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Abstract

This study examines the role of perceived enjoyment, self-efficacy, and subjective norms as determinants of behavioral intention to use
the OVO application. This study’s target population is the users of the OVO application who have used it as an electronic transaction. This
study’s population was the OVO application users as an electronic transaction tool in Jember Regency. Samples were randomly selected at
the time of the survey with specific criteria. The survey location is determined at the Plaza because it is a shopping center that mostly has
payments at OVO partner merchants. The model empirically tested using data gathered from 150 respondents of OVO users. The research
model was tested by using the structural equation modeling (SEM) approach. The results showed that all constructs in the original TAM
model were statistically significant. Subjective norm has a positive effect on perceived usefulness, and perceived enjoyment positively
affects perceived ease of use of OVO applications. On the other hand, applications’ self-efficacy does not affect the perceived ease of using
OVO applications for electronic transactions. This condition shows that subjective norms are dominant external individual perspectives
compared to self-efficacy, which are personal internal characteristics in determining the behavioral intention of using OVO applications in

electronic transactions.
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1. Introduction

Electronic business development can never be separated
from the use of information technology (IT). Information
technology is considered vital because it makes companies
able to compete globally and creates conveniences and
practicalities for individuals who use it. As a form of cutting-
edge IT, smartphones have made mobile payment models in
society grow rapidly (Teo et al., 2015). People will find it
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easier to carry out activities and fulfill non-cash payments
only through their mobile devices. The Government
of Indonesia, through Bank Indonesia since 2009, has
launched and supported payments via mobile devices.
On 14 August 2014, Bank Indonesia also encouraged non-
cash transactions, often known as the National Non-Cash
Movement. During the Covid-19 pandemic starting in early
2020, when it could not be predicted when it would end,
making physical distancing even more stringent was applied
so that alternatives for people to transact cashlessly or with
online transactions would increase.

According to Financial Times Confidential Research,
there are five major Mobile Payment service providers in
Indonesia, namely Go-pay, OVO, TCash, BCA, Klikpay, Doku
wallet (Khoirunnisa, 2019). Go-pay was the leader during the
period, and OVO came in second despite OVO a newcomer.
Furthermore, the claim that OVO is the number one platform
in Indonesia is strengthened by the statement of the Financial
Times Confidential Research, which states that the increase in
the OVO rating has resulted from the promotion of aggression
that expanded the service to become a payment partner in
the Grab and Tokopedia applications (Khoirunnisa, 2019).
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OVO'’s vision is to become a financial application that works
sustainably and provides attractive offers for its users. In 2019,
OVO launched its first loan feature called OVO Pay Later,
which is expected to increase users. In this OVO feature, there
is an easy transfer of nominal money offered in the application.

Predicting individual behavior intention in using the new
technology can be predicted with the TAM model (Kurniawati
et al.,, 2017, Winarno & Putra, 2020). This model explains
how user behavior intention is predicted by the ease of use and
the usefulness of applying a technology (Davis et al., 1989;
Venkatesh & Bala, 2008). Some researchers have predicted a
person’s behavioral intention in using new technology such as
fintech applications (Chuang et al., 2016; Das & Das, 2020;
Haqqi & Suzianti, 2020; Susilo et al., 2019), and intention in
using e-wallets (Aji et al., 2020; Chawla & Joshi, 2019). The
research uses the original Technology Acceptance Model (TAM)
approach (Susilo et al. 2019), as well as various antecedent
modification concepts from the perceived ease of use and the
perceivedusefulnesssuchasperceivedrisk (Ajietal.,2020; Haqqi
& Suzianti, 2020) and perceived benefits (Haqqi & Suzianti,
2020), as well as trust brands and services (Chuang et al., 2016).

