Migration Letters
Volume: 20, No: 8, pp. 193-209

ISSN: 1741-8984 (Print) ISSN: 1741-8992 (Online)
www.migrationletters.com

Adoption of Mobile Payment on QRIS Services in Indonesian

Pratama Dahlian Persadha!, Melly Susanti’, Loso Judijanto®, Patrick Vivid Adinata®,
Ginanjar Adi Nugraha®, Aldila Dinanti®, Herdian Farisi’, Zulaika Putri Rokhimah®

Abstract

Thle rapid evolultion ofl mobile techinology and thle increasing prolifleration ofl
smartphlones hlas provided a great opportulnity flor innovative companies to create newl
payment solultions and oflfler valule-added services to thleir culstomers.

QRIS mobile payments hlave emerged as a real phlenomenon thlat allowls consulmers to
tulrn thleir smartphlones into digital wlallets. Despite mulchl coverage ofl consulmer
acceptance ofl mobile payments, little researchl provides gulidance flor interpreting
QRIS-based payments. mobile payment adoption.

By considering thle thleoretical backgroulnd ofl innovation diflflulsion and thle speciflic
chlaracteristics ofl QRIS mobile payments, thlis stuldy proposes a researchl flramewlork
to provide an in-depthl ulnderstanding ofl thle flactors thlat flacilitate or hlinder thle
adoption ofl QRIS-based mobile payments among Indonesian consulmers.

Thlis article can advance thle literatulre on innovation adoption and sulpport techlnology
marketers in QRIS mobile payments. Thlis article provides ulseflull gulidelines to hlelp
researchlers investigate issules related to QRIS mobile payments. Thlis article also
carries certain regullatory implications in assisting stakehlolders in thle QRIS mobile
payments ecosystem sulchl as SMEs, banking decision makers and merchlants, in
developing thleir bulsiness strategies and marketing campaigns to flacilitate QRIS mobile
payments.

Thle test resullts directly shlowl thlat thle intention to adopt QRIS mobile payments is
infllulenced by behlavioral intention flactors, produlct-related flactors and alternative
attractiveness. Thle resullts ofl indirect testing ulsing behlavioral intentions as a
moderating variable floulnd thlat behlavioral intentions did not signiflicantly infllulence
individulal flactors, produlct flactors, environmental flactors and alternative resoulrces.

FLulrthler researchl needs to be done to flind oult wihly Behlavioral Intentions do not
moderate environmental flactors, individulal flactors, produlct flactors and othler
alternatives. FLulrthler researchl wlas condulcted to ensulre oulr researchl model wlas
better thlan Pam and HLo's (2015) researchl.
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1. Introduction

QRIS is a payment tool using barcodes, which are two-dimensional. The first QR code
was developed by Denso Wave, a division of Denso Corporation, a Japanese company
founded in 1994. The main goal of this technology is to provide information quickly and
get answers or feedback quick (Meimaharani & Fithri, 2014).

QR-Code based mobile payments provide many benefits including fast product
purchasing, secure transfer of information just by touching the device. Payment methods
like this have enabled Consumers want to eliminate the use of cash while providing
additional purpose value from ease of use and very fast transaction speeds.

Behavioral intention in using mobile payment (MP) services is very important to study in
the study of digital finance, financial management and consumer behavior, because
behavioral intention is a subjective dimension of individuals to carry out certain actions.
(Ajzen, 1991). Behavioral intention is a measure of how behavior is to behave through
action (Kang, 2014). Behavioral intention to use technology central concept of
technology adoption model technology (Susanti & Reza, 2022;Venkatesh, et al., 2012;
Ajzen (1991; Taylor & Todd, 1995; Sheppard et al., 1988).

According to Li-YaYan., et al, (2020) factor influencing behavioral intention to use QR
is device friendliness mobile devices and mobile ease of use. Ho et al., (2020a)
Behavioral intention to use mobile banking services is influenced by established
independent variables (degree of association). Interests, benefits, convenience, trial, risks,
effectiveness and conditions) and dependent variables (new technological innovation,
attitude towards adoption, subjective attitude, perceived control behavior). Pham & Ho.
(2015) is influenced by personal factors and product factors.

