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Abstract. Digital money receives tremendous attention globally, from
buyers to sellers, as an alternative form of payment. The passions on this
technology enormous and infectious, therefore attracting more followers
from large merchant to smaller one including the cooperative. School
cooperative serves as a center of economic with a wide range of activities,
such as minmi market, canteen, to serve the needs of students, teachers, and
people in the surrounding area. One of the programs launched by the
Central Bank of Indonesia is a financial inclusion to increase the financial
literacy of people living in the remote area. In this case, Islamic
conventional boarding school cooperative can become influencers in most
of the surrounding community to attract people's interest to adopt the
technology. The purpose of this inquiry is to find out factors influencing
the adoption of mobile payment and user’s intention and decision to adopt
m-payment. Authors proposed an innc»\ave research model based on the
theory of technology acceptance model with the innovation characteristics
of the diffusion of innovations, perceived security and intention to
recommend the technology. The research model has empirically tested at
205 employees Islamic boarding schca across four regions. The
independent variables under study include perceived ease of use, perceived
usefulness, perceived crecﬂlily, subjective norms, and trust while the
dependent variables are mobile payment adoption and intention to
recommend the technology. The study uses RB: tural equation modeling as
a tool for analysis. The result indicated that perceived ease of use,
perceived usefulness, and subjective norms have a significant influence on
the adoption of mobile payment. The study also confirmed the relevance of
users’ intention to recommend mobile payment technology. Thus, future
research needs to include social media campaigns and technology adoption
studies. For researchers, the result of this study act as a basis for further
refinement of personal technology acceptance model. For practitioners,
understanding the key construets is crucial to design, refine, and implement
mobile payment services, applications, and products that achieve high
consumer acceptance, value, and high rates of positive recommendations in
social networks.

. Email: *bpramuka(@ gmail.com

@ The Authors, published by EDP Sciences. This is an open access article distributed under the terms of the Creative Commons
Attribution License 4.0 (http ://creativecommons.org licenses/by/4.0/).




gls Web of Conferences 86, 01036 (2020) https://doi.org/10.1051/shsconf/20208601036
ICORE 2019

1 Introduction

The financial inclusion phenomenon is cwrrently the center of attention in some countries.
Limited knowledge and experience to use financial services is a barrier for certain parties to
get financial services. Financial inclusion hz? gained attention from academics and
policymakers for several reasons such as it has a positive impact on the economic
development of a country [1], enhancing world development [2-4] and sustainable
development [5]. Financial inclusion affects both the macro and microeconomics of a
nation. At the micro level individuals who do not have a bank account shall not receive
benefits in the form of increased value of savings[2, 6], By possessing an account a women
shall have better economic empowerment [7, 8], as well as entrepreneurial productive
consumption and investment [9, 10].

Islamic traditional boarding schools provide educational services to the surrounding people
regardless of their social status. Most schools are located in rural areas to provide an
opportunity for people in rural areas to participate in the education process. Therefore, the
schools have the potential to act as a distribution channel in providing access to the
majority of people in rural areas. Previous research shows that "disadvantaged people”
come from women, young and the poor [4, &, 11]. One of the factors that drive individuals
to use financial services is ease of access. Individuals use financial services to meet several
basic needs including education, health, and shelter, starting and operating a business.
Financial inclusion increases poverty alleviation and promotes economic growth [12, 13].
In the digital era access to financial services should be open to anyone. The digital era
stimulates the growth of internet-based business activities [14]. The number of mobile
phone users has increased sharply and massively throughout the world. Technology
innovation has an indispensable role in expanding access of all parties to financial services,
s0 there 18 no more financial exclusion. People who do not have a formal bank account can
use cellular technology to conduct transactions such as paying a taxi, using go pay. High
interest in the use of financial technology has emerged since 2004 [15, 16]. Even among the
20 percent of the poorest households, almost 7 out of 10 have cell phones [17].

