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This study aims to explain the effect of perceived usefulness, and perceived 

ease of use, on attitude toward using, and behavioral intention of use at BRI 

banks Denpasar. The technique used to test the research hypothesis uses 

Structural Equation Modeling (SEM) analysis techniques using SMARTPLS 

assistance, using IBM SPSS Statistics 22. The population in this study were all 

BRI Bank customers in Denpasar who used Internet Banking, the number of 

samples in this study was 150 respondents, who were taken using Purposive 

Sampling techniques. The results showed that (1) the attitude toward using had 

a positive and significant effect on the behavioral intention of use (2) perceived 

ease of use had a positive and significant effect on attitude toward using (3) 

perceived usefulness had a positive and significant effect on the behavioral 

intention of use. (4) perceived ease of use has a positive and significant effect 

on the behavioral intention of use (5) perceived usefulness has a positive and 

significant effect on attitude toward using. (6) attitude toward using can 

mediate the relationship between perceived usefulness to the behavioral 

intention of use. (7) the attitude toward using can mediate the relationship 

between perceived ease of use on the behavioral intention of use. 
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1.  Introduction 

 

Currently, BRI is innovating services by focusing on information system technology by launching the "BRISAT" 

Satellite in 2016 to improve service quality so that it can reach the entire archipelago. Until 2015 BRI had 10,200 

office units (economy, replubika.co.id December 31, 2014) that were spread throughout Indonesia with online and 

connected transaction activities. So that information technology is expected to become the leading bank in Indonesia 

(Chanana & Gupta, 2016). 
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Like electronic transaction services (e-banking) through ATMs, phone banking and Internet Banking, for example, 

are new forms of bank services and change manual transaction services into technology-based transaction services. 

Bank Indonesia often uses the term Information System Technology (TSI) Banking for all applied information and 

communication technologies in banking services. With the increasing prestige of internet and mobile phone use, the 

development of electronic banking (e-channel) networks has become very important for the company's business to 

maintain customer loyalty (Yoga, 2012). 

Internet banking answers the demands of customers who want a fast, safe, convenient, inexpensive service, 

available 24 hours and can be accessed from anywhere, both cell phones, computers, and laptops (Suryasa et al., 2018; 

Udayana, 2017). Internet banking is one of the banking services that enable customers to obtain information, 

communicate and conduct banking transactions through the internet network, and is not a bank that only provides 

banking services through the internet (Tampubolon, 2004). 

Internet banking helps banks to cut transaction costs, improve the image on the market, and provide a better 

response to market demand (Kerem, 2003). In a study conducted by Kaleem & Ahmad (2008), in Pakistan mentioned 

e-banking as a means to minimize inconvenience, reduce transaction costs and save time. The ease of obtaining 

information and the many benefits gained increases the use of information systems (Lech, 2012). The advantage of 

providing internet banking services can be a cheap solution to infrastructure development rather than opening an ATM 

outlet. Banks do not have to have branch offices, save operational costs and fixed costs by replacing employee functions 

and physical facilities with information technology (Manzano et al., 2009). 

The Technology Acceptance Model (TAM) offers a strong and simple explanation for the acceptance of technology 

and the behavior of its users (Rocker, 2009). Expansion of the TAM concept is expected to help predict one's attitudes 

and acceptance of technology and can provide the basic information needed regarding the factors that drive the 

individual's attitude (Lee, 2010). TAM theorizes that one's intention to use a system or technology is determined by 

two factors, perceived usefulness, is the level of individual trust that the use of technology will improve its 

performance, and perceived ease of use, is the level of individual trust that the use of technology makes it easier to 

complete work (Davis, 2000). Attitude Toward Using, namely the attitude towards the application of something 

according to (Rocker, 2009) is a pro or contra attitude towards the application of a product. The attitude of the pros or 

cons of a product can be applied to predict the behavior or intention of someone to use a product or not to use it. The 

attitude towards the use of technology applications (attitude toward using technology), is interpreted as an evaluation 

of the user about his curiosity in using technology (Dewi et al., 2017). 

Behavioral intention to use is the tendency of behavior to keep applying a technology (Rocker, 2009). The level of 

use of computer technology on a person can be predicted from the user's attitude and attention to the technology, for 

example, is the desire to add supporting peripherals, the desire to keep using, and the desire to influence other users. 

