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Abstract  

Purpose: The primary purpose of this study is to examine the influence of the Technology Acceptance Model (TAM) on the use of 

mobile money in Indonesia. The acceptance of technology has brought changes to society where the application of technology is aimed 

at identifying the best solution among the various existing alternatives. There are two types of electronic money: chip-based and server-

based electronic money. Server-based electronic money is found on mobile phones. The Indonesian government has encouraged the use 

of electronic money and launched Less Cash Society to create a secure, efficient, and smooth payment system. Research design, data, 

and methodology: This study collected quantitative data from users of server-based electronic money through surveys conducted based 

on the sample size. The data were processed using SEM LISREL 8.70. Results: the results show that each of the TAM's fundamental 

elements has a significant impact. Perceived ease of use and perceived usefulness are able to encourage attitude toward using and 

behavioral intention to use towards actual use.  Conclusions: The distribution of mobile money has a positive impact on society. 

Hence, mobile money providers must simplify access—recommendations made to strengthen the acceptance of mobile money via 

Perceived Ease of Use and Perceived Usefulness. 
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1. Introduction1 
 

When payments are made using Internet of Things 

(IoT)-enabled devices such as smartphones, smartwatches, 

smart cards, toll payment devices, and voice-activated items, 

mobile money is created (Jakhiya et al., 2020). Globally, 

mobile money network systems have evolved and have the 

potential to reduce cash transactions. Bank Indonesia 

established the GNTT or Less Cash Society. 

Telecommunications infrastructure and microfinance are 

merging to create mobile money (Nan et al., 2021). The total 

transaction value of the digital payments market is projected 
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to reach US$82.56 billion in 2023. From the government's 

perspective, the distribution of mobile money is important.

  

Mobile money has several advantages, such as service 

convenience, accessibility, security, and ease of use.Users 

can quickly initiate and complete mobile money transactions, 

providing a higher level of transaction security compared to 

conventional means of money transfer (Mugambi et al., 

2014). In the ecosystem, mobile money can interact with 

banking accounts so that transactions can be made between 

banking accounts and mobile money accounts. In its 
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development, mobile money can also be used by illiterate 

users (Mesfin et al., 2015).  

Mobile money was designed by innovators to extend the 

functionality of mobile phones as a means of payment. 

Cellular phones are considered a suitable means of payment 

because they are always carried anywhere. They have the 

ability to store personal data and support lifestyle. In the 

future, digital or electronic money is anticipated to replace 

traditional forms of currency (Bukari & Koomson, 2020; 

Gichuki & Mulu-Mutuku, 2018). 

Individuals generally have the option to either embrace 

or reject technology.  Nonetheless, there exists technology 

that is indispensable, requiring individuals to use it. On the 

other hand, voluntary technology adoption allows 

individuals the freedom to decide whether to accept or reject 

its presence (Momani & Jamous, 2017). Despite the 

ubiquitous use and numerous advantages of cell phones in 

society, the acceptance or rejection of mobile money 

remains a topic of ongoing debate. The distribution of 

mobile money can be considered as an indicator of a 

financial institution's performance (Mahmoud, 2019; 

Tengeh & Gahapa Talom, 2020). 

This research facilitates the voluntary adoption of 

technology for mobile money by the public. Research based 

on the Technology Acceptance Model (TAM) examines 

factors such as intention, the ability to articulate intentions 

into behavior, subjective norms, perceived usefulness, and 

perceived ease of use.  According to Davis, through the 

TAM framework, the process of technology adoption is 

influenced by psychological factors aimed at the utilization 

of technology (Davis, 1989; Davis et al., 1989). TAM is 

used in various fields such as e-procurement, health, 

education, mobile payments, and technology(Alfadda & 

Mahdi, 2021; Baganzi & Lau, 2017; Granić & Marangunić, 

2019; Kwon et al., 2015; Nugraheni et al., 2020; Rahimi et 

al., 2018; Salloum et al., 2019; Santoso et al., 2020) 

 

 

2. Technology Acceptance Model  

 

The Technology Acceptance Model (TAM) is rooted in 

the Theory of Reasoned Action (TRA) established by Ajzen 

and Fishbein (Ajzen & Fishbein, 1980). Subsequently, the 

TRA evolved into the Theory of Planned Behavior (TPB) by 

Ajzen (Ajzen, 1991). Initially, TAM, formulated by Davis, 

stemmed from psychological theories, elucidating computer 

user behavior based on beliefs, attitudes, intentions, and 

their relationship with actual behavior. TAM's principal 

objective is to provide a framework for elucidating how 

external factors influence attitudes, beliefs, and intentions 

regarding technology adoption. Fundamentally, TAM 

centers on the discussion of the user's Attitude towards 

technology use (Davis et al., 1989).  

