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ABSTRACT

Aufa Habibie. The Effect of Perceived Usefulness and Perceived Ease of Use on
QRIS Transaction Adoption: The Mediating Role of Attitude Toward Use.

Supervisor: Hastin Umi Anisah

In today’s digital era, the use of cashless payment systems, such as QRIS, is
increasingly prevalent, driven by technological advancements and shifting
consumer behavior. This study aims to analyze the influence of Perceived
Usefulness and Perceived Ease of Use on QRIS Transaction Adoption among
millennial users in Banjarbaru City, with Attitude as a mediating variable.

This research used a quantitative approach with a non-probability sampling
technique through purposive sampling. A total of 200 respondents participated in
this study by completing questionnaires, and the data were analyzed using the PLS-
SEM technique via SmartPLS 4.0. The characteristics of the respondents were
largely dominated by individuals aged 30 to 34 years, with a majority being female.
Most respondents are active QRIS users for daily digital transactions. This reflects
the increasing role of QRIS as a practical and efficient digital payment tool among
millennials.

The results of this study indicate that: (1) Perceived usefulness has a positive
and significant effect on QRIS transaction adoption; (2) Perceived ease of use has
a positive and significant effect on QRIS transaction adoption; (3) Perceived
usefulness has a positive and significant effect on attitude toward using QRIS; (4)
Perceived ease of use has a positive and significant effect on attitude toward using
QRIS; (5) Attitude has a positive and significant effect on QRIS transaction
adoption; (6) Perceived usefulness has a positive and significant effect on QRIS
transaction adoption through attitude as a mediating variable; (7) Perceived ease of
use has a positive and significant effect on QRIS transaction adoption through
attitude as a mediating variable.

Keywords: Perceived Usefulness, Perceived Ease of Use, Attitude Toward Use,
Transaction Adoption, QRIS, Digital Payment, Millennials.
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ABSTRAK

Aufa Habibie. Pengaruh Perceived Usefulness dan Perceived Ease of Use terhadap
Adopsi Transaksi QRIS: Peran Mediasi dari Sikap terhadap Penggunaan.

Pembimbing: Hastin Umi Anisah

Di era digital saat ini, penggunaan sistem pembayaran non-tunai seperti QRIS
semakin meluas, didorong oleh kemajuan teknologi dan perubahan perilaku
konsumen. Penelitian ini bertujuan untuk menganalisis pengaruh Perceived
Usefulness dan Perceived Ease of Use terhadap Adopsi Transaksi di kalangan
pengguna milenial QRIS di Kota Banjarbaru, dengan Sikap terhadap Penggunaan
sebagai variabel mediasi.

Penelitian ini menggunakan pendekatan kuantitatif dengan teknik non-
probability sampling melalui purposive sampling. Sebanyak 200 responden
berpartisipasi dalam penelitian ini dengan mengisi kuesioner, dan data dianalisis
menggunakan teknik PLS-SEM melalui SmartPLS 4.0. Karakteristik responden
sebagian besar didominasi oleh individu berusia 30 hingga 34 tahun, dengan
mayoritas berjenis kelamin perempuan. Sebagian besar responden merupakan
pengguna aktif QRIS dalam transaksi digital sehari-hari. Hal ini mencerminkan
peran QRIS yang semakin penting sebagai alat pembayaran digital yang praktis dan
efisien di kalangan milenial.

Hasil penelitian menunjukkan bahwa:(1) Perceived Usefulness berpengaruh
positif dan signifikan terhadap Adopsi Transaksi pengguna QRIS; (2) Perceived
Ease of Use berpengaruh positif dan signifikan terhadap Adopsi Transaksi
pengguna QRIS; (3) Perceived Usefulness berpengaruh positif dan signifikan
terhadap Sikap terhadap Penggunaan QRIS; (4) Perceived Ease of Use berpengaruh
positif dan signifikan terhadap Sikap terhadap Penggunaan QRIS; (5) Sikap
terhadap Penggunaan QRIS berpengaruh positif dan signifikan terhadap Adopsi
Transaksi; (6) Perceived Usefulness berpengaruh positif dan signifikan terhadap
Adopsi Transaksi QRIS melalui Sikap sebagai variabel mediasi; (7) Perceived Ease
of Use berpengaruh positif dan signifikan terhadap Adopsi Transaksi QRIS melalui
Sikap sebagai variabel mediasi.