Kang (2014) Perceived usefulness and ease of use affect behavior change in intention
from mobile banking to NFC mobile payments. Thakur & Srivastava (2014) perceived
usefulness and perceived convenience influence readiness to adopt mobile payments. Li-
YaYan., et al (2020) Ease of Mobile Use and Personal Innovation have no influence on
behavioral intentions to adopt mobile banking. Ho et al., (2020a) Ease of use of mobile
devices and technological innovation do not influence behavioral intention to use
mobile banking services. The results found are still diverse, so further research needs to
be done regarding the use of technology in m-payments, especially QRIS.

Factors affecting behavioral intention to use mobile payments are still very diverse and
there are no firm conclusions. According to Li-YaYan., et al, (2020) factors affecting
usage behavior intention to adopt QR is usability on mobile devices, Ease of Mobile
Use, according to Ho et al., (2020a) the behavioral usage intention banking Mobile is
influenced by independent variables, namely; suitability, benefits, convenience, trials,
risks, self-efficacy and conditions. The dependent variable is; innovation in new
technology, attitude towards adoption, subjective noma, perceived behavioral control.

According to Pham & Ho., (2015) the factors that influence consumers to use NFC are by
considering personal-related factors and product-related factors. Factors affecting
behavioral intention apply m-payment are not yet conclusive, so research needs to be
carried out again to find out what factors influence the behavioral intention to adopt m-
payment. Theoretical and empirical literature showing the relationship between factors
influencing the use of m-payment provides ambiguous results.

According to Kang's (2014) findings, Perceived usefulness and ease of use affect
behavior intentions to switch mobile banking to NFC mobile payments, trust apparently
has no effect on behavioral intentions to adopt NFC mobile payments. Thakur &
Srivastava (2014) perceived usefulness and perceived convenience influence readiness to
adopt mobile payments. Meanwhile Li-YaYan., et al (2020) Ease of Mobile Use and
Personal Innovation have no influence on behavioral intentions to adopt mobile banking.
Likewise, Ho et al., (2020a) provided an understanding of the factors of mobile banking
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adoption in Taiwan and Vietnam. The results found that ease of mobile use and
innovation in new technology had no influence on behavioral intentions to adopt mobile
banking. The results found are still diverse, so further research needs to be done
regarding the use of technology in m-payments, especially QRIS.

This research contributes theoretically and empirically. In theory, testing theoretical
relationships by considering environmental factors that can relate to consumers'
behavioral intentions to adopt QRIS. So it has implications for the increasing use of
digital money in line with the increasing use of QRIS, indirectly factors related to
behavioral intentions to adopt MP can increase internet use, mobile sales, and improve
the digital economy.

Empirically in several ways. First, this research adds possible environmental factors to
correct deficiencies found in previous empirical studies. Second, this study helps add
environmental factors that previous researchers have not included. Third, this research
refers to previous empirical research, especially the empirical framework they used (Ho
et al., 2020; Li-YaYan., et al 2020; Pham & Ho., 2015; Tan et al., 2014; Yang et al.,
2012). The difference lies in their research model not including environmental factors
and the scope of the sample used.

This research expands the research model of Pham & Ho., (2015) by adding factors
related to the environment, and uses a model framework applies the Technology
Acceptance Model (TAM) and previous model theories, specifically the Theory of
Reasoned Action (TRA), the Theory of Planned Behavior (TPB), and the Social cognitive
theory (SCT).

The research objective is to provide a deeper understanding of the factors that influence
behavioral intention to adopt QRIS-based mobile payments.. To achieve the research
objectives, there are several research questions that must be answered, namely; What are
the main factors influencing behavioral intentions in adopting QRIS-based mobile
payments?? And how do these factors influence intent?

2. Literature Review
Perceived usefulness

The first characteristic of a new technology to consider is its usability.. Perceived
usefulness refers to the extent to which an individual believes that using a particular
system will improve his or her work performance (Davis, 1989).