TAM is one of the most frequently used and influential 

models in information system-related research (Davis & 

Venkatesh, 1996; Mathieson, 1991). Perceived Ease of Use 

and Perceived Usefulness are two critical factors in TAM. 

Perceived Ease of Use describes the degree to which 

potential users expect a system that is hassle-free in use, 

while Perceived Usefulness refers to the perspective of users 

who can subjectively use the system and are able to improve 

its performance in an organizational context.  

 

 
 

Figure 1: Technology Acceptance Model 

 

The TAM framework comprises Perceived Ease of Use, 

Perceived Usefulness, Attitude Toward Use, Behavioral 

Intention to Use, and Actual Use. TAM posits that an 

individual's perceptions of the ease of use and usefulness of 

information systems are crucial determinants of their 

inclination to use the system. Perceived Usefulness refers to 

the belief of a prospective user that employing a particular 

application system will enhance their job performance 

within an organizational context. Perceived Ease of Use, on 

the other hand, pertains to the extent to which a potential 

user expects minimal cognitive or physical effort in utilizing 

the target system (Davis, 1989).  

The construct of Attitude Toward Using TAM is defined 

as a person's positive or negative feelings when they have to 

take action. Some studies show that Attitude (Attitude 

Toward Using) positively affects behavioral interest 

(Behavioral Intention to Use). While Behavioral Intention to 

Use is defined as a desire to do a certain behavior. The 

intention of use arises as a result of the formation of attitudes 

with the process of previous conditions. The results of 

previous studies showed that behavioral interest is the best 

predictor of technology use. Actual System Use is a real 

condition of the use of technology (Davis et al., 1989). 

Davis explained that TAM has variables that affect the 

acceptance of technology users. The hypothesis is that user 

attitudes toward a new technology will be influenced by 

various factorsthat will determine whether the new 

technology will be used or rejected. Technology adoption is 

largely perceived to be driven by cognitive mechanisms, 

aiming to either optimize the technology's utility or fulfill 

the user's needs (Davis, 1989). 
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3. Research Methods  
 

This research aims to investigate how TAM functions as 

a determining factor in the adoption of mobile money. To 

collect data for testing the research model, a purposive 

sampling survey approach was utilized to gather samples 

from mobile money users. This study employed a 

quantitative method with a survey. The survey involved 

sampling a population to examine a phenomenon within a 

specific group or individual behaviors (Creswell & Creswell, 

2017). 

Structural Equation Modeling (SEM) was employed in 

this study to explore the causal relationship between the 

dependent and independent variables. The relationship 

between the variables in the study is depicted in the 

conceptual model, developed based on the research 

framework using the scientific method. The research data 

were analyzed  using SEM with LISREL 8.70  

 

 
Figure 2: Research Model 

 

Behaviors that indicate intent or motive to use are 

essential factors and can explain technology adoption (Davis, 

1989; Venkatesh et al., 2003). According to Davis, there is 

a causal relationship between belief, attitude, intention, and 

conduct that may be used to lessen and explain technology 

acceptance. Beliefs can also influence how technology is 

employed in behavior. Based on the research findings, the 

following hypothesis are developed: 

H1: Behavioral Intention to Use has a significant influence 

on the Actual Use of mobile money.  

 

TAM is built from human-computer interactions and 

based on the belief that Behavioral Intention to Use is 

determined by two key variables: Perceived Usefulness and 

Attitude Toward Using. Perceived usefulness is individuals’ 

assessment of a system's ability to improve their 

performance. What is perceived as beneficial to the 

individuals will have an influence on the intention to use a 

system. Hence, the following hypothesis is formulated. 

H2: Perceived Usefulness has a significant influence on the 

Behavioral Intention to Use mobile money.  

