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ABSTRACT

This study aims to analyze how consumers perceive behavioral intentions to use internet banking using the TAM
framework. Determination of the sample using purposive sampling technique, with a total sample of 160
respondents. Data collection techniques using a questionnaire. The data analysis technique uses path analysis
with the partial least square method with the help of Smart PLS software version 3.0. The results showed that
perceived usefulness had a positive and significant effect on the attitude toward using; perceived ease of use has
a positive and significant effect on attitude toward using; perceived usefulness has a positive and significant effect
on intention to use; perceived ease of use has a positive and significant effect on intention to use; Attitude toward
using has a positive and significant effect on intention to use. The results of the indirect effect test show that
attitude toward using mediates the effect of perceived usefulness on intention to use; and attitude toward using
mediates the effect of perceived ease of use on intention to use.
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. INTRODUCTION

Technological developments have a very big influence on human life, with technology everything
becomes easier. This is also the case with the banking world, related to services to consumers who are required to
make it easier, faster and more accurate. Banking needs to adjust services according to customer needs and
lifestyle of customers. One form of service developed by banks is online banking services, banking transaction
services that can be carried out by customers either from home, place of business or in other locations outside the
office. The form of online-based banking services is an Automatic Teller Machine (ATM) or known as an
automated teller machine. Apart from ATMs, electronic banking (e-banking) is also an online banking service
that adapts technological developments to the lifestyles of today's customers who prioritize convenience and
punctuality (Irmadhani & Nugroho, 2012). Online banking is a way to carry out banking transactions using the
internet network which makes it easier for customers to transact electronically via the internet with
computers/pc/laptops or with gadgets that are owned without being limited by time. Internet banking activities
range from checking account balances, transferring funds between accounts, between banks, and paying regular
monthly electricity, telephone and credit card bills.

Currently, one of the banking services that is currently booming in Indonesia is digital banking services,
namely a broader form of service than online banking or mobile banking. Digital banking is all banking activities
carried out via the internet. Digital banking customers can access banking data via desktop, mobile and ATM.
Types of digital banking services range from mobile banking, internet banking, phone banking, and SMS banking.
Mobile banking (m-banking) is a service that can be directly accessed using a smartphone application. The
sophistication of this service is very high because customers can directly make transactions using an application
on their smartphone. Mobile Banking is a banking transaction through mobile media, either in the form of a direct
application or a mobile operator's default application. Users are greatly facilitated because they no longer need to
carry and count cash. In addition, from a security perspective, it is guaranteed because it uses a PIN or secret code
for entry. Internet banking, customers need to access a certain URL to be able to use this service, by utilizing the
internet banking feature. Phone banking, is a banking service for customers by using the telephone, through the
bank's contact center and interacting with the special staff available so that customers can make transactions. SMS
banking, is a banking transaction service that can be accessed by customers by using the SMS feature aimed at a
destination number determined by the bank.

Banking customers who belong to the millennial generation are important targets for online-based
services. Including students in Yogyakarta, most of them are customers or users of banking services, and of course
have various criteria that are considered in choosing the banking services used. They will choose banking services
that are able to provide benefits as expected, including fast, easy, practical and safe, of course. The more customers
feel the benefits of online banking, the more often online banking will be used. Likewise, if customers consider

DOI: 10.9790/487X-2505045465 www.iosrjournals.org 54 | Page



Analysis Of Technology Acceptance Model On The Use Of Mobile Banking In Students

online banking to be less useful, then customers tend not to want to use online banking services. However, not a
few customers are not willing to use online banking services because they feel online banking is something
complicated.

The existence of internet banking services provides benefits for customers and the bank itself. Customers
do not need to queue at the bank which of course will also require extra staff. Using internet banking to make
transactions is much cheaper than using an ATM machine. The features provided on the bank's website include
checking balances, transferring accounts to transfers, making bill payments, clearing, opening and closing
accounts, and so on as long as you have a connection to the internet.

The Financial Services Authority (OJK) revealed that there has been an extraordinary increase in mobile
and internet banking users, this is in line with the increasingly massive digital transformation program in the
banking industry. Mobile banking and internet banking transactions increased by 300% from 2016 to August
2021.