This paper uses technology acceptance and innovation by individuals to explain the
behavior of the use of information technology in the financial sector. What are the factors
that influence the interest of Islamic boarding school cooperative managers to use digital
financial services? The results of this study contributed to the development of the literature
on digital financial inclusion in Indonesia. The Central Bank of Indonesia initiates to
develop an ecosystem of non-cash payments by implementing e-money in Islamic boarding
schools. However, data on the potential for digitizing financial services for Islamic
boarding schools are not yet available.

2 Literature Review

2.1 Financial Inclusion at Individual Levels

Although previous research on financial inclusion is enormous, few discussed financial
inclusion policies at the individual level. With financial inclusion strategy, the Indonesian
government expects to narrow down the exclusion for certain circles such as women, young
people and the poor. To date, the literature on financial inclusion across the country rely on
the state-level proxy based on the data collected by the policy-making, in this case, the
Central Bank [12, 18, 19]. Non-asymmetric information narrows the generalization of
existing research because data from central and macro banks is difficult to translate at the
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micro level, for example how the government policies increase the financial access as
individual differences in terms of income level, gender, location of residence, or age [2, 6].

Specific interventions can encourage the use of digital-based Instruments due to the
perception of the benefits of the device [7]. Financial inclusions provide some benefit to the
individual in the form of low-cost accounts, financial security, improve networking, as well
as legal rights. Nonetheless, the regular benefits have not yet motivated the disadvantaged
group (women and the poor) to use financial services. Some of the reported barriers include
money shortage, and there are no immediate needs for bank accounts and lack of trust.
Therefore, the government policies to promote inclusion can increase the likelihood that
people perceive financial services are within their reach [2].

2.2 The Feature of E-Money

%E results of research in the field of financial management related to the digital economy
is the emergence of digital finance and financial inclus'a in the pieces of literature [20].
Digital banking through financial technology has a positive impact on financial
composition for developing countries and developed countries because the digital economy
provides individual comfort. The marketing field is carried out by researchers [21] about
online retailer's consumer pd@@eption of e-loyalty intentions reported that the higher the
online retailer's consumers, the more likely consumers to make purchases online. The
phenomenal growth in cellular technology has made it easy for consumers to transact.
Consumers do not need to bother carrying cash B:ause transaction payments can be made
using a cellular device. Mobile-based payments can be categorized into three perspectives,
namely foreign mobile commerce, mobile proximity payments, and peer-to-peer mobile
[22].

Payment technol@y using mobile phones also has several limitations which can disrupt
transactions such as ergonomics and usability of devices such as small screen size and
small keyboard [23], unstable internet connection [24], complicated and tedious payment
procedglies [25]. confidentiality during authentication [26]. Therefore, mobile payment
users require more significant effort and high learning speed to use the m-payment
application which sounds discouraging. To increase users' interest in using e-money, the
payment must be simple, easy to use, and do not require much energy to execute 1t [27].

2.3 The Technology Acceptance Theory

The potential of mobile payment in the future is enormous. Small firms have started to use
digital payments for several reasons such as consumer demands and peer pressure. The
euphoria has spread over the Islamic boarding schools, where parents have demanded an
easy way of paying their children's' tuition due to geographical constraints. Most of the
students who study at the boarding schools come from the distance. Likewise, the
community living around the schools have limited access to financial services which
requires them to travel to the city for payment of bills. As a consequence, the use of digital
payment by Islamic boarding schools does not just prosper the pupil but also the
surrounding people.

The limited number of schools have adopted digital pggfinent. Among the factors
influencing the adoption, the decision is the perceived usability and perceived ease of use of
the technology [28]. This theory explains some of the reasons for individuals take
electronic mail systems include lower operational costs and the speed of information
spread. Mobile payment is voluntary and is used by individuals for the benefit of
transactions that are generally personal. Therefore, all adoption costs of m-payment are
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borne by individuals and adoption decisions are not solely based on practical reasons. To
use an m-payment, a person must have sufficient knowledge and skills about [29].

