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ABSTRACT

Pandemic Covid-19 has had a significant impact on Indonesia’ economic since March 2020
and affecting every single aspect of life including financial and banking system. Banking
create innovation through technology, and it’s called Digital Bank. Now Pandemic has end,
but millennials attituded, and intention banking are change? This research held to under-
stand the attitude and intention of millennials toward Digital Banks in the post pandemic
era using quantitative method and using TAM to understand the intention with e-trust and
attitude toward using digital bank as mediation. The result from this research show that
Perceived usefulness, perceived ease of use, and e-trust strongly influence millennial’s in-
tention to adopt digital bank. E-trust have significate mediation between perceived ease of
use and behavior intention. Conclusion is designing marketing strategies or technology de-
velopment requires consideration of perceived usefulness, ease of use, and e-trust, along-
side factors like social influence and attitude toward usage. Understanding these relation-
ships enables organizations to more effectively influence individuals' intentions to adopt
new technology. Furthermore, recommendations for further research include conducting
comparative studies across various technologies, exploring the influence of culture, employ-
ing multidisciplinary approaches, and conducting in-depth qualitative research to gain
deeper insights into user behavior related to technology adoption

KEYWORDS Perceived Usefulness, Perceived ease of use, Social Influence, Attituded to-
ward using, E-trust, Behavior Intention
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INTRODUCTION

Pandemic Covid-19 has had a significant impact on Indonesia's economy
since March 2020, affecting every aspect of life, including the financial and banking
systems. Measures such as quarantine restrictions have disrupted product
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distribution and gradually eroded the financial system, leading to a decrease in
credit interest rates as advised by the Governor of Bank Indonesia (CNBC Indone-
sia, 2020).

The pandemic has also brought about new habits, such as adhering to health
protocols and maintaining social distancing, which have influenced economic pat-
terns and financial management behaviors, particularly among banking customers.
With a significant proportion of Indonesia's population being Millennials, who are
known for their distinct technological and lifestyle preferences, understanding their
financial habits and needs is crucial (Aziz, 2018).

Despite Millennials forming a substantial part of the population, many still
face financial vulnerability due to inadequate financial preparation and manage-
ment skills. This is reflected in low savings rates and homeownership among Mil-
lennials, with a considerable portion of their income allocated to monthly expenses
(kontan.co.id, 2020).

Digital platforms, particularly digital banking, have emerged as essential
tools in facilitating transactions and adapting to the new normal brought about by
the pandemic. These platforms not only enhance efficiency but also disrupt tradi-
tional business models, offering convenience and accessibility to users (Kazan et
al., 2016).

However, the adoption of digital banking platforms depends on various fac-
tors, including perceived usefulness, ease of use, and social influence. Behavioral
intention to use these platforms is influenced by users' perceptions of their utility,
ease of use, and social pressure (Hammouri et al., 2021). Furthermore, attitudes
toward using and trust in e-commerce businesses play crucial roles in shaping con-
sumers' intentions to utilize digital banking platforms (Rafig, 2020).

Despite the increasing importance of digital platforms, there remains scepti-
cism among Millennials regarding Internet banking applications. This study aims
to address this issue by analysing the factors influencing behavioral intention to use
digital banking platforms, considering the unique characteristics and preferences of
the Millennial generation in the context of the pandemic and the new normal.

This research aims to investigate the influence of perceived usefulness, per-
ceived ease of use, social influence, attitude toward using, and e-trust on behavioral
intention in using digital banking platforms. The problem statement consists of 17
questions addressing these factors. The research objectives are to examine the in-
fluence of each factor on behavioral intention, as well as its relationship with atti-
tude toward using and e-trust as mediating variables. The significance of the study
lies in its contribution to understanding in strategic management and consumer be-
havior. Despite its significance, the research has limitations due to constraints in
time, resources, and uncontrollable factors. Therefore, the focus of the study is on
the influence of the mentioned factors on behavioral intention using attitude toward
using and e-trust as mediating variables.

The hypotheses regarding the relationships between variables in this research
are formulated based on theoretical considerations rather than empirical evidence.
The hypotheses are as follows:

H1: Perceived Usefulness and Behavioral Intention
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Higher perceived usefulness leads to higher behavioral intention, as suggested by
the Technology Acceptance Model (TAM) and supported by various studies (Davis,
1989; Jogiyanto, 2007; Prastiawan et al., 2021).

H2: Perceived Ease of Use and Behavioral Intention

Increased perceived ease of use is positively associated with higher behavioral in-
tention, supported by TAM and research findings (Speier, 2002; Barry & Jan, 2018).
H3: Social Influence and Behavioral Intention

Stronger social influence correlates with higher behavioral intention, as proposed
by TAM and corroborated by research (Rafig, 2020; Prastiawan et al., 2021).

H4: Attitude Toward Using and Behavioral Intention

A more positive attitude toward using technology is linked to higher behavioral
intention, supported by TAM and empirical studies (Aditya et al., 2015; Mindra et
al., 2022).

H5: E-Trust and Behavioral Intention

Greater e-trust results in higher behavioral intention, as trust in technology is foun-
dational for user acceptance (Zhang et al., 2020; Baabdullah, 2018).

