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	The purpose of this study is to examine the effect of perceived usefulness and perceived ease of use on intention to use mobile banking (brimo), using attitude as an intervening variable, at Lubuk Basung Sub-Branch Office of PT. Bank Rakyat Indonesia. Explanatory research was used in this study, with an explanatory survey emphasizing quantitative approaches as the research method. The sample consists of 250 clients of Lubuk Basung Sub-Branch Office of PT. Bank Rakyat Indonesia who use Mobile Banking (BRIMO). Purposive sampling is the sample technique used. Structural Equation Modeling - Partial Least Squares was used to analyze the data (SEM-PLS). The results indicated that perceived usefulness had a significant effect on intention to use, perceived ease of use had a significant effect on intention to use, perceived of usefulness had a significant effect on attitudes of use, attitudes of use had a significant effect on intention to use, and perceived ease of use had a significant effect on intention in use through attitude. This research obtains significant findings for PT. BRI, namely that the banking sector enhances the features offered to customers to make them more comfortable when performing required banking transactions. Additionally, they enhance services through easily accessible mobile applications and personalize the appearance of banking features to meet the  customer needs
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1. Introduction 

The banking business is one that has always evolved in lockstep with the advancement of information technology. To show a superiority, service businesses such as banking always offer a variety of convenient services to attract clients, of course through the use of technology's information carrying capacity. To assist in the facilitation of banking services based on information technology nowadays, what we commonly know as ATM (Automatic Teller Machine), internet banking, mobile banking, SMS banking, and credit cards are just few of the options.

The conventional method, which is still used in the banking business, is to provide service to clients who visit the bank directly to conduct various types of operations, such as depositing monies, transferring cash between accounts, or completing other transactions. This results in inefficiencies in conventional methods. For example, when clients wish to transfer funds between accounts, they often visit the nearest bank, complete out a transfer form, and then queue in line. This procedure takes considerable time, beginning with the completion of the form, queuing, and then time for the Teller to verify whether or not the account number stated on the form is correct. As a result, banks offer services that are expected to help simplify conventional methods.

There are several reasons why prospective customers choose certain banks to save their money, including the bank's brand name, which is frequently heard by prospective customers, the bank's proximity to the prospective customer's residence, the bank's service quality, security level, and ease of transaction facilities, and can also take the form of referrals from those closest to the prospective customer. The most intriguing aspect, though, is the simplicity with which transactions can be made. Banks must consider service growth in order to extend distribution networks. Services such as checking account balances, transferring funds between accounts, and paying bills no longer require physical visits to the bank. According to Afifah & Widyanesti (2017), the internet enables banks to develop and innovate by offering internet banking and mobile banking via mobile devices.

Mobile banking is a type of product service that clients may get directly through their smartphones. Customers no longer need to visit the bank or ATM to perform banking transactions such as money transfers, balance checks, or bill payments, except for cash withdrawals, owing to the mobile banking application menu that utilizes the internet network on a smartphone in combination with SMS (Short Message Service) media. Apart from the simplicity of receiving financial information, the benefits realized by clients do not always correlate with their enthusiasm (interest) in using the application. Numerous factors can impact an individual's interest in a new technology, in this case mobile banking. The customer's intention to use the mobile banking application are one among them.

According to Kurniawati et al. (2017), mobile banking is a service provided by banks in the modern day as a result of technological and communication advancements. Mobile banking features include payments, transfers, transaction history, etc.. The use of mobile banking services on cellular phones enables clients to carry out financial activities more conveniently and without regard for space or time limitations. It is expected that the mobile banking service would give consumers with convenience and benefits by allowing them to access the bank without having to visit the bank directly.

Currently, the banking sector, particularly Bank Rakyat Indonesia (BRI), has made it simple for consumers to do transactions without having to visit the bank directly. BRI has introduced a mobile banking application named BRIMO BRI to simplify transactions, transfer funds between accounts or banks, check balances, and view financial mutations easier for its customers.

BRImo BRI is a digital banking application targeted mostly at millennials. Additionally, BRI launched BRImo, establishing BRI as a state-owned corporation capable of becoming Indonesia's leading consumer banking service provider. Until recently, BRI has been known as a banking company focused on Small and Medium-Sized Enterprises (SME). Then, in response to the rapid advancement of technology, BRI reaffirmed its commitment to providing superior services to consumers, one of which is through innovation, as evidenced by the debut of the BRImo product.

