conclusion

The initial purpose of this work is to investigate the acceptance of TAM on the digital payment platforms in Surabaya, Indo-
nesia. The research model extends the TAM by including the perceived ease of use, perceived security, perceived usefulness,
and trust in improving the user’s behavioral intention. Eleven hypotheses were developed based on the research model and
previous studies. Nine of eleven hypotheses were empirically-supported, while two others were not supported. Perceived
security directly affects trust and consumer behavioral intention (H1, H6). Perceived ease of use directly affects perceived
usefulness and consumer behavioral intention (H2, HS). Perceived security indirectly influences consumer behavioral inten-
tion through trust (H8). Furthermore, perceived usefulness directly trusts consumer behavioral intention (H3, H7). Trust di-
rectly affects behavioral intention (H4). Perceived ease of use indirectly affects consumer behavioral intention through
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perceived usefulness (H10). Moreover, perceived security affects consumer behavioral intention indirectly through trust (HS).
Perceived ease of use influences perceived usefulness. Perceived usefulness did not indirectly influence consumer behavioral
intention through trust (H9). Finally, perceived ease of use did not affect consumer behavioral intention through perceived
usefulness and trust (H11). These findings extend the technology acceptance model in Indonesia in using digital payment
platforms. These insights might then be used to enrich current research on user adoption of new technology. This research
suggests a managerial implication for digital payment platforms providers to improve users’ behavioral intentions. In enhanc-
ing the user’s behavioral intention, there is a requirement to promote perceived ease of use, perceived security, perceived
usefulness, and trust. This study has limitations covering only five factors and the population surveyed. Future research needs
to consider broader factors such as perceived enjoyment and quality. Also, future research needs to study more comprehensive
population coverage, such as the professional and practitioner.

References

Abdullah, F., Ward, R., & Ahmed, E. (2016). Investigating the influence of the most commonly used external variables of
TAM on students’ Perceived Ease of Use (PEOU) and Perceived Usefulness (PU) of e-portfolios. Computers in Human
Behavior, 63, 75-90. https://doi.org/10.1016/j.chb.2016.05.014

Amin, M., Rezaei, S., & Abolghasemi, M. (2014). User satisfaction with mobile websites: the impact of perceived usefulness
(PU), perceived ease of use (PEOU) and trust. Nankai Business Review International, 5(3), 258-274.
https://doi.org/10.1108/NBRI-01-2014-0005

Bassiouni, D. H., Hackley, C., & Meshreki, H. (2019). The integration of video games in family-life dynamics: An adapted
technology acceptance model of family intention to consume video games. Information Technology and People, 32(6),
1376-1396. https://doi.org/10.1108/ITP-11-2017-0375

Basuki, R., Tarigan, Z.J.H., Siagian, H., Limanta, L.S., Setiawan, D., & Mochtar, J. (2022). The effects of perceived ease of
use, usefulness, enjoyment and intention to use online platforms on behavioral intention in online movie watching during
the pandemic era. International Journal of Data and Network Science, 6(1), 253-262, DOI: 10.5267/j.ijdns.2021.9.003

Borhan, M. N., Ibrahim, A. N. H., & Miskeen, M. A. A. (2019). Extending the theory of planned behaviour to predict the
intention to take the new high-speed rail for intercity travel in Libya: Assessment of the influence of novelty seeking, trust
and external influence. Tranmsportation Research Part A: Policy and Practice, 130, 373-384.
https://doi.org/10.1016/j.tra.2019.09.058

Casalo, L. V., Flavian, C., & Guinaliu, M. (2007). The influence of satisfaction, perceived reputation and trust on a consumer’s
commitment to a website. Journal of Marketing Communications, 13(1), 1-17.
https://doi.org/10.1080/13527260600951633

Chen, Y. H., & Barnes, S. (2007). Initial trust and online buyer behaviour. Industrial Management and Data Systems, 107(1),
21-36. https://doi.org/10.1108/02635570710719034

Chin, W. W. (1998). The partial least squares approach for structural equation modeling. In In G. A. Marcoulides (Ed.),
Modern methods for business research (pp. 295-336). (pp. 295-336). Lawrence Erlbaum Associates Publishers.