The most favorite m-banking applications in Indonesia according to the Top Brand Index for 2022 are
as follows: m-BCA (47.4%); BRI mobile (19.4%); m-banking Mandiri (12.9%); BNI-mobile (11.2%); CIMB
Niaga Mobile (3.8%). This makes banks increasingly competing to update m-banking services in order to seize
opportunities for the trend of shifting customer transaction styles from conventional to digital. But on the other
hand there are still some customers who are still reluctant and have considerations in using m-banking, due to
considerations of a sense of security in transactions, lack of obtaining complete information, causing distrust of a
system.

There is a phenomenon of using m-banking for students via mobile phones of 72.4%, and laptops of
21.3%, it is necessary to conduct research on student acceptance of using the Shopee application with the
Technology Acceptance Model (TAM) approach. TAM is one of the most commonly used theories to explain
individual acceptance of new technology. TAM is an approach model to determine the correlation between a
person and technology acceptance through the causality link between the variables of perceived usefulness,
perceived ease of use, attitude to use, and intention to use (Davis et al., 1989).

Previous research that is relevant to the behavior of acceptance of new technology found that perceived
usefulness, perceived ease of use, attitudes have a significant effect on acceptance/intention to use mobile banking
among students, so it can be concluded that the variable perceived usefulness, perceptions of ease of use, attitudes,
and intentions to use mobile banking have a significant effect on each other (Nurfiyah, 2019) and (Setyawati,
2020). Based on the description of the background above, it is interested in researching "Technology Acceptance
Model Analysis on students in the Special Region of Yogyakarta who use mobile banking.

I1.  Literature Review and Hypothesis Development

The TAM concept is a theory that can be used to explain the factors that can influence the acceptance of
a system and describe a system that is acceptable to users and the system is used by users to help their work. The
TAM developed by Davis et al. (1989) adopted based on Theory of Reasoned Action (TRA) by Ajzen & Fisben
(1975), is a theory about individual actions and perceptions of things to determine attitudes and intentions to
behave (Oentario et al, 2017).

TAM is often considered a major research stream to explore the determinants of the behavior of accepting
and using information systems technology. The purpose of TAM is to explain the determinants of acceptance of
a technology which will then explain user behavior in various end-user computing technologies. Basically TAM
tests two variables, namely perceived usefulness and perceived ease of use. These two variables will determine a
person's behavioral intention towards a technology. One's perceived usefulness and perceived ease of use of a
technology are influenced by factors known as external variables. Perceived usefulness and perceived ease of use
in TAM are the most important constructs for predicting information system acceptance (Cheong & Park, 2005
in Kumala et al, 2020).

TAM has become popular because it fulfills the theoretical characteristics of being simple, supported by
data, and applicable to predicting the acceptance and use of new technologies in various fields (Rauniar, Ralvski,
Yang & Johnson, 2014 in Kumala et al, 2020).

Based on this description it can be concluded that TAM is a research model that is simpler and easier to
apply in various fields of science that can explain user perceptions to determine user attitudes towards acceptance
of new technology introduced by a researcher named Davis (1989) who developed a framework regarding user
intentions. in using technology based on perceived usefulness and perceived ease of use (Subagio and Jessica,
2020).

Perceived Usefulness
Davis (1989) in Kumala et al. (2020) defines perceived usefulness as the level at which individuals
believe that using technology can improve their job performance. Meanwhile, according to Devina (2016) in
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Ashghar and Nurlatifah (2020) explains that the perception of usefulness is a measure where the use of a
technology is believed to provide benefits for every individual who uses it.

Jogiyanto (2008) suggests that the perception of usefulness as an individual believes that using a
technology will improve his job performance. If individuals think the media information is useful, then the
individual will use it. Conversely, if the individual thinks that the media is less useful, then the individual will not
use it.

Consumer who thinks that the system being developed is useful, of course they will feel that their
expectations for the system are met, so that consumers tend to make a decision to use it (Arta and Azizah, 2020).
Based on the descriptions of these experts, it can be concluded that the notion of perceived usefulness of internet
banking is the user's belief that the use of internet banking can provide benefits to users who use it.