Kata Kunci: Perceived Usefulness, Perceived Ease of Use, Sikap terhadap
Penggunaan, Adopsi Transaksi, QRIS, Pembayaran Digital, Milenial.



TABLE OF CONTENTS

LEGALIZATION SHEET .....cuuuuiiiiinnniicnnnsnniccsssnsiosssssssesssssassssssssssssssssssssssssssass ii
APPROVAL SHEET .....uconiiuirrensensnissensessnecssnsecssecsssssesssees iii
MINUTES OF UNDERGRADUATE THESIS REVISION iv
STATEMENT OF ORIGINALITY ...cocvveiecrcvnnnccsscnnnees wee V
PREFACE ....uuieiiiriniisinuineisessaissnnsesssissssssssssesssisssssssssssssssssssssssssssssssssssssssess vi
ABSTRACT ..auuiueiiininsensinssissansssssssssssssssssssssssssssssssassssssssssssssssssssssssssssssssssssasssss ix
ABSTRAK c.cuiiiiininsnisinsaisssisssssnssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssss X
TABLE OF CONTENTS.....coviintiniiticeininssecssissesssesssissssssecsssssssssessssssssssssssassass xi
FIGURE LIST c.uucouiiiiiiisinsnicsensicssecssnssesssnsssssssssessssssesssssssssssssssssssssasssssssssssssns XV
TABLE LIST ccuuiiiitiiiinecsnissenssisssissssssssssnssssssessssssssssssssssssssssssssssssssssssssssssssssss xvi
APPENDIX LIST ..ccouieeisensuissensrensunssanssesssessssssasssssssssssssns xviii
CHAPTER I INTRODUCTION....ccccirsurssensaesserssessanssssssassanssssssasssssssssssssasssssssssss 1
1.1, Back@round .........cooeioiiiiiieiei et 1
1.2. Problem FOrmulation ............ccoccueeiiieniiiiieiiieieeiceee e 15
1.3. Research ODJECHIVES ......eeviieiieeiiieiiecie ettt et et es 16
1.4. Research Benefits........ccocuevuieiiriiniiiieeieeeeeecee e 17
1.5. Research SyStematiCs .......eeeuiiiiiieiiiie ettt 19
CHAPTER II LITERATURE REVIEW..........cvcenvnnensunens 21
2.1. Theoretical Foundation ............cccceeeeiiiiiiiieiiiiece e 21
2.1.1. Marketing TREOTY ....c..ooiuiiiiieiiee e 21
2.1.2. Consumer Behavior..........cccuieiiiiiiiiieniieiiecicee e 23
2.1.3. Technology Acceptance Model (TAM) ......ccceeriveciienieecieeniieeeeniene 24
2.1.4. Perceived Usefulness ........ccceeeciieeiiieniieeeieeeieeeeee et 25
2.1.5. Perceived Ease 0f USE......cccueeiuiiiiiiiiiniiiiiecceeeseeeeee e 26
2.1.6. ATEUAC ...ttt 28
2.1.7. Transaction AdOPLION........couevueeviirierierieeieneeieet ettt 29

2.2. Linkages Between Variables..........ccoooiiriiiiiiiniiiiiieniecieee e 31
2.2.1. The Influence of Perceived Usefulness on Transaction Adoption...... 31

2.2.2. The Influence of Perceived Ease of Use on Transaction Adoption .... 33

2.2.3. The Influence of Attitude on Transaction Adoption...........ccccuveeneee. 34

2.3. Results of Previous Research ..........coccoiiiiiiiiiiiiiiiceeceee 35
CHAPTER III CONCEPTUAL FRAMEWORK AND RESEARCH

HYPOTHESIS ..ccuuiiiiiiiininnnsninssecssisnsssisssissssssecsssssssssesssssssssssssssssasssssssssssssss 42