2.4 The Research Model

Perception against Compatibility of a technology depends on the extent to which innovation
can provide meaningful experience and ability to meet the needs of the user wholeness, as
well as offering better values for living. Almost all banks in Indonesia have proposed a
mobile payment to anticipate growing business transactions. With the emergence of virtual
business during the disruptive era (such as online transportation and online shopping),
consumers in Indonesia regardless of their backgrounds have used m-payment [14]. The
financial technology does not only offered by financial institutions. Some of the firms
providing financial technology include cellular providers (t-money), Telkom, Go-jek, Grab,
and Tokopedia. M-payment is ubiquitous because it allows for faster, safer and reliable
financial services.

Perception of ease of use means that technology tools are simple to use [30]. The first
step to do before start using a tool is understanding the complexity of the technology itself
Therefore, perceived ease of use is an essential determinant of technology adoption.
Moreover, users also consider some benefits obtained from adopting technology as an
important influencer. The application B a mobile payment provides some gains in the form
of minimum fees, convenient to use. When consumers feel that mobile payment is easy to
learn and use, they will be more likely to adopt the innovation. Consumers first impression
of a technology offered is an essential determinant of adoption decision. When consumers
believe that they will succeed in utilizing the technology, then the choice is immediately
executed. In other words, the ease of perception has a positive effect on the intention to use
a technique which later is followed by adoption [31]. Past studies have also discussed on
the antecedents of consumer decision to adopt mobile payments [32-36].

Perceive the benefits of a technology tool refers to the relative advantages of a
technology that can improve individual performance [30]. Understanding of benefits can
increase an individual's desire to adopt a system [15, 37, 38]. Consumers get greater
benefits by using online transactions using mobile devices. If compared with traditional e-
payment methods, consumers who use m-payments benefit from services that are easy and
fast. A study at Mal@ia concludes that consumer perception of high benefits will result in
a higher intention to adopt m-payment[25]. Similarly, m-payment adoption is useful
regarding time savings and portability [34].

The use of technology in transactions does not mean without risk. From hard
perspectives, a technique should possess multiple levels of a security system to prevent
hijacking. The phenomena of increasing cybercrime are discouraging and become a severe
challenge to technology adoption. The development of hardware should be accompanied
with a soft approach. To improve one's attitude towards technology we need to strengthen
the power of the subjective norms. For example by providing education about religious
standards and legal rules that are expected to control behavior[39, 40].

Perceptions of security risks are an essential factor that determines consumers' decisions
on whether or not to adopt a technology [14]. The knowledge of protection against the risks
of using cellular transactions is crucial. The risk of losing confidential data that causes
financial losses needs to be well anepated to motivate users to adopt m-payment.
Perception of security in transactions has a positive effect on the intention to take m-
payment. Trust starts from a belief that everyone is sincere in his or her words, attitudde
and behavior. Hence the technology of m-payment offered to the public is carefully
prepared to prevent data leakage. The level of trust in adopting m-payment assumes that
everyone will not behave opportunistically by expecting the promised service [10]. It will




gls Web of Conferences 86, (01036 (2020)
ICORE 2019
be more difficult for sellers and buyers to build online trust because there is no interaction
between the two parties while performing the transactions. The excellent system offers
protection to users’ data, assets during the online deals.

https://doi.org/10.1051/shsconf/20208601036

3 Methodology

This research is quantitative in nature. The research model was empirically tested at Islamic
traditi:Jla boarding schools across four regions. The independent variables under study
include perceived ease of use, perceived usefulffiss, perceived credibility, subjective norms,
and trust while the dependent variables are mobile payment adoption and intention to
recommend the technology. There were 27 items used in the questionnaire to measure those
variables. The study uses structural equation modeling as a tool for analysis. A survey
distributed to respondents using purposive sampling. Criteria for respondents are boarding
school cooperative managers who handle finance and have worked at least one year. Before
distribution, participants were given a brief explanation of the research objectives. Also, to
avoid response bias in the survey, the respondent's name is filled with anonymous. The
respondents got an explanation of the variables and terms used in the questionnaire. A total
number of questionnaires distributed to respondents is 205 with a response rate of 100
percent, so that all are processed further for further analysis. The data collection period was
one month.