Perceived Usefulness Indicator
According to Davis (1989) in Kumala et al. (2020) stated that the indicators for measuring perceived

usefulness are:

1) Work more quickly
Using technology can help work faster, making the individual feel that the technology he is using is useful,
conversely, if an individual using a technology cannot help get the job done faster, then the individual's trust
in the technology he is using will decrease.

2) Useful
Useful, that is, individuals who use a technology are beneficial to achieve their goals, conversely, if individuals
who use a technology feel useless, then trust in the technology will decrease.

3) Effectiveness
Effectiveness, namely individuals who use a technology and can complete their work effectively, then these
individuals will believe that the technology is useful, and conversely individuals feel that using a technology
cannot help complete work effectively, then these individuals do not believe in this technology.

4) Easier
Easier, that is, individuals who feel their work is easier by using a technology, then these individuals will feel
the technology is useful, conversely if individuals feel the technology used does not make their work easier,
then these individuals feel the technology is useless.

5) Performance
Performance or performance, namely individuals who feel their work performance increases by using a
technology, then these individuals will consider the technology useful, and vice versa if individuals feel their
work performance does not increase when using a technology, then these individuals will not consider the
technology useful for their work.

Perceived Ease of Use

Davis (1989) in Kumala et al. (2020) defines perceived ease of use as the extent to which a consumer
believes that using a particular system will be free of effort. Meanwhile, according to Gunawan (2014) in Ashghar
and Nurlatifah (2020) states that perceived ease of use means an individual's belief that using information
technology systems will not be a hassle or require great effort when used. Jogiyanto (2008) put forward a definition
of perceived ease of use as the extent to which individuals believe using technology will be free of effort. If the
individual considers the information media easy to use then he will use it. On the other hand, if individuals think
that information media is not easy to use, then they will not use it.

A successful perceived ease of use should be as easy to use as possible without going through a process
that can overwhelm the user. Information system users believe that an information system that is more flexible,
easy to understand and easy to operate as a characteristic of ease of use. Ease of use gives an indication that a
system is designed to make it easy for users and not difficult. This convenience means that a service will be easy
to understand and can be easily operated, so consumers will easily learn how to use the service (Arta and Azizah,
2020).

Based on the opinion of the expert, the notion of perceived ease of use is that ease will reduce one's effort
in learning the system.

The definition of perceived ease of use of internet banking is the user's belief that it is easy to understand,
easy to learn and easy to use.

Perceived Ease of Use Indicator
According to Davis (1989) in Kumala et al. (2020:22) reveals that indicators of perceived ease of use:
a. Easy to learn
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Easy to learn, namely individuals who can learn a technology easily is a sign that the individual considers the
technology easy to use, conversely if the individual is difficult to learn a technology, the individual will
consider the technology not easy to use.

b. Easy to understand
Easy to understand, namely individuals who feel a technology is easy to understand, individuals consider the
technology easy to use, conversely, if individuals feel a technology is difficult to understand, individuals
consider the technology not easy to use.

c. Effortless
Effortless, namely individuals who feel that a technology can be carried out briefly without effort, then the
technology is considered easy to use and vice versa if a technology cannot be carried out concisely, then the
technology is not easy to use.

d. Easy to use
Easy to use, that is, individuals who feel a technology is easy to use, then individuals will feel their trust in the
technology increases, conversely if individuals feel a technology is not easy to use, then individual trust in a
technology will decrease.

Attitude Towards Using

Attitude toward using technology (attitude toward using) is defined as the user's evaluation of his interest
in using a particular technology (Davis, 1986, Abdalla, 2007). Meanwhile Sandi et al. (2021) stated that attitudes
towards the use of technology are positive or negative feelings from someone if they have to carry out the behavior
to be determined.

Attitude toward using shows a physical tendency that is seen in the evaluation of a technology based on
the level of likes and dislikes (Kanchanatanee et al., 2014). A person’s attitude in using a technology is inseparable
from the positive feelings and beliefs that are reflected in the actual use of the technology (Gusni et al., 2020).

Attitude toward using technology (attitude toward using) in TAM is conceptualized as an attitude toward
using a system in the form of acceptance or rejection as an impact when someone uses a technology in their work
(Taylor & Todd, 1995; Pramiyati et al., 2019; Widodo & Azdy P., 2017).