3.1. Conceptual FramewWork ...........ccceecuieriiiiiieiiieieeieeie e 42

3.2. Research Hypothesis .......ceviiieiiiieiiieciiee et 43

X1



3.2.1. The Effect of Perceived Usefulness on Transaction Adoption ........... 43

3.2.2. The Effect of Perceived Ease of Use on Transaction Adoption.......... 44
3.2.3. The Effect of Perceived Usefulness on Attitude.........cccceeevveeiiennennee. 45
3.2.4. The Effect of Perceived Ease of Use on Attitude ..........ccceeeeveeennennnne 46
3.2.5. The Effect of Attitude on Transaction Adoption ...........cceeeevereeennennee. 46
3.2.6. The Effect of Perceived Usefulness on Transaction Adoption through
AR ..ottt sttt et 47
3.2.7. The Effect of Perceived Ease of Use on Transaction Adoption through
ATEUAC ..ottt e 48
CHAPTER IV RESEARCH METHODS .......ccccceveerurerercancnces 50
4.1. Scope Of RESCAICH ......cuiiiiiiiiiiciieieceee e 50
4.2. Type Of RESCAICH .....oeeiiiiiieiiecieciie et et 50
4.3. Location of Research..........ccccoouiiiiiiiiiiiiiiieeeeeceeee e 51
4.4, UNit OF ANALYSIS c.vviiiiiieeiiiieeiie ettt et eesae e e re e e sreeesaseeenaeeenens 51
4.5. Population and Sample.........coceoiiviiriiniiiiiiiiiieeec e 51
4.5.1. POPUIALION ..etiiniiieiiiiiie ettt sttt et e 51
4.5.2. SAMPLC..ccueiiiiiiiiieiieee et ettt ees 52
4.6. Variable and Operational Definition of Variable..........c..cccoeevvvvvinciiennnnnn. 54
4.6.1. Variable .....couiiiiiiiieieee e 54
4.6.2. Exogenous Variable ..........ccceviiiiiiiiiiiiecceeceee e 55
4.6.3. Endogenous Variable ............cccuveeiiieiiieeciieece e 55
4.6.4. Mediating Variable .........cccccoeiiiiiiiiiiiiieeee e 55
4.6.5. Operational Definition of Variable ..........ccoceeviiiiiiniiiiiiieeies 56
4.7. Data Collection Methods .........cccceoeriierieniniiiiieieeieeereee e 61
4.7.1. TYPe Of Data....eeeieiiieeiiieeiiee ettt e 61
4.7.2. Data Collection Techniques ..........cccceeviieeiiieerciieecieecie e 61
4.77.3. DAta SOUICE .....evveeeeeiiiieeeeiiiee ettt e e e aree e e e ntae e e e sareaeeessaeas 62
4.8. Data Analysis TEChNIQUE .........ccoeriiiiiiiiiiiiiee e 63
4.8.1. Data Analysis with Partial Least Square Methods..........c.ccccevevveneene 65
4.8.2. Outer Model Analysis (Measurement Model) ..........cccceeeveerieeciiennenn. 68
4.8.2.1. Validity TeSt....ccouiieiieiiieeiieriieeieeeieeite et eieeere et e eeveessaesveenaee e 70
4.8.2.2. Convergent Validity (Loading Factor).........ccccceeveevvieenieeenienns 70
4.8.2.3. Discriminant Validity (Cross Loading/AVE) .......ccccoceevvvveninens 71
4.8.2.4. Reliability TeSt.....cccueeiiiiiieiieeiieeeeie e 72
4.8.3. Inner Model Analysis (Structural Model) .........cccoeeieviiniiinieniienee 73
4.8.4. HYPOthesis TeST......ecviiiiiieeiieiieeiie ettt e e eiee e seeesree e e 74
4.8.5. Mediation TSt .....c.eeeeriiriiriieieeieeiiesieee ettt 75

xii



CHAPTER V RESEARCH RESULTS AND ANALYSIS 77

5.1. Overview of Research ObjJects.........coovueiiiiiiiiiiieiiecieeceece e 77
5.1.1. Overview of QRIS ... 77
5.1.2. Overview of Millennials ...........ccceeeiiiiiiieeiiieeieecee e 80

