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For microfinance organizations like LPD (Lembaga Perkreditan Desa), mobile
banking improves both transaction efficiency and financial inclusion. This
technology has been implemented in LPD Desa Adat Kesiman through M-Pise,
although the rate of acceptance is still low. The purpose of this research is to
examine the elements that impact the interest in using M-Pise at LPD Desa
Adat Kesiman using the Technology Acceptance Model (TAM). The link
between trust, simplicity of use, and perceived usefulness is moderated by
attitude toward utilizing. Through a survey, 200 clients who were not yet M-
Pise users provided data that was evaluated using SEM-PLS. Attitude toward
using mediates the connection between attitude toward using and desire to use,
with intention to use serving as a partial mediator and all three components
having positive and substantial impacts on these outcomes. Finally, consumers'
positive opinions of M-Pise are increased by the perceived benefits,
convenience of use, and trust, increasing their propensity to embrace the
service. To encourage mobile banking within its community, LPD should
prioritize improving digital literacy, enhancing service features, and bolstering
application security, according to the practical implications.
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1 Introduction

Mobile banking is a financial transaction service innovation designed to facilitate customers in managing their banking
needs digitally. This technology enables various transactions to be carried out anytime and anywhere via mobile
devices (Yuliastanti, 2024). The rapid development of mobile banking aligns with the increasing accessibility of digital
financial services, allowing customers to conduct transactions without physically visiting a bank (Ho et al., 2020).
According to Akbar et al. (2023), In Sharing Vision 2023, the use of mobile banking increased significantly in 2022
compared to 2021, with a growth of over 150% in the past year. Additionally, 39% of Indonesians have opened digital
bank accounts, with projections reaching 100 million users by 2023, highlighting a major transformation in digital
financial services.

In response to this trend, Lembaga Perkreditan Desa (LPD), a community-based microfinance institution in Bali,
has started adopting mobile banking to enhance service efficiency. One LPD that has implemented this innovation is
LPD Desa Adat Kesiman through the M-Pise application. LPD Desa Adat Kesiman is the largest LPD in Denpasar,
with assets of IDR 424.1 billion and a profit of IDR 10.6 billion in 2023 (LPD Desa Adat Kesiman, 2023). With a total
of 16,941 voluntary savings customers, 1,694 credit customers, and 2,717 deposit customers, LPD Desa Adat Kesiman
holds significant potential for increasing digital service adoption. However, as of December 2023, only 855 customers
were using M-Pise, indicating a considerable gap between the total number of customers and mobile banking users
(LPD Desa Adat Kesiman, 2023).

Interviews with the Head of LPD Desa Adat Kesiman revealed that despite innovation efforts, the low adoption of
M-Pise remains a challenge. The main factors contributing to this low adoption include a lack of customer awareness,
perceived high administrative fees, and limited features compared to commercial bank mobile banking applications.
Additionally, technical issues such as differences in user experience between Android and iOS systems have also posed
challenges for customers (Prayudi et al., 2022).

Technology plays an increasingly crucial role in the financial sector, including mobile banking services, which
enable more efficient transactions. According to research by Kamble et al. (2019), the TAM is a reliable tool for
forecasting how people will react to new technologies. Abdennebi (2023) and Nair et al. (2024) are only two of the
previous studies that show how TAM might explain customers' willingness to adopt mobile banking. According to
TAM, two main aspects impact people's intentions to adopt technology: how beneficial it is and how easy it is to use
(Pahlawan et al., 2024).

Perceived utility reflects how much an individual believes that technology might enhance their performance
(Camilleri & Falzon, 2021). Madias et al. (2023), found that technology adoption is more likely when people perceive
more advantages from it. On the other hand, research by Budiastuti & Muid (2020) and Sandy & Firdausy (2021)
indicates that the perceived usefulness of technology may not directly impact the motivation to use it. The degree to
which a user perceives a system as being simple to browse and use is known as its perceived ease of use (Asmarina et
al., 2022). This factor can enhance technology adoption intentions (Putri et al., 2023), although some studies have
found conflicting results (Pambudi et al., 2023).

To extend the scope of TAM, this study incorporates the perceived trust variable, which plays a role in increasing
customer confidence in mobile banking services. Trust is considered to reduce perceived risk and enhance financial
technology adoption (Kumar et al., 2020; Subani & Roostika, 2024). However, other studies argue that perceived trust
does not always significantly influence technology adoption intentions (Naufaldi & Tjokrosaputro, 2020; Rifaldi et al.,
2021).

The inconsistencies in previous research findings highlight the need to introduce the mediating variable, attitude
toward using, to provide light on the connection between how people view technology's utility, usability, and
trustworthiness, as well as their desire to make use of it (Saparudin et al., 2020; Weng et al., 2018). It is thought that
these elements have a stronger impact on use intentions when people have a good attitude toward technology.

This study focuses on the adoption of M-Pise at LPD Desa Adat Kesiman as part of the digital transformation in
traditional village financial institutions. The adoption of this service has the potential to improve transaction efficiency,
financial transparency, and financial inclusion. Therefore, understanding the factors influencing M-Pise adoption
intentions is essential for providing strategic recommendations to enhance technology adoption in the future.