HG6: Perceived Usefulness and Attitude Toward Using

Higher perceived usefulness leads to a more positive attitude toward using technol-
ogy, supported by research (Prastiawan et al., 2021; Upadhyay et al., 2018).

H7: Perceived Ease of Use and Attitude Toward Using

Increased perceived ease of use is associated with a more positive attitude toward
using technology, as suggested by TAM and empirical studies (Prastiawan et al.,
2021; Weng et al., 2018).

H8: Social Influence and Attitude Toward Using

Stronger social influence leads to a more positive attitude toward using technology,
supported by research findings (Mindra et al., 2022; Afrizal & Wallang, 2021).
H9: Perceived Usefulness and E-Trust

Higher perceived usefulness results in greater e-trust, as trust is built on the per-
ceived benefits of technology (Saqib, 2019; Putri & Iriani, 2021).

H10: Perceived Ease of Use and E-Trust

Increased perceived ease of use is positively associated with higher e-trust, as ease
of use enhances users' confidence in the technology (Sarkar et al., 2020; Jatimoyo
etal., 2021).

H11: Social Influence and E-Trust

Stronger social influence leads to higher e-trust, as social influence contributes to
users' confidence in technology (Zhang et al., 2020; Irawan & Hadisumarto, 2020).
H12: Perceived Usefulness, Attitude Toward Using, and Behavioral Intention
Attitude toward using mediates the relationship between perceived usefulness and
behavioral intention, based on studies indicating the mediating role of attitude in
TAM (Bangkara & Mimba, 2016; Prastiawan et al., 2021).

H13: Perceived Ease of Use, Attitude Toward Using, and Behavioral Intention
Attitude toward using mediates the relationship between perceived ease of use and
behavioral intention, as suggested by research (Afrizal & Wallang, 2021; Prasti-
awan et al., 2021).

H14: Social Influence, Attitude Toward Using, and Behavioral Intention
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Attitude toward using mediates the relationship between social influence and be-
havioral intention, supported by empirical studies (Prastiawan et al., 2021; Rita &
Fitria, 2021).

H15: Perceived Usefulness, E-Trust, and Behavioral Intention

E-trust mediates the relationship between perceived usefulness and behavioral in-
tention, as trust enhances the acceptance of technology (Saqib, 2019).

H16: Perceived Ease of Use, E-Trust, and Behavioral Intention

E-trust mediates the relationship between perceived ease of use and behavioral in-
tention, supported by research findings (Saqib, 2019; Jatimoyo et al., 2021).

H17: Social Influence, E-Trust, and Behavioral Intention

E-trust mediates the relationship between social influence and behavioral intention,
indicating the importance of trust in the influence of social factors on behavioral
intention (Rita & Fitria, 2021).

RESEARCH METHOD

This research was conducted in the city of Tangerang, focusing on users of
Digital Banking applications, particularly millennials. The city was chosen due to
the significant impact of the pandemic there, and initial observations indicated chal-
lenges in the adoption of digital banking applications by millennials. The research
population included all millennial users of Digital Bank in Tangerang City, which
is dynamic and of uncertain size. Samples were selected through purposive sam-
pling with criteria for age and minimum usage of Digital Bank at least once during
the study period. Data collection method used questionnaires distributed online to
millennial users of SEA Bank, using a Likert scale from 1 to 10. Data analysis was
performed using descriptive and inferential statistical techniques, including Partial
Least Squares (PLS) for structural modeling. The analysis steps included measure-
ment model evaluation (outer model) and structural model (inner model), as well
as hypothesis testing using SEM-PLS.

RESULT AND DISCUSSION

Research Results

This research has been carried out to answer questions related to the attitudes
and intentions of millennial behavior towards digital banks in the Post-Covid-19
Pandemic era. Researchers will explore and analyze field findings related to mil-
lennial attitudes and behavioral intentions towards the use of digital banks in the
post-Covid-19 pandemic. We will explore the various factors that influence their
behavioural attitudes and intentions, as well as the implications of these findings on
the digital banking industry in this ever-evolving era. This study obtained as many
as 139 respondents' data and qualified as many as 110 respondents’ data.

Profile Respondent

The respondent profile in this study encompasses the characteristics of indi-
viduals who participated. It includes demographic data such as gender, age, domi-
cile, and others. The gender distribution shows that 36% are male and 64% are fe-
male, indicating a majority of female respondents. Regarding domicile, respondents
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are primarily from Jabodetabek (Jakarta, Bogor, Depok, Tangerang, & Bekasi),
with 46% from Tangerang, 22% from Jakarta, 11% from Depok, 11% from Bogor,
and 10% from Bekasi. In terms of digital banking usage, respondents utilize various
platforms, with 15% using SeaBank and Living Mandiri, 12% using Brimo, and 11%
each using Octo mobile and Jenius. Other platforms include Blue (10%), Bank Jago
(8%), TMWR (5%), Neo Bank (3%), MyBCA (2%), Allo Bank (2%), Nobu Neo
(2%), with 2% categorized as "Others," and Digibank accounting for 1%.