In contrast to the computer and office applications and the
like, predicting behavior intention in using applications on
smartphones is strongly influenced by external factors such as
the influence of the social environment, and individual internal
factors such as perceived enjoyment, as well as self-efficacy in
using these technologies (Venkatesh & Bala, 2008). This study
focuses on accepting information technology systems in the
form of the OVO application, which is the top of mind among
digital wallet users in Indonesia. There are three predictors
used in this study as external variables of the TAM model.
The first is the subjective norm, perceived enjoyment, and
self-efficacy. Based on these three variables, this paper aims
to examine an individual’s intention in using OVO to transact
electronically and to explain the role of dominant antecedents
as predictors of behavior intention in using OVO.

This research is expected to provide several contributions.
First, three external variables of the TAM model proposed
in this article can explain two perspectives that influence
the behavior intention in using technology: the internal
perspective comes from within (perceived enjoyment and
self-efficacy on technology); and external perspectives
(subjective norms). Second, this study complements the
research conducted (Susilo et al., 2019) on the behavior
intention in using OVO and GO-PAY, which only uses the
original TAM model.

2. Literature Review and Hypothesis
Development

2.1. Technology Acceptance Model (TAM)

Belief-attitude-intention-behavior underlies the causal
relationship in the technology acceptance model used to
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explain and predict the new systems’ acceptance and use
behavior (Padilla-MeléNdez et al., 2013; Sipior et al., 2011).
Davis et al. (1989) developed a TAM model based on the
TRA (Theory of Reasoned Action) model, which provides
an explanation of the determinants of information system
adoption in general, and the ability to explain technology
end-user behavior (Yadav & Mahara, 2017). The main
determinants of behavioral intention in using technology are
determined by two beliefs: perceived usefulness and ease of
use (Venkatesh & Bala, 2008). Perceived usefulness (PU) is
defined as the “extent to which a person believes that using a
technology will improve his or her job performance” (Davis
et al., 1989; Venkatesh & Bala, 2008). In short, IT will
improve job performance in their work (Venkatesh & Bala,
2008). Perceived ease of use is defined as the extent to which
a person believes that using technology will be free of effort
(Davis et al., 1989; Venkatesh & Bala, 2008).

Attitudes towards behavior were defined by Davis
et al. (1989) as a positive or negative individual feeling
from someone about performing target behavior. Mathieson
(1991) stated that behavior is also defined as a user’s
evaluation of their intention in using the systems. Behavioral
intention is defined by Davis et al. (1989) as a desire
(interest) for someone to do a specific behavior. Someone
will do a behavior if they have a behavioral intention to do it.
Figure 1. is the TAM model first developed by Davis (1989).

The TAM model developmentis carried outattwo levels:
the first is to develop and expand the TAM model, and the
second is to modify and test the TAM model (Maranguni¢
& Grani¢, 2015). Venkatesh and Davis (2000) developed
and tested the TAM 1 model by exploring external
variables/predictors of perceived usefulness such as social
influence variables and cognitive instrument processes
that affect users’ perceived usefulness and user behavior
interest, which is hereinafter called the TAM model. The
next turn is to complete predictors or external variables
of perceived case of use to determine behavioral interest
in technology. Venkatesh and Bala (2008) developed TAM
3 by including variables in the adjustment and anchor
dimensions as external variables of perceived ease of
use such as self-efficacy, anxiety, playfulness enjoyment,
and usability.

Based on the TAM theory’s literature review and the
argument for determining behavioral intention predictors
using the OVO application to transact electronically,
Figure 2 is a model to be tested and validated in this study.
The model still uses three main TAM variables, which are
the core of the predictors of intention in behavior, namely
perceived usefulness, perceived ease of use. However, this
time researchers used external variables from the TAM
model, namely subjective norm, self-efficacy, and perceived
enjoyment, to predict behavioral intention in using the OVO
application.
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Figure 1: Technology Acceptance Model (Davis et al., 1989)
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Figure 2: Conceptual Framework

2.2. Hypothesis Development
2.2.1. Subjective Norms and Perceived Usefulness

Subjective norms are human thoughts that require doing
something or not doing anything at all (Davis, 1989). Subjective
Norms are one’s perceptions or views of other people’s beliefs
that will influence the interest in doing or not doing the
behavior being considered (Jogiyanto, 2007). Subjective norms
are determinants of intention that arise from social pressure/
influence on one’s view of other people’s beliefs as consideration
for doing or not doing certain behaviors (Ajzen, 1991).