The following table illustrates the growth of BRI savings customers and BRImo mobile banking users at Lubuk Basung Sub-Branch Office of BRI from 2018 to October 2021.
Table 1

Total of BRI Savings Customers and BRImo Mobile Banking Users (in person) for the 

Period 2018 to October 2021 at Lubuk Basung Sub-Branch Office of BRI

	Year
	Savings Customers
	BRImo M-Banking Users
	Percent of BRImo M-Banking Users

	2018
	12,281
	8,321
	67.8

	2019
	13,329
	8,931
	67.0

	2020
	14,810
	9,245
	62.4

	Oct-2021
	17,205
	10,154
	59.0


         Source: Lubuk Basung Sub-Branch Office of BRI, November 2021
As illustrated in Table 1, the number of savings customers and customers using BRImo Mobile Banking increased year over year from 2018 to October 2021. Although both have increased, the percentage of customers that use BRImo Mobile Banking continues to decline each year, from 67.8% in 2018 to 59% in October 2021. This demonstrates that, while the number of savings customers increases, the growth does not correspond to an increase in the use of BRImo Mobile Banking, indicating that interest in mobile banking (brimo) remains low.

BRImo BRI's primary market segment is the millennials. This platform exists to make it easier for consumers to perform online transaction. Additionally, intention and use of digital transaction platforms is growing, as is the availability of increasingly diverse digital wallet services, known as e-wallet. Further, BRImo can be used to facilitate users' access to BRI services (Kumalasari, 2021). 

The perceived usefulness and ease of use of this mobile banking application (BRIMO) may not necessarily correlate with customers' enthusiasm (intention) in utilizing the application. Numerous factors can impact an individual's intention in a new technology, in this case mobile banking. The customer's personal perceptions of the mobile banking application are one among them, particularly for customers who reside in rural areas and are unfamiliar with technology.

This occurred at the Lubuk Basung Sub-Brach Office of BRI in West Sumatra, where not all customers are ready to use the BRI's BRIMO application. As can be observed, many transactions continue to be performed directly at the Sub-Branch Office, such as balance checking, interbank transfers, and other routine activities that should be more effective and efficient when performed via the BRIMO application.

Munoz-Leiva, et al. (2017) defined perceived usefulness as an individual's belief that using a certain system will increase his or her job performance. On several occasions, the perceived usefulness has been noted as a perceived relative benefit and a reason for its superiority to its predecessor.

According to research by Davis (1989), the problem of how clients can accept and utilize mobile banking services optimally can be explained through the use of the TAM (Technology Acceptance Model) framework. This hypothesis provides a compelling and straightforward explanation for technological acceptance and user behavior.

TAM (Technology Acceptance Model) is a management information system (MIS) term that refers to one of the behaviors associated with information technology use. Davis (1989) proposed the TAM (Technology Acceptance Model) as a framework for thinking about interest in the use of information technology. TAM focuses on users' attitudes toward information technology use, forming them based on perceived usefulness, perceived ease of use, and perceived of security associated with information technology use. TAM is extensively used to forecast marketers' acceptance and utilization of information technology based on perceived ease of use. Perceived usefulness relates to a person's belief that utilizing a specific system will boost his or her efficacy in transactions, whereas perceive ease of use refers to a person's belief that using a particular system will save his or her effort (Davis, 1989).

2. Research Methods
This study is an explanatory research. Explanatory research is a sort of research that is used to explain the relationship between the variables studied and also to explain the relationship between variables through the use of hypothesis testing. Meanwhile, the research method is a explanatory survey that employs quantitative techniques (Sekaran & Bougie, 2016). The population consists of all customers of Lubuk Basung Sub-Branch Office of Bank Rakyat Indonesia who utilize Mobile Banking (BRIMO). According to Hair et al. (2010), a study is considered representative if the sample size equals the number of indicators multiplied by 5-10 or if the sample size is at least 100 (one hundred) samples or respondents. The number of indicators in this study is 25, thus 25 x 10 = 250. Therefore, 250 clients of Lubuk Basung Sub-Branch Office of Bank Rakyat Indonesia who use Mobile Banking (BRIMO) were included in the sample. Purposive sampling is the sample technique used in this study. The respondents' criteria in this study are: customers of Lubuk Basung Sub-Branch Office of BRI who use mobile banking (BRIMO), customers who have used mobile banking (BRIMO) for more than 6 months, and customers who have made transactions using mobile banking (BRIMO). The customers who use mobile banking (BRIMO) then were given a questionnaire via Google Form. Structural Equation Modeling - Partial Least Squares (SEM-PLS) was utilized to analyze the data in this study.
3. Results and Discussion
3.1 Characteristics of Respondents