If we want to persuade consumers to adopt QRIS-based mobile payments, consideration
must be given to this method, then this method must reveal more advantages than other
payment methods (for example, cash payments, credit cards or debit cards). When people
realize that mobile payments can provide value that other payment services cannot offer,
they may develop positive intentions to adopt mobile payment services. Mobile payments
are more effective and efficient (L. Y. Yan et al., 2021; Joanathan C. Ho et al., 2020;
Shankar et al., 2020; Hubert et al., 2017; Arvidsson, 2014; Chong et al., 2012).

QRIS payments allow consumers to eliminate the use of cash or credit cards while
offering fast transaction speeds.. According to a report announced by oyindonedia.com,
contactless payments are easy to make, working twice as fast as using a card.. This speed
of service is quite attractive in a busy retail environment.. In addition, QRIS payment
speeds were announced to be six seconds faster than those made via PayPass cards
(Finextra, 2004). Previous studies have concluded that customers who perceive clear
benefits and usefulness offered by e-commerce or mobile payments are more likely to
form intentions to use them (Kang, 2014; Teo et al., 2012; Saxena et al., 2005). If
consumers believe that implementing NFC payments can increase the efficiency of their
transactions, they will be more likely to use this payment method.
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Perceived ease of use (PEOU)

Another characteristic of new technologies mentioned in the TAM model is ease of use..
Perceived ease of use is the degree to which a particular technology is perceived as easy
to understand and use (Joanathan C. Ho et al., 2020; Shankar & Datta, 2018; Xu et al.,
2017; Nguyen et al., 2016). Applications or innovations that are considered easier to use
than others are more likely to be accepted by users. Consistent with previous research
conducted by AL-Majali & Mat, (2011), Agarwal & Prasad (1998) dan Cheng (2013).

Compatibility

Compatibility refers to the degree to which technology adapts to an individual's work
style, lifestyle, values, and needs Rogers et al., (1983), Agarwal & Prasad (1997).
Compatibility is posited as one of the main determinants for the innovation spread
process with the high compatibility perceived by the individuals leading to the speedy
adoption of any new ideas or technologies in general and mobile payments in particular.
Prior researches showed that over two-third of the financial transaction services failed to
meet the needs of customers since traditional channels did not offer the ubiquity provided
by a mobile channel Hourahine & Howard, (2004), Hanafizadeh et al., (2014).

Several researchers posited that compatibility is one of most significant indicators of
adoption Mallat et al., (2009), Hanafizadeh et al., (2014). Regardiang NFC mobile
payment systems, the greater the compatibility of new payment services with users'
general habits and their ways to use services with the mobile phone is, the more likely
consumers form the intention to adopt it. In other words, when a user can integrate well
the new payment services into his or her daily life, the compatibility of QRIS mobile
payment with the individual's existing lifestyle and habits are expected to have an impact
on his or her intention to adopt it.

Willingness to use

Willingness to use innovation is personal innovativeness or an individual's desire to try
new technology, which has a significant impact on the adoption of new technology
(Agarwal & Prasad, 1998; ; Lu et al, 2008). Desire is an important determinant of
adopting m-payment (Yang et al., 2012). Innovative users are more willing to integrate
new technologies into daily outines, facing the uncertainty of innovative technologies
(Rogers, 1995; Rogers, 2003).

Several studies (eg Jarvenpaa et al 2000, Gefen et al 2003, Verhagen et al., 2006, Chen &
Barnes 2007) reveal that desire is a significant determinant in influencing consumers to
transact via E-Commerce, because lack of trust makes consumers discouraged.. to carry
out transactions.. Desire has a significant influence on the intention to use mobile
paymenet, desire has a positive impact on the willingness to use mobile location-based
services (Gupta et al., 2011). Desire positively influences consumers to adopt mobile
retailing (Bauer et al., 2005).