Based on the information provided, the main objective of this study is to find strategies that will attract more users
to M-Pise mobile banking, particularly those who are not yet acquainted with it. The Technology Acceptance Model,
in its enlarged form, is used in this investigation (TAM) that takes into account the perceived trust variable in order to
fill in the gaps in our knowledge about how people embrace new technologies.
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Perceived utility, this research is to investigate the relationship between attitudes and behavioral intentions to utilize
M-Pise as it relates to perceived ease of use, perceived trust, and perceived reliability. This research also looks at how
those three traits and M-Pise desire are related, and how attitude toward using mediates that association. The study's
results could help LPD Desa Adat Kesiman come up with plans to boost mobile banking's share of digital service
usage.

Thus, the research hypotheses can be developed as follows:

According to Davis (1987), consumers' conviction that technology improves their performance is what the Technology
Acceptance Model (TAM) calls perceived usefulness. This view has a favorable effect on the desire to utilize the
technology, which impacts the desire to use M-Pise and similar digital money services. Rahmatika & Fajar (2019) and
Maharani & Sundari (2024) are among the studies that demonstrate that the perceived utility of an item increases the
desire to adopt it. M-Pise adoption is likely to increase since it generates a favorable attitude, and it promotes the
desire to utilize the technology behaviorally (Sukendro et al., 2020).

H1: Intention to utilize M-Pise is positively affected by perceived utility.

Perceived simplicity of use positively affects the propensity to utilize financial services and e-money, according to
studies by Pramiswari et al. (2022) and Rahmatika & Fajar (2019). According to Chen et al. (2024), the likelihood of
technology adoption is positively correlated with how easy it is to use. Perceived ease of use has a favorable effect on
the propensity to use mobile banking, according to research by Rido et al. (2023). Nair et al. (2024), also noted that
convenience and speed increase the likelihood that consumers would use a service.

H2: The desire to utilize M-Pise is positively affected by how easy it is seen to be to use.

An individual's faith in the technology they want to use is known as their perceived trust. Perceived trust positively
affects the desire to utilize technology, implying that increased trust leads to greater adoption intention, according to
research (Park & Yoon, 2022). Lai et al. (2024), found a strong correlation between trust and behavioral intention
regarding technology adoption. Users are more likely to utilize a service (Sa'adah et al., 2023) if they have faith in it
and feel safe disclosing personal information. When it comes to financial services, where safety is paramount, trust is
paramount in adopting technology (Kumar et al., 2020). According to Sankaran & Chakraborty (2021) and Pahlawan
et al. (2024), people are more likely to use financial services if they have a high degree of confidence in such services.
This suggests that people's level of trust in technology influences their willingness to adopt it (The study conducted by
Miraza et al., 2022).

H3: The likelihood that someone will actually utilize Introducing M-Pise

Rahmayanti et al. (2021) found that customers' positive sentiments about mobile banking are positively correlated with
their perceptions of the service's benefits. A favorable opinion of utilizing mobile banking is shaped by how easy it is
to use, according to TAM (Davis, 1987). Applications are more likely to be used if their perceived utility is high (Yao
et al., 2023). A favorable outlook on the advantages of mobile banking promotes the adoption of technology (Ly &
Ly, 2022). There will be a stronger desire to use it if its perceived advantages are substantial (Saputra & Darma, 2022).
H4: Belief in M-Pise's utility influences one's disposition toward its usage.

An individual's attitude toward utilizing a system is impacted by their judgment of how simple it is to use (Davis,
1987). An optimistic outlook is associated with user-friendliness (Chen et al., 2024). Both attitudes and intentions
toward using technology are positively impacted by its simplicity of use, according to research (Prastiawan et al., 2021;
Sukendro et al., 2020). It also significantly impacts technology adoption (Ariffin et al., 2021; Kejela & Porath, 2022).
H5: The attitude toward utilizing M-Pise is positively affected by how easy it is seen to be used.

How people feel about utilizing technology is greatly affected by how trusting they perceive it to be. Positivity and
the desire to use the service are outcomes of a high level of confidence in technology suppliers (Hermawan & Paramita,
2020; Juliana, 2023). Strong trust enhances comfort and security, promoting positive attitudes and continuous use
(Ariningsih et al., 2022; Prasetyo & Wardhani, 2022). Trust positively affects both attitude and intention to use
technology (Prasetya & Lestari, 2024).

H6: Attitude toward utilizing M is positively impacted by perceived trust A piss
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A positive attitude toward using technology significantly influences intention to use. Research shows that favorable
evaluations of mobile banking enhance users' intention to adopt it (Wandira et al., 2022; Mata et al., 2024; Sebayang
etal., 2024). A positive attitude towards technology boosts the likelihood of continued usage and adoption (Saputra &
Darma, 2022; Setyawati, 2020).

H7: Attitude toward using has a positive influence on the intention to use M-Pise

According to Davis's (1987) Technology Adoption Model (TAM), two elements that influence technology adoption
are perceived usefulness and attitude toward utilization. The desire to use technology is influenced by perceived
usefulness, which mediates a favorable attitude (Zin et al., 2023; Mata et al., 2024). New technology is more likely to
be adopted as a result of this.