Male sex accounted for 53.2% (133 people) more respondents' data than female sex accounted for 46.8% more respondents' data (117 people). The majority of 37.6% (94 people) of respondents are between the ages of 23-28 years. As many as 46.4% (116 people) have a last education of High School. Additionally, 32.4% (81 people) have an income greater than Rp. 4,000,000. Meanwhile, 24.4% are entrepreneurs (61 people).

3.2 Testing Measurement Model (Outer Model)

a. Convergent and Discriminant Validity


Table 2 shows the values of outer loading on the variables perceived usefulness, perceived ease of use, attitudes, and intention to use.

Table 2

Outer Loading

	Variabel
	Indikator 
	IU
	PEU
	PU
	A

	intention to use
	IU1
	0.704
	
	
	

	
	IU2
	0.869
	
	
	

	
	IU3
	0.904
	
	
	

	
	IU4
	0.894
	
	
	

	
	IU5
	0.877
	
	
	

	
	IU6
	0.848
	
	
	

	
	IU7
	0.876
	
	
	

	
	IU8
	0.900
	
	
	

	perceived ease of use
	PEU1
	
	0.905
	
	

	
	PEU2
	
	0.941
	
	

	
	PEU3
	
	0.935
	
	

	
	PEU4
	
	0.924
	
	

	
	PEU5
	
	0.910
	
	

	
	PEU6
	
	0.867
	
	

	perceived usefulness
	PU1
	
	
	0.812
	

	
	PU2
	
	
	0.927
	

	
	PU3
	
	
	0.920
	

	
	PU4
	
	
	0.902
	

	
	PU5
	
	
	0.892
	

	
	PU6
	
	
	0.886
	

	
	PU7
	
	
	0.867
	

	Attitude
	A1
	
	
	
	0.919

	
	A2
	
	
	
	0.906

	
	A3
	
	
	
	0.932

	
	A4
	
	
	
	0.903


             
           Source: Processed results of primary data (2022)
As shown in Table 2, all indicator statements have an outer loading value > 0.50, indicating that they are all valid. Therefore, it can proceed to the following stage, which is the discriminant validity test. Additionally, the evaluation employs a cross loading construct to determine discriminant validity. The following criteria apply: If the correlation between the construct and the measurement item is greater than the correlation between the other constructs, then the latent construct better predicts the size of their block than the other constructs (Ghozali, 2014)
Table 3

Cross Loading

	Variabel 
	Indikator 
	intention to use
	perceived ease of use
	perceived usefulness
	attitude