Chiu, C. M., Chang, C. C., Cheng, H. L., & Fang, Y. H. (2009). Determinants of customer repurchase intention in online
shopping. Online Information Review, 33(4), 761-784. https://doi.org/10.1108/14684520910985710

Daabseh, T.K.I.A. & Aljarah, A. (2021). The relationship between online sale and customer value co-creation: The mediating
role of esatisfaction and e-trust. International Journal of Data and Network Science, 5(2), 97-106, DOI:
10.5267/j.1jdns.2021.2.005

Davis, F. D. (1989a). Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS
Quarterly: Management Information Systems, 13(3), 319-339. https://doi.org/10.2307/249008

Davis, F. D. (1989b). Perceived usefulness, perceived ease of use, and user acceptance of information technology. MIS
Quarterly: Management Information Systems, 13(3), 319-339. https://doi.org/10.2307/249008

Dirsehan, T., & Can, C. (2020). Examination of trust and sustainability concerns in autonomous vehicle adoption. Technology
in Society, 63, 101361. https://doi.org/10.1016/j.techsoc.2020.101361

Enaizan, O., Eneizan, B., Almaaitah, M., Al-Radaideh, A. T., & Saleh, A. M. (2020). Effects of privacy and security on the
acceptance and usage of EMR: The mediating role of trust on the basis of multiple perspectives. Informatics in Medicine
Unlocked, 21, 100450. https://doi.org/10.1016/j.imu.2020.100450

Flavian, C., & Guinaliu, M. (2006). Consumer trust, perceived security and privacy policy: Three basic elements of loyalty to
a web site. Industrial Management & Data Systems, 106(5), 601-620. https://doi.org/10.1108/02635570610666403

Fornell, C., & Larcker, D. F. (1981). Evaluating Structural Equation Models with Unobservable Variables and Measurement
Error. Journal of Marketing Research, 18(1), 39. https://doi.org/10.2307/3151312

Gao, L., & Bai, X. (2014). A unified perspective on the factors influencing consumer acceptance of internet of things
technology. Asia Pacific Journal of Marketing and Logistics, 26(2), 211-231. https://doi.org/10.1108/APJML-06-2013-
0061

Gupta, G., & Singharia, K. (2021). Consumption of OTT Media Streaming in COVID-19 Lockdown: Insights from PLS
Analysis. Vision, 25(1), 36-46. https://doi.org/10.1177/0972262921989118

Hair, J. F., Hult, G. T. M., Ringle, C. M., & Sarstedt, M. (2017). A primer on partial least squares structural equation modeling
(PLS-SEM) (Second). SAGE Publications.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-SEM.



Siagian et al. / International Journal of Data and Network Science 6 (2022) 873

European Business Review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-2018-0203

Hartono, E., Holsapple, C. W., Kim, K.-Y., Na, K.-S., & Simpson, J. T. (2014). Measuring perceived security in B2C
electronic commerce website usage: A respecification and validation. https://doi.org/10.1016/j.dss.2014.02.006

Henseler, J., & Sarstedt, M. (2013). Goodness-of-fit indices for partial least squares path modeling. Computational Statistics,
28(2), 565-580. https://doi.org/10.1007/s00180-012-0317-1

Hoffman, D. L., Novak, T. P., & Peralta, M. (1999). Building Consumer Trust Online. Communications of the ACM, 42(4),
80-85. https://doi.org/10.1145/299157.299175

Horst, M., Kuttschreuter, M., & Gutteling, J. M. (2007). Perceived usefulness, personal experiences, risk perception and trust
as determinants of adoption of e-government services in The Netherlands. Computers in Human Behavior, 23(4), 1838—
1852. https://doi.org/10.1016/j.chb.2005.11.003

Hubert, M., Blut, M., Brock, C., Wenjiao Zhang, R., Koch, V., & Riedl, R. (2019). The influence of acceptance and adoption
drivers on smart home usage. European Journal of Marketing, 53(6), 1073—1098. https://doi.org/10.1108/EJM-12-2016-
0794