Trust

Trust has long been considered a catalyst in consumer-marketer relationships because it
can facilitate successful transactions (Schurr & Ozanne, 1985). Perceived consumer trust
in electronic payment systems refers to consumers' confidence that payment transactions
will be processed according to their expectations (Mallat, 2007; Kim et al., 2010). Kim et
al., (2008) showed that increasing trust will directly and positively influence behavioral
purchase intentions. According to Kim et al., (2008) dan Lee (2005), trust is an important
element that influences consumer behavior in uncertain environments such as electronic
commerce.. Unless the service provider creates customer trust, it will be very difficult to
achieve widespread acceptance of a new technology or service.
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Personal Knowladge

Rogers (1995) proposed that sufficient knowledge of different channels is necessary to
become an individual who understands innovation and its benefits. Consumers who have
knowledge about m-payment services will find it easier to understand the use of the m-
payment system, which will be beneficial than consumers who do not have knowledge
about m-payment services payment (Lwoga & Lwoga, 2017; Kim et al, 2010). Web users
utilize their knowledge for information processing, distinguishing between relevant and
irrelevant information (Rieh, 2004). According to Kim et al (2010) m-wallet is relatively
easy to use by individuals with higher mobile payment knowledge, compared to
individuals who have no knowledge. Kim et al (2010) m-payment knowledge has a
positive impact on the perception of ease of use of m-payment services. Mobile payment
knowledge has a significant positive relationship to actual adoption of Alipay in Malaysia
(Lui et al., 2021). Li et al. (2014) found that mobile payment knowledge had a positive
and significant effect on mobile payment adoption behavioral intentions in China. They
argue that consumers who have information and knowledge about mobile payment
services tend to have a higher desire to use mobile payment services.

Mass Media

Mass media is defined as the extent to which customers think that mass media can be
used to increase users of technological innovation services, the extent to which
information from mass media influences individuals to adopt innovations Song (2014)
such as the appeal of advertising in mass media. According to Song (2014) that mass
media has a direct influence on adoption intentions.

Through the medium of symbols people can communicate with other people at any
distance in space and time. However, in keeping with the interactional perspective, social
cognitive theory devotes much attention to the social origins of thinking and the
mechanisms through which social factors exert their influence on cognitive functioning.
People gain an understanding of cause-effect relationships and expand their knowledge
by operating symbolically on the wealth of information derived from personal and
vicarious experience.

Mass media, especially television, provides the best access to the public through its
strong appeal (Ball-Rokeach, 1973; Bandura et al., 1996; Bassiouni, 1981). Jones and
Amoroso in (Pham & Ho, 2015) found that mass media has a negative effect on
behavioral intentions to use technology or services. Pedersen (2009) research results
show that mass media is related to intentions to use internet car services. Mass media has
a direct influence on the intention to adopt innovations in mobile payments (Song, 2014).

Social Influence

Family relationships, relatives and close friends can influence individual cognition.
Human behavior is the extent to which an individual feels that people believe that he
should use a new system (Venkatesh et al, 2003). According to Balachandra & Friar
(1997) that a product cannot be successful if the environment in which the product is
located does not support it. The importance of contextual factors has been emphasized by
information technology adoption and use researchers (Haas & Wabl, 2014 ; Karahanna et
al., 1999).

Social Influence (SI) is a significant predictor of intention to use mobile payment
services (Nysveen et al., 2005; Schierz et al., 2010). Yang et al., (2012) Sl has a direct
and indirect effect on behavioral intentions. Jelinek et al., (2006) peers, customers and
communities influence the intention to adopt information technology. According to Yang
et al., (2012) social influence can have a direct and indirect influence (through relative
benefits and perceived risks) on behavioral intentions.
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Alternative Attractiveness

The attractiveness of other alternatives is defined as the extent to which customers
perceive that viable competitive alternatives are available in the market ( Jones et al.,
2000 ). Previous studies found that the attractiveness of alternatives has a negative effect
on behavioral intentions to use a technology or service (Amoroso & Magnier-Watanabe,
2012; (Jones et al., 2000). Since QRIS mobile payment solutions are still in their
infancy, established substitutes with strong network externalities (e.g.., cash, credit cards
or debit cards) may be a major barrier to their adoption (Amoroso & Magnier-
Watanabe, 2012; Jones et al., 2000). Thereafter, we expect that users' comparative
recognition as a substitute for QRIS-based mobile payments can influence the intention
to adopt QRIS mobile payments Pham & Ho, 2014). If an alternative has a relative
advantage in making payments compared to QRIS-based mobile payments, users are
likely to choose and stick to the attractive alternative. On the other hand, if existing
substitutes do not have the appeal necessary to attract and maintain customer loyalty, it is
possible that QRIS-based mobile payments will fill the gap.