Bank Rakyat Indonesia (BRI), has one Electronic Banking Platform for banks with various delivery channels in the 

past few years. All financial transactions increase from year to year at BRI, not so with internet banking. This indicates 

a crisis of customer confidence in internet banking offered by BRI. And this is one of the weaknesses of BRI banks 

that will be utilized by other banks (Alamsyah, Anugrah, 2015). 

This research is a replication of previous research conducted by (Rocker, 2009). Perceived ease of use and 

perceived usefulness both have an influence on the behavioral intention of use and influence the attitude toward using. 

Technology users will determine the attitude of using technology if they feel the technology system is useful and easy 

to use, and use it continuously. Perceived ease of use and perceived usefulness and also affect the behavioral intention 

of using directly without being preceded by the attitude toward using. In Indonesia, there are several studies that use 

the TAM concept in internet banking adoption, namely research conducted by Medyawati et al., (2011), in Bekasi, 

Kusuma & Susilowati (2007), in Yogyakarta, and Widyarini (2005), in Surabaya. Therefore, it is necessary to prove 

whether ease of use and usefulness can influence the attitude toward using and behavioral intention of use and internet 

banking at PT. Bank Rakyat Indonesia in Denpasar. 

 

Literature Review 

 

Internet banking 

 

Internet banking is a bank service that allows customers to obtain information, communicate and conduct banking 

transactions through the internet network, and is not a bank that only provides banking services through the internet 

(Bank Indonesia, 2004). Basically internet banking technology that has been made by the banking world has benefits 

for banks, namely the efficiency of banking performance in the use of paper because everything is already through the 
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internet and can be a source of income derived from service fees charged to customers. Banks that use internet banking 

provide low-cost services for customers (Kustina et al., 2018). 

 

Technology Acceptance Model (TAM) 

 

In TRA, behavior is a set of actions and actions of a person in responding to something and then used as a habit 

because of the values believed. The user of a system is determined by individual perceptions and attitudes which will 

ultimately shape a person's behavior in the use of an information technology. TAM is used to see individual 

understanding that continuously uses information technology in its activities, this was stated by Sanjaya (2005). The 

use of information systems in individuals to carry out activities and their use is still an important concern for 

researchers, although there are significant advances in the capabilities of hardware and software. The high the  of an 

information system signifies the usefulness and ease of an information system. Someone will use the information 

system on the grounds that the system will produce benefits for themselves. 

 

Perceived Usefulness 

 

Perceived usefulness is defined as a measure where the use of a technology is believed to bring benefits to those 

who use it (Wen & Chia Tsai, 2012). Also stated on (Rocker, 2009) perceived usefulness as a subjective ability of 

users in the future where using a specific application system will improve performance in the context of the 

organization. The same thing was expressed by Shun conceptualizing that perceived usefulness is measured through 

indicators such as improving job performance, making work easier and overall technology used is felt useful. In the 

research of Yahyapour (2008), it was added that perceived usefulness can be measured by indicators increasing 

productivity, making work more effective, and work becoming faster and more efficient. 

 

Perceived Ease of Use 

 

Rocker (2009), states that perceived ease of use is a technology defined as a measure where one believes that a 

computer can be easily understood and used. This definition is also supported by Wibowo (2006), who states that 

perceptions about the ease of use of a technology are defined as a measure where one believes that the technology can 

be easily understood and used. In Rocker (2009), also defines the perception of ease of use as a measure where future 

users assume a system is barrier free. The indicators used to measure perceived ease of use are easy to learn, flexible, 

can control work, and are easy to use according to Yahyapour (2008). 

 

Attitude toward Using 

 

Attitude toward using in TAM is conceptualized as an attitude towards the use of a system in the form of acceptance 

or rejection as a result if someone uses a technology in their work (Rocker, 2009). In Hoppe et al., (2001), the attitude 

toward using is the attitude of explaining one's acceptance of information technology. In Widyarini (2005), stated 

attitude is a behavior that states what we like and do not. The attitude in Yahyapour (2008), is defined as one form of 

evaluation of the consequences of carrying out a behavior. According to Yahyapour (2008), attitudes toward using 

internet banking can be measured by indicators, internet banking technology is fun to use, the use of internet banking 

is the right idea because it can provide comfort in its use. 