Ha8: A person's attitude toward utilizing M-Pise mediates the connection between their perception of its usefulness and
their desire to utilize it.

Perceived ease of use affects intention via attitude toward utilizing, according to Davis’s (1987) Technology
Acceptance Model (TAM). An individual’s attitude, which in turn predicts their desire to accept technology, may be
influenced by their favorable assessment of ease (Kamble et al., 2019). The technology adoption model (TAM) is a
useful tool for predicting people’s behavior with technology because it considers attitude as a mediator between
perceived ease and behavioral intention (Ly & Ly, 2022; Kumar et al., 2020).

H9: Perceived ease of use and intention to use M-Pise are mediated by attitude toward utilizing.

How people feel about using new technologies, such as mobile banking, is greatly affected by how confident they are
in these technologies. It is frequently the case that a user's attitude toward utilizing the system mediates the relationship
between confidence in the system's security and dependability and their desire to use, rather than the other way around
(Igbal et al., 2022). What this implies is that the use of a reliable service inspires positivity, which in turn motivates
action. According to studies conducted by Hasan & Erni (2024), Ridanasti (2024), and Wulandari & Rauf (2022), the
level of trust has a direct correlation with the level of favorable attitude, which in turn increases the desire to embrace
the technology.

H10: M-Pise intention, perceived trust, and attitude toward utilizing are all mediated by attitude.

— Direct Effect

Perceived Usefulness reeneeneenad  Mediating Effect

Attitude toward Using

Perceived Ease of Use Intention to Use

Perceived Trust

H2+
Figure 1. Framework Model
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2 Materials and Methods
Research Methods

To determine what variables affect LPD Desa Adat Kesiman consumers' intentions to utilize M-Pise, this study takes
a quantitative approach using a survey-based research methodology. Customers of LPD who have a mobile device but
haven't used M-Pise yet make up the population. The sampling technique follows purposive sampling, a non-
probability method, by selecting respondents based on specific criteria, such as having an active LPD account, being
at least 17 years old, possessing a mobile device, and not yet using M-Pise. To meet the requirements of SEM-PLS,
the use of Partial Least Squares in Structural Equation Modeling, we followed the guideline of using 5 to 10 times the
number of indicators to estimate the sample size. Two hundred participants made up the sample. Data collection was
conducted through a structured questionnaire distributed both offline and online (Google Forms) to accommodate
different respondent preferences.

Table 1
Variable and Measurement
Variable Indicator Code Measurement References
Perceived X11 Using M-Pise helps minimize fund transfer errors. (Kamal et al.,
Usefulness X12 M-Pise helps complete transactions faster than 2020)
conventional services. and Ashoer
et al. (2024)
X13 M-Pise makes it easier to check my account balance.
Xi4 M-Pise helps me accomplish more tasks in the same time.
Xis M-Pise reduces transportation costs to the LPD office.
X16 M-Pise simplifies the steps needed for transactions.
X7 M-Pise's balance check feature makes monitoring my finances
easier.
Perceived Xa1 I can easily learn to use M-Pise through the available tutorial. Saputra &
Ease of Use X22 I will be able to use M-Pise smoothly without confusion. Darma (2022)
X213 M-Pise will help me manage financial transactions more easily.
Xo.4 The M-Pise tutorial is easy to follow.
X25 I can easily learn to use M-Pise through the available tutorial.
Perceived X31 I believe M-Pise will secure my transactions. Tian et al.
Trust X322 M-Pise can help me avoid errors common in manual (2023)
transactions.
X33 I believe M-Pise will not misuse my personal data.
X34 I trust LPD Desa Adat Kesiman will handle any legal issues
related to M-Pise.
Attitude M1 | feel M-Pise will make routine bill payments easier. Wang et al.,
toward M, I’m ready to try M-Pise to support my financial activities soon. (2023)
Using M3 I believe using M-Pise will be more effective than manual
methods.
My I’m confident in trying M-Pise as it seems to meet my needs.
Intention to Y1 I believe M-Pise will support customers' financial activities. Nakandala et
Use Y, I’m confident I’ll download M-Pise app soon. al.,
Y3 | believe M-Pise will become a primary necessity in the future.  (2024) and
\Z I’'m confident I’ll actively use M-Pise for transactions in the Belmonte et al.,
future. (2024)
Ys I’m confident I’ll be ready to learn how to use M-Pise.

(Source: Data Processed, 2024)
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3 Results and Discussions

The study involved 200 respondents. The findings indicate that the majority of respondents are male (53.5%), reflecting
the predominant role of men in the social and economic structure of the Kesiman traditional community. The 33-37
age group represented the largest proportion (52.5%), signifying that most of the customers are in a financially stable
phase, with responsibilities such as supporting families. Furthermore, a majority of respondents (65.5%) hold a
bachelor's degree, highlighting their awareness of financial management and openness to adopting digital financial
services. In terms of occupation, entrepreneurs made up the largest segment (40%), aligning with LPD’s role in
supporting micro, small, and medium enterprises (MSMES). The income distribution shows that 48.5% of respondents
earn between Rp 3,500,000 and Rp 5,500,000 monthly, indicating that most customers are from small and medium-
sized businesses that face competition and high living costs in Denpasar.