Behavior Intention

Behavioral intention in technology acceptance research is explained as an individual's
willingness to use a technological payment system (Pham & Ho, 2015; Venkatesh, et al.,
2012). Behavioral intention is defined as a consumer's willingness to use technology.
Someone will carry out a behavior if they have the desire or intention to do it. Intentions
are not always consistent to change the subject. This means that measuring intentions
must be carried out in conjunction with measuring behavioral performance (Jerold
L.Hale, Brian J Householder, 2002).

Many researchers state that behavioral intention to use a particular technological system
is a strong predictor and determinant of actual use of technology and then predicts use by
consumers. Therefore, behavioral intention to use technology is a central concept in the
technology acceptance model (Ajzen, 1991; Taylor & Todd, 1995; Venkatesh, at al.,
2003).

Behavioral intention in technology acceptance research is explained as the willingness of
individuals or consumers to use technological payment systems (Pham & Ho, 2015;
Venkatesh, et al., 2012). In digital marketing and finance studies, consumer behavioral
intentions in deciding to accept and use technology are driven by opportunities and
intentions Ajzen (1991). According to Yan et al, (2021) a person will behave if they have
the desire or intention to act. Measuring intentions must be carried out in conjunction
with measuring behavioral performance (Jerold L.Hale, Brian J Householder, 2002).
Behavioral intentions will influence behavior, the indicator is how hard someone tries to
try, and how much they plan to do something/behavior (Reinecke et al., 1996).

Intentions are considered to have a broad impact and impact on individual actions
(Schlosser et al., 2006). There are two types of behavior in marketing studies that are
closely related to consumers, products and companies, namely purchase intention and
intention to use. So the construct of behavioral intention is important for determining
goals and efforts in humans (Webb & Sheeran, 2006). Then a person's performance in
carrying out certain behavior is generally determined by his intentions by considering the
individual's positive or negative evaluation (Sheeran, 2005).

It can be believed that behavioral intentions come from various factors, such as Pham &
Ho (2015) that behavioral intentions to adopt mobile payment (NFC) come from factors
within the individual, product-related factors, and other alternative forces. Ho et al (2020)
state that the factors that influence behavioral intention to adopt mobile banking are
attitude, behavioral control, innovation in technology. According to Webb & Sheeran
(2006) the many factors that cause behavioral intentions can arise from within an
individual/individual-related factors, factors related to the product itself, and social-
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related factors. Therefore, intentions and behavior formation indicate the ultimate goal of
an individual's intention to do something and provide an indication of how much effort
the individual makes to achieve the desired results (Webb & Sheeran, 2006).

Based on these assumptions, the proposed research model is developed to illustrate the
relationship between the independent and dependent variables (as shown in Figure 1).
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Figure 1. Research Model

3. Methodology

The proposed model is verified using evaluation metrics.. To test the measurement
instruments, a set of sample items was created for each construct.. We also performed
exploratory factor analysis (EFA) and confirmatory factor analysis (CFA) for the
proposed model.. The convergent validity and fit of the research model were also
verified, and the structural model was tested empirically to study the strength and
direction of the relationships between theoretical constructs.

3.1 Measurement and instrument design

Regarding the operationalization of each construct, multi-item scaling of the ten
constructs to adapt them to the QRIS mobile payments landscape.. All items were
measured on a five-point Likert scale ranging from strongly disagree (1) neutral (3) to
strongly agree (5). The questionnaire items generated for this study are shown in
Appendix A.