 

Behavioral Intention of Use 

 

Behavioral intention to use is a behavioral tendency to keep applying a technology (Wen-Chia Tsai, 2012). The 

level of use of an Internet Banking technology on a person can be predicted from the user's attitudes and attention to 

the technology, for example the desire to add supporting peripherals, the desire to keep using, and the desire to 

influence other users. According to Kusuma & Susilowati (2007), Behavioral Intention of Use internet banking is 

measured by indicators of internet banking usage used continuously, can meet needs. According to Rigopoulos & 

Askounis (2007), Behavioral intention to use is measured by indicators of internet banking usage is always needed in 

each transaction so that it can motivate other customers to transact using internet banking. 
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Research Hypothesis 

 

H1:  Perceived usefulness has a positive and significant effect on Attitude toward using Internet Banking. 

H2:  Perceived ease of use has a positive and significant effect on Attitude toward using Internet Banking. 

H3:  Perceived usefulness has a positive and significant effect on Internet Banking Behavioral intention of use. 

H4:  Perceived ease of use has a positive and significant effect on the Behavioral intention of use of Internet Banking. 

H5:  Attitude toward using has a positive and significant effect on Internet Banking Behavioral intention of use. 

H6:  Attitude toward using is supposed as a mediation of Perceived usefulness for Internet Behavioral intention of use 

Internet Banking. 

H7:  Attitude toward using is supposed as a mediation of Perceived ease of use on behavioral intention of use Internet 

Banking. 

 

Conceptual Framework 

 

 
 

 

2.  Materials and Methods 

 

Research design 

 

Data analysis was performed using descriptive statistical analysis techniques and inferential statistical analysis, 

namely Partial Leas Square (PLS). To find out the relationship of independent variables to the dependent variable 

through the moderating variable, then after testing the hypothesis, then proceed with the mediation test (sobel test). 

The results of the analysis are then interpreted, then the final step is given conclusions and suggestions. The discussion 

in this study includes the relationship between full use perceived variables, perceived easy of use, attitude toward using 

and behavioral intention of use. 

The scope of this research is limited to BRI Bank customers who use Internet Banking facilities in Denpasar City. 

The data collection technique of this research is survey research which is obtained through distributing questionnaires 

to a group of people as members of the sample who are considered to represent the population. The questionnaire 

contains a number of statements related to perceived use fullness, perceived easy of use, attitude toward using and 

behavioral intention of use BRI Internet Banking customers in Denpasar. 
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3.  Results and Discussions 

 

3.1 Convergent Validity 

 

The following results of convergent validity tests are presented in Table 1. 

 

Tabel 1 

 Convergent Validity 

 

Construct Indicator  Outer Loading  Desc. 

Perceived usefullness (X1) 

X11 0,671 Valid 

X12 0,752 Valid 

X13 0,751 Valid 

X14 0,728 Valid 

Perceived ease of use (X2) 

X21 0,705 Valid 

X22 0,799 Valid 

X23 0,728 Valid 

X24 0,772 Valid 

Attitude toward using  (Y1) 

Y11 0,869 Valid 

Y12 0,887 Valid 

Y13 0,846 Valid 

Y14 0,851 Valid 

Behavioral intention of use (Y2) 

Y21 0,779 Valid 

Y22 0,821 Valid 

Y23 0,752 Valid 

Y24 0,726 Valid 

 

The test results in Table 1 show that the entire outer loading has a value greater than 0.5, so this measurement can be 

concluded to have met the requirements of convergent validity. 

 

3.2 Discriminant Validity 

 

Validity test is also done by testing method comparing the square root of average variance extracted (AVE) value 

in each construct with a correlation between other constructs contained in the model. The results of discriminant 

validity testing are presented in Table 2. 

Tabel 2 

Discriminant Validity 

 

Construct Indicator AVE Desc. 

Perceived usefullness X1 0,745 Reliabel 

Perceived ease of use X2 0,593 Reliabel 

Attitude toward using Y1 0,565 Reliabel 

Behavioral intention of use Y2 0,527 Reliabel 

 

The test results in Table 2 explain that the AVE value in the research variable has a value above 0.5, so that this 

measurement can be explained to meet the requirements for measuring discriminant validity. 