Table 2
Construct Validity and Reliability

Variable Indicator Quter Cronbach’s AVE Composite
Code Loadings Alpha Reliability
Percerved Usefulness X1 0,829
X12 0,960
K13 0,938
X14 0.950 0,973 0,873 0.980
X135 0.943
X1s 0954
X7 0959
Perceived Ease of Use X1 0.827 0,908 0,781 0,934
X2 0871
X3 0915
X4 0,918
Perceived Trust Xs31 0.951
ﬁj ggi; 0954 0.880 0.9a67
X34 0,964
Attitude toward Using M 0,207
Mz 0,898
Ms 0.909 0927 0.819 0.948
My 0.907
Intention to Use Y1 0,972
Y2 0.965
¥s 0.938 0.978 0.918 0.982
Ya 0959
Ys 0956

Source: Data Processed, 2025

In Table 2, we can see that the convergent validity study was successful; all indicators had loading factors more than
0.70, which means that the model is valid. Table 3's cross-loading values show that discriminant validity has been
attained, meaning that each indicator accurately represents its latent variable. Discriminant validity is further supported
by the fact that the square root of the AVE is larger than the correlations of the other latent variables. All of the model's
constructs have AVE values greater than 0.50, indicating good discriminant validity (Ghozali & Kusumadewi,
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2023:98). With Cronbach's alpha values greater than 0.70, every variable in Table 2 demonstrates high composite
reliability. Hence, it is safe to say that these factors are quite reliable.

Table 3
Cross-Loading Test Results
Perceived Perceived Percerved — Attitude toward — Intention to Use
usefulness ease of use trust using

X1 0,829 0,605 0.638 0,730 0.609
X1z 0,960 0.750 0.733 0,831 0.805
X3 0,938 0.730 0.744 0,775 0.747
X4 0,950 0.736 0.747 0,799 0.786
Xu1s 0,943 0,718 0.745 0,740 0.724
X1 0,954 0.737 0.732 0.810 0.788
X7 0,958 0,725 0.750 0,754 0.765
X2 0.605 0,827 0.565 0,567 0.542
a2 0,652 0,871 0,614 0,370 0.622
Xos 0,692 0,915 0.616 0,727 0.741
o4 0,744 0,918 0,671 0,789 0.786
Xsa 0,771 0.673 0,951 0,741 0.757
p R 0.670 0.624 0.594 0.687 0.671
33 0,727 0.661 0,942 0,678 0,742
p Y 0.751 0.667 0.964 0,731 0.725
MO 0,821 0.697 0,699 0,907 0.754
0,712 0.662 0.664 0.898 0.715

M3 0.716 0.703 0.691 0.909 0.735
0,762 0,700 0.685 0.907 0.752

Y1 0,786 0.758 0,728 0,805 0,972
W2 0,784 0.762 0,719 0,772 0,965
Y3 0,730 0.725 0,763 0,754 0,938
W4 0,772 0.739 0,774 0,789 0,959
Y 0,768 0.720 0,715 0,792 0,956

(Source: Data Processed, 2025)

The R-squared (R?) values were used to evaluate the structural model. These values reveal the model's ability to explain
the data and its overall fit to the data. A total of 0.747 R2 values indicate that the factors of perceived utility, perceived
simplicity of use, and perceived trust account for 74.7% of the variation in attitude toward usage. Similarly, both the
attitude toward using and the behavioral intention to use had R2 values of 0.760. indicating that the same factors
explained 76% of the variation in this construct.
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In addition to R, the model's predictive relevance was assessed using the Q-square (Q?) value. The resulting Q2
score of 0.939 exceeds the minimum threshold of zero, it proves the model can make accurate predictions model's
components seem to account, either directly or indirectly, for around 93.9% of the variation in the behavioral intention
to use M-Pise at LPD Desa Adat Kesiman.

The significance of the correlations between constructs was evaluated using the hypothesis testing method, using
the p-value statistic. Statistical significance is defined as a correlation with a p-value lower than 0.05, and non-
significance as a correlation with a p-value greater than 0.05.

Table 4
Hypothesis Testing
Hypothesis Original T Statistics P Description
Sample values
Direct Effect
Percerved usefulness = Intention to Use 0,185 2.253 0,025 Significant
Percerved ease of use -= Intention to 0.234 3.821 0000 Significant
Use
Percerved trust-= Intention to Use 0.230 2.800 0006 Significant
Percerved usefulness = Attitude toward 0.478 8.010 0000 Significant
using
Percerved ease of use -= Attitude toward 0,250 3.881 0,000 Significant
using
Percerved trust-> Attitude toward using 0,209 3.294 0.001 Significant
Attitude toward using = Intention to 0,311 3.875 0000 Signmificant
Use
Indirect Effect

Percerved usefulness -= Attitude toward 0,149 3.501 0.001 Significant
using -> Intention to Use
Percerved ease of use -= Attitude toward 0,078 2.453 0,015 Significant
using -> Intention to Use
Percerved trust = Attitude toward using 0,065 2.877 0004 Significant

-= Intention to Use

(Source: Data Processed, 2025)

To test hypotheses, using the Partial Least Squares (PLS) method, we examined the magnitude and direction of the
correlations among the variables included in the research model. What follows are the main findings. Hypothesis 1
was supported by the fact that perceived usefulness had a positive effect on the intention to utilize M-Pise (p = 0.185,
p =0.025). Perceived ease of use and intention to use were strongly positively correlated (f = 0.234, p <0.001), lending
credence to the second hypothesis. As shown by a very significant  =0.230 and p = 0.006, hypothesis 3 was supported
by the favorable impact of perceived trust on behavioral intention. Supporting hypothesis 4, the statistically significant
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findings of the correlation test between perceived usefulness and attitude toward using M-Pise were (B = 0.478, p <
0.001).