	intention to use
	IU1
	0.704
	0.608
	0.613
	0.657

	
	IU2
	0.869
	0.749
	0.787
	0.771

	
	IU3
	0.904
	0.817
	0.816
	0.797

	
	IU4
	0.894
	0.791
	0.823
	0.726

	
	IU5
	0.877
	0.829
	0.821
	0.806

	
	IU6
	0.848
	0.777
	0.795
	0.740

	
	IU7
	0.876
	0.778
	0.826
	0.751

	
	IU8
	0.900
	0.856
	0.838
	0.773

	perceived ease of use
	PEU1
	0.821
	0.905
	0.877
	0.777

	
	PEU2
	0.829
	0.941
	0.865
	0.797

	
	PEU3
	0.856
	0.935
	0.885
	0.834

	
	PEU4
	0.822
	0.924
	0.804
	0.777

	
	PEU5
	0.830
	0.910
	0.844
	0.787

	
	PEU6
	0.801
	0.867
	0.788
	0.854

	perceived usefulness
	PU1
	0.782
	0.739
	0.812
	0.662

	
	PU2
	0.848
	0.836
	0.927
	0.771

	
	PU3
	0.844
	0.869
	0.920
	0.772

	
	PU4
	0.828
	0.818
	0.902
	0.760

	
	PU5
	0.786
	0.793
	0.892
	0.750

	
	PU6
	0.794
	0.822
	0.886
	0.807

	
	PU7
	0.832
	0.850
	0.867
	0.889

	attitude


	A1
	0.822
	0.845
	0.824
	0.919

	
	A2
	0.802
	0.802
	0.795
	0.906

	
	A3
	0.776
	0.772
	0.798
	0.932

	
	A4
	0.801
	0.802
	0.781
	0.903


     Cross loading indicates that the indicator's correlation with the variable is greater than the indicator's correlation with other variables. As shown in Table 3, all indicator values examined in this study were declared valid, implying that all latent variables in the study exhibit a high level of discriminant validity.

3.3 Assessment of Construct Reliability and Validity
To state a reliable construct, the composite reliability and Cronbach alpha values must be more than 0.70 (Ghozali, 2014). Additionally, the AVE must be greater than 0.50 (Ghozali, 2014).
Table 4

Construct Reliability and Validity

	Variabel 
	Cronbach's Alpha
	Composite Reliability
	(AVE)

	intention to use
	0.949
	0.958
	0.742

	perceived ease of use
	0.960
	0.968
	0.836

	perceived usefulness
	0.955
	0.963
	0.787

	attitude
	0.935
	0.954
	0.837


 Source: Processed results of primary data (2022)
According to Table 4, all research variables possess composite reliability and Cronbach's alpha values more than 0.70. As a result, the indicators utilized in this study variable are considered reliable. Meanwhile, the test validity use of an average variance extracted (AVE) value with a limit value greater than 0.50. As shown in Table 4, all variables have an AVE value greater than 0.50. This implies that all indicators and variables have been declared to be reliable and valid.

3.4 Structural Model Test


The structural model test was used to determine the relationship between the construct, its significant value, and the R-square of the research model. Table 5 below shows the estimated R-square value.
Table 5 

R-Square

	
	R-Square

	Intention to Use
	0.877

	Attitude
	0.801


Source: Processed results of primary data (2022)

According to Table 5, the R-square value for the variable of interest in use is 0.877, indicating that the variables have an 87.7% effect on perceived usefulness, perceived ease of use, and attitudes toward intention to use, with the remaining 12.3% affected by other variables  outside the focus of this research. The R-square value for attitude variable is 0.801, indicating that 80.1% of the attitude variable is affected by the user's perceived usefulness and perceived ease of use, while the remaining 19.9% is affected by variables not included in this study.

3.5 Analysis of Direct and Indirect Effects

a. Direct Effect Analysis

It is necessary to test a proposed hypothesis to determine whether it is accepted or rejected using Bootstrapping function on SmartPLS 3.0.

Table 6
Path Coefficient Results

	
	 
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T Statistics (|O/STDEV|)
	P-Values

	H1
	Perceived Usefulness -> Intention to Use
	0.491
	0.508
	0.110
	4.472
	0.000

	H2
	Perceived Ease of Use -> Intention to Use
	0.262
	0.268
	0.099
	2.654
	0.008

	H3
	Perceived Usefulness -> Attitudes
	0.413
	0.430
	0.134
	3.083
	0.002

	H4
	Perceived Ease of Use -> Attitudes
	0.500
	0.486
	0.131
	3.819
	0.000

	H5
	Attitudes -> Intention to Use
	0.215
	0.191
	0.109
	1.979
	0.048


     Source: Processed results of primary data (2022)   
b. Indirect Effect Analysis (Mediation Analysis)

This analysis was performed to determine whether use attitudes act as a moderator between perceived usefulness and perceived ease of use in determining intention to use mobile banking brimo. The relationship between the independent and dependent variables in this study may be observed in Table 7 below via the mediating variable.
Table 7
Indirect Effect
	
	 
	Original Sample (O)
	Sample Mean (M)
	Standard Deviation (STDEV)
	T Statistics (|O/STDEV|)
	P Values

	H6
	Perceived Usefulness -> Attitudes -> Intention to Use
	0.089
	0.077
	0.051
	1.748
	0.081

	H7
	Perceived Ease of Use -> Attitudes -> Intention to Use
	0.108
	0.096
	0.062
	1.730
	0.084


          Source: Processed results of primary data (2022)

The sixth hypothesis is that the perceived usefulness of utilizing mobile banking have an indirect effect on interest in mobile banking via usage attitudes. According to table 7, the effect of perceived usefulness on intention to use mobile banking via use attitudes is not significant, as evidenced by the t statistic of 1.748 1.96 and p value 0.081 > 0.05. Therefore, the sixth hypothesis is rejected.