3.3 Composite reliability 

 

Composite reliability testing aims to test the reliability of instruments in a research model. The composite reliability 

test results are presented in Table 3. 
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Tabel 3 

Composite Reliability 

 

Construct Indicator Composite Reliability Desc. 

Perceived usefullness X1 0,921  Reliabel 

Perceived ease of use X2  0,853  Reliabel 

Attitude toward using Y1  0,838  Reliabel 

Behavioral intention of use Y2  0,817  Reliabel 

 

Based on Table 3, it can be explained that the results of composite reliability testing show good results because all 

latent variables are reliable because they have a composite reliability value greater than 0.7. This shows that all 

indicators are used to measure the constructs of each. 

 

3.4 Outer Loading 

 

In a study the value of outer loading is also important to note, the value of the loading factor shows the weight of 

an indicator against the variable. The largest outer loading value explains that the indicator is said to measure the 

dominant variable. The results of the outer loading indicator of all variables can be seen in Table 4. 

 

Tabel 4 

 Outer Loading Value 

 

Konstruk/ variabel Indikator Outer Loading 

Perceived usefullness (X1) 

X1.1 0,671 

X1.2 0,752 

X1.3 0,751 

X1.4 0,728 

Perceived ease of use (X2) 

X1.5 0,705 

X2.1 0,799 

X2.2 0,728 

X2.3 0,772 

Attitude toward using  (Y1) 

X2.4 0,869 

Y1.1 0,887 

Y1.2 0,846 

Y1.3 0,851 

Behavioral intention of use (Y2) 

Y1.4 0,779 

Y1.1 0,821 

Y1.2 0,752 

Y1.3 0,726 

 

Goodness of Fit - Inner Model (Structural Model) 

 

Goodnes of fit structural models on the inner model are tested using values predictive - relevance (Q2). The R2 value 

of each endogenous variable in this study can be seen in Table 5. 

 

Table 5 

R2  

 

Variabel Endogen R-Square 

Attitude toward using   0,433 

Behavioral intention of use  0,585 

 

Predictive value - relevance is obtained by the formula: 
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Q² = 1 - (1 - R1²) (1 - R2²) 

Q² = 1 - (1 - 0.433) (1- 0.585) 

Q² = 1 - (0.567) (0.415) 

Q² = 0,7647 

 

The above results indicate predictive value - relevance of 0.7647, this value> 0 so that it can be interpreted that 76.47 

percent of the variation in the variable is explained by the variables used in the model. The remaining 23.53 percent is 

explained by other factors outside the model. Thus, this model has a relevant predictive value. 

 

Partial Least Square (PLS) 

 

Testing the hypothesis using Partial Least Square (PLS) will show a number of hypotheses. This test is carried out 

by using the t test (t-test) on each path of influence between variables. In PLS, a statistical test of each hypothesized 

relationship is carried out using simulation. In this case the bootstrap method is performed on the sample. Bootstrap 

testing is also intended to minimize the problem of research data abnormalities. The test results with bootstrapping 

from PLS analysis can be seen in Table 6. 

 

Table 6 

Partial Least Square 

 

 Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

Attitude Toward Using -> Behavioral 

Intention Of Use 

0,471 0,462 0,080 5,902 0,000 

Perceived Ease Of Use ->  Attitude 

Toward Using 

0,523 0,522 0,087 5,983 0,000 

Perceived Ease Of Use -> Behavioral 

Intention Of Use 

0,259 0,268 0,079 3,293 0,001 

Perceived Usefullness ->  Attitude 

Toward Using 

0,193 0,199 0,076 2,546 0,011 

Perceived Usefullness -> Behavioral 

Intention Of Use 

0,148 0,149 0,067 2,200 0,028 

 

The effect of perceived usefulness on attitude toward using 

 

The probability of perceived usefulness towards attitude toward using is 0.011 which is smaller than cut off value 

(0.011 <0.05), so that H0 is rejected. This shows that at the 5 percent significance level, perceived usefulness has a 

significant effect on attitude toward using. 