3.2 Data collection process

To test the proposed research model, survey research was conducted as a research
method. The data collection process includes two phases, which are the pilot survey and
the main survey First, the pilot survey was tested on 105 respondents who were mobile
payment users. The survey was conducted for 7 months. The questionnaire was revised
for clarity and a main survey was conducted. In the pilot survey stage, 105 respondents
were collected, and in the main survey, 698 respondents were collected. Online
guestionnaire at the main survey stage using Google Forms with the link
https://forms.gle/q92eEgcKjvaTzY618
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The sampling method in this research is convenience sampling. The sampling method
used in this research is non-probability sampling. Data was collected from respondents
from the islands of Sumatra, Java, Kalimantan and Bali. A total of 698 respondents
participated between 02 March 2023 and 03 Oktober 2023. The demographic profile of
respondents is summarized in Appendix B.

4. Data analysis

The measurement model includes relationships between latent factors and observed
variables underlying each construct. The measurement model must demonstrate
satisfactory levels of reliability and validity before testing significant relationships in the
structural model (Fornell & Larcker, 1981; Ifinedo, 2006).

A two-stage analysis was performed for the measurement model.. Design phase 1
structural model (internal model).. Based on the suggested values associated with factor
loadings proposed by Hair et al., (2016). Data were processed using Smart PLS (v.3.2.9)
with maximum likelihood estimation to assess validity of construct and convergent
validity. In the first phase, it was found that some invalid structures were eliminated.

The measurement model includes the relationship between latent factors and observed
variables underlying each construct.. The measurement model must demonstrate
satisfactory levels of reliability and validity before testing significant relationships in the
structural model (Fornell & Larcker, 1981; Ifinedo, 2006).

5. Result

First, we conducted a pre-test on 105 respondents regarding statements related to the use
of QRIS in everyday life. By carrying out this pre-test, we want to see what indicators
constitute an invalid statement.

From the pre-test results, it was found that 22 questions were invalid and 33 questions
were declared valid. The invalid questions that were discarded were; "Using QRIS will
increase my effectiveness in transactions”, "QRIS is useful in my payment transactions"”,
"Using QRIS allows me to pay faster”, "Learning to use QRIS payments will be easy for
me", "QRIS payments will be easy to understand"”, " It is easy for me to become skilled in
using QRIS", "I have the knowledge to understand QRIS payment services”, "I have the
skills and knowledge in purchasing products using QRIS", "I use QRIS more often to
make payments, than using other methods" , "I believe when using QRIS there will be no
obstacles from this system", "I believe QRIS service providers will be known throughout
Indonesia”, "When using QRIS, | believe certain managerial and technical procedures
exist to secure all data that is processed on this system”, “I want to know how QRIS
works”, “I want to know how to use QRIS”, “I might be happy with other payment
methods besides the QRIS method", Compared with QRIS payments, there are other
payment methods that may be equally or more satisfying for me", "1 would probably be
happier with payment services other than QRIS", "The mass media consistently
recommends people to use QRIS ", "I use QRIS because my family uses QRIS", "Using
QRIS will increase my effectiveness in transactions”, "During the pandemic, shopping
and paying using QRIS can be done at home", "During the pandemic, QRIS is able to
reduce corruption because financial transactions are more transparent in the system and
anywhere.” It is declared invalid if the loading factor value is smaller than 0.7. The final
test of convergent validity is to compare the Average Variance Extracted (AVE) value
with 0.5 to be declared valid (Latan & Ghozali, 2015).

The pre-test results show that "Risk", "Cost", "Trial", "Added Value" cannot influence
individuals in using QRIS. After pretesting and elimination on several indicators, the
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previous statements amounted to 55 statements but only 33 statements were considered

valid.

Researchers then ran the data to see the inside and outside of the model. For the outer
model itself, from the loading factor results it was found that the most influential result in
using QRIS was "Behavioral Intention". The results of loading factors, the average value
of extracted variance and composite reliability can be seen in Table 1.