4 Result and Discussion

4.1 Descriptive Statistic

The results of the analysis of factor demographic respondent can be seen in table 1.

Table 1 Demographic profile of respondents

Item Frequency Percent
Gender Male 101 493
Female 104 50.7
Age <20 84 41
20-30 76 37.1
31-40 21 10.2
41-50 16 7.8
>50 8 3.9
Education High school 118 57.6
Level Diploma 24 11.7
Bachelor's 57 27.8
degree 6 29
Post
Graduate
Income <Rp. 130 63.4
3,000,000 75 36.6

> Rp.
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3,000,000

There were the almost equal proportion of male and female respondents, with female
dominance, participated in the survey. The average age of the respondents was between 20
to 30 years, indicating that they are still in their productive age. Majority of the respondents
were high school graduate. There was 27.8 percent of university graduates, with bachelor
degrees, working at Islamic boarding schools. Majority of respondents earn monthly
income from below three million rupiahs. Table 2 presents the descriptive statistics of the
variable under study.

Table 2 Descriptive statistics of variables

N Minimum Maximum Mean Std. Deviation

Perception Benefits 205 3.00 5.00 4.2476 49072
Perception ease of use 205 2.00 5.00 4,0951 49269
Perception Credibility 205 2.50 5.00 3.8793 48984
Subjective Norms 205 1.00 5.00 3.7207 66679
Trust 205 2.30 5.00 3.9137 58746
Attitude 205 3.00 5.00 4,1005 52192
Interest 205 2.60 5.00 3,8907 42767
Valid N (listwise) 205

Table 2 presents the descriptive statistics of each variable. The average response was
statistically viable concerning perceive benefits, ease of use, credibility, subjective norms,
trust, attitude and interest to use e-money. Perceive benefits on the technology is the most
critical factors of conffimers' attitude towards e-money, followed by perceived ease of use.
Trust is an essential determinant of intention to use e-money or mobile payment for the
transaction. Perceive security of the operation is crucial as everyone wants to protect
valuable assets.

4.2 Validity and Reliability Test

Table 3 Validity and reliability test of the instruments

6
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According to Hair (1995), an indicator is considered valid provided it has a loading factor
above 0.40. Based on the data above it is known that the data is valid. The next step is to
test the reliability of the items used to measure the variables.

(3 Std Loading)* I

ContructRe liability = =
(3 StdLoading) + € .j

The result of the reliability test revealed o variables did not meet the reliability
criteria. The variables were Y2 1 and Y2 2. The limit value used to assess an acceptable
level of reliability is 0.7. However, this value is not a dead value. This means that if the
value below 0.70, an item can still be accepted if accompanied by strong empirical reasons.
Nunally and Bernstain (1994) in Ferdinand, 2005, stated that the reliability value between
0.50-0.60 was enough to justify the results of the study.

4.3 The Structural Equation

The next step in the analysis 1s to put the variable into the structural equation. Picture 1
reflects the model.
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Picture 1. The structural equation modeling of the framework

The above output is the result of M-Payment testing using a mediating variable model with
the following variables:

X1: Perceive benefits

X2: Perceive ease of use

X3: Perceive credibility

X4: Subjective norm

X5: Trust

Y1: Attitude

Y2: Interest

4.4 Direct Effect Analysis

Based on the output from testing the model using Amos shows that the immediate
effect of perceived benefits on attitudes is 0.19; direct influence on perceived ease of
attitude of 0.25; direct influence of credibility perception of 0.31; subjective norm's direct
influence on attitudes of 0.30; the immediate effect of trust on attitude is 0.12; direct impact
on attitudes towards interest of 0.77. The loading factor value shows a strong direct
relationship betwedflhdependent variables and mediating variables. The negative value on
the loading factor showsge rejection of the influence of the wariable, but based on the
output above shows that the independent variable has a good effect, then the mediating
variable has a good impact on the dependent variable.