There was a high relationship (B = 0.250, p < 0.001) between how easy something was to use and how one felt
about using it, which supports hypothesis 5. This lends credence to hypothesis 6, as attitude was significantly affected
by perceived trust (B = 0.209, p = 0.001). Furthermore, the intention to utilize M-Pise was strongly influenced by
attitude toward its usage (f = 0.311, p <0.001), thereby validating hypothesis 7.

The mediator between behavioral intention, perceived trust, perceived ease of use, and reported usefulness was
attitude toward usage, which was also examined in the research. Indirect = 0.149, p = 0.001; the results demonstrated
that attitude tempered the influence of perceived usefulness on behavioral intention, lending credence to hypothesis 8.
Showing that one's attitude acts as a mediator between their aim and their perception of how easy it is to use, the study's
findings provided support for hypothesis 9 (indirect = 0.078, p = 0.015). In a similar vein, hypothesis 10 was
supported by the fact that perceived trust significantly impacted behavioral intention via attitude (indirect f = 0.065, p
=0.004).

According to Hair et al. (2017), all mediation channels are considered to be part of complementary partial mediation
since there are both direct and indirect effects that are relevant. Attitude toward use boosts perceived trust, perceived
ease of use, and perceived benefit, which are the three antecedents of behavioral intention.

Particularly for mobile banking services, this study's findings provide light on user intention in technology
adoption. According to the results, the user's attitude, which impacts the choice to embrace the technology, is heavily
influenced by their perceptions of the technology's utility, simplicity of use, and trustworthiness. The significance of
attitude in amplifying the impact of these critical components is underscored by its mediating function.

From a managerial perspective, these findings offer strategic direction for LPD Desa Adat Kesiman in promoting
M-Pise adoption. Improving perceived usefulness can be achieved by enhancing features that boost efficiency and
convenience, accompanied by user training programs. Maintaining a user-friendly interface will support perceived
ease of use, especially among less tech-savvy users. To build trust, transparent policies and secure data management
must be emphasized. Fostering positive attitudes can be supported by promoting M-Pise as a practical tool for daily
life. Lastly, raising awareness and offering user incentives may further increase behavioral intention. Together, these
strategies can support the organization’s digital transformation efforts.

4 Conclusion

This study aimed to examine the elements that impact LPD Desa Adat Kesiman consumers' intent to download the M-
Pise mobile banking app. This model relied on a refined adaptation of TAM. Perceived reliability, usability, and
simplicity of the software, according to the study, and usefulness all significantly affect users' attitudes and intentions
to use the app. The impact of these characteristics on behavioral intention was further amplified by the finding that
attitude toward using acted as a partial mediator.

In light of these findings, several practical recommendations are proposed for LPD Desa Adat Kesiman. To enhance
perceived usefulness, the institution should consider optimizing transaction verification mechanisms, such as
incorporating one-time password (OTP) systems, to minimize transaction errors. Improving perceived ease of use
could involve the addition of categorized transaction features that assist users in organizing their financial activities.
Perceived trust may be increased by introducing additional layers of security, including reconfirmation steps and
biometric authentication (e.g., fingerprint or facial recognition).

To foster a more positive attitude toward using M-Pise, it is recommended to develop interactive educational
initiatives. These may include simulations, tutorial videos, social media engagement strategies, and leveraging
testimonials from satisfied users or local influencers. These efforts could enhance user confidence and promote
engagement.

Future research is encouraged to broaden the scope of the study by incorporating additional predictor variables and
expanding the population beyond LPD Desa Adat Kesiman. Comparative analyses across multiple financial institutions
may also provide insights that enhance the external validity and generalizability of the findings. Finally, the research
highlights that users' intentions to utilize mobile banking services are strengthened when their evaluations of their
utility, simplicity of use, and trust are raised. Therefore, continuous improvement in service design, user interface
simplification, robust security features, and consistent user education efforts are essential to drive wider adoption of
the M-Pise application.

Pradnyasari, P. D., & Ekawati, N. W. (2025). LPD digitalization in the mobile banking era: How customer
perception affects M-Pise adoption?. International Research Journal of Management, IT and Social Sciences,
12(3), 79-91. https://doi.org/10.21744/irjmis.v12n3.2510



88 [ ISSN: 2395-7492

Conflict of interest statement
The authors declared that they have no competing interests.

Statement of authorship
The authors have a responsibility for the conception and design of the study. The authors have approved the final
article.