In the digital era, social communities formed due to social
media technology have a strong influence on providing
information and building opinions about something in a
group. The use of the OVO application has spread widely
to smartphone users for use in electronic transactions due
to the social influence that develops in the environment or

community, both regarding the benefits of discounts given
and the benefits of electronic wallets in general.

Venkatesh and Davis (2000) state that subjective
norms can indirectly influence behavior intention in using
technology’s perceived usefulness. Research conducted by
Muslimah and Aisyah (2016) shows that subjective norms
significantly affect WOMunity of WOM Finance customers’
perceived usefulness. Based on this argument, the hypothesis
can be formulated as follows.

H1: Subjective norms positively affects perceived useful-
ness of OVO Application

2.2.2. Self-efficacy and Perceived Ease of Use
One’s self-efficacy can also explain predictors of interest

in behaving using applications in the form of self-confidence
and confidence in carrying out work related to technology


http://repository.unej.ac.id/
http://repository.unej.ac.id/

Wahyu Agus WINARNO, Imam MAS UD, Trias Widya PALUPI /

1192

(Hasan, 2007). Self-efficacy is the level of an individual’s
confidence in his ability to carry out a specific task or job
using particular technology (Venkatesh & Bala, 2008).
Self-efficacy is a person’s belief in organizing and deciding
the necessary actions to achieve the desired performance
(Hasan, 2007). With the existence of self-efficacy, the use
of technology becomes something that is considered to be
mastered. In the use of technology, self-belief is one of the
determinants of individual characteristics in perceiving the
ease of using specific applications. When someone has high
self-efficacy, then that person will have a high perception of
the ease of use of the application (Venkatesh & Bala, 2008).

The research results that link self-belief with perceived
ease of use show that self-efficacy positively and
significantly affects perceived ease of use in using the
community application. In other words, one’s behavior
intention will increase with the presence of high self-
efficacy in a person’s computer (Muslimah & Aisyah, 2016).
The level of user confidence in using OVO will affect the
perceived ease of use. The higher the OVO application’s
self-confidence, the higher the level of perceived ease of use
of the OVO application for electronic transactions. Based
on the explanation that has been described, the following
hypothesis can be formulated as follows.

H2: Self-efficacy positively affects perceived ease of use
Jor OVO applications.

2.2.3. Perceived Enjoyment and Perceived Ease of use

Perceived enjoyment is the extent to which activities
using a particular system are considered pleasurable in itself,
apart from any performance consequences resulting from
using the systems (Venkatesh & Davis, 2000). The perceived
enjoyment of a person using technology will impact the
intention and intensity of using the technology (Venkatesh &
Bala, 2008). Convenience and enjoyment in a person using
technology will make the user’s perception of the application
feel comfortable because they have obtained the initial
comfort.

The TAM model discusses the perception of comfort,
that a person’s attitude towards using a technology depends
on his comfort for the individual to believe in using the
technology (Venkatesh & Bala, 2008). Amelia (2019) shows
a positive and significant influence on perceived enjoyment
on perceived ease of use of an application. This condition is
indicated by the higher level of comfort in using the OVO
application, which will affect the perceived ease of use of
the OVO application in electronic transactions. Based on the
explanation that has been described, the following hypothesis
can be formulated as follows.
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H3: Perceived enjoyment positively affects perceived
ease of use for the OVO application.