Davis explained the various variables that influence the 

formation of behavioral intention in using a system, 

including Attitude Toward Using. It is psoted that Attitude 

Toward Using has a positive influence on intentions 

regarding the use of a specific system. Based on this 

research, the hypothesis of this study is:  

H3: Attitude Toward Using has a significant influence on 

the Behavioral Intention to Use mobile money.  

 

TAM explains that Attitude Toward Using is directly 

influenced by two beliefs: Perceived Usefulness and 

Perceived Ease of Use. A system that has a high Perceived 

Usefulness classification will produce relationships in the 

formation of behaviors that indicate the intention or motive 

of using. The hypothesis based on the research is as follows: 

H4: Perceived Usefulness has a significant influence on 

Attitude Toward Using mobile money.  

 

TAM shows that the use of a particular system that is 

free from efforts will exert influence and lead to attitudes 

forming the behavior of intent in using a new technology by 

individuals. Based on the findings, the following hypothesis 

is proposed: 

H5: Perceived Ease of Use has a significant influence on the 

Attitude Toward Using mobile money. 

 

TAM describes the extent to which consumers believe 

that the technology they use will be able to increase 

performance. It is directly influenced by Perceived Ease of 

Use. The use of certain systems that are free from effort will 

have an influence on individual convenience. Based on this 

research, the following hypothesis is proposed:  

H6: Perceived Ease of Use has a significant influence on the 

Perceived Usefulness of mobile money.  

 
Table 1: Summary of Questionnaire Design 

Variables Questions Design 

Actual Use  
(Ajzen & Fishbein, 
1980; Davis et al., 1989; 
Kleijnen et al., 2004) 

I have frequently used services of 
mobile money.  

I use mobile money services regularly.  

I always top up my mobile money 

Behavioral Intention to 
Use 
(Ajzen & Fishbein, 
1980; Chen et al., 2002) 

I intend to use mobile money services. 

I want to try the mobile money service.  

I will continue to use the mobile money 
service  

Perceived Usefulness  
(Chen et al., 2002; 
Davis et al., 1989; 
Koenig‐Lewis et al., 
2010; Taylor & Todd, 
1995) 

Using mobile money makes my 
payment transactions easier. 

Using mobile money makes it easier for 
me to make purchases. 

The benefit of using mobile money is 
getting all transaction information 
directly on the mobile screen. 

Using mobile money is faster compared 
to other payment methods, such as 
cash or credit card 
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Variables Questions Design 

Attitude Toward Using 
(Chen et al., 2002; 
Davis et al., 1989) 

I love using mobile money services.  

Using a mobile money service is a 
good idea. 

I feel comfortable using mobile money 
services.  

In general, I have a favorable view of 
mobile money services  

Perceived Ease of Use 
(Chen et al., 2002; 
Davis et al., 1989; 
Taylor & Todd, 1995) 

It is easy for me to learn mobile money 

How to use mobile money is 
straightforward to understand 

I believe in getting the convenience of 
mobile money services. 

 

 

4. Results and Discussion  

 

A total of 200 respondents selected based on two criteria, 

gender and age, participated in the study. The majority were 

within the age range of 17-36 years old, comprising 93.5% 

of the sample, with 26.5% men and 73.5% women. Data 

from Bank Indonesia in mid-2023 revealed 640.5 million 

server-based and 90.1 million chip-based e-money units in 

Indonesia. Purposive sampling was employed as the 

probability technique was not feasible, enabling 

generalizations due to uniform features across e-money 

servers. This method was chosen over random sampling, 

consistent with research on mobile application acceptance in 

the United States (Yang, 2013). 