Based on the opinions of some of these experts, it can be concluded that attitudes towards the use of
technology are feelings of acceptance (positive) or rejection (negative) as an impact when someone uses a
technology in their work. In the context of banking applications, the attitude toward using the application is the
feeling of accepting (positive) or rejecting (negative) as an impact when someone uses internet banking in his
work.

Attitude Toward Using Indicator

According to Taylor and Todd (1995), several indicators used to measure attitude toward using include:

1) Attitude of acceptance
After users try or use new technology in helping daily activities or carrying out their work, they must have an
assessment of the technology. The assessment can be in the form of the user's acceptance of the technology.
This attitude can be seen if the user has a positive assessment like using this technology in the future is a good
idea. Thus the user will have the intention to use the technology in the future.

2) Rejection attitude
Technology that is felt to have no positive value to the work or activities of users will receive a bad assessment.
This assessment will be seen from the attitude of the user's refusal to use the technology with several reasons
that do not support the use of this technology.

3) Nice experience
After users try new technologies in performing tasks, there is bound to be experience gained. A pleasant
experience will help the process of technology acceptance. This is because users will feel happy in using the
technology.

Intention to Use

Fisbein and Ajzen (1975) define intention to use (interest in use) as a person's situation before carrying
out an action using a particular technology, which can be used as a basis for predicting the behavior or action. The
same definition is expressed by Venkatesh et al. (2003) in Kumala et al (2020) and Davis et al. (1989) that interest
in use is a person's intention to use a particular technology system. Intention to use is an intention, desire or interest
of a person to carry out a certain action or behavior, a person will carry out an action or behavior using a
technology system if that person has the desire and interest to do so. In addition, interest can also be indicated that
a certain behavior or action will be carried out in the future or in the future and repeat it at a later date (Aditya and
Wardhana, 2016).
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Based on the opinions of some of these experts, it can be concluded that intention to use is a person's
situation before carrying out an action using a particular technology which will then be carried out again in the
future or in the future and repeat it at a later date.

Intention to Use Indicator

Venkatesh et al. (2003) in Kumala et al (2020) revealed that several indicators used to measure interest in use

include:

1) Performance expectancy, the level at which a person believes that using the system will help him achieve gains
in job performance.

2) Effort expectancy, the level of ease associated with using the system.

3) Social Influence, the degree to which a person feels that he has to use a new system.

4) Facilitating conditions, the extent to which a person believes that the organizational and technical infrastructure
exists to support the use of the system.

Hypothesis Development
Perceived usefulness of attitude toward using

Adamson and Shine (2003) in Irmadhani and Mahendra Adhi Nugroho (2011) define perceived
usefulness as a person's belief construct that the use of a particular technology will be able to improve their
performance. Even though the effort according to each person is different, in general, to avoid rejection from
system users for the system being developed, the system must be easily applied by users without spending effort
that is considered burdensome, that way users will want to use the system. The same research also shows that
perceived ease of use has a positive and significant effect on the attitude toward using internet banking (Patrick
Y. K. Chau & Vincent S. K. Lai, 2003). Setyawati (2020), Suprawan (2017), Fatmawati and Ali (2021), also stated
that the variable perceived usefulness has a positive and significant effect on attitude towards using. Based on this
explanation, the hypothesis to be tested is:
H1: Perceived usefulness has a positive and significant effect on attitude toward using.

Perceived ease of use towards attitude toward using

Perception of the ease of use of a technology is defined as a measure where a person believes that
computers can be easily understood and used. If someone believes that the system is useful then he will react
positively to the system and will use it. Conversely, if someone believes that the information system is less useful
then he will not use it. Suprawan (2017), Setyowati (2020), Fatmawati and Ali (2021), stated that perceived ease
of use has a positive and significant effect on attitude towards using. Based on the description above, the
hypothesis proposed is:
H2: Perceived ease of use has a positive and significant effect on attitude toward using.

The effect of perceived usefulness on intention to use

Perceived usefulness has a positive influence on intention to use (Fred D. Davis, 1989). The perceived
usefulness of a technology is one of the variables that determines the intention to use technology by users (Chen
etal, 2017). It can be concluded that the perceived usefulness of a technology has a positive effect on the intention
to use a technology, which means that the more useful the use of a technology is for users, the higher the intention
to use a technology by users.