Acknowledgments
We are grateful to two anonymous reviewers for their valuable comments on the earlier version of this paper.

IRIMIS Vol. 12 No. 3, May 2025, pages: 79-91



IRIMIS ISSN: 2395-7492 89

References

Abdennebi, H. B. (2023). M-banking adoption from the developing countries perspective: A mediated model. Digital
Business, 3(2), 100065. https://doi.org/10.1016/j.digbus.2023.100065

Akbar, A., Javad, N. I., Rakhmatullah, D. W., Kurniasih, F., Alfath, T., & Sharing Vision Team. (2023). IT BUSINESS
OUTLOOK 2023: eChannel, eCommerce, Fintech, eLifestyle.

Ariffin, S. K., Abd Rahman, M. F. R., Muhammad, A. M., & Zhang, Q. (2021). Understanding the consumer’s
intention to use the e-wallet services. Spanish Journal of Marketing-ESIC, 25(3), 446-461.

Avriningsih, E. P., Wijayanti, W., & Prasaja, M. G. (2022). Intention to Use E-wallet Dilihat dari Perceived Usefulness,
Perceived Ease of Use, Perceived Security, dan Trust. Jurnal Maksipreneur: Manajemen, Koperasi, Dan
Entrepreneurship, 11(2), 227-238.

Asmarina, N. L. P. G. M., Yasa, N. N. K., & Ekawati, N. W. (2022). The Role of Satisfaction in Mediating the Effect
of Perceived Ease of Use and Perceived Usefulness on Purchase Intention: Study on Bukalapak Marketplace's
Customer in BALI Province. International Research Journal of Management, IT and Social Sciences, 9(5), 690-
706.

Budiastuti, A. D. P., & Muid, D. (2020). Analisis faktor-faktor pengaruh minat penggunaan sistem informasi akuntansi
berbasis e-commerce pada aplikasi shopee dengan menggunakan Technology Acceptance Model
(TAM). Diponegoro Journal of Accounting, 9(4).

Camilleri, M. A., & Falzon, L. (2021). Understanding motivations to use online streaming services: integrating the
technology acceptance model (TAM) and the uses and gratifications theory (UGT). Spanish Journal of Marketing-
ESIC, 25(2), 217-238.

Chen, J., & Tajdini, S. (2024). A moderated model of artificial intelligence adoption in firms and its effects on their
performance. Information Technology and Management, 1-13.

Davis, F. D. (1987). User acceptance of information systems: the technology acceptance model (TAM).

Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or CB-SEM: updated guidelines on
which method to use. International Journal of Multivariate Data Analysis, 1(2), 107-123.

Hasan, A., & Erni, S. M. (2024). TEKNOLOGI AGROINDUSTRI KEDELAI. Uwais Inspirasi Indonesia.

Hermawan, V. K., & Paramita, E. L. (2020). Trust dan Perceived Usefulness dan Pengaruhnya Terhadap Preferensi
Konsumen Dalam Menggunakan E-wallet. Jurnal Ekobis: Ekonomi Bisnis & Manajemen, 10(2), 223-236.

Ho, J. C., Wy, C. G, Lee, C. S., & Pham, T. T. T. (2020). Factors affecting the behavioral intention to adopt mobile
banking: An international comparison. Technology in Society, 63, 101360.
https://doi.org/10.1016/j.techsoc.2020.101360

Igbal, N., Ahmed, H., & Azhar, K. A. (2022). Exploring teachers’ attitudes towards using ChatGPT. Global Journal
for Management and Administrative Sciences, 3(4), 97-111.

Juliana, H. (2023). Pengaruh Siaran Langsung Dan Manfaat Yang Dirasakan Terhadap Niat Beli Melalui Kepercayaan
Konsumen Pada Aplikasi Tiktok Shop. SINOMIKA Journal: Publikasi llmiah Bidang Ekonomi Dan
Akuntansi, 1(6), 1517-1538.

Kamble, S., Gunasekaran, A., & Arha, H. (2019). Understanding the Blockchain technology adoption in supply chains-
Indian context. International Journal of Production Research, 57(7), 2009-2033.

Kejela, A. B., & Porath, D. (2022). Influence of attitude on mobile banking acceptance and factors determining attitude
of end-users in Ethiopia. Journal of Internet and Digital Economics, 2(1), 68-88.

Kumar, A., Dhingra, S., Batra, V., & Purohit, H. (2020). A framework of mobile banking adoption in India. Journal
of Open Innovation: Technology, Market, and Complexity, 6(2), 40.

Lai, C. Y., Cheung, K. Y., Chan, C. S., & Law, K. K. (2024). Integrating the adapted UTAUT model with moral
obligation, trust and perceived risk to predict ChatGPT adoption for assessment support: A survey with
students. Computers and Education: Artificial Intelligence, 6, 100246. https://doi.org/10.1016/j.caeai.2024.100246

Ly, B., & Ly, R. (2022). Internet banking adoption under technology acceptance model—Evidence from Cambodian
users. Computers in Human Behavior Reports, 7, 100224. https://doi.org/10.1016/j.chbr.2022.100224

Madias, K., Szymkowiak, A., & Borusiak, B. (2023). What builds consumer intention to use smart water meters—
Extended TAM-based explanation. Water Resources and Economics, 44, 100233.
https://doi.org/10.1016/j.wre.2023.100233

Maharani, S. A., & Sundari, E. (2024). Pengaruh Perceived Usefulness, Perceived of Use, Trust and Security Terhadap
Behavioral Intention to Use BRI Mobile (Studi Kasus: Pada Pengguna BRImo di Kota Pekanbaru). Al Qalam:
Jurnal lImiah Keagamaan dan Kemasyarakatan, 18(1), 161-176.