3.6 Discussion of Research Results

a. Effect of Perceived Usefulness on Intention to Use Mobile Banking


The first hypothesis is that the perceived usefulness of BRIMO mobile banking has a significant effect on intention to use it. According to Table 7, the perceived usefulness of BRIMO mobile banking has a significant positive effect, as indicated by the t-statistics value of 4.472 > 1.96 and the p-value of 0.000 < 0.05. The original sample value of 0.491 demonstrates a positive relationship between perceived usefulness and intention to use BRIMO mobile banking. As a result, the first hypothesis is accepted.

Davis (1989) said that the Technology Acceptance Model (TAM) suggested that the primary influence on system use was behavioral intentions toward usage. Meanwhile, intention is driven by two beliefs: perceived usefulness and ease of use. The term "perceived usefulness" refers to a person's belief that utilizing a particular system will improve his or her performance. People will use information technology if they understand the benefits associated with it. Users are willing to use mobile banking if they believe it would benefit their work efficiency. However, users will avoid it if it is difficult to use, even if it is necessary for their work. The more convenient and useful mobile banking is, the more frequently it is used (Gu, Lee, & Suh, 2009).

According to Mutahar et al. (2018), perceived usefulness significantly affected intention to use mobile banking services. Similarly, Gu et al. (2009) concluded that perceived usefulness significantly affected intention to use mobile banking. Raza et al. (2017) discovered the same thing: that user perceptions of benefits have a strong favorable effect on user interest in continuing to use M-banking.
b. Effect of Perceived Ease of Use on Intention to Use Mobile Banking

The second hypothesis is that the perceived ease of use of BRIMO mobile banking has a significant effect on intention to use it. According to Table 7, the perceived ease of use has a significant positive effect on intention to use BRIMO mobile banking, as indicated by the t-statistics value of 2.654 > 1.96 or the p value of 0.008 0.05. The original sample value is 0.262, indicating a positive correlation between perceived ease of use and intention to use BRIMO mobile banking. Therefore, the second hypothesis is accepted.


Users are willing to use mobile banking if they believe it would benefit their work efficiency. However, users will avoid it if it is difficult to use, even if it is necessary for their work. The more convenient and useful mobile banking is, the more frequently it is utilized (Gu et al., 2009).

The term "perceived ease of use" refers to the degree to which an individual believes that utilizing a particular system will be easy (Al-ajam & Nor, 2013). As implied by this definition, perceived ease of use is a belief about the decision-making process. If a user believes an information system is simple to use, that user will use it. On the other hand, if an individual perceives that an information system is difficult to use, that individual will avoid it. The degree to which the user uses the system and interacts with it can also show its ease of use. The more often used system means that the technology is more well-known, simpler to operate, and simpler to employ by its users (Jogiyanto, 2007).

According to Gu et al. (2009), perceived ease of use significantly affected intention to use mobile banking. Similarly, the findings of Mutahar et al. (2018) stated that perceived usefulness significantly affected intention to use mobile banking services. This is supported by the findings of Afifah and Widyanesti (2017), who showed that perceived ease of use significantly influence intention to use mobile banking. This indicates that as the perceived ease of use mobile banking increases, intention to use mobile banking increases as well. In other words, customers' trust in mobile banking as an easy-to-use system can affect their intention in utilizing it.

c. Effect of Perceived Usefulness on Attitudes to Use Mobile Banking

The third hypothesis is that perceived usefulness have a significant effect on attitudes toward BRIMO mobile banking use. According to Table 7, the perceived usefulness has a significant positive effect on attitude towards BRIMO's mobile banking, as evidenced by the t-statistics value of 3.083 > 1.96 and the p-value of 0.002 < 0.05. The original sample value of 0.413 indicates that the relationship between perceived usefulness and attitude toward BRIMO mobile banking is positive. As a result of this, the third hypothesis is accepted.