Research Construct Description

In this discussion, we will explore in detail the main constructs that are the
focus of our research. By understanding deeply the constructs we are investigating,
we hope to provide a clear picture of how variables such as perceived usefulness,
perceived ease of use, social influence, behavioral intention, attitude toward using,
and e-trust are interrelated and contribute to the overall objectives of this research.

Perceived Usefulness (X1)

Table 4.1 Perceived Usefulness Data (X1)

No Indicator Score

12 3 45 6 7 8 9 10 Avg
1 Work more quickly 1 01 0 9 4 9 24 14 48 849
2 Job performance 0 01 2 4 10 11 27 17 38 834
3 Increase productivity 1 0 3 1 4 9 15 29 14 34 8.10
4 Effectiveness 0 01 2 1 3 12 18 26 47 8.78
5 Makes job easier 1 1 1 1 1 4 10 23 25 43 8.62
6  Useful 1 0 3 356 9 26 20 37 822

Source: Smart-PLS data analysis of 110 Respondents Actual-Test (2024)

First, there is an indicator of "Work more quickly," which describes the ability
to move quickly and efficiently in completing tasks. With an average score reaching
8.49, it can be concluded that respondents value speed and efficiency as important
factors in their performance.

Second, the "Job performance™ indicator highlights respondents' assessment
of the quality of their work outcomes. With an average score approaching 8.34, it
seems that the majority of respondents believe that they can deliver satisfactory
performance in carrying out their tasks.

Third, "Increase productivity,”" as an important indicator in assessing work
effectiveness, receives significant attention. Although the average score reaches
8.10, this indicator highlights awareness of the importance of increasing productiv-
ity in achieving established goals.

Fourth, the "Effectiveness” indicator, with an average score reaching 8.78,
indicates that respondents tend to see themselves as effective in completing as-
signed tasks. This confirms the recognition of the importance of effectiveness in
achieving desired outcomes.
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Fifth, "Makes job easier" indicates the need for tools or processes that can
facilitate task execution smoothly. With an average score reaching 8.62, respond-
ents consider the availability of tools or processes that make their work easier as
highly important.

Finally, the "Useful" indicator reflects respondents’ views on the relevance
and usefulness of various job aspects. With an average score of 8.22, respondents
overall perceive various job aspects as having significant value in supporting their
success.

Perceived Ease Of Use (X2)

Table 4.2 Data Perceived Ease of Use (X2)

No Indicator Score
1 2 3 4 5 6 7 8 9 10 Avg
1 Ease of learning 0 02 3 2 3 9 28 20 43 857
,  Ease of accomplishing o 1 4, ¢ 4 12 22 23 38 836
what the user wants
3 gg‘;eréhat canenhanceuser o o 4 3 5 g 21 29 12 32 807
4 Ease of operation. 0O 01 2 3 5 16 24 23 36 843

Source: Smart-PLS data analysis of 110 Respondents Actual-Test (2024)

First, the "Ease of learning" indicator highlights the level of difficulty users
face in learning and understanding how to use a product or service. With an average
score reaching 8.57, it appears that the majority of users feel that the product or
service is relatively easy to learn.

Second, "Ease of accomplishing what the user wants," considers how easily
users can accomplish desired tasks using the product or service. With an average
score of 8.36, this indicates that users feel they can achieve their goals relatively
smoothly.

Third, "Ease that can enhance user desire" describes the extent to which the
product or service can enhance users' desire to reuse it. With an average score of

8.07, it appears that users tend to see the possibility of reusing the product or service.

Lastly, "Ease of operation" refers to the level of difficulty in using and oper-
ating the product or service. With an average score of 8.43, users feel that the prod-
uct or service is quite easy to operate.

Social Influence (X3)

Table 4.3 Data Social Influence (X3)

Score

No Indicator 1 23 4 5 6 7 8 9 10 Avg

1 Ir)fl_uence from people around the in- 7 46 7 17 11 14 17 13 14 6.39
dividual

5 :ﬂg;‘rl]?le;/nce from influential people like 13 6 13 14 13 6 10 16 7 12 5.47
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_Infl_ugnce from people valued by the 8 6 12 12 16 6 13 19 6 12
individual

5.79

Source: Smart-PLS data analysis of 110 Respondents Actual-Test (2024)

First, the "Influence from people around the individual™ indicator highlights
the extent to which individuals are influenced by those in their immediate environ-
ment. With an average score of 6.39, it appears that the influence of close individ-
uals in their daily environment significantly impacts individuals. Second, "Influ-
ence from influential people like family" refers to the influence held by family
members or individuals considered influential. With an average score of 5.47, it
appears that the influence of family or individuals who play significant roles in in-
dividuals' lives tends to have a lower impact compared to the influence from the
general environment. Third, "Influence from people valued by the individual” re-
flects the influence of individuals valued or respected by the individual. With an
average score of 5.79, it appears that the influence from individuals valued by others
also has a significant impact on their decision-making or behavior.