Pradnyasari, P. D., & Ekawati, N. W. (2025). LPD digitalization in the mobile banking era: How customer
perception affects M-Pise adoption?. International Research Journal of Management, IT and Social Sciences,
12(3), 79-91. https://doi.org/10.21744/irjmis.v12n3.2510


https://doi.org/10.1016/j.digbus.2023.100065
https://doi.org/10.1016/j.techsoc.2020.101360
https://doi.org/10.1016/j.caeai.2024.100246
https://doi.org/10.1016/j.chbr.2022.100224
https://doi.org/10.1016/j.wre.2023.100233

90 [ ISSN: 2395-7492

Mata, M. N., Moleiro Martins, J., & Inécio, P. L. (2024). Collaborative innovation, strategic agility, & absorptive
capacity adoption in SMEs: the moderating effects of customer knowledge management capability. Journal of
Knowledge Management, 28(4), 1116-1140.

Miraza, C. N., & Shauki, E. R. (2022). How Do Venture Capital Make Investment Decision A Case.

Nair, S., Ong, C., Tabianan, K., Perumal, I., & Ahamad, S. (2024). Journal of Southwest Jiaotong F Actors a Ffecting
B Ehavioral | Ntention To U Se M Obile. Journal of Southwest Jiaotong University, 59(1), 284-298.

Naufaldi, I., & Tjokrosaputro, M. (2020). Pengaruh perceived ease of use, perceived usefulness, dan trust terhadap
intention to use. Jurnal Manajerial Dan Kewirausahaan, 2(3), 715-722.

Pahlawan, N. K. I., Yasa, G. W., & Ariyanto, D. (2024). Technology Acceptance Model Approach: An Analysis of
Mobile Information System: Case Study in Village Credit Institution Bali. Journal of Economics, Finance and
Management Studies, 07(03), 1452-1463.

Pambudi, I. A. S., Roswinanto, W., & Meiria, C. H. (2023). Pengaruh perceived ease of use, perceived usefulness, dan
perceived enjoyment terhadap minat untuk terus menggunakan aplikasi investasi di Indonesia. Journal of
Management and Business Review, 20(3), 482-501.

Pramiswari, N. L. P. A. L., Suartana, I. W., & Sujana, I. K. (2022). The Interest of Village Credit Institution Customers
to Use the LPD Mobile Application with Trust as a Moderating Variable. International Journal of Social Science
and Business, 6(3), 357-363.

Prasetyo, I., & Wardhani, A. K. (2022). Pendampingan Strategi Beradaptasi Pada UMKM Kudapan Mungil di Masa
Pandemi Covid 19. KALANDRA Jurnal Pengabdian Kepada Masyarakat, 1(4), 78-85.

Prastiawan, D. I., Aisjah, S., & Rofiaty, R. (2021). The effect of perceived usefulness, perceived ease of use, and social
influence on the use of mobile banking through the mediation of attitude toward use. APMBA (Asia Pacific
Management and Business Application), 9(3), 243-260.

Prayudi, I. G., Sukaatmadja, I. P. G., Yasa, N. N. K., & Giantari, I. G. A. K. (2022). The role of trust in mediation the
effect of perception of ease of use and perception of usefulness on intention to re-using the mobile banking
service. International Research Journal of Management, IT and Social Sciences, 9(4), 482-493.
https://doi.org/10.21744/irjmis.v9n4.2102

Putri, E. M. A., Febrianto, H. G., & Fitriana, A. I. (2023). The Effect of Internet Banking, Credit Risk and Company
Size on Financial Performance at Conventional Commercial Banks Listed on the IDX for the Period 2018-
2022. International Social Sciences and Humanities, 2(3), 879-891.

Rahmatika, U., & Fajar, M. A. (2019). Faktor-Faktor Yang Mempengaruhi Minat Penggunaan Electronic Money:
Integrasi Model Tam—Tpb Dengan Perceived Risk. Nominal: Barometer Riset Akuntansi Dan Manajemen, 8(2),
274-284.

Rahmayanti, P. L. D., Widagda, I. G. N. J. A,, Yasa, N. N. K., Giantari, I. G. A. K., Martaleni, M., Sakti, D., ... &
Anggreni, P. (2021). Integration of technology acceptance model and theory of reasoned action in pre-dicting e-
wallet continuous usage intentions. International Journal of Data and Network Science, 5(4), 649-658.

Ridanasti, E. (2024). The Influence of Trust, Perceived Ease of Use, Perceived Usefulness, Perceived Enjoyment on
Intention to Use TikTok Shop through Attitude Towards Using as Mediation. Indonesian Journal of Economics,
Business, Accounting, and Management (IJEBAM), 2(6), 1-15.