2.2.4. Perceived Ease of use and Perceived Usefulness

Perceived ease of use explains the extent to which a person
trusts an information technology system that will be free
from physical and mental efforts (Davis, 1989). Systems or
applications more frequently indicate that the system is more
familiar, more comfortable to operate, and easier to use. Like
OVO, it is a form of a digital wallet widely used, meaning that
the application is easy to use and useful for its users.

Many previous studies show a relationship between
perceived ease of use and perceived usefulness in using
technology (Bogea & Brito, 2018; Hasan, 2007; Kang et
al., 2014; Padilla-MeléNdez et al., 2013; Winarno & Putra,
2020). Like the research by Muslimah (2019), a system that
is easy to operate will make it easier and provide benefits for
users. If the perception of the ease with which users of the
application system are high, then the perceived usefulness
will also increase. Based on the explanation and previous
research that has been explained, the following hypothesis
can be formulated.

HA4: Perceived ease of use positively affect the perceived
usefulness of the OVO application.

2.2.5. Perceived Usefulness and Behavioral Intention to
use OVO

Davis (1989) defines the perceived usefulness as the
extent to which a person believes in using a system to
improve their job performance. This condition is exciting
in implementing a system or using an application because
user behavior depends on the OVO system/application that
can be provided. The perceived benefit is the belief that the
decision-making process will have an interest in using it or
not. If someone believes that technology is useful, then that
person will use it, and vice versa.

Chin et al. (2008) explained that the benefits include
dimensions of making work more manageable, more
useful, and increasing productivity. One’s positive attitude
to use OVO arises because he believes that using OVO
can improve performance, productivity, and performance
effectiveness for OVO users. Some research results show
that perceived usefulness affects behavioral intention in
using a particular system or application (Kang et al., 2014;
Kurniawati et al., 2017; Van Anh & Thi Phuong Thao,
2020). Perceived usefulness was the most vital determinant
of behavioral intention across periods (Venkatesh & Bala,
2008). The higher the perceived usefulness of the user,
the higher the behavioral intention in using OVO technology.
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Based on the explanation and previous research that has been
explained, the following hypothesis can be formulated.

HS5: Perceived usefulness have a positive effect on OVO'’s
behavioral intention to use.

2.2.6. Perceived Ease of use and Behavioral
Intention to use

Perceived ease of use uses a more accepted system if the
system is easy to use (Davis, 1989). Users feel confident that
information systems are beneficial without requiring hard
effort and without requiring a long time (Davis et al., 1989;
Venkatesh & Bala, 2008). In TAM, the interest in individual
behavior to adopt a particular technology is determined by
one’s attitude towards using the technology.

Table 1: Measurement of Research Variables

1193

TAM is related to users’ perceived ease, namely the
attitude of an individual towards using technology depending
on how the technology can help the individual or can make
it easier for the individual to make online transactions using
OVO. Khairi and Baridwan (2015) state that the perceived
case in adopting an accounting information system in Islamic
banking affects using a system. As a form of a digital wallet
application, OVO can show the application’s ease of use.
The behavioral intention in using the application will also be
higher (Amelia, 2019; Kang et al., 2014; Kurniawati et al.,
2017; Van Anh & Thi Phuong Thao, 2020). Based on the
explanation and previous research that has been explained,
the following hypothesis can be formulated.

H6: Perceived ease of use positively affect behavioral
intention to use for OVO application.

Variables

Measurement Iltems

Operational definition

Subjective Norm (SN)

(Schepers & Wetzels, 2007);
Venkatesh and Bala (2008)

Is a human thought that requires
doing something or not at all

SN1. People who influence my behavior think |
have to use the system.

SN2. People who are important to me think that |
have to use the system.

SN3. The influence of others in assisting the use
of the application.

SN4. The environment/organization has supported
the use of the application.

Self-efficacy (SE)

(Hasan, 2007); Venkatesh and
Bala (2008)

The level of individual confidence

in his or her ability to carry out a
specific task or job using a particular
technology

SE1. Confidence in finding information.