5.2. Results and ANalYSis ......ccceevuieiiiiiiiiiieeii et 83
5.2.1. Respondents’ CharacteriStiCs .........ceevuierueeneerieenieeieeniieeieesieeeveenens 83

5.2.1.1. Respondents’ Characteristics Based on Gender.............c............. 84
5.2.1.2. Respondents’ Characteristics Based on Age........ccccceevveervveennenn. 85
5.2.1.3. Respondents’ Characteristics Based on District of Residence..... 86
5.2.1.4. Respondents’ Characteristics Based on Education Level ............ 88
5.2.1.5. Respondents’ Characteristics Based on Occupation.................... 89
5.2.1.6. Respondents’ Characteristics Based on Digital Payment

APPHCALION ...ttt e e e st e e bee e eebeeenabee e 90

5.3. Descriptive Analysis of Respondents’ ANSWETS ........ccceeevvveeeieeerveeenveennns 93
5.3.1. Descriptive Analysis of Respondents’ Answers on Perceived
Usefulness Variable .........c.cccoeiiiiiiiiiiiiieniiieiceeeeeeee e 98
5.3.2. Descriptive Analysis of Respondents’ Answers on Perceived Ease of
USE Variable........eooiiiiiiiieie e 107
5.3.3. Descriptive Analysis of Respondents’ Answers on Attitude Toward
Using QRIS ...ttt 117
5.3.4. Descriptive Analysis of Respondents’ Answers on Transaction
Adoption of QRIS ...o.eiiiiiiieeee e 124

5.4. Research Instrument TeSt........c.coiiiiiieiiiiiiiniiieieeee e 132
5.4.1. Validity TeSt....eciuiieiiiieeiie ettt 133

5.4.1.1. Perceived Usefulness Validity Test .......ccccecervenerieniencencnnns 133
5.4.1.2. Perceived Ease of Use Validity Test.........ccoeeueerienciienieniiiennns 134
5.4.1.3. Attitude Toward Using QRIS Validity Test .........ccccceveevriennnnnne 135
5.4.1.4. Transaction Adoption Validity Test.........cccceeveriercrienieriiiennenns 136
5.4.2. RelIability TeSt......ceccuiiiiiiieiiieeeiie ettt 137

5.5. Model Evaluation Result...........cccccooiiiiiiiiiiiiiiiee e 139

5.5.1 Measurement Model Evaluation (Outer Model)..........cccceeveveeennnnne. 140
5.5.1.1. Convergent Validity .........ccceevieriieniieniieiieeieeieeee e 141
5.5.1.2. Average Variance Extracted (AVE).....c.ccccoviiiniiiciieniiiiies 142
5.5.1.3. Discriminant Validity.........ccoeovveriieiienieeiieeieecieereesie e 143
5.5.1.4. Composite Reliability and Cronbach’s Alpha .........c.ccceuvene.. 145

5.5.2. Structural Model Evaluation (Inner Model)..........c.cceeveveevreennnnens 146
5.5.2.1  R-SQUATE ..ttt e e e e e e eae e 147
5.5.2.2. Q-SQUATE ..ttt ettt ettt ettt et e 148

Xiii



5.5.2.3. F-SQUATEC...ccuutiieiiieeiie et eeteeeeiee et e et eeetee e s aae e e beeennseeeenes 149

5.5.2.4. Goodness of Fit (GOF) IndeX .......cccceevvveviiiieiiiieieeeeeeeeee 150
5.5.3. Bootstrapping Test Results ........c.ccocceieiiieiiiieeiieeeeeee e 151

5.5.3.1. Direct Effects ....cooouieiiiiiiiieeieee e 151

5.5.3.2. Indirect EffectS ......c.ccoviriiriiiiriiieiiceeeeeeeee 153
5.5.4. Hypothesis Test ReSULLS ......c..coeviiiieiiiieieeiieiecieeeeeeeee e 154