 
Table 2: Respondent Demographic 

Profile Frequency Percentage 

Gender 
Man 53 26.5% 

Woman 147 73.5% 

Age 

≤ 16 years 6 3.0% 

17-36 years 187 93.5% 

>36 years 7 3.5% 

 

According to this study, Perceived Ease of Use, 

Perceived Usefulness, Attitude Toward Using, and 

Behavioral Intention to Use significantly influence the 

Actual Use of mobile money. The results of the statistical 

hypothesis testing are as follows: 

 

 

Figure 3: T-statistic 
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Figure 4: Standardized Loading Factor 

 
Table 3: Statistical Hypothesis 

Hypothesis Parameter 
Statistical Hypothesis SLF T-Stat. Result 

H0 H1 
   

1 β1 

β1=0 
Behavioral Intention to Usedoes not 

have a positive influence on the  
Actual Use Mobile money 

β1>0 
Behavioral Intention toUse has a  

positive influence on the Actual Use 
mobile money 

0.56 9.48 Significant 

2 β2 

β2=0 
Perceived 

Usefulness does not have a positive 
influence on the Behavioral Intention

 to Use mobile money 

β2>0 
Perceived 

Usefulness has a positive influence 
on the Behavioral Intention to Use  

mobilemoney 

0.13 3.45 Significant 

3 β3 

β3=0 
Attitude 

Toward Using does not have a  
positive influence on the Behavioral 

Intention to Use mobile money 

β3>0 
Attitude 

Toward Using has a positive influenc
e on the Behavioral Intention to Use 

mobile money 

0.71 12.43 Significant 

4 β4 

β5=0 
Perceived Usefulness does not have 

a positive influence on Attitude  
Toward Using mobile money 

β5>0 
Perceived Usefulness has a positive 
influence on AttitudeToward Using  

mobile money 

0.30 8.32 Significant 

5 β5 

β6=0 
Perceived Easy of Use does not  

have a positive influence on Attitude
Toward Using mobile money 

β6>0 
Perceived Easy of Use has a  

positive influence on AttitudeToward 
Using mobilemoney 

0.41 13.88 Significant 

6 γ1 

β4=0 
Perceived Easy of Use does not  
have a positive influence on the  

Perceived Usefulness mobile money 

β4>0 
Perceived Easy of Use has a  

positive influence on the Perceived 
Usefulness mobile money 

0.28 9.51 Significant 
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All Goodness of Fit Index (GOFI) values in the table 

below show a good fit. So, it can be concluded that the fit of 

the data and model is good. 

 
Table 4: Goodness of Fit Index 

GOFI 
Calculated Result 

Value 
Standard 
Values 

Conclusion 

RMSEA 0.000 < 0.08 Good match 

NFI 0.98 > 0.90 Good match 

NNFI 1.00 > 0.90 Good match 

CFI 1.00 > 0.90 Good match 

IFI 1.00 > 0.90 Good match 

Std. RMR 0.031 < 0.05 Good match 

GFI 0.98 > 0.90 Good match 

AGFI 0.98 > 0.90 Good match 

 

The Effect of Behavioral Intention to Use on Actual 

Use  

The findings from the hypothesis testing indicate a 

loading value of 0.56 and a t-stat of 9.48. The t-stat value is 

greater than 5% alpha t-table, which is 1.96, meaning that 

Behavioral Intention to Use has a significant influence on 

the Actual Use of mobile money. Due to its advantages over 

other electronic payment methods and its own set of benefits, 

mobile money hasbecome more popular among users. These 

findings are consistent with studies on how businesses 

actually use e-commerce (Sin et al., 2016), big data adoption 

(Alhassan et al., 2020), and WeChat Pay as electronic money 

(Mombeuil & Uhde, 2021). 

 

The Effect of Perceived Usefulness on Behavioral 

Intention to Use  

The hypothesis testing revealed a loading value of 0.13 

and a t-stat of 3.45. The t-stat value is greater than 5% alpha 

t-table, which is 1.96, meaning that Perceived Usefulness 

significantly influences the Behavioral Intention to Use 

mobile money. Previous studies demonstrate that the real 

use of mobile applications depends on perceived usefulness 

(Min et al., 2019) and the adoption of management 

accounting innovation (Ax & Greve, 2017). 

 

The Effect Attitude Toward Using on the Behavioral 

Intention to Use  

The results of hypothesis testing revealed a loading value 

of 0.71 and a t-stat of 12.43. The t-stat value is greater than 

5% alpha t-table, which is 1.96, meaning that Attitude 

Toward Using has a significant influence on the Behavioral 

Intention to Use mobile money. Further research has shown 

that Behavioral Intention to Use mobile payments on virtual 

social networks is significantly influenced by Attitude 

Toward Using (Liébana-Cabanillas et al., 2014), consumer 

acceptance of quick response codes for food systems 

(Cocosila & Trabelsi, 2016), use of mobile banking 

applications in Spain (Muñoz-Leiva et al., 2017); and 

research on the use of e-money banking in Indonesia 

(Khatimah & Halim, 2016).  