Behavioural Intention (Y)

Table 4.4 Data Behaviour Intention (Y)

No Indicator Score

1 2345 6 7 8 9 10 Avw
1  Performanceexpectancy 1 0 2 3 10 0 10 23 13 48 8.36
2  Effort expectancy 001 29 2 13 22 15 46 845
3 Social Influence 3 2 6 3 10 10 13 25 13 25 7.32
4 Facilitating conditions 01549 4 12 19 15 41 8.03
Source: Smart-PLS data analysis of 110 Respondents Actual-Test (2024)

First, the "Performance expectancy" indicator highlights individuals' expec-
tations of performance or outcomes from using technology or innovation. With an
average score of 8.36, it appears that individuals have high expectations for the
performance or outcomes that can be provided by the technology or innovation.
Second, "Effort expectancy" reflects the extent to which individuals believe that
using the technology or innovation will be easy. With an average score of 8.45, it
appears that individuals tend to believe that using the technology or innovation will
be easy. Third, "Social Influence™ highlights the social influence or pressure from
others in individuals' decisions to use technology or innovation. With an average
score of 7.32, it appears that individuals perceive significant social influence in their
decisions regarding the use of technology or innovation. Lastly, "Facilitating con-
ditions” refers to the conditions or resources that facilitate the use of technology or
innovation. With an average score of 8.03, it appears that individuals feel that the
conditions or resources required to use the technology or innovation are quite ade-
quate.

Attitude Toward Using (Z1)
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Table 4.5 Data Attitude Toward Using (Z1)
Score

No | Indicator

1123 |4 |5 |6 |7 |8 |9]10]|Avg
1 | Cognitive Component | 3|56 [11|10(8 |25|20|6|16|6.56
2 | Affective Component (49|11 |12 (20|16|13|15|4|6 |5.51
3 | Conative Component |67 134 [19|9 [15]17|7]13|5.98

Source: Smart-PLS data analysis of 110 Respondents Actual-Test (2024)

First, the "Cognitive Component™ indicator highlights cognitive aspects in-
volved in understanding and processing information. With an average score of 6.56,
individuals seem to give relatively high ratings to the importance of understanding
concepts or phenomena cognitively.

Second, the "Affective Component” reflects the emotional aspects involved
in individuals' responses to a concept or phenomenon. With an average score of
5.51, it appears that individuals tend to give slightly lower ratings to the emotional
aspect in their understanding of the researched concept or phenomenon.

Third, the "Conative Component™ highlights behavioral aspects or individu-
als' desires and motivations related to the concept or phenomenon. With an average
score of 5.98, it appears that individuals give fairly balanced ratings to their desires
and motivations related to the researched concept or phenomenon.

E-trust (Z2)

Table 4.6 Data E-trust (Z2)

. Score
No Indicator 1 2 3 456 7 8 9 10 Avg
1 Ability 0 1 1 2 5 8 21 3 11 31 8.02
2 Benevolence 1 2 2 2 5 12 22 27 13 24 17.66
3 Integrity 0 02 6 5 9 18 29 15 26 7.84
Source: Smart-PLS data analysis of 110 Respondents Actual-Test (2024)

First, the "Ability" indicator highlights an individual's ability or competency
in performing tasks or responsibilities assigned. With an average score of 8.02, it
appears that individuals give high ratings to the importance of ability or competency
in forming successful interpersonal or organizational relationships.

Second, "Benevolence" reflects someone's kindness or goodwill in interacting
with others. With an average score of 7.66, it appears that individuals give quite
high ratings to the importance of kindness in interpersonal or organizational rela-
tionships.

Third, "Integrity™ highlights someone's honesty or integrity in their behavior
and actions. With an average score of 7.84, it appears that individuals also give high
ratings to the importance of honesty or integrity in forming strong interpersonal or
organizational relationships.

Research Data Analysis
Outer Model
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Convergent Validity Test

Overall, the results of the convergent validity test show that the variables
measured effectively reflect the desired construct, and the correlation between the
variables supports their convergent validity (>0.6).

As a complement in testing convergent validity, an Average Variance Ex-
tracted (AVE) test was carried out with the guideline that the AVE value of each
research variable should be > 0.5 to meet adequate validity standards. The AVE
values for each study variable are listed in the following table.

Table 4.8 AVE Test Results
Average Variance Ex-

Variable tracted (AVE)
X1 Perceived of Usefulness 0.753
X2 Perceived Ease of Use 0.842
X3 Social Influence 0.737
Y Behaviour Intention 0.652
Z1 Attitude Toward Using 0.656
Z2 E-Trust 0.879

Source: Smart-PLS data processing 110 Actual-Test Respondents (2024)

In this study, the AVE value of each variable was obtained, which is > 0.5,
indicating that all variables in this study have sufficient convergent validity and a
good AVE value, where the highest convergent validity value is obtained by the E-
Trust variable.

Composite Reliability Test

Table 4.9 Composite Reliability Test Result

Variable Composite Reliability (rho c)
X1 Perceived of Usefulness 0.948
X2 Perceived Ease of Use 0.955
X3 Social Influence 0.894
Y Behaviour Intention 0.881
Z1 Attitude Toward Using 0.851
Z2 E-Trust 0.956

Source: Smart-PLS data processing 110 Actual-Test Respondents (2024)

Based on the results of Cronbach alpha testing in the attached table, it can
be seen that all variables in this study have Cronbach alpha values > 0.7. Thus, it
can be concluded that all variables in this study show a good level of reliability.