5.6. Discussion of Research FIndings .............cccoevviiiiieniiiiienieeiecieeieee 159

5.6.1. The Effect of Perceived Usefulness (X1) on Transaction Adoption (Y)
..................................................................................................................... 163
5.6.2. The Effect of Perceived Ease of Use (X2) on Transaction Adoption
(Y ) ettt ettt sttt eaees 164
5.6.3. The Effect of Perceived Usefulness (X1) on Attitude Toward Using
QRIS (Z) ettt ettt 166
5.6.4. The Effect of Perceived Ease of Use (X2) on Attitude Toward Using
QRIS (Z) ettt st 168
5.6.5. The Effect of Attitude Toward Using QRIS (Z) on Transaction
YN 0] 015101 1 () 4 TSRS 170
5.6.6. The Effect of Perceived Usefulness (X1) on Transaction Adoption (Y)
through Attitude Toward Using QRIS (Z) as a Mediating Variable........... 172

5.6.7. The Effect of Perceived Ease of Use (X2) on Transaction Adoption
(Y) through Attitude Toward Using QRIS (Z) as a Mediating Variable .... 174

5.7. Research IMpliCations ..........coeveieiiieeiiieeiee ettt 176
5.7.1. Theoretical IMPlication ............cccueieeieieiiieeiieeeee e 176
5.7.1.1. Perceived USefulness .........cccoceeriieiiienieiiieeieeieeieeee e 176
5.7.1.2. Perceived Ease of USE......coeeviirieriiiiinieiieienienieeeseeieeeenns 177
5.7.2. Practical IMpPliCation ...........ccceeevieriieiiieiieeieeie et 179

5.7.2.1. The Effect of Perceived Usefulness on Transaction Adoption.. 179
5.7.2.2. The Effect of Perceived Ease of Use on Transaction Adoption. 181

5.7.2.3. The Effect of Attitude on Transaction Adoption ....................... 183

5.8. Research Limitations.........coueeuieriieiiiieniieeiienie ettt 185
CHAPTER VI CONCLUSION AND RECOMMENDATIONS.......cccccveuee 187
6.1, CONCIUSION ..uvviiiiieiieiie ettt ettt ettt ae et e esbe e seeebeesaeeesbeesnesnseas 187
6.2. ReCOMMENAALIONS ......cocuvieeiiieeiiee ettt e et e eeeeeee et e e e e sreeeseaeeennreeennns 188
BIBLIOGRAPHY ...cuciiniinneinnnissancssenssansssesssassssassssssssasossssse 193
APPENDIX ....tiiniineinnnissnissssessasesssssssssssssssassssassssssssassssssssassssssssassssssssassssasssns 198

X1V



FIGURE LIST

Figure 1.1 Total QRIS Users in Indonesia...........cocceeeuienieiiiienieeiienieeiceee e 3
Figure 1.2 Total QRIS Users in South Kalimantan .............cccccceeevieniieiiieninenenne. 4
Figure 1.3 Total and Volume Transaction of QRIS Usage in Banjarbaru City ...... 5
Figure 1.4 The Technology Acceptance Model (TAM) ......cccoeveeiieniiniiienieeienee 7
No table of figures entries found.

