
International Journal of Recent Technology and Engineering (IJRTE) 

ISSN: 2277-3878, Volume-8 Issue-3S2, October 2019 

506 

Published By: 

Blue Eyes Intelligence Engineering 

& Sciences Publication  

Retrieval Number: C11151083S219/2019©BEIESP 

DOI:10.35940/ijrte.C1115.1083S219 

  

Abstract: Information Technology is currently experiencing 

growth which affects the consumers and companies’ behaviors. 

Business holders are utilizing technologies in order to increase 

their business’ competitive edge. The current technology growth 

also includes payment system growth. Technology development is 

currently decently fast paced such that financial transactions are 

also easier and faster. E-money works as a substitute for physical 

cash and as a system which made payments on goods and services 

possible. The objective of the study is to analyze certain factors 

which determine users’ acceptance of application-based e-money. 

The samples of this study are application based e-money users. 

Data concerning perceived ease of use, perceived usefulness, 

perceived credibility, perceived enjoyment, amount of 

information, social influence, and behavioral intention to use 

application-based e-money are obtained through questionnaires. 

The collected data were processed to test the relationships between 

research variables. The results of the research analysis also show 

depictions of all the factors which affect users’ acceptance of 

application-based e-money. 
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I. INTRODUCTION 

Rapid technology developments provide easy access to 

information. This change also makes it easier to make a 

transaction by applying sophisticated information 

technology. Even though technology has evolved over the 

years, however people need more time to accept and adopt 

the technology. People acceptance of new technology still is 

a challenge for the company (1).  Payment instruments 

evolve along with technological advances and community 

needs. At the beginning of the payment instrument was 

known, the barter system was common in the pre-modern era. 

The payment instrument then develops using a certain unit 

that has a payment value known as money, and money is still 

the main payment instruments in the community. 

Furthermore, the payment instruments continue to grow 

along with the advancement of technology and community 

needs from cash-based to non-cash-based payment 

instruments. 
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The growth of electronic money (e-money) transactions in 

Indonesia is quite rapid from 2016 to 2018 compared to 

previous years. The increase of e-money using is supported 

by a government policy that requires toll gate payments to 

use e-money. Non-cash payments using e-money can speed 

up transactions that occur at toll gates. This government 

policy made the people have to use electronic money for toll 

gates payment. This is in line with the government's efforts to 

create a society (Less Cash Society) that uses non-cash 

instruments in their financial transactions (2).  The increasing 

consumers’ preference for non-cash based payments over 

cash-based payments covers paperless payments such as 

electronic transfer and card-based payments such as ATM 

and credit, debit, and prepaid card. The behavioral intention 

to use a certain information system determines technology 

adoption, and the system' perceived benefit and perceived 

ease of use affect the behavioral intention (3).  The objective 

of the study is to analyze certain factors that determine the 

users’ acceptance of application-based e-money. The study 

also tests the effects of all these factors on users’ acceptance 

of application-based e-money. 

II. LITERATURE REVIEW 

E-money is a prepaid product in which a record of 

available funds is stored in the consumers' electronic devices 

(4). Registered e-money and unregistered e-money are the 

e-money types. (2). E-money using is expected to speed up 

transaction processes compared to cash.Based on the 

literature of technology acceptance model (5) and unified 

theory of acceptance and use of technology (6), perceived 

ease of use (PEOU), perceived usefulness (PU), social 

influence (SI), and perceived facilitating conditions reflect 

consumers’ adoption readiness. The Technology Acceptance 

Model reveals that the desire to use a system is influenced by 

PEOU and PE of the system (7). The intensity of usage and 

interaction between the user and the system can also show the 

ease of use. Based on the Technology Acceptance Model, 

Intention to Use affects a system’ Actual Use (6), (8), (9), 

(10), (11).  Perceived credibility (PC) related to privacy and 

security issues has an impact on Behavioral Intention (BI) 