Kanchanatanee, K., Suwanno, N., & Jarernvongrayab, A. (2014). Effects of Attitude toward Using, Perceived Usefulness,
Perceived Ease of Use and Perceived Compatibility on Intention to Use E-Marketing. Journal of Management Research,
6(3). https://doi.org/10.5296/jmr.v6i3.5573

Khan, S., Umer, R., Umer, S., & Naqvi, S. (2021). Antecedents of trust in using social media for E-government services: An
empirical study in Pakistan. Technology in Society, 64, 101400. https://doi.org/10.1016/j.techsoc.2020.101400

Kim, C., Tao, W., Shin, N., & Kim, K. S. (2010). An empirical study of customers’ perceptions of security and trust in e-
payment systems. Electronic Commerce Research and Applications, 9(1), 84-95.
https://doi.org/10.1016/j.elerap.2009.04.014

Kim, T., & Chiu, W. (2019). Consumer acceptance of sports wearable technology: the role of technology readiness.
International Journal of Sports Marketing and Sponsorship, 20(1), 109-126. https://doi.org/10.1108/IJSMS-06-2017-
0050

Klobas, J. E., McGill, T., & Wang, X. (2019). How perceived security risk affects intention to use smart home devices: A
reasoned action explanation. Computers and Security, 87, 101571. https://doi.org/10.1016/j.cose.2019.101571

Krishnan, V. V., & Koshy, B. 1. (2021). Evaluating the factors influencing purchase intention of electric vehicles in households
owning conventional vehicles. Case Studies on Transport Policy. https://doi.org/10.1016/j.cstp.2021.05.013

Maureen Nelloh, L. A., Santoso, A. S., & Slamet, M. W. (2019). Will users keep using mobile payment? It depends on trust
and cognitive perspectives. Procedia Computer Science, 161, 1156—1164. https://doi.org/10.1016/j.procs.2019.11.228

Merhi, M., Hone, K., & Tarhini, A. (2019). A cross-cultural study of the intention to use mobile banking between Lebanese
and British consumers: Extending UTAUT2 with security, privacy and trust. Technology in Society, 59, 101151.
https://doi.org/10.1016/j.techsoc.2019.101151

Mombeuil, C., & Uhde, H. (2021). Relative convenience, relative advantage, perceived security, perceived privacy, and
continuous use intention of China’s WeChat Pay: A mixed-method two-phase design study. Journal of Retailing and
Consumer Services, 59, 102384. https://doi.org/10.1016/j.jretconser.2020.102384

Mou, J., Shin, D. H., & Cohen, J. (2017). Understanding trust and perceived usefulness in the consumer acceptance of an e-
service: a  longitudinal investigation.  Behaviour —and  Information  Technology, 36(2), 125-139.
https://doi.org/10.1080/0144929X.2016.1203024

Palumian, Y., Jayanti, S.C.K., Indriyani, R., & Tarigan, Z. (2021). Technology acceptance model for online cinema ticketing
among moviegoers in java island Indonesia: An empirical study on tix id application. IOP Conference Series: Materials
Science and Engineering, 1010(1), 012037, doi:10.1088/1757-899X/1010/1/012037

Ratten, V. (2014). A US-China comparative study of cloud computing adoption behavior: The role of consumer
innovativeness, performance expectations and social influence. Journal of Entrepreneurship in Emerging Economies, 6(1),
53-71. https://doi.org/10.1108/JEEE-07-2013-0019

Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). Technology acceptance model (TAM) and social media usage: An
empirical study on Facebook. Journal of Enterprise Information Management, 27(1), 6-30. https://doi.org/10.1108/JEIM-
04-2012-0011

Renny, Guritno, S., & Siringoringo, H. (2013). Perceived Usefulness, Ease of Use, and Attitude Towards Online Shopping
Usefulness Towards Online Airlines Ticket Purchase. Procedia - Social and Behavioral Sciences, 81, 212-216.
https://doi.org/10.1016/j.sbspro.2013.06.415

Revathy, C., & Balaji, P. (2020). Determinants of behavioural intention on e-wallet usage: an empirical examination in amid
of covid-19 lockdown period. [International Journal of Management (IJM), 11(6), 92-104.
https://doi.org/10.34218/1JM.11.6.2020.008