Figure 5.1 Continuum LINE ........cccoeeeiiiiiiiiiieiiiiecieeee e 97
Figure 5.2 Continuum Line Perceived Usefulness Variable: Efficiency Indicator
............................................................................................................................. 100
Figure 5.3 Continuum Line Perceived Usefulness Variable: Effectiveness
INAICALOT .ttt ettt et st 102
Figure 5.4 Continuum Line Perceived Usefulness Variable: Productivity Indicator
............................................................................................................................. 103
Figure 5.5 Continuum Line Perceived Usefulness Variable: Goal Achievement
INAICALOT ..ottt ettt 105
Figure 5.6 Continuum Line Perceived Usefulness Variable: Time Efficiency
INAICALOT ...ttt ettt ettt eeas 106
Figure 5.7 Continuum Line Perceived Ease of Use Variable: Easy-to-Learn
INAICALOT ...ttt ettt st eaeas 110
Figure 5.8 Continuum Line Perceived Ease of Use Variable: Controllable
INAICALOT ...ttt 111
Figure 5.9 Continuum Line Perceived Ease of Use Variable: Clear and
Understandable INdicator ...........oocuiiiiiiiiiiiiiieeeee e 112
Figure 5.10 Continuum Line Perceived Ease of Use Variable: Flexible Indicator
............................................................................................................................. 114
Figure 5.11 Continuum Line Perceived Ease of Use Variable: Easy to Become
SKIIT{Ul INAICALOT ...t 115
Figure 5.12 Continuum Line Perceived Ease of Use Variable: Easy-to-Use
INAICATOT ...ttt 116
Figure 5.13 Continuum Line Attitude Variable: Positive or Negative Feelings
INAICALOT ...ttt st 120
Figure 5.14 Continuum Line Attitude Variable: Acceptance Indicator .............. 121
Figure 5.15 Continuum Line Attitude Variable: Enjoyment Indicator ............... 122
Figure 5.16 Continuum Line Attitude Variable: Appropriateness Indicator ...... 123
Figure 5.17 Continuum Line Transaction Adoption Variable: Relative Advantage
INAICALOT ...ttt et ettt eeas 127
Figure 5.18 Continuum Line Transaction Adoption Variable: Compatibility
INAICALOT ..t e 128
Figure 5.19 Continuum Line Transaction Adoption Variable: Complexity
INAICALOT ...ttt 129
Figure 5.20 Continuum Line Transaction Adoption Variable: Trialability Indicator
............................................................................................................................. 130
Figure 5.21 Continuum Line Transaction Adoption Variable: Observability
INAICALOT ...ttt ettt st 131
Figure 5.22 Research Model Concept Using SmartPLS 4..........cccccoevvvivieennen. 140
Figure 5.23 Structural Model (path coefficient, beta).........cccceeceevieiieniinccnennnn. 155
Figure 5.24 Significance Value (t-COunt).........ccoceevevverieriiienieeiierieeieeeee e 156

XV



TABLE LIST

Table 1.1 Classification of GENneration..........c.cceceereereriereeneriienieneeieeeesie e 9
Table 1.2 Population by Age Groups and Gender in Banjarbaru Municipality .... 10
Table 1.3 Early Observation Data of Perceived Usefulness ...........ccccceevveenveennnee. 11
Table 1.4 Early Observation Data of Perceived Ease of Use.........ccccceevvviiieninne 12
Table 1.5 Early Observation Data of Attitude ..........ccceeeevieiieiiiiiniieieeieeieee 13
Table 1.6 Early Observation Data of Transaction Adoption ..........cccccecvveeruveenneee. 14
Table 4.1 LIKETt SCALE .....eoouiieiieiiieiieee et 62
Table 4.2 Outer Model Criteria.........eevuerierieniieiiinierieeieetesieee et 73
Table 4.3 Inner Model Interpretation Criteria..........cceeevveeecieenieeesciieeerieeeiee e 74
Table 5.1 Respondents' Characteristics Based on Gender .............coceeveeeiniennne. 84
Table 5.2 Respondents' Characteristics Based on Age .........cccceevveeiiienieeiieennnans 85
Table 5.3 Respondents' Characteristics Based on District.........ccccccveervieenieennee. 87
Table 5.4 Respondents' Characteristics Based on Education Level...................... 88
Table 5.5 Respondents' Characteristics Based on Occupation ...........cccceeeeennenee. 89
Table 5.6 Respondents' Characteristics Based on Application ...........ccccceeeuveeneee. 91
Table 5.7 Descriptive Statistics of Data for Each Construct...........c.cccccvveeeuvenneee. 94
Table 5.8 Frequency Distribution of Perceived Usefulness Variable.................... 98
Table 5.9 Frequency Distribution of Perceived Usefulness Variable: Efficiency
INAICATOT ...ttt ettt ettt ea 99
Table 5.10 Frequency Distribution of Perceived Usefulness Variable:
Effectiveness INdiCator. ........couiiiiiiiiiiiiiieieeeeee e 101
Table 5.11 Frequency Distribution of Perceived Usefulness Variable: Productivity
INAICALOT ..ottt 102
Table 5.12 Frequency Distribution of Perceived Usefulness Variable: Goal
Achievement INICAtOr ..........ooiuiiiiiiiieie e 103
Table 5.13 Frequency Distribution of Perceived Usefulness Variable: Time
Efficiency INICatOr. ......ccuiiiiieiiecieeiiecie ettt 105
Table 5.14 Mean Value of Perceived Usefulness Variable............ccccoeveeneennee. 106
Table 5.15 Frequency Distribution of Perceived Ease of Use Variable ............. 107
Table 5.16 Frequency Distribution of Perceived Ease of Use Variable: Easy-to-
Learn INdIiCator ........eoiuiiiiiiieeiee e 109
Table 5.17 Frequency Distribution of Perceived Ease of Use Variable:
Controllable INiCatOr ........ccc.eviiriiriiierieeeereee e 110
Table 5.18 Frequency Distribution of Perceived Ease of Use Variable: Clear and
Understandable INdicator ...........cocuiiiiiiiiiiiiiiieeee e 111
Table 5.19 Frequency Distribution of Perceived Ease of Use Variable: Flexible
INAICALOT ..t e 113
Table 5.20 Frequency Distribution of Perceived Ease of Use Variable: Easy to
Become Skillful INdicator ...........coeevuiiiiiiiiiinieiiceceeeeeeeeee e 114
Table 5.21 Frequency Distribution of Perceived Ease of Use Variable: Easy-to-
USE INAICALOT ..ttt s 115
Table 5.22 Mean Value of Perceived Ease of Use Variable.........cccccceverienneene 117
Table 5.23 Frequency Distribution of Attitude Variable ............cccoeeveevvennnennnen. 118
Table 5.24 Frequency Distribution of Attitude Variable: Positive or Negative
Feelings INdIiCator.........oouiiiiiiiieie e 119