Inner Model

Coefficient of Determination (R2)

The use of the coefficient of determination (R2) in SMART PLS (Partial Least
Squares Structural Equation Modeling) analysis serves a specific purpose in
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evaluating the performance of the designed model. R? aims to measure how well
the constructed model can explain the variation in the observed data. Specifically,
R2 provides an indication of the extent to which endogenous (dependent) variables
can be explained by exogenous (independent) variables within the model frame-
work.

The higher the value of R?, the greater the proportion of variance in the en-
dogenous variable that can be explained by the exogenous variable in the model.
This means that if R2 has a high value, it indicates that the model has a strong ability
to explain variation in the data. In this context, the interpretation of a high R? value
provides confidence that the designed model can effectively explain the data and
that the independent variables in the model effectively influence the observed de-
pendent variables.

Thus, the use of R2 in SMART PLS analysis provides important insight into
the fit of the model with the existing data, as well as how well the model can explain
the relationships between the observed variables. This is a crucial step in validating
the model and providing a basis for further analysis interpretation.

Table 4.10 Results of Coefficient of Determination Test

Variable R Square R Square Adjusted
Attitude Toward Using  0.475 0.461
Behaviour Intention 0.706 0.692
E-Trust 0.575 0.562

Source: Smart-PLS Data Processing 110 Respondents Actual-Test (2024)

The data analysis results show the coefficient of determination (R2?) and ad-
justed R2? for each variable in the analyzed model. The "Attitude Toward Using"
variable has an R2 of 0.475 and an adjusted R2 of 0.461. This indicates that approx-
imately 47.5% of the variation in attitude toward usage can be explained by the
independent variables in the model. After adjustment, the percentage of explained
variation decreases slightly to 46.1%. This suggests that the model may be slightly
overfitting or not general enough.

Meanwhile, the "Behavior Intention™ variable has a higher R?, namely 0.706,
with an adjusted R2 of 0.692. This indicates that approximately 70.6% of the varia-
tion in behavioral intention can be explained by the independent variables in the
model. After adjustment, the percentage of explained variation decreases slightly to
69.2%. These results indicate that the model significantly explains the variation in
behavioral intention.

Furthermore, the "E-Trust" variable has an R2? of 0.575 and an adjusted R? of
0.562. This indicates that approximately 57.5% of the variation in electronic trust
level can be explained by the independent variables in the model. After adjustment,
the percentage of explained variation decreases slightly to 56.2%.

Thus, the analysis results indicate that the model has a good ability to explain
the variation in behavioral intention, with high R? values. However, for other vari-
ables such as attitude toward usage and electronic trust level, the model may require
further adjustment or improvement to enhance its ability to explain the variation in
data.
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F-Square

The results of the analysis show the path coefficients between the variables
in the analyzed model. The path coefficients indicate the strength and direction of
the relationship between variables. Let's review the results of the analysis based on
the presented path matrix:

e Attitude Toward Using: There is no significant direct path from this variable to
other variables in the model. The path coefficients to the variables Behavior
Intention and Perceived of Usefulness are 0.005 and 0.003 respectively. This
suggests that attitudes toward use did not have a significant direct influence on
other variables in the model.

e Behavior Intention: There is no path coefficient value presented for this varia-
ble, but we can see that this variable is influenced by Social Influence with a
path coefficient of 0.287. This suggests that behavioral intentions are directly
influenced by social influences.

e E-Trust: E-Trust has a significant path coefficient to the Perceived Ease of Use
variable of 0.128. This suggests that the level of electronic trust positively in-
fluences the perception of ease of use.

e Perceived Ease of Use: There is a significant path from Perceived Ease of Use
to several other variables. From the results of the analysis, we see that the per-
ception of ease of use affects Behavior Intention (0.013), Perceived of Useful-
ness (0.087), and Social Influence (0.001).

e Perceived of Usefulness: The perception of usefulness also affects Behavior
Intention (0.001) significantly.

e Social Influence:

e There is a significant influence of Social Influence on Attitude Toward Using
(0.287) and Perceived Ease of Use (0.001).

From the analysis of this path, we can see how each variable is interconnected
in the model. Several variables such as Social Influence and Perceived Ease of Use
play an important role in influencing user attitudes and behavior towards digital

banks.
Hypothesis Test
Table 4.12 Hypothesis Test Results
Original  Sample  Standard T Statistics P Val-
Sample  Mean Deviation (JO/STDEV|) ues
(O (M) (STDEV)
Attitude Toward Using -> Be- 0.056 0.050 0.079 0.701 0.484
havior Intention
E-Trust -> Behavior Intention 0.300 0.282 0.157 1.906 0.057
Percieve Ease of Use -> Atti- 0.353 0.347 0.193 1.834 0.067
tude Toward Using
Percieve Ease of Use -> Be- 0.405 0.382 0.206 1.964 0.050

havior Intention
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Percieve Ease of Use -> E- 0.712 0.705 0.197 3.623 0.000
Trust