Tabel 1. Outer Model

CONSTRUCT Item Loading Factor Composite Relliability EVE
PU 0.757
PEOU1 0.720
PEOU2 0.325
EEER?ECJ FACTORS | c1 0.660 0.819 0.443
c2 0.777
C3 0.651
PK1 0.636
PK2 0.595
PK3 0.476
PK4 0.431
PK5 0.651
:?l\llillj_ll;/'llggﬁkCTORS LES 0.646 0.871 0.390
T2 0.805
T3 0.805
T4 0.495
WTU1 0.662
WTU2 0.543
AA1 0.599
QESSRHNEETIVE AA2 0.906 0.824 0.590
MM1 0.655
MM2 0.724
MM3 0.617
si1 0.640
SI2 0.628
BI1 0.868
BI2 0.870
BEHAVIORAL
INTENTIONS BIS 0871 0.907 0.624
Bl4 0.613
BI5 0.737
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BI6 0.742

QAL 0.920
QRIS ADOPTION 0.909
QA2 0.906

0.834

Source: Result of Data Processing (2023)

In this research, the data collection method used was a questionnaire containing closed
guestions. The type of respondent chosen for this research is individual mobile payment
users in Indonesia. Because all respondents own and use cell phones, especially
smartphones.

The questionnaire distributed to respondents consisted of two parts. The first part is the
demographics of the respondents and the second part is questions and answer choices in
the form of a Likert scale, which is a method for measuring attitudes, perceptions and
opinions towards certain subjects, objects or events.

The hypothesis testing carried out in this study uses research and analysis methods
trained on the variables studied to produce accurate results.

The next step is to check the internal model.. When testing the internal model, the steps
used use the bootstrap method or perform resampling up to 1000 times (Latan &
Ghozali, 2015). The instructions given above were reprocessed using Smart PLS 3
software (v.3.2.9) and processing results.. with bootstrapping can be seen in Figure 2
below.
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Figure 2. Path Model of PLS-SEM
Source: Result of Data Processing (2023)

In determining the level of influence of a variable, the T-statistic value is compared with
the T-value. This research uses a significance level of 0.5% so the T-value is 1.96 (Latan
& Ghozali, 2015). The T-value is 1.96 for an error rate of 5%, 1.65 for an error rate of
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10%, and 2.58 for an error rate of 1%. Therefore, if the resulting T-statistic value is not
greater than the T-value, it can be concluded that there is no influence between these
variables (Latan & Ghozali, 2015). The results of the T-statistic value can be seen in the
path coefficient section. The T statistics results also correspond to the p-value produced

in the processing output.
Table 2. Result

Variabel Sampe | Asli | T Statistik (| | P

(0) O/STDEV |) Values Sig
Other Alternatives -> Adopt QRIS 0.117 3.255 0.001 Sig
Individual Factors -> QRIS Adoption | 0.082 1.458 0.146 No sig
ir&\éiggggnental Factors -> QRIS 0.050 1174 0.241 No sig
Product Factor -> QRIS Adoption 0.209 4.972 0.000 Sig
NP & AA -> QRIS Adoption -0.051 1.584 0.114 No sig
NP & FI -> QRIS Adoption 0.014 0.388 0.698 No sig
NP & FL -> QRIS Adoption 0.040 1.129 0.259 No sig
NP & FP -> QRIS Adoption -0.047 1.512 0.131 No sig
igf;%\{iigrr]al Intention > QRIS 0.426 9.094 0.000 Sig

Source: Result of Data Processing (2023)

6. Discussion

The results of testing the first hypothesis, namely the Influence of Other Alternatives on
QRIS Adoption, show a coefficient value of 0.117, p-values of 0.001 < 0.05 and t-
statistics of 3,255 > 1.960. These results indicate that other alternatives have an influence
on QRIS adoption. So the hypothesis which states that "Other Alternatives Have a
Positive and Significant Influence on QRIS Adoption™ is accepted.