4.5 Evaluate the Goodness of Fit Criteria

Based on the results of the analysis that we display on Amos Graphics or contained in
the output table and the text output, we compare the values with the Cut of Value value for
each criterion, so that the following results are obtained:
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Table 4 Goodness of it of the model

The goodness of Research Cut off Value Model
Fit Index Model Evaluation
Results
X2-Chi-Square 303,303  Small expected Well
<1000

Significance 0,000 > 0.05 Well
Probability

RMSEA 0.063 <0.08 Well

GFI 0.872 >0.90 Pretty good

CMIN / DF 1,753 00 2.00 Well

TLI 0.890 > 0.95 Pretty good

CFI 0.909 > 0.95 Pretty good

Based on the output above, it was found that (Ferdinand, 2005):

1. *- Chi-Square statistics, the smaller the value ¥ *. the better the model, and the
probability is accepted by the cut-off value of p> 0.05. The results of this study
indicate that this research model is in the right category because it has a small chi-

square value.

2. RMSEA (The Root Mean Square Error of Approximation), is an index used to
compensate for chi-square in a large sample. RMSEA values that are small or
Zdual to 0.08 are indices for accepting the model based on the degree of freedom.
The RMSEA value of this research model is 0.063 which means that the model is

d so that the model can be accepted.

I (Goodness of fit Index), is a non-statistical measure that has qjange of values
between 0 and 1. A high value in this index shows a "betrer fir." The GFI value of
study is quite good because it approaches the minimum criteria required.

4. CMIN / DF ( The Minimum Sample Discrepancy Function Divided with the
degree of Freedom ), is a chi-square X * statistic divided by the degree of freedom
so that it is called X °relative. Relative X * value less than 2.0 or is an
indication of an acceptable fit between model and data. CMIN value of 1.753
indic4g@s that this model is excellent and fit.

TLI (Tucker Lewis Index), an incremental index that compares a model that is
tested  against  a haseline model, where the recommended  walue
is 2 0.95. However, the most important thing is that the value close to 1 indicates a

ect fit.

6. CFI (Comparative Fit Index), the range of values is 0-1, which is getting closer to
1, indicating the highest level of fit.

Based on the results of the above analysis it can be concluded that the M-Payment

testing model can be accepted. This is because the test output shows good results

The results of this study support the results of previous studies, which concluded that
perceptions of benefits affect the interest in adopting e-money in transactions. This is
consistent with several previous researchers [14]. Besides that, the perceived ease of
operation also affects the interest in using e-money. The existence of government policies
that began to lead to e-payment at individual facilities and the encouragement of using
financial technology impacted consumers' decisions to use e-money. Perception of ease of
use means that technology tools ffleasy to use and uncomplicated [30]. This supports
previous research that the ease of positive influence on the intention to use a technology

e

Lh

9




gls Web of Conferences 86, 01036 (2020) https://doi.org/10.1051/shsconf/20208601036
ICORE 2019

which later is followed by adoption[31]. Past studies indicate that customers' decision to
adopt mobile payments have been used easily [32-36].

The results of this research study support previous research ( such as [25, 34]) in
Malaysia which concluded that the perception of high benefits would result in a higher
intention to adopt m-payment. M-payment adoption is useful concerning timesavings and
portability. Perceptions of technological security risks are important things that determine
consumers' decisions on whether to adopt innovations [11]. Therefore, perceived security in
the transaction has a positive effect restricted ap intention to take m-payment. Starting from
the belief that everyone will be sincere in transacting so that there is no fraud, the level of
trust in payment assumes that no one will behave opportunistically by expecting the
promised service[ 10].

5 Conclusion

The study revealed Eﬂt perceived ease of use, perceived usefulness, and subjective norms
have a significant influence on the advertising of mobile payment. The study also confirms
the relevance of users' intention to recommend mobile payment technology. Thus, future
research needs to include social media cam campaigns and in future technology adoption
studies. For researchers, the result is a basis for further refinement of personal technology
acceptance model. For practitioners, understanding the key constructs is crucial to design,
refining, and implementing mobile payment services, applications, and products that are
high consumer acceptance, value, and high rates of positive recommendations in social
networks.
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