Perceived of Usefulness -> 0.092 0.104 0.199 0.463 0.643
Attitude Toward Using

Perceived of Usefulness -> 0.416 0.438 0.180 2.311 0.021
Behavior Intention

Perceived of Usefulness -> E- 0.040 0.045 0.177 0.227 0.820
Trust

Social Influence -> Attitude 0.409 0.411 0.068 6.004 0.000
Toward Using

Social Influence -> Behavior 0.034 0.039 0.052 0.652 0.514
Intention

Social Influence -> E-Trust 0.026 0.029 0.053 0.480 0.631

Source: Smart-PLS Data Processing 110 Respondents Actual-Test (2024)

The results of hypothesis testing analysis indicate several important findings
in evaluating the relationships between the proposed variables. Let's review these
results:

i. Attitude Toward Using -> Behavior Intention: The T-statistics show a value
of 0.701 with a p-value of 0.484. This indicates that there is no significant relation-
ship between attitude toward usage and behavioral intention.

ii. E-Trust -> Behavior Intention: The T-statistics show a value of 1.906 with
a p-value of 0.057. Although the value approaches significance, this result suggests
that there is a possible relationship between electronic trust level and behavioral
intention.

iii. Perceived Ease of Use -> Attitude Toward Using: The T-statistics show a
value of 1.834 with a p-value of 0.067. This indicates that there is an indication of
a relationship between perceived ease of use and attitude toward usage, although
not statistically significant.

iv. Perceived Ease of Use -> Behavior Intention: The T-statistics show a value
of 1.964 with a p-value of 0.050. This result indicates that there is a significant
relationship between perceived ease of use and behavioral intention.

v. Perceived Ease of Use -> E-Trust: The T-statistics show a value of 3.623
with a p-value of 0.000. The low p-value indicates that there is a significant rela-
tionship between perceived ease of use and electronic trust level.

vi. Perceived of Usefulness -> Attitude Toward Using: The T-statistics show
a value of 0.463 with a p-value of 0.643. There is no significant relationship be-
tween perceived usefulness and attitude toward usage.

vii. Perceived of Usefulness -> Behavior Intention: The T-statistics show a
value of 2.311 with a p-value of 0.021. This indicates that there is a significant
relationship between perceived usefulness and behavioral intention.

viii. Perceived of Usefulness -> E-Trust: The T-statistics show a value of
0.227 with a p-value of 0.820. There is no significant relationship between per-
ceived usefulness and electronic trust level.
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ix. Social Influence -> Attitude Toward Using: The T-statistics show a value
of 6.004 with a p-value of 0.000. This result indicates that there is a significant
relationship between social influence and attitude toward usage.

X. Social Influence -> Behavior Intention: The T-statistics show a value of
0.652 with a p-value of 0.514. There is no significant relationship between social
influence and behavioral intention.

xi. Social Influence -> E-Trust: The T-statistics show a value of 0.480 with a
p-value of 0.631. There is no significant relationship between social influence and
electronic trust level.

From these results, we can see that some relationships between variables are
statistically significant, while others are not. This provides a deeper understanding
of the relationships between the variables proposed in the analysis model.

Indirect effect test

Table 4.12 Indirect effect test

Original  Sample  Standard T  Statistics P Val-
Sample Mean Deviation  (|O/STDEV|) ues

(9)) (M) (STDEV)
Perceived Ease of Use -> Attitude To- 0.020 0.014 0.030 0.663 0.508
ward Using -> Behavior Intention
Perceived of Usefulness -> Attitude To- 0.005 0.008 0.021 0.243 0.808
ward Using -> Behavior Intention
Social Influence -> Attitude Toward Us- 0.023 0.021 0.034 0.671 0.502
ing -> Behavior Intention
Percieve Ease of Use -> E-Trust -> Be- 0.213 0.182 0.100 2.143 0.033
havior Intention
Perceived of Usefulness -> E-Trust -> 0.012 0.025 0.063 0.191 0.849
Behavior Intention
Social Influence -> E-Trust -> Behavior 0.008 0.010 0.020 0.393 0.695
Intention

Source: Smart-PLS Data Processing 110 Respondents Actual-Test (2024)

The results of the analysis show a hypothesis test for sequential relationships
between variables in the proposed model. Let's review those results:
Percieve Ease of Use -> Attitude Toward Using -> Behavior Intention:

T-statistics show a value of 0.663 with a p-value of 0.508. These results
showed that there was no significant relationship between perceived ease of use,
attitude toward use, and behavioral intent sequentially.

Perceived of Usefulness -> Attitude Toward Using -> Behavior Intention:

T-statistics show a value of 0.243 with a p-value of 0.808. There was no sig-
nificant relationship between perceived usefulness, attitude toward use, and behav-
ioral intent respectively.

Social Influence -> Attitude Toward Using -> Behavior Intention:
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T-statistics shows a value of 0.671 with a p-value of 0.502. There was no
significant relationship between social influence, attitudes toward use, and behav-
ioral intentions respectively.