The TAM model conceptualizes attitudes toward new technology use as constructs that are explained by two perceptual variables: usefulness and ease of use (Munoz-Leiva et al., 2017). Perceived usefulness reflect or pinpoint precisely the variables affecting actual use and intention to continue using the technology. TAM suggests that perceived usefulness is the primary factor of technology adoption, followed by perceived ease of use (Raza et al., 2017). Individual attitudes regarding the intention to use a technology, in this case M-banking, are influenced by both perceived ease of use and perceived usefulness (Rauniar, Rawski, Yang, & Johnson, 2014).

Perceived usefulness is a critical factor in adoption of technology in the banking industry. The fundamental belief is that users will adopt a technology if it is valuable to them (Premkumar et al., 2008). Mobile banking has been hailed as one of the most effective financial transaction methods in recent years due to its distinct advantages over traditional offline banking services (Mortimer et al., 2015).

Munoz-Leiva et al. (2017) discovered that perceived usefulness significantly affected attitudes toward mobile banking use. Raza et al. (2017) discovered the same finding, stating that the perceived usefulness had a significant positive effect on attitudes toward mobile banking. Similarly, Zhang et al. (2018) found that the perceived usefulness significantly affect attitudes toward mobile banking.

d. Effect of Perceived Ease of Use on Attitudes to Use Mobile Banking


The fourth hypothesis is that perceived ease of use has a significant effect on attitudes toward BRIMO mobile banking. According to Table 7, the perceived ease of use has a significant positive effect on the attitude toward utilizing BRIMO mobile banking, as indicated by the t-statistics value of 3.819 > 1.96 and the p-value of 0.000 < 0.05. The original sample result is 0.500, indicating a positive relationship between perceived ease of use and attitudes toward BRIMO mobile banking. As a result of this, the fourth hypothesis is accepted.

The TAM model conceptualizes attitudes toward new technology use as constructs that are explained by two perceptual variables: usefulness and ease of use (Munoz-Leiva et al., 2017). Perceived ease of use can be defined as people's view of technology use that is free of psychological stress and requires little time and effort on their part. Perceived ease of use has an effect on an individual's attitude toward technology use (Rauniar et al., 2014), as well as on perceived usefulness (Raza et al., 2017).

According to Al-Ajam and Nor, (2013), perceived ease of use had a significant positive effect on attitudes. A positive attitude toward internet banking services is attributed to individuals quickly understanding how to utilize it and finding it simple to use. Munoz-Leiva et al. (2017) also found a strong positive effect of perceived ease of use on attitudes toward mobile banking.

Raza et al. (2017) confirmed the same thing, stating that perceived ease of use had a significant positive effect on attitudes toward mobile banking. Similarly, Zhang et al. (2018) revealed that perceived ease of use significantly influenced attitudes toward mobile banking.
e. Effect of Attitudes on Intention to Use Mobile Banking


The fifth hypothesis is that attitude in using BRIMO mobile banking have a significant effect on intention to use it. According to Table 7, usage attitudes toward BRIMO mobile banking have a significant positive effect, as indicated by the t-statistics value of 1.979 > 1.96 or the p-value of 0.048 < 0.05. The original sample result is 0.215, indicating a positive relationship between usage attitudes and intention to use BRIMO mobile banking. Therefore , the fifth hypothesis is accepted.

The attitude of a person toward an action relates to the degree to which that person views the behavior favorably or adversely (Ho, Wu, Lee, & Pham, 2020). Additionally, Al-Ajam amd Nor (2013) defined attitude as "the degree to which an individual has a favorable or unfavorable appraisal or assessment of the conduct in question." Attitudes play a significant effect in determining how technology is used (Davis, 1989). Both TRA and TAM have demonstrated that attitudes are a significant antecedent to intentions when particular behaviors are developed (Munoz-Leiva et al., 2017).

According to Lai et al. (2010), attitude is a essensial predictor of the desire to adopt new technologies in general and mobile banking in particular. Al-Ajam and Nor (2013) discovered a strong positive effect of attitude on intention to use banking technology. Munoz-Leiva et al. (2017) reported the same result, stating that attitude had a significant positive effect on intention to use mobile banking. Similarly, according to Raza et al. (2017), attitude has a significant positive effect on intention to use mobile banking.

f. Effect of Attitude as Intervening Variable between Perceived Usefulness and Intention to Use Mobile Banking


The sixth hypothesis is that the perceived usefulness of mobile banking have an indirect effect on intention to use mobile banking through attitudes. According to Table 7, the influence of perceived usefulness of mobile banking on intention to use mobile banking through attitudes is not significant, as evidenced by the t-statistic of 1.748 < 1.96 and p-value 0.081 > 0.05. Therefore , the sixth hypothesis is rejected.