This statement is in line with some of the results of previous studies that support those conducted by
Bangkara and Mimba (2016), Suprawan (2017), Kumala et al (2020), Setyawati (2020) which revealed that
perceived usefulness has a positive effect on intention to use, meaning the better perceived usefulness of a
particular technology, the higher the user's intention to use the technology. Then the hypothesis proposed is:

H3: Perceived usefulness has a positive and significant effect on intention to use.

The effect of perceived ease of use on intention to use

Perceived ease of use of information technology is one of the variables that influence users' intention to
use information technology (Chen et al., 2017). It can be stated that the perceived ease of use of information
technology has a positive effect on the intention to use information technology, which means that the easier it is
to use information technology according to user perceptions, the higher the intention to use information
technology by users.

The above opinion is supported by the results of previous research from Bangkara & Mimba (2016),
Verma and Sinha (2017), Suprawan (2017), Setyawati (2020), and Pantow et al. (2021) who found that perceived
ease of use of information technology has a positive effect on the intention to use information technology. Then
the hypothesis proposed is as follows:
H4: Perceived ease of use has a positive and significant effect on intention to use
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The effect of attitude toward using on intention to use

The formation of attitudes will influence consumer behavioral intentions in adopting or using internet
banking. Attitudes in this case will influence specific behavior in utilizing information technology as indicated by
behavioral intentions. According to Wibowo (2010), repeated use intention is a behavioral tendency to continue
using a technology. Customers who feel comfortable, trust, capable and satisfied with internet banking services
will continue to use this service to support their daily activities. Then the hypothesis to be tested is:
H5: Attitude toward using has a positive and significant effect on intention to use.

The effect of perceived usefulness on intention to use through attitude towards using

Perceived usefulness has a positive influence on intention to use through attitude toward using. This
shows that the higher the perceived usefulness of a technology, the higher the attitude toward using it, which in
turn has an impact on the higher the intention to use the technology.

This statement is supported by the results of previous research conducted by Bangkara and Mimba
(2016), Suprawan (2017), and Fatmawati and Ali (2021) revealed that the variable attitude toward using mediates
the effect of perceived usefulness on intention to use, which means the higher the perceived usefulness of a
technology, can increase a person's attitude toward using that technology, and further increase a person's intention
to use that technology. Then the hypothesis proposed is as follows:
H6: Attitude toward using can mediate the effect of perceived usefulness on intention to use.

The effect of perceived ease of use on intention to use through attitude towards using

Perceived ease of use has a positive effect on intention to use through attitude toward using. This shows
that the higher the perceived ease of use of a technology, the greater the attitude toward using it, which in turn
increases the user's intention to use that technology.

The above statement is in accordance with the results of previous research conducted by Bangkara and
Mimba (2016), Osman et al (2016), Verma and Sinha (2017), Suprawan (2017), and Fatmawati and Ali (2021)
revealed that the variable attitude toward using mediates the influence from perceived ease of use to intention to
use, which means that the higher the perceived ease of use of a technology, can increase a person's attitude toward
using a technology, and further increase a person's intention to use a technology. So the hypothesis is proposed as
follows:

H7: Attitude towards using can mediate the effect of perceived ease of use on intention to use.

1. RESEARCH MODELS
Based on the research framework, a research model can be made as follows.

H3

Perceived
usefulness

Attitude toward
using

Intention to use

Perceived ease
of use

Figure 1. Research Model
Source: Davis et al (1989), Kumala et al., (2020)

V. RESEARCH METHOD
This research is a survey research, with data collection techniques using a questionnaire. Sampling was
carried out using a purposive sampling technique, with the sample criteria being student customers of Bank
Mandiri in the Special Region of Yogyakarta who use mobile banking (m-banking) on their smart-phones. The
number of samples in this study were 160 respondents. The data used in this research is primary data. The
instrument quality test was carried out through convergent validity tests and reliability tests using Cronbach alpha.
The measurement of perceived usefulness variables consists of 5 indicators; perceived ease of use 4 indicator

DOI: 10.9790/487X-2505045465 www.iosrjournals.org 59 | Page



Analysis Of Technology Acceptance Model On The Use Of Mobile Banking In Students

points; attitude toward using 3 indicator items; intention to use 4 indicator points. The analytical tool used in this
study uses the Partial Least Square (PLS).