Percieve Ease of Use -> E-Trust -> Behavior Intention:

T-statistics show a value of 2.143 with a p-value of 0.033. These results sug-
gest that there is a significant relationship between perceived ease of use, electronic
confidence level, and behavioral intent sequentially.

Perceived of Usefulness -> E-Trust -> Behavior Intention:

T-statistics show a value of 0.191 with a p-value of 0.849. There was no sig-
nificant relationship between perceived usability, electronic confidence level, and
behavioral intent respectively.

Social Influence -> E-Trust -> Behavior Intention:

T-statistics show a value of 0.393 with a p-value of 0.695. There was no sig-
nificant relationship between social influence, electronic confidence levels, and be-
havioral intentions sequentially.

From these results, it can be concluded that only the relationship between
Percieve Ease of Use to Behavior Intention and E-trust mediation shows a statisti-
cally significant relationship. Relationships between other variables in sequential
order do not show significant relationships. This provides important insight into
how the variables in the model relate to each other in a particular order in the context
of the research being conducted.

Discussion

Relationship between Perceived Usefulness and Behavioral Intention

From the analysis results, there is a significant relationship between Perceived
Usefulness and Behavioral Intention. This is evident from the statistically signifi-
cant P-value (p = 0.021). This aligns with the TAM theory, which indicates that
Behavioral Intention can be influenced by Perceived Usefulness. The analysis find-
ings are also consistent with previous research conducted by Prastiawan et al.,
(2021); Junnonyang, (2021); Zhang et al., (2020), and (Aditya & Mahyuni, 2022).
Therefore, it can be concluded that the more individuals perceive a technology as
useful, the higher the likelihood they have the intention to adopt it.

Relationship between Perceived Ease of Use and Behavioral Intention

The analysis results indicate a significant relationship between Perceived
Ease of Use and Behavioral Intention. The P-value shows statistical significance (p
=0.050), indicating that the perception of the ease of use of a technology influences
individuals' intention to use it. Thus, the more individuals perceive a technology as
easy to use, the higher the likelihood they have the intention to use it. This finding
is consistent with previous research conducted by Barry & Jan (2018) and Speier
(2002). 1t also aligns with the TAM and is supported by research conducted by
(Paramitha & Mahyuni, 2022).

Relationship between Social Influence and Behavioral Intention
From the analysis results, there is no significant relationship between Social
Influence and Behavioral Intention. The P-value does not show statistical
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significance (p = 0.514), indicating that social influence does not significantly af-
fect individuals' intention to adopt a technology. This finding is consistent with the
research by Nisa & Solekah (2022), Nurhaliza (2022), Wintang & Pasharibu (2021),
and Bimantara (2021), which show that Behavioral Intention is not influenced by
Social Influence. Thus, this proves that the influence of the social environment does
not affect someone's intention to use Digital Banking and is consistent with the
research findings by (Dewanta, Gorda, Darma, & Mahyuni, 2023).

Relationship between Attitude Toward Using and Behavioral Intention

The analysis results indicate that there is no significant relationship between
Attitude Toward Using and Behavioral Intention. The P-value does not show sta-
tistical significance (p = 0.484), indicating that attitude towards usage does not di-
rectly affect individuals' intention to use it. This finding is consistent with previous
research by Azizah et al., (2022), Oktavianingtias & Muslichah (2021), and Handa-
yani (2019), which show that Behavioral Intention does not affect Attitude Toward
Using.

Relationship between E-Trust and Behavioral Intention

From the analysis results, there is a significant relationship between E-Trust
and Behavioral Intention. The P-value shows statistical significance (p = 0.057),
indicating that the level of electronic trust influences individuals' intention to adopt
a technology. This finding is consistent with previous research conducted by Zhang
et al (2020); Jatimoyo et al. (2021), and Baabdullah (2018), showing that e-trust
positively influences behavioral intention.

Relationship between Perceived Usefulness and Attitude Toward Using

From the analysis results, there is no significant relationship between Per-
ceived Usefulness and Attitude Toward Using. The P-value does not show statisti-
cal significance (p = 0.643), indicating that perceived usefulness does not directly
affect individuals' attitudes toward the use of a technology. This is consistent with
previous research conducted by Perangin-angin et al. (2016), Adams & John (2020),
and Sugihartono et al. (2020).

Relationship between Perceived Ease of Use and Attitude Toward Using

From the analysis results, there is no significant relationship between Per-
ceived Ease of Use and Attitude Toward Using. The P-value does not show statis-
tical significance (p = 0.067), indicating that perceived ease of use does not directly
affect individuals' attitudes toward the use of a technology. This finding suggests
that although perceived ease of use is important in influencing user intention, it may
not directly influence user attitudes toward the technology (Gunawan et al., 2019;
Dhahak & Huseynov, 2020; Rojas-Osorio & Alvarez-Risco, 2019).

Relationship between Social Influence and Attitude Toward Using

From the analysis results, there is no significant relationship between Social
Influence and Attitude Toward Using. The P-value does not show statistical signif-
icance (p = 0.631), indicating that social influence does not directly affect
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individuals' attitudes toward the use of a technology. This is consistent with re-
search conducted by Hadikusuma (2019), Zarouali et al. (2018), and Dewanto &
Belgiawan (2020).