 

The Effect of Perceived Usefulness on the Attitude 

Toward Using  

Results of the hypothesis testing showed a loading value 

of 0.30 and a t-stat of 8.32. The t-stat value is greater than 

5% alpha t-table, which is 1.96, meaning that Perceived 

Usefulness significantly influences the Attitude Toward 

Using mobile money. Other studies have found that 

Perceived Usefulness has a significant influence on attitudes 

toward consumer acceptance of quick response codes 

(Cocosila & Trabelsi, 2016), as well as mobile banking 

application research (Muñoz-Leiva et al., 2017), and usage 

of smartphones (Kasilingam, 2020).  

 

The Effect of Perceived Ease of Use on the Attitude 

Toward Using  

The results of the hypothesis testing revealed a loading 

value of 0.41 and a t-stat of 13.88. The t-stat value is greater 

than 5% alpha t-table, which is 1.96, meaning that Perceived 

Ease of Use significantly influences the Attitude Toward 

Using mobile money. Other studies also show the same 

results, such as mobile money services for financial 

inclusion (Gbongli et al., 2019) and continuance of mobile 

money (Alhassan et al., 2020). 

 

The Effect of Perceived Ease of Use on the Perceived 

Usefulness  

The results of the hypothesis testing indicated loading 

value of 0.41 and a t-stat of 13.88. The t-stat value is greater 

than 5% alpha t-table, which is 1.96, meaning that Perceived 

Ease of Use significantly influences the Perceived 

Usefulness of mobile money. This aligns with the results of 

other studies which showed consumer acceptance of quick 

response codes (Cocosila & Trabelsi, 2016), the use of 

electronic medical records (Noh et al., 2016), the use of 

mobile banking applications in Spain (Muñoz-Leiva et al., 

2017), and the use of mobile learning (Sánchez-Prieto et al., 

2017). 

 

 

5. Conclusions  

 

The findings of this study demonstrate that every TAM 

variable significantly affects Actual Use. It is important for 

mobile money institutions to consistently improve 

campaigns on the Perceived Ease of Use and Perceived 

Usefulness of Using mobile money. These two variables 

have also been shown to encourage Attitude Toward Using 

and Behavioral Intention to Use, which leads to Actual Use.  

Mobile money is perceived as easy to understand and use. 
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Users believe they get the convenience from services using 

mobile money. Meanwhile, mobile money makes 

transactions easier and transaction information is directly 

shown on the mobile screen. It is also quicker than credit 

cards or cash as payment methods. The Indonesian 

government has encouraged the use of electronic money and 

launched the Less Cash Society to create a secure, efficient, 

and smooth payment system.  

In Indonesia, users find mobile money appealing due to 

its ease of use. They perceive it as a technology that 

enhances their performance. Mobile money distribution 

services offer various benefits such as point-of-sale 

transactions, utility bill payments, and accessible, affordable 

financial services for the previously unbanked (Adaba et al., 

2019; Lashitew et al., 2019; Opare, 2018; Talom & Tengeh, 

2020).  

According to Bank Indonesia, electronic money is 

anticipated to facilitate payments for large-scale, quick, and 

microeconomic operations as an inventive and useful 

payment. The Indonesian government has promoted the use 

of electronic money. Launching Less Cash Society is a 

positive move towards creating a more secure, efficient, and 

smoother payment system.  

Further research could integrate TAM with Innovation 

Diffusion Theory (IDT). Rogers (2003) explained that the 

technology adoption process is a communication process 

related to innovation characteristics. The attributes of 

innovation comprise Trialability, Observability, Complexity, 

Relative Advantage, and Compatibility (Rogers, 2003).  

The TAM constructs can integrate innovation 

characteristics through external variables (Davis, 1989; 

Davis et al., 1989). The integration between TAM and 

innovation characteristics will create a new research model. 

In addition, other elements related to the mobile money 

ecosystem can also be included in the model (Senyo et al., 

2022).  
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