SE2. The capabilities required to use the system
SE3. Helps access information easier

SE4. Improve quality

Perceived Enjoyment (PE)

(Venkatesh & Bala, 2008)

Human perception is the activity
where using an information system
is perceived to be fun, regardless of
the performance resulting from the
use of information systems.

PE1. Using the application, you can make
transactions anywhere and anytime

PE2. Using the application, | do not need to queue
to make transactions.

PE3. Save time by using the application.

Perceived Usefulness (PU)

(Davis, 1989; Davis et al.,
1989; Venkatesh & Bala, 2008;
Venkatesh & Davis, 2000)

The degree to which a person
believes that using a particular
system would enhance their job
performance.

PU1. Faster completion of activities
PU2. Ease of completing tasks
PU3. Useful in use

PU4. Increase effectiveness

PU5. Advantages in use

Perceived ease of use (PEU)

(Davis, 1989; Davis et al.,
1989; Venkatesh & Bala, 2008;
Venkatesh & Davis, 2000)

The extent to which a person
believes that using technology will
be free of effort.

PEU1. Easy to operate

PEU2. Clear and understandable application
PEUS3. Skills in use

PEUA4. Operate as you wish

PEUS. Flexible use

PEUG. Easy to use

Behavioral intention to use
(BI)

(Davis, 1989; Davis et al.,
1989; Venkatesh & Bala, 2008;
Venkatesh & Davis, 2000)

Intention a person to perform a
specific behavior.

BI1. Regular use of the system

BIl2. Always keep using

BI3. Continue to use the system in the future
Bl4. Future use of the system
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3. Material and Methods

3.1. Sample and Data Collections

This study’s population was the OVO application users
as an electronic transaction tool in Jember Regency. Samples
were randomly selected at the time of the survey with specific
criteria. The following are the criteria for being eligible
to be respondents, namely: 1. OVO users, 2. Respondents
have used the OVO application at least once. The survey
was conducted at Lippo Plaza Jember, which is on JI. Gajah
Mada No.106 Jember, East Java. The survey location is
determined at the Plaza because it is a shopping center that
mostly has payments at OVO partner merchants. Based on
the criteria and direct survey locations, it is hoped that a
representative sample of the population of OVO application
users in Jember Regency will be obtained.

3.2. Measurement

The variables tested in this study were measured with
a 5-point Likert scale. The indicators used to measure are
taken from previous studies. Those indicators have also been
tested for their validity and reliability. Table 1 presents the
operational definitions of the variables in this study.

4. Data Analysis and Results

4.1. Demographic Characteristics

The respondents’ characteristics in the data used in
this study include the following data: Age, Gender, and
Occupation. The results showed that as many as 70 (46.6%)
respondents were male, and 80 (54.4%) female respondents.
The dominance of the age of OVO users from most
respondents in the range of 21-30 years was 69 respondents
(46.1%). Furthermore, the age range of 31-40 years was
49 respondents (32.6%), and the rest were 32 respondents
(21.3%) were over the age of 41 years.

Table 2 shows that the respondents’ occupations as
students were 56 (37.3%), entrepreneurs were 25 (16.6%),
employees were 28 (18.6%), and others were 41 (27.3%).
Student respondents are more than entrepreneurs, employees,
and others. This result shows that students are also more
enthusiastic about using the OVO application because they
hunt for promos and cashback. Meanwhile, other occupations
are more or less the same as students hunting for promos and
cashback, but they tend to spend less time using the OVO
application than students. The users of the OVO application
varied from 18 (12%) new intensity, 36 (24%) twice used,
64 (42.6%) more than three times, and 32 (21.4%) ) have
used OVO more than ten times. Based on the frequency of
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use of the OVO application, most respondents used it three
times. This condition shows that respondents will use the
OVO application repetitively to make transactions after
experiencing many promos and cashback.