The results of testing the second hypothesis, namely the Influence of Individual Factors
on QRIS Adoption, show a coefficient value of 0.082, p-values of 0.146 > 0.05 and t-
statistics of 1.458 < 1.960. These results indicate that individual factors influence QRIS
adoption. So the hypothesis which states that "Individual Factors Have a Positive and
Significant Influence on QRIS Adoption" is rejected.

The results of testing the third hypothesis, namely the Influence of Environmental
Factors on QRIS Adoption, show a coefficient value of 0.050, p-values of 0.241 > 0.05
and t-statistics of 1.174 < 1.960. These results indicate that environmental factors
influence QRIS adoption. So the hypothesis which states that "Environmental Factors
Have a Positive and Significant Influence on QRIS Adoption” is rejected.

The results of testing the fourth hypothesis, namely the Influence of Product Factors on
QRIS Adoption, show a coefficient value of 0.209, p-values of 0.000 < 0.05 and t-
statistics of 4,972 > 1.960. These results indicate that product factors influence QRIS
adoption. So the hypothesis which states that "Product Factors Have a Positive and
Significant Influence on QRIS Adoption™ is accepted.

The results of testing the fifth hypothesis, namely the Influence of Behavioral Intentions
on QRIS Adoption, show a coefficient value of 0.426, p-values of 0.000 < 0.05 and t-
statistics of 9,094 > 1.960. These results indicate that behavioral intentions influence
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QRIS adoption. So the hypothesis which states that "Behavioral Intentions Have a
Positive and Significant Influence on QRIS Adoption” is accepted.

The results of testing the sixth hypothesis, namely the Influence of Behavioral Intentions
Moderating the Influence of Other Alternatives on QRIS Adoption, show a coefficient
value of -0.051, p-values of 0.114 > 0.05 and t-statistics of 1.584 < 1.960. These results
indicate that behavioral intentions moderate the influence of other alternatives on QRIS
adoption. So the hypothesis is rejected.

The results of testing the seventh hypothesis, namely the Influence of Behavioral
Intentions Moderating the Influence of Individual Factors on QRIS Adoption, show a
coefficient value of 0.014, p-values of 0.698 > 0.05 and t-statistics of 0.388 < 1.960.
These results indicate that behavioral intentions moderate the influence of individual
factors on QRIS adoption. So the hypothesis is rejected.

The results of testing the eighth hypothesis, namely the Influence of Behavioral
Intentions Moderating the Influence of Environmental Factors on QRIS Adoption, show
a coefficient value of 0.040, p-values of 0.259 > 0.05 and t-statistics of 1.129 < 1.960.
These results indicate that behavioral intentions moderate the influence of environmental
factors on QRIS adoption. So the hypothesis is rejected.

The results of testing the ninth hypothesis, namely the Influence of Behavioral Intentions
Moderating the Influence of Product Factors on QRIS Adoption, show a coefficient value
of -0.047, p-values of 0.131 > 0.05 and t-statistics of 1.512 < 1.960. These results
indicate that behavioral intentions moderate the influence of product factors on QRIS
adoption. So the hypothesis is rejected.

7. Conclu sions

Direct testing found that product factors had a positive and significant effect on QRIS
adoption, other alternatives had a positive and significant effect on QRIS adoption,
individual factors did not have a positive and significant effect on QRIS adoption,
environmental factors did not have a positive and significant effect on QRIS adoption,
positive behavioral intentions and significant effect on QRIS adoption.

Indirect testing was carried out using behavioral intention as a moderating variable, the
results showed that; Behavioral Intentions do not moderate the Influence of Other
Alternatives on QRIS Adoption, Behavioral Intentions do not moderate the Influence of
Individual Factors on QRIS Adoption, Behavioral Intentions do not moderate the
Influence of Environmental Factors on QRIS Adoption, Behavioral Intentions do not
moderate the Influence of Product Factors on QRIS Adoption. This means that behavioral
intentions do not strengthen the existence of individual factors, environmental factors,
product factors and other alternatives.

Further research needs to be done to find out why Behavioral Intentions do not moderate
environmental factors, individual factors, product factors and other alternatives. Further
research was conducted to ensure our research model was better than Pam and Ho's
(2015) research.
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