The results of this study are consistent with the results of previous studies in which Chau & Lai (2003) and 

Widyarini (2005), found that the usefulness had a positive and significant effect on attitudes toward using internet 

banking. Usefulness by Rocker (2009), is defined as a level where a person believes that the use of a particular 

technology will improve the work performance of that person. The measurement of benefits is based on the frequency 

of use and diversity of applications that are run. 

 

The effect of perceived ease of use on attitude toward using 

 

The probability of perceived ease of use on attitude toward using is 0,000 smaller than cut off value (0,000 <0,05), 

so that H0 is rejected. This shows that at the 5 percent significance level, perceived ease of use has a significant effect 

on attitude toward using. 

The results of this study support the results of previous studies where Rocker (2009); Medyawati et al., (2011), in 

the results of his research found that perceived ease of use is positively and significantly related to the attitude toward 

using internet banking. Wen-Chia Tsai (2012), defines ease of use as a level where one believes that computers can be 
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easily understood. Medyawati et al., (2011), states that the ease of use of internet banking makes customers use it more 

often. If a convenience has been felt by customers in using internet banking will bring many benefits to customers.  

 

The effect of perceived usefulness on the behavioral intention of use 

 

The probability of perceived usefulness to the behavioral intention of use is 0.028 which is smaller than the cut off 

value (0.028 <0.05), so that H0 is rejected. This shows that at the 5 percent significance level, perceived usefulness 

has a significant effect on the behavioral intention of use. 

The results of this study support the results of previous studies in which Rocker (2009), mentions in his research 

that perceived usefulness is the extent to which individuals believe that using a particular system will be beneficial and 

improve the performance of their work. Shun Wang et al., (2003), that benefit perception is the definition by which 

someone believes that using a system can improve their performance. Behavioral intention to use is a behavioral 

tendency to keep applying technology (Yahyapour, 2008). The level of use of an Internet Banking technology on a 

person can be predicted from the user's attitude and attention to the technology. 

 

The effect of perceived ease of use on the behavioral intention of us 

 

The probability of perceived ease of use towards the behavioral intention of use is 0.001 which is smaller than the 

cut off value (0.001 <0.05), so that H0 is rejected. This shows that at the 5 percent significance level, perceived ease 

of use has a significant effect on the behavioral intention of use. 

The results of this study support the results of previous studies in which Perceived ease of use explained that the 

extent to which individuals believed that using a particular system would be free from the physical and mental efforts 

of Chuttur (2009). Perceived ease of use of a technology is defined as a measure where one believes that a technology 

can be easily understood and used. Behavioral intention to use is a behavioral tendency to keep applying technology. 

The level of use of an Internet Banking technology on a person can be predicted from the attitude and attention of the 

user towards the technology. 

 

The effect of attitude toward using the behavioral intention of use 

 

The probability of the attitude toward using the behavioral intention of use is 0,000 which is smaller than the cut 

off value (0,000 <0,05), so that H0 is rejected. This shows that at the 5 percent significance level, attitude toward using 

has a significant effect on the behavioral intention of use. 

The results of this study support the results of previous research in which interest (intention) is one of the 

psychological aspects of humans that can encourage to achieve goals. According to Kusuma (2009), someone who has 

an interest in an object, tends to give attention or feel greater pleasure to the object. An individual when assessing 

something that is beneficial to him then at that time he will be interested in using it again and will bring satisfaction. 

This statement is reinforced by research conducted by Suh & Han (2002), which examined the effect of trust in the 

acceptance of internet banking customers where research subjects were in Korea. Based on research conducted by Suh 

& Han (2002), the results show that attitude toward using internet banking has a significant effect on interest in using 

internet banking. 