V. RESULTS AND DISCUSSION
The results of the research are the combined final results of the problem background, hypotheses, data
collection and literature testing using data analysis methods carried out on the research object to find the point of
solving the problems encountered.
The following is an overview of the respondents who were the subject of this study.

Table 1. Characteristics of Respondents

No | Characteristics Number of Percentage (%)
Respondents
1 Gender
-Man 78 48,75
-Women 82 51,25
2 | Age
>17-25 year 120 75,00
>25 year 40 25,00
3 Bank Customers
- Less than 6 months 55 34,38
- More than 6 months 105 65,62
Total Respondens 160 100

Validity and Reliability Test Results
The results of the instrument quality test, namely the validity test and reliability test, are presented in Table 2
below.

Table 2. Validity Test Results

Variable Items Loading factor AVE Information
Perceived usefulness X1.1 0,722 0,633 Valid
(X1) X1.2 0,762 Valid

X1.3 0,822 Valid

X1.4 0,755 Valid

X1.5 0,754 Valid

Perceived ease of use X2.1 0,701 0,616 Valid
(X2) X2.2 0,746 Valid
X2.3 0,722 Valid

X2.4 0,703 Valid

Attitude toward using 711 0,715 0,626 Valid
@ 712 0,775 Valid
713 0,861 Valid

Intention to use (Y) Y1 0,813 0,632 Valid
Y2 0,815 Valid

Y3 0,831 Valid

Y4 0,825 Valid

In Table 2, it is obtained that all question items on the variables perceived usefulness, perceived ease of
use, attitude toward using, and intention to use have a loading factor value and the Average Variance Extracted
(AVE) value is greater than 0.5, so it can be concluded that all questions in all research variables declared valid
or have met convergent validity.

Reliability Test Results

The reliability test in this study can be determined by looking at the composite reliability value and
Cronbach's Alpha value. The instrument is declared reliable if it has a composite reliability value and a Cronbach's
Alpha value greater than 0.60. The results of the reliability test can be seen in Table 3.

Table 3. Reliability Test Results
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Variable Composite Reliability Cronbach’s Information
value Alpha value
Perceived usefulness 0,944 0,915 Reliabel
Perceived ease of use 0,923 0,905 Reliabel
Attitude toward using 0,901 0,879 Reliabel
Intention to use 0,931 0,815 Reliabel

The results of the reliability test show that all research variables have a composite reliability score and
Cronbach's alpha value is greater than 0.60, so it can be concluded that all the questions contained in each research
variable in the questionnaire are declared reliable or reliable, so the questionnaire can be used to collect data study.

Hypothesis Test Results
1. Test Results for the Coefficient of Determination (R?)

The goodness of fit test was carried out by involving the coefficient of determination (R?) of each
dependent variable of the model used in the study, as well as calculating the predictive-relevance value (Q?). The
results of the coefficient of determination (R?) of each dependent variable can be seen in Table 4.

Table 4. Test Results for the Coefficient of Determination (R?)

Dependent Variable R? value R? (%)
Attitude toward using (Z) 0,322 32,2%
Intention to use (YY) 0,491 49,1%

Source: Primary data processed, 2022

From the results in Table 4 it shows that 32.2% change in the attitude toward using variable can be
explained/influenced by the variables perceived usefulness and perceived ease of use; while 49.1% of the variation
in the change in the intention to use variable can be explained or influenced by the variables perceived usefulness,
perceived ease of use, and attitude toward using.

The next stage is to calculate the predictive relevance (Q2) value so that the overall goodness of fit can
be fulfilled. The predictive relevance value (Q2) can be calculated as follows:
Q?=1-(1-R?Z)(1-R?Y)
Q*=1-(1-0,322)(1 -0,491)
Q?=1-(0,678)(0,509)
Q?=1-0,345 = 0,655 or 65,5%

The value of Q2 = 0.655 above the number 0, meaning that 65.5% of the variation in the intention to use
variable can be explained or explained by the variables perceived usefulness, perceived ease of use and attitude
toward using, while 34.5% is explained by other variables outside the research model. Thus it can be concluded
that the path analysis model using partial least squares has good relevant predictive value.