Sarkar, S., Chauhan, S., & Khare, A. (2020). A meta-analysis of antecedents and consequences of trust in mobile commerce.
In International Journal of Information Management (Vol. 50, pp. 286-301). Elsevier Ltd.
https://doi.org/10.1016/j.ijinfomgt.2019.08.008

Siagian, H., & Cahyono, E. (2014). Analisis Website Quality, Trust Dan Loyalty Pelanggan Online Shop. Jurnal Manajemen
Pemasaran, 8(2), 55-61. https://doi.org/10.9744/pemasaran.8.2.55-61

Singh, N., & Sinha, N. (2020). How perceived trust mediates merchant’s intention to use a mobile wallet technology. Journal
of Retailing and Consumer Services, 52, 101894. https://doi.org/10.1016/j.jretconser.2019.101894

Sudono, F. S., Adiwijaya, M., & Siagian, H. (2020). The Influence of Perceived Security and Perceived Enjoyment on



874

Intention To Use with Attitude Towards Use as Intervening Variable on Mobile Payment Customer in Surabaya. Petra
International Journal of Business Studies, 3(1), 37-46. https://doi.org/10.9744/ijbs.3.1.37-46

Susanto, T. D., & Aljoza, M. (2015). Individual Acceptance of e-Government Services in a Developing Country: Dimensions
of Perceived Usefulness and Perceived Ease of Use and the Importance of Trust and Social Influence. Procedia Computer
Science, 72, 622—629. https://doi.org/10.1016/j.procs.2015.12.171

Tarigan, Z.J.H., Basuki, R., & Siagian, H. (2020). The impact of information technology quality on electronic customer
satisfaction in movie industry. International Journal of Data and Network Science, 4(3), 263-270, DOI:
10.5267/j.1jdns.2020.8.001

Tarigan, Z.J.H., Jonathan, M., Siagian, H., & Basana, S.R. (2022). The effect of e-WOM through intention to use technology
and social media community for mobile payments during the COVID-19. International Journal of Data and Network
Science, 6(2), 563-572, DOI: 10.5267/j.ijdns.2021.11.008

Taufik, N., & Hanafiah, M. H. (2019). Airport passengers’ adoption behaviour towards self-check-in Kiosk Services: the roles
of perceived ease of use, perceived usefulness and need for human interaction. Heliyon, 5(12), €02960.
https://doi.org/10.1016/j.heliyon.2019.¢02960

Tenenhaus, M., Vinzi, V. E., Chatelin, Y. M., & Lauro, C. (2005). PLS path modeling. Computational Statistics & Data
Analysis, 48(1), 159-205. https://doi.org/10.1016/J.CSDA.2004.03.005

Venkatesh, V., & Davis, F. D. (2000). Theoretical extension of the Technology Acceptance Model: Four longitudinal field
studies. Management Science, 46(2), 186-204. https://doi.org/10.1287/mnsc.46.2.186.11926

Yudiarti, R. F. E., & Puspaningrum, A. (2018). THE ROLE OF TRUST AS A MEDIATION BETWEEN THE EFFECT OF
PERCEIVED USEFULNESS AND PERCEIVED EASE OF USE TO INTEREST TO BUY E-BOOK. JURNAL
APLIKASI MANAJEMEN, 16(3), 494-502. https://doi.org/10.21776/ub.jam.2018.016.03.14

Yusoff, Y. M., Muhammad, Z., Salehuddin, M., Zahari, M., Pasah, E. S., & Robert, E. (2009). Individual Differences,
Perceived Ease of Use, and Perceived Usefulness in the E-Library Usage. Computer and Information Science, 2(1).

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioral consequences of service quality. Journal of
Marketing, 60(2), 31-46. https://doi.org/10.2307/1251929

Zhang, L., Nyheim, P., & Mattila, A. S. (2014). The effect of power and gender on technology acceptance. Journal of
Hospitality and Tourism Technology, 5(3), 299-314. https://doi.org/10.1108/JHTT-03-2014-0008

© 2022 by the authors; licensee Growing Science, Canada. This is an open access article distrib-
@ uted under the terms and conditions of the Creative Commons Attribution (CC-BY). license
(http://creativecommons.org/licenses/by/4.0/).