 

Table 7 

Path Coefficients on PLS Methods 

 

  
Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

Standard Error 

(STERR) 

 Attitude Toward Using -> Behavioral 

Intention Of Use 

0,471 0,462 0,080 0,080 

Perceived Ease Of Use ->  Attitude Toward 

Using 

0,523 0,522 0,087 0,087 

Perceived Ease Of Use -> Behavioral 

Intention Of Use 

0,259 0,268 0,079 0,079 
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Perceived Usefullness ->  Attitude Toward 

Using 

0,193 0,199 0,076 0,076 

Perceived Usefullness -> Behavioral 

Intention Of Use 

0,148 0,149 0,067 0,067 

 

The standard error coefficients a and b are written with Sa and Sb, the magnitude of the standard indirect error (indirect 

effects), Sab is calculated by the formula: 

 

Sab = √b2Sa2 + a2Sb2 + Sa2Sb2 

 

To test the significance of the indirect effect then calculate the value of t from the coefficient ab with the formula:  

 

t =  ab 

    Sab 

 

The value of t value is compared with t table and if t value is greater than the value of t table (> 1.96) it can be concluded 

that there is a significant mediation effect. 

The value of the direct effect of the perceived usefulness variable on the behavioral intention of use is 0.148 (shown 

in table 5.14) 

P1 = Perceived usefulness -> Attitude toward using = 0.193 

P2 = Attitude toward using -> behavioral intention of use = 0.471 

Se1 = 0.076 

Se2 = 0.080 

The size of the indirect efficiency variable perceived usefulness intention of use is the multiplication of the effects of 

perceived usefulness variables on the attitude variable toward using the attitude toward using the behavioral intention 

of use so that it is obtained as follows 

P12 = P1. P2 

P12 = (0.193). (0.471) 

P12 = 0.091 

The standard indirect error perceived usefulness for the behavioral intention of use is the multiplication of the perceived 

usefulness effect on attitude toward using with attitude toward using the behavioral intention of use so that it is obtained 

as follows. 

 

Se12  = √P12Se12 + P22Se22 + Se12Se22 

         = √ (0,193)2 (0,076)2 + (0,471)2 (0,080)2 + (0,076)2 (0,080)2 

= ,0000,000215 + 0,001420 + 0,000037 

= √0.001672 

= 0.040889 

So, the result of t test is: 

t =P12   =    0,091   = 2,223 

Se12      0,040889 

The t value is 2,223 where the value is greater than 1.96 which means that the mediation parameter is significant. Thus 

the attitude model toward using mediates the effect of perceived usefulness on the behavioral intention of use can be 

accepted. 

 

Attitude toward using mediating the effect of perceived ease of use on the behavioral intention of use 

 

The value of the direct effect of the variable perceived ease of use on the behavioral intention of use is -0.295 (shown 

in table 7) 

P1 = perceived ease of use -> attitude toward using = 0.523 

P2 = attitude toward using -> behavioral intention of use = 0.471 

Se1 = 0.087 

Se2 = 0.080 
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The magnitude of the indirect variable coefficient perceived ease of behavior toward the intention of use is 

multiplication of the effect of the variable perceived ease of use on the attitude variable using attitude toward using the 

behavioral intention of use so that it is obtained as follows 

P12 = P1. P2 

P12 = (0.523). (0.471) 

P12 = 0.246 

The indirect standard error perceived ease of use on the behavioral intention of use is the multiplication of the effect 

of perceived ease of use on attitude toward using the behavioral intention of use so that it is obtained as follows.  

 

Se12 = √P12Se12 + P22Se22 + Se12Se22 

         = √ (0,523) 2 (0,087) 2 + (0,471) 2 (0,080) 2 + (0,087) 2 (0,080) 2 

 = √0,002070 + 0,001420 + 0,000048 

 = √0.003539 

 = 0.059486 

 

Thus the t test can be obtained as follows 

t =P12   =    0,246    = 4,141 

Se12      0,059486 

 

The t value of 4.141 is greater than 1.96, which means that the mediation parameter is significant. Thus the attitude 

model using mediating the effect of perceived ease of use on the behavioral intention of use is acceptable. 

 

 

4.  Conclusion 

 

To increase perceived usefulness, internet banking applications must enhance the effectiveness of customer 

banking transactions, so that customers will increasingly feel the benefits of using the application. To improve the 

perceived ease of use, internet banking applications must be flexible, can be used anywhere and anytime, so that 

customers will increasingly feel the ease felt in using the application. To improve the attitude toward using, internet 

banking applications must maintain customer confidentiality, so that customers will be more secure in using the 

application. To improve the behavioral intention of use, internet banking applications must be able to help in every 

transaction, so customers will want to use the internet banking application. 
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