Table 5.25 Frequency Distribution of Attitude Variable: Acceptance Indicator 120
Table 5.26 Frequency Distribution of Attitude Variable: Enjoyment Indicator. 121

Xvi



Table 5.27 Frequency Distribution of Attitude Variable: Appropriateness

INAICALOT ...t ettt st 122
Table 5.28 Mean Value of Attitude Variable..........ccccooceviiiiniincniiniinciienee 124
Table 5.29 Frequency Distribution of Transaction Adoption Variable .............. 125
Table 5.30 Frequency Distribution of Transaction Adoption Variable: Relative
Advantage INAICAtOT .........coiiiiiiiiiiieiiee et 126
Table 5.31 Frequency Distribution of Transaction Adoption Variable:
Compatibility INdiCatOr ..........eiiiiieiiiieeiieeeeee e e 127
Table 5.32 Frequency Distribution of Transaction Adoption Variable: Complexity
INAICALOT ...ttt st 128
Table 5.33 Frequency Distribution of Transaction Adoption Variable: Trialability
INAICALOT .ttt ettt et st 129
Table 5.34 Frequency Distribution of Transaction Adoption Variable:
Observability INAICATOT ......ccveiiiiiiiiiie e e e 130
Table 5.35 Mean Value of Transaction Adoption Variable............c.cccccuveenneenne 132
Table 5.36 Outer Loading of Perceived Usefulness Variable...........c..cccceeeenee 134
Table 5.37 Outer Loading of Perceived Ease of Use Variable ............cceeeees 135
Table 5.38 Outer Loading of Attitude Variable............cccoeevvvveeiiiieniiieeiie e 136
Table 5.39 Outer Loading of Transaction Adoption Variable ..........c..ccccceuenee 137
Table 5.40 Instrument Reliability Test Results..........cccccceevieniieiieniicieeieee. 138
Table 5.41 Outer Loading from Each Item of the Variable ............c.ccccvveenneenns 141
Table 5.42 Average Variance Extracted (AVE) Value.........ccocoevieiiiiinnnnnen. 142
Table 5.43 Discriminant Validity Value Based on Outer Loading..................... 143
Table 5.44 Fornell-Larcker Criterion Value ...........coocceeiiiiiiniiniienieeeeeeeen 145
Table 5.45 Composite Reliability and Cronbach's Alpha Value ....................... 146
Table 5.46 R-sqUare ValUue..........ccccceeriieiienieeiiesie et 147
Table 5.47 Q-SqUATe ValUe .......cc.ceeviiieiiiieiiecieeeeeee e 148
Table 5.48 F-square ValUe ...........cccovueeeiiiieiiieciee e 149
Table 5.49 Direct Effects Test ReSults.........cccevieririiniiniiienieeeieeeccene 152
Table 5.50 Indirect Effects Test Results .........cocceeiiiiiiiiiiiiiiiniiiceceeieen 154
Table 5.51 T-table Value........ccooiiiiiiiiiiie e 155
Table 5.52 T statistics and P-values..........ccccoecuevieniniinieninienieeeceecene 156
Table 5.53 Mediation Test ReSults ........cccccevieriiiiiiiniiiiiiieeeen 158
Table 5.54 Hypothesis Probability: The Effect of X1 on Y.....ccooeeeeiieviienennens 163
Table 5.55 Hypothesis Probability: The Effect of X2 on Y ...cccooevviniininiencns 165
Table 5.56 Hypothesis Probability: The Effectof X1 onZ .......ccccceviiiiiininnnnen. 167
Table 5.57 Hypothesis Probability: The Effectof X2 onZ ........ccccvvveevvennnennns 169
Table 5.58 Hypothesis Probability: The Effect of Zon'Y .....coceeveviiniiniiicnnns 170
Table 5.59 Hypothesis Probability: The Effect of X1 on Y through Z............... 172
Table 5.60 Hypothesis Probability: The Effect of X2 on Y through Z............... 174