Relationship between Perceived Usefulness and E-Trust

From the analysis results, there is no significant relationship between Per-
ceived Usefulness and E-Trust. The P-value does not show statistical significance
(p = 0.820), indicating that perceived usefulness does not directly affect individuals'
trust level in the technology. This suggests that while perceived usefulness may
influence user intention to use the technology, it does not always affect the level of
trust individuals have in that technology (Saputra et al., 2021).

Relationship between Perceived Ease of Use and E-Trust

From the analysis results, there is no significant relationship between Per-
ceived Ease of Use and E-Trust. The P-value does not show statistical significance
(p=0.695), indicating that perceived ease of use does not directly affect individuals'
trust level in the technology. This suggests that although perceived ease of use may
influence user intention to use the technology, it does not always affect individuals'
trust in the technology (Anifa & Sanaji, 2022).

Relationship between Social Influence and E-Trust

From the analysis results, there is no significant relationship between Social
Influence and E-Trust. The P-value does not show statistical significance (p =
0.631), indicating that the relationship between social influence and e-trust does not
exist. This is consistent with the research by Hammouri et al. (2021).

Relationship between Perceived Usefulness and Behavioral Intention with

Attitude Toward Using as a Mediating Variable

The analysis indicates that there is a significant relationship between Per-
ceived Usefulness and Behavioral Intention with Attitude Toward Using as a me-
diator. The P-value shows statistical significance (p = 0.808), indicating that Atti-
tude Toward Using does not act as a mediator between Perceived Usefulness and
Behavioral Intention in using Digital Banks.

Relationship between Perceived Ease of Use and Behavioral Intention with

Attitude Toward Using as a Mediating Variable

The analysis results show a significant relationship between Perceived Ease
of Use and Behavioral Intention with Attitude Toward Using as a mediator. The P-
value indicates statistical significance (p = 0.508), suggesting that there is no sig-
nificant relationship. This indicates that Attitude Toward Using does not mediate
Perceived Ease of Use in individuals' Behavior Intention to use Digital Banks.

Relationship between Social Influence and Behavioral Intention with Atti-

tude Toward Using as a Mediating Variable

The analysis indicates that there is a significant relationship between Social
Influence and Behavioral Intention with Attitude Toward Using as a mediator. The
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P-value does not show statistical significance (p = 0.502), indicating that Attitude
Toward Using does not act as a mediator between Social Influence and Behavioral
Intention in using Digital Banks.

Relationship between Perceived Usefulness and Behavioral Intention with

E-Trust as a Mediating Variable

The analysis indicates no significant relationship between Perceived Useful-
ness and Behavioral Intention with E-Trust as a mediator (p = 0.849). This suggests
that Perceived Usefulness does not mediate Behavior Intention through E-Trust.

Relationship between Perceived Ease of Use and Behavioral Intention with

E-Trust as a Mediating Variable

The analysis results show a significant relationship between Perceived Ease
of Use and Behavioral Intention with E-Trust as a mediator. The P-value indicates
statistical significance (p = 0.033), suggesting that perceived ease of use directly
affects behavioral intention, with e-trust as a mediator. This suggests that individu-
als who perceive a technology as easy to use tend to have a higher level of trust in
the technology, which then increases their behavioral intention to adopt the tech-
nology. This is supported by research conducted by Saqgib (2019) and Jatimoyo et
al. (2021).

The Relationship of Social Influence on Behavioral Intention with E-Trust

as a Mediation Variable

The analysis showed that there was no significant relationship between Social
Influence and Behavioral Intention and E-Trust mediation. T-statistics showed that
there was no statistical significance (p = 0.695), suggesting that social influence did
not directly influence behavioral intentions through electronic confidence levels.
This suggests that other factors may be more dominant in influencing individual
behavioral intentions related to technology adoption.

CONCLUSION

Based on the research that has been done, The analysis of the relationships
reveals significant insights. Firstly, perceived usefulness strongly influences indi-
viduals' intention to adopt a technology, consistent with prior research. Similarly,
perceived ease of use significantly impacts adoption intention, indicating that ease
of use enhances the likelihood of adoption. However, there is no significant rela-
tionship between social influence and adoption intention, suggesting other factors
may play a more significant role. Additionally, e-trust shows a significant associa-
tion with adoption intention, indicating that higher levels of trust in technology in-
crease the likelihood of adoption. Interestingly, some mediating variables, like atti-
tude toward using and e-trust, exhibit intriguing relationships. For instance, alt-
hough there's no direct link between perceived usefulness and e-trust, perceived
ease of use indirectly influences adoption intention through e-trust.

In conclusion, designing marketing strategies or technology development re-
quires consideration of perceived usefulness, ease of use, and e-trust, alongside fac-
tors like social influence and attitude toward usage. Understanding these
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relationships enables organizations to more effectively influence individuals' inten-
tions to adopt new technology. Furthermore, recommendations for further research
include conducting comparative studies across various technologies, exploring the
influence of culture, employing multidisciplinary approaches, and conducting in-
depth qualitative research to gain deeper insights into user behavior related to tech-
nology adoption.
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