2. Statistical t test results (Proof of Research Hypothesis)
All research hypothesis testing is summarized in the path analysis table using partial least squares (PLS)
which is presented in Table 5.

Table 5. Path Coefficient Results

Hypothesis Track Influence 22{?::@' p(\é?g)]e Information
H1 Perceived Usefulness->Attitude toward 0,347 0,002 Positive
using significant
H2 Perceived ease of use-> Attitude toward 0,285 0,003 Positive
using significant
H3 Perceived Usefulness ->Intention to use 0,265 0,007 Positive
significant
H4 Perceived ease of use -> Intention to use 0,480 0,000 Positive
significant
H5 Attitude toward using -> Intention to use 0,503 0,000 Positive
significant
H6 Perceived Usefulness -> Attitude toward 0,323 0,002 Mediate
using *-> Intention to use
H7 Perceived ease of use -> Attitude toward 0,275 0,004 Mediate
using *-> Intention to use

Source: Primary data processed, 2022
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Information:

PU = Perceived usefulness
PEOU = Perceived ease of use
ATU = Attitude toward using
U = Intention to use

Based on the results of data analysis in table 5, the results of each hypothesis test in this study can be explained
as follows:
1. The effect of perceived usefulness on attitude toward using

The results of path analysis using partial least squares in table 5 show that the path coefficient value of
the direct effect of perceived usefulness on attitude toward using is positive 0.347 with a p-value = 0.002 <0.05,
so it is concluded that perceived usefulness has a direct positive and significant effect on attitude toward using,
means that the first hypothesis which states that perceived usefulness has a positive effect on attitude toward using
is accepted.

2. The effect of perceived ease of use on attitude toward using

The results of the path analysis using partial least squares in Table 4 show that the path coefficient value
directly influences perceived ease of use on attitude toward using a positive 0.285 with a p-value = 0.003 <0.05,
so it is concluded that perceived ease of use has a direct positive effect and significant to attitude toward using,
means that the second hypothesis which states that perceived ease of use has a positive effect on attitude toward
using is accepted.

3. The effect of perceived usefulness on intention to use

The results of path analysis using partial least squares in Table 4 show that the path coefficient value of
the direct effect of perceived usefulness on intention to use is positive 0.265 with p-value = 0.007 <0.05, so it is
concluded that perceived usefulness directly has a positive and significant effect on intention to use, means that
the third hypothesis which states that perceived usefulness has a positive effect on intention to use can be accepted.

4. The effect of perceived ease of use on intention to use

The results of path analysis using partial least squares in Table 4 show that the path coefficient value of
the direct effect of perceived ease of use on intention to use is positive 0.480 with p-value = 0.000 <0.05, so it is
concluded that perceived ease of use has a direct positive effect and significant to intention to use, meaning that
the fourth hypothesis which states that perceived ease of use has a positive effect on intention to use can be
accepted

5. The effect of attitude toward using on intention to use

The results of the path analysis using the partial least squares in Table 4 show that the path coefficient
value has a direct effect on attitude toward using on intention to use as positive as 0.503 with a p-value = 0.000
<0.05, so it is concluded that attitude toward using has a direct positive and significant effect on intention to use,
it means that the fifth hypothesis which states that attitude toward using has a positive effect on intention to use
is accepted.

6. The effect of perceived usefulness on intention to use through attitude toward using

The results of path analysis using partial least squares in Table 4 show that the path coefficient value of
the indirect effect of perceived usefulness on intention to use through an attitude toward using is positive 0.323
with p-value = 0.002 <0.05, so it is concluded that perceived usefulness is indirectly has a positive and significant
effect on intention to use through attitude toward using, thus meaning the sixth hypothesis states that attitude
toward using is able to mediate the effect of perceived usefulness on intention to use, thus the sixth hypothesis in
this study is accepted.