(3), which means that perceived credibility can direct the 

intention to use information technology products, including 

e-money. Another factor which can affect Behavioral 

Intention is Social Influence.  
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Perceived enjoyment (PE) describes the perception of an 

individual pertaining to pleasure feeling in adopting new 

technology (1), and it is added in Technology Acceptance 

Model (12). The relationship between PE and BI is supported 

by the previous studies results (1), (13). Previous research 

related to online banking shows that PEOU, PU, PE, security, 

privacy, and information influence intention to use mobile 

banking. In this case, the amount of information (AOI) that 

consumers have is the major factor that affects online 

banking users’ acceptance (14). The study develops a model 

(Fig. 1) indicating the users’ acceptance of application-based 

e-money which consists of six independent factors that are 

hypothesized affect the users’ acceptance.Based on the 

theoretical framework and previous researches, the research 

hypotheses are: H1: PEOU, PU, PC, PE, AOI, and SI 

simultaneously affect BI to Use Application-based E-money 

H2: PEOU, PU, PC, PE, AOI, and SI partially affect BI to 

Use Application-based E-money 

III. METHODOLOGY 

The main constructs of this study are PEOU, PU, PC, PE, 

AOI, SI, and Users’ Acceptance of application-based 

e-money which is measured by BI. The data were collected 

through an anonymous survey conducted in Bandung, West 

Java, Indonesia. The population of this research is 

application-based e-money users. Sampling is conducted 

using the criteria of e-money users who have used 

application-based e-money for the past half year. Sampling 

determination is conducted using the criteria of e-money 

users who have used application-based e-money for the past 

half year. A total of 282 data were collected from 

questionnaire distribution. This study used a four-point scale, 

which is ranging from strongly agree to strongly disagree. 

The questionnaire consists of 18 closed-ended questions. 

This study used multiple regression, F-test, and t-test as a 

data processing tool which examine the causal relationships 

between the constructs empirically. A descriptive analysis 

also was conducted to clarify the PEOU, PU, PC, PE, AOI, 

SI, and Users’ Acceptance of application-based e-money. 

 

  

 

 
 

 

 

 

 

 

 

 

 

 

 

               

 
Fig. 1: Research Model 

 

IV. RESULTS AND FINDINGS 

The data were collected from application-based e-money 

users in Bandung, Indonesia, and a total of 282 data 

concerning PEOU, PU, PC, PE, AOI, SI, and BI to use 

application-based e-money were obtained from 

questionnaires distribution. The validity of the measurement 

was examined using correlation coefficient, and validity was 

given for all constructs since all the correlation coefficients 

exceed the minimum threshold values suggested in the 

literature (0.3). The reliability of the instrument was tested 

using Cronbach’s alpha coefficients, and the results show that 

the instrument has moderate reliability with the coefficients 

were exceed 0.60. Table 1 and 2 provide an overview of the 

measurements of this study. The data processing was 

conducted to get a depiction of the users’ acceptance of 

application-based e-money and the factors that determine it. 

The average score of the respondent's responses was used to 

see how respondents respond to each of the variables used in 

this study. The analysis results show that the mean of the 

respondents’ response of Ease of Use for Transactions and 

Easy to Understand Usage are 3.65 and 3.57, respectively. 

E-money users feel that e-money based applications are easy 

to use and understand. The analysis of PU shows that 

e-money users perceive that application-based e-money 

simplifies and speeds up payments. It is also cheaper and 

minimizes mistakes. It is supported with an average value of 

3.59, 3.38, 3.41, and 3.39 respectively of each item. Among 

all items used to measure PU, the highest benefit value comes 

from the simplicity of payment. For the PC variable, the 

mean of each item is 3.05, 3.05, 3.26, and 2.58 which 

indicates that e-money users perceive that e-money users still 

are not entirely sure of the credibility of application-based 

e-money, especially related to the security of private 

information. 
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Table 1: Reliability Measurement 

Variables Coefficient 

PEOU .627 

PU .772 

PC .657 

PE .735 

AOI .654 

SI .718 

BI .653 

 