xXvil



APPENDIX LIST

Appendix 1 Critical Review Journal Table..........ccccooviiriiiniiniiiiiieee 199
Appendix 2 Research Instrument Development Table ............ccceecvvvciieiiennnennne. 222
Appendix 3 Research QUeStionNaire...........cccuveeeciieeeiieeiiie e e eevee e 224
Appendix 4 Early Observation Table..........cccccoooviiriiiiiiniiiniiieeeeeeeeeee 229
Appendix 5 Tabulation of Questionnaire Data ...........cccoecveeieeciienieeciienieeieenne, 234
Appendix 6 Respondents’ CharacteriStiCs .........covrerrvreerieeerieeenieeerieeesveeeneneens 242
Appendix 7 Descriptive Statistics of Perceived Usefulness Variable................. 244
Appendix 8 Descriptive Statistics of Perceived Ease of Use Variable ............... 246
Appendix 9 Descriptive Statistics of Transaction Adoption Variable................ 248
Appendix 10 Descriptive Statistics of Attitude Variable...........coceeverieninnnnne. 250
Appendix 11 Validity Test of Perceived Usefulness Variable...........c.ccccceuene.e. 251
Appendix 12 Validity Test of Perceived Ease of Use Variable......................... 251
Appendix 13 Validity Test of Transaction Adoption Variable..............c..c........ 251
Appendix 14 Validity Test of Attitude Variable...........ccceveeviriniincncnieene 251
Appendix 15 Reliability Test of Each Variable...........cccccceevviieeniiiiicieiiieeen 251
Appendix 16 Outer Loading Test Results.........cccceeeviieniiiiieiiiecieeeeeee e 252
Appendix 17 Average Variance Extracted (AVE) Value ........c.cccoceevvviininnncne 252
Appendix 18 Fornell-Larcker Criterion .........cccceeeeveerienciienieeieeeee e 252
Appendix 19 Cross Loading Table .........cccccoovveeiiiiiciiecieece e 253
Appendix 20 Inner Model Evaluation Results...........cccoooieniiniieniiniieieiene, 254

Xviii



	LEGALIZATION SHEET
	APPROVAL SHEET
	MINUTES OF UNDERGRADUATE THESIS REVISION
	STATEMENT OF ORIGINALITY
	PREFACE
	ABSTRACT
	ABSTRAK
	TABLE OF CONTENTS
	FIGURE LIST
	TABLE LIST
	APPENDIX LIST