Rido, M. C. W., Wardana, I. M., Giantari, I. G. A. K., & Suparna, G. (2023). The Role of Perceived Risk and Perceived
Ease of Use Mediates the Effect of Service Quality on Mobile Banking Use (Study on BNI Mobile Banking Users
in Denpasar City). International Journal of Economics and Management Studies, 10(7), 1-12.

Rifaldi, A., Wicaksono, B. T., & Putra, D. F. (2021). Analisis Pengaruh Trust, Application Quality, Perceived
Usefulness Terhadap Intention To Purchase Dan Actual System Use (Studi Kasus Pada Aplikasi Kai
Access). Egien-Jurnal Ekonomi Dan Bisnis, 8(2), 394-404.

Sa'adah, V. U., & Susilowati, C. (2023). The impact of corporate image and relationship marketing on customer loyalty
in mediated customer satisfaction at SMEs. International Journal of Research in Business and Social
Science, 12(7), 126-135.

Sandy, E., & Firdausy, C. M. (2021). Pengaruh Perceived Usefulness, Perceived Ease of Use dan Trust terhadap Minat
Konsumen dalam Penggunaan Ulang Go-Pay di Kota Jakarta. Jurnal Manajemen Bisnis Dan Kewirausahaan, 5(1),
22-27.

Sankaran, R., & Chakraborty, S. (2021). Factors impacting mobile banking in India: Empirical approach extending
UTAUT2 with perceived value and trust. 1IM Kozhikode Society & Management Review, 11(1), 7-24.

IRIMIS Vol. 12 No. 3, May 2025, pages: 79-91


https://doi.org/10.21744/irjmis.v9n4.2102

IRIMIS ISSN: 2395-7492 91

Saparudin, M., Rahayu, A., Hurriyati, R., & Adib Sultan, M. (2020). The influence of trust, perceived usefulness, and
perceived ease upon customers’ attitude and intention toward the use of mobile banking in Jakarta. Journal of
Theoretical and Applied Information Technology, 98(17), 3584-3594.

Saputra, U. W. E., & Darma, G. S. (2022). The intention to use blockchain in Indonesia using extended approach
technology acceptance model (TAM). CommIT (Communication and Information Technology) Journal, 16(1), 27-
35.

Sebayang, A. F., Sebayang, L. K., & Al Rifah, C. F. (2024). Maintaining The Leading Economy of The City of
Semarang. Economics Development Analysis Journal, 13(4).

Setyawati, E. (2020). Pengaruh DPK, NPF dan Fee Based Income terhadap Profitabilitas Bank Syariah Dengan
Pembiayaan Sebagai Variabel Intervening (Doctoral dissertation, Universitas Islam Negeri Sumatera Utara).
Subani, M. A. P., & Roostika, R. R. R. (2024). Hubungan Antara Technology Acceptance Model, User Satisfaction,

User Trust dan Mobile Banking Adoption Intention pada Pengguna Layanan BNI Mobile Banking.

Sukendro, S., Habibi, A., Khaeruddin, K., Indrayana, B., Syahruddin, S., Makadada, F. A., & Hakim, H. (2020). Using
an extended Technology Acceptance Model to understand students’ use of e-learning during Covid-19: Indonesian
sport science education context. Heliyon, 6(11).

Wandira, R., Fauzi, A., Azim, F., & Annas, F. (2022). Customer acceptance analysis of Islamic bank of Indonesia
mobile banking using technology acceptance model (TAM). International Journal of Informatics and Information
Systems, 5(2), 92-100.

Weng, F., Yang, R. J., Ho, H. J., & Su, H. M. (2018). A TAM-based study of the attitude towards use intention of
multimedia among school teachers. Applied system innovation, 1(3), 36.

Woulandari, 1., & Rauf, A. (2022). Analysis of Social Media Marketing and Product Review on the Marketplace Shopee
on Purchase Decisions. Review of Integrative Business and Economics Research, 11(1), 274.

Yao, T., & Song, L. (2023). Can digital transformation reduce bank systemic risk? Empirical evidence from listed
banks in China. Economic Change and Restructuring, 56(6), 4445-4463.

Yuliastanti, F. (2024). Pengaruh Mobile Banking, Ukuran Perusahaan, Struktur Modal dan Growth Opportunity
terhadap Kinerja Keuangan Perusahaan Perbankan yang Terdaftar di Bursa Efek Indonesia periode 2018-
2022. Jurnal Akuntansi Keuangan Dan Bisnis, 1(4), 635-650.

Zin, K. S. L. T., Kim, S, Kim, H. S., & Feyissa, I. F. (2023). A study on technology acceptance of digital healthcare
among older Korean adults using extended tam (extended technology acceptance model). Administrative
Sciences, 13(2), 42.

Pradnyasari, P. D., & Ekawati, N. W. (2025). LPD digitalization in the mobile banking era: How customer
perception affects M-Pise adoption?. International Research Journal of Management, IT and Social Sciences,
12(3), 79-91. https://doi.org/10.21744/irjmis.v12n3.2510