The first fundamental theory of TAM is that when a person has a more positive attitude toward the usage of new information technology, their intention to behave positively increases as well. The second is that attitudes are influenced by perceptions about perceived usefulness and perceived ease of use. Thirdly, perceived usefulness will have a direct effect on intention to use. Fourth, while perceived ease of use is more positive, perceived usefulness is also more positive. Fifth, external variables (latent variables) will have an indirect effect on attitudes, intentions, and personal internal behavior, as well as two factors, namely perceptions usefulness and ease of use. These variables will become the primary determinants of someone's willingness to accept and use new information technology, demonstrating TAM's high explanatory power (Davis, 1989). Both TRA and TAM have demonstrated that attitudes play a significant role in the development of certain behaviors (Munoz-Leiva et al., 2017). Attitude is a significant predictor of an individual's intention to accept new technology in general, and mobile banking in particular (Lai et al., 2010).

Munoz-Leiva et al. (2017) found that the perceived usefulness significantly influenced attitudes toward mobile banking use. Then, the attitude has a significant positive effect on the level of intention to use mobile banking. Raza et al. (2017) reported the same conclusion, suggesting that the perceived usefulness had a significant positive effect on attitudes toward mobile banking. Then, attitude has a significant positive effect on intention to use mobile banking.

g. Effect of Attitude as an Intervening Variable between Perceived Ease of Use and Intention to Use Mobile Banking


The seventh hypothesis is that perceived ease of use has an indirect effect on intention to use mobile banking through attitudes. According to Table 7, the influence of perceived ease of use on intention to use mobile banking through attitudes is not significant, as seen by the t-statistic of 1.730 < 1.96 and p-value 0.084 > 0.05. Therefore, the seventh hypothesis is rejected.

The first fundamental theory of TAM is that when a person has a more positive attitude toward the usage of new information technology, their intention to behave positively increases as well. The second is that attitudes are influenced by perceptions about perceived usefulness and perceived ease of use. Thirdly, perceived usefulness will have a direct effect on intention to use. Fourth, while perceived ease of use is more positive, perceived usefulness is also more positive. Fifth, external variables (latent variables) will have an indirect effect on attitudes, intentions, and personal internal behavior, as well as two factors, namely perceptions usefulness and ease of use. These variables will become the primary determinants of someone's willingness to accept and use new information technology, demonstrating TAM's high explanatory power (Davis, 1989).

Both TRA and TAM have demonstrated that attitudes play a significant role in the development of certain behaviors (Munoz-Leiva et al., 2017). Attitude is a significant predictor of an individual's intention to accept new technology in general, and mobile banking in particular (Lai et al., 2010).

According to Al-Ajam and Nor (2013), perceived ease of use had a significant positive effect on attitudes. A positive attitude toward internet banking services is attributed to individuals quickly understanding how to utilize it and finding it simple to use. Then attitude has a statistically significant positive effect on intention to use banking technologies. Munoz-Leiva et al. (2017) also discovered that perceived ease of use had a significant positive effect on attitudes and intention to use mobile banking. Raza et al. (2017) reported the same result, suggesting that perceived ease of use had a significant positive effect on attitudes toward mobile banking, and attitudes had a significant positive effect on intention to use mobile banking

4.  Conclusion

This section consists of conclusions, The results indicated that perceived usefulness and perceived ease of use had a significant effect on intention to use mobile banking. In addition, perceived usefulness and had a significant effect on attitudes in using mobile banking. Attitudes had a significant effect on intention to use mobile banking. Meanwhile, perceived ease of use had a significant effect on intention to use mobile banking through attitude. This research produces significant findings for the BRI, namely that the banking sector enhances the features offered to customers to make them more comfortable when performing required banking transactions. Additionally, they may enhance services through easily accessible mobile applications and personalize the appearance of banking features to meet the  customer needs.
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