Table 2: Validity Measurement 

PEOU 
Correlation 

Value 

1 Ease of use for transactions .458 

2 Easy to understand usage .458 

PU  

3 Simpler payment .569 

4 Faster payment .512 

5 Minimize errors .544 

6 Cheaper payment .704 

PC  

7 Sense of security .354 

8 Safety assurance .570 

9 
Guarantee the payment process is 

going well 
.518 

10 Private information security .321 

PE  

11 Provide lot of enjoyment .584 

12 Provide lot of excitement .584 

AOI  

13 
Information about using 

application-based e-money 
.486 

14 
Information about the benefit of 

using application-based e-money 
.486 

SI  

15 
Family and/ friends are using 
application-based e-money 

.564 

16 

Family and/ friends are 

recommending the use of 

application-based e-money 

.564 

BI  

17 
Intention to use application-based 

e-money in addition to cash 
.486 

18 
Intention to use application-based 

e-money instead cash 
.486 

 

Analysis of PE variable shows that e-money users perceive 

that application-based e-money relatively provides a lot of 

enjoyment and a lot of excitement with an average value of 

3.30 and 3.42, respectively. Of the two items of AOI variable, 

e-money users perceive and give the scores which are slightly 

below three of the scale of four (2.87 and 2.83) for 

Information about the Benefit and Usage of 

application-based e-money. The same thing applies to one of 

the items of SI variable as the mean is 2.83 for Families and/ 

Friends are Using Application-based E-money. The results 

also show that families and/ friends recommend the use of 

application-based e-money, with a score of 3.11. Based on 

e-money users’ BI analysis of two modified indicators (15), 

the study reveals users’ acceptance of application-based 

e-money. They have an intention to use it in addition, or 

instead of cash, as the score is 3.21 and 3.35 respectively. The 

multiple regression analysis was conducted to reveal the 

effect of different factors on users’ acceptance of 

application-based e-money. The results of the multiple 

regression analysis are presented in Table 3 and 4. The 

simultaneous test results using the ANOVA test in table 3 

show a significance value (sig) of 0.000 which is smaller than 

the alpha value (0.05). It can be said that simultaneously, 

PEOU, PU, PC, PE, AOI, and SI have an effect on BI to Use 

Application-based E-money. Table 4 shows that the 

significance value of PC on BI is 0.003, which is smaller than 

alpha value (0.05), so that it can be said that the PC 

statistically significant and has a positive effect on BI. The 

results also show that PE and AOI statistically significant and 

has a positive influence on BI with significance value 0.075 

(alpha value 0.10), and 0.000 (alpha value 0.05) respectively. 

Even though all the independent variables simultaneously 

have an impact on behavioral intention of using 

application-based e-money, the study shows that PEOU, PU, 

and SI, partially do not have an impact on Behavioral 

Intention. In this case, young people as e-money users are 

familiar and close to technology and they understand 

technological developments throughout their daily lives. 

Their acceptance of e-money is more influenced by the 

enjoyment of using e-money, the information about e-money, 

and personal information credibility. In this case, the results 

of this study do not support previous studies that show that 

PU and PEOU positively influence users’ intention to use 

(16), (17), (18), (19). However, the previous study supported 

the results of this study regarding the effect of PE (1), (20), 

and PC (3) on behavioral intention. The magnitude of the 

simultaneous influence of PEOU, PU, PC, PE, AOI, and SI 

simultaneously on BI to Use Application-based E-money can 

be seen by the value of Adjusted R-square 0.312. This result 

is presented in Table 5. 

V. CONCLUSION 

    The study was able to reveal that users’ acceptance of 

application-based e-money as measured by BI is 

simultaneously affected by PEOU, PU, PC, PE, AOI, and SI. 
PE, PC, and AOI related to application-based e-money 

partially have a positive effect on their acceptance.  

The findings also indicate that users’ acceptance is 

partially not affected by PEOU, PU, and SI. The 

insignificance of these factors might be attributed to the 

respondents' characteristics who are mostly young, and they 

generally have an understanding of technological 

developments. They might understand enough the benefits of 
application-based e-money and have no difficulties in using 

it. The results of the study provide application based e-money 

providers of information about factors which can affect 

e-money users’ acceptance. In the planning and development 

of application based e-money, the provider needs to have a 

focus on informative content that relevant to PE, PC, and 

AOI that can be accessed by e-money users. Future study 

may consider other related variables that might affect or be 
affected by users’ acceptance of application-based e-money 
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Table 3: Regression Analysis - ANOVA 

 
Table 4: Regression Analysis – Coefficient 

 
Table 5: Regression Analysis – Model Summary 
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