7. The effect of perceived ease of use on intention to use through attitude toward using
The results of path analysis using partial least squares in Table 4 show that the path coefficient value of
the indirect effect of perceived ease of use on intention to use through an attitude toward using is positive 0.275
with p-value = 0.004 <0.05, so it is concluded that the perceived ease of use indirectly has a positive and significant
effect on intention to use through attitude toward using, thus meaning the seventh hypothesis states that attitude
toward using is able to mediate the effect of perceived ease of use on intention to use, this result is supported.
Thus it means that the seventh hypothesis in this study is accepted.
VI.  Discussion
1. The results of hypothesis testing 1 state that perceived usefulness has a positive and significant effect on attitude
toward using accepted, meaning that the higher the perceived usefulness of a banking technology, the better the
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acceptance of the technology. Perceived usefulness influences attitude towards using banking customers who
use mobile banking. The results of this test are supported by research conducted by Kurniawan et al., (2013),
Fatmawati and Ali (2021), Suprawan (2017).

2. The results of hypothesis testing 2 state that perceived ease of use has a positive and significant effect on attitude
toward using which is acceptable, meaning that the more ease of use the technology is, the more it will be
accepted by banking customer users. These results are supported by Kurniawan et al., (2013), Fatmawati and
Ali (2021), Suprawan (2017).

3. The results of hypothesis testing 3 state that perceived usefulness has a positive and significant effect on
intention to use which can be accepted, meaning that the better the perceived usefulness of a particular
technology, the higher the intention to use the technology by users. When someone increasingly believes that
technology can improve their performance, can work faster, easier, more effectively, then that person's interest
in using technology will also increase. This result is in line with the results of previous research from Chawla
and Joshi (2019), Hemas and Tileng (2020), Kumala et al (2020), Setyawati (2020), Pantow et al (2021), which
state that perceived usefulness has a positive and significant effect on intention to use, the better the perceived
usefulness of a particular technology, the higher the user's intention to use the technology.

4. The results of hypothesis testing 4 state that perceived ease of use has a positive and significant effect on
intention to use which is acceptable. This means that if the mobile banking application for customers is easier
to learn, easy to understand without draining energy and easy to use, it will further increase the intention to use
mobile banking. The results of this test are supported by previous research conducted by Setyawati (2020),
Suprawan (2017), Bangkara and Mimba (2016), Darmaningtyas and Suardana (2017), Verma and Sinha (2017),
which state that the ease of use of an information technology for users, the higher the interest in using the
technology.

5. The results of hypothesis testing 5 state that the attitude toward using has a positive and significant effect on
the intention to use is accepted. This means that the attitude toward using has a positive influence on the
intention to use mobile banking technology. The results of this test are supported by previous research
conducted by (Kurniawan et al., 2013) which stated that Attitude toward using has a positive and significant
effect on intention to use. The same results are also supported by Fatmawati and Ali (2021), Bangkara and
Mimba (2016) and Suprawan (2017).

6. The results of hypothesis testing 6 state that the attitude toward using is able to mediate the effect of perceived
usefulness on intention to use which is acceptable. This means that the attitude toward using strengthens the
effect of perceived usefulness on the intention to use mobile banking. The results of this test are supported by
Maharani (2021), Fatmawati and Ali (2021), Bangkara and Mimba (2016) and Suprawan (2017), who found
the same research results, that attitude toward using can mediate the effect of perceived usefulness on intention
to use.

7. The results of hypothesis 7 test state that the attitude toward using is able to mediate the effect of perceived
ease of use on intention to use which is acceptable. This means that the attitude toward using strengthens the
effect of perceived ease of use on the intention to use mobile banking. The results of this test are supported by
research conducted by Maharani (2021), Fatmawati and Ali (2021), Bangkara and Mimba (2016) and Suprawan
(2017), who found the same research results, that attitude toward using can mediate the effect of perceived ease
of use against intention to use.

CONCLUSION

From the results of the data analysis carried out as well as the discussion in this study, the results are in
accordance with the Technology Acceptance Model (TAM) theory put forward by Davis that the easier a
technology is to use, the more useful the technology will be. Thus the results of this study can be concluded as
follows:
1. Perceived usefulness has a positive and significant effect on the attitude toward using.
2. Perceived ease of use has a positive and significant effect on the attitude toward using
3. Perceived usefulness has a positive and significant effect on intention to use.
4. Perceived ease of use has a positive and significant effect on intention to use.
5. Attitude toward using has a positive and significant effect on intention to use.
6. Attitude toward using mediates the effect of perceived usefulness on intention to use
7. Attitude toward using mediates the effect of Perceived ease of use on intention to use.
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