Table 2 shows that the types of OVO transactions for
payments at partner merchants are 32 (21.4%), credit top-
up is 21 (14%), Lippo Insurance premium payments are
12 (19.3%), PLN token purchases are 29 ( 19.3%), transfer
to others are 20 (13.4%), investment in OVO Invest is
11 (7.3%), and paying for purchases on Tokopedia is 25
(16.6%). All OVO application users use it for promos and
cashback. However, from the respondents’ characteristics
based on this type of transaction, it is mostly used as
transactions at partner merchants.

4.2. Validity and Reliability Test

The validity test was carried out on the research
instrument by observing the t-value (indicated by the loading
factor value). If each indicator value is more than its critical
value at the 0.05 significance level, then the probability value
/ p must be less than a (0.05). The reliability test shows that
the data is declared reliable when the construct reliability
is more than the recommended value is 0.60. Table 3
presents the results of testing the validity and reliability of
the constructs.

Table 3 shows that all indicators are significantly related
to the intrinsic attribute construct (all indicators are valid).
Construct reliability is above the recommended value of
0.60; thus, all indicators are declared reliable.

4.3. Structural Equation Modelling
(SEM) Analysis

The causality test of the structural equation model is
carried out after the assumptions are met. Based on the
tests carried out, the normality test results or assessment
of normality (CR) give a CR value of 1.391, which lies
between —1.96 < CR < 1.96 a = 0.05); therefore, the
multivariate data is average. The data is also univariate
regular indicated by all values of the critical ratio
indicators of all indicators located between —1.96 < CR
< 1.96. The multicollinearity test results obtained a value
of 83.832. This value is far from zero; therefore, there is
no multicollinearity and singularity problem in the data
analyzed. The results of the outlier test showed that the
value of the most significant Mahalanobis distance was
69.532. This value is still below the value of the Chi-
Square Table at df = 27 (number of statement items),
which is 282.105, so it can be concluded that there is no
multivariate outlier in the research data.
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Table 2: Demographic information of respondents
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Classification Frequency Percent (%)
Gender 70 46.6
F 80 54.4
21-30 years 69 46.1
31-40 years 49 32.6
41-50 years 21 14.1
51-60 years 11 7.2
University Student 56 37.3
Self-employed 25 16.6
Private sector employee 28 18.6
Others 41 27.3
Frequency of Use Once a month 18 12
Two times a month 36 24
3-9 times a month 64 42.6
Ten times a month 32 21.4
Types of Transaction Payment at merchants 32 21.4
Refill phone balance 21 14
Lippo Insurance payment 1172 8
Purchase of PLN tokens 29 198
Transfer to others 20 13.4
Invest in OVO invest 11 7.3
Tokopedia Payment 25 16.6

Subjective
Norm (SN)

Perceived
Usefulness
(PU)

Behavioral
Intention (BI)

Perceived Ease
of Use (PEU)

Perceived
Enjoyment
(PE)

Figure 3: Research Model Path Coefficient
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Table 3: Result of Construct Validity and Reliability Test

Variables Estimate CR. P Notes
sub3 | « | Subjective_Norm 1.000 Valid
sub2 |« | Subjective_Norm 2.512 2.915 0.004 Valid
sub1 | « | Subjective_Norm 2.438 2.887 0.004 Valid
effl0 | « | Self_efficacy 1.000 Valid
eff9 « | Self_efficacy 1.093 4.030 Valid
eff7 « | Self_efficacy 1.324 4.066 Valid
eff6 « | Self_efficacy 1.270 4.365 Valid
eff5 « | Self_efficacy .13 3.980 Valid
eff4 « | Self_efficacy 0.629 2.931 Valid
eff3 « | Self_efficacy 0.688 2.336 Valid
eff2 « | Self_efficacy 0.609 2.034 Valid
eff1 « | Self_efficacy 0.663 2.670 Valid
enj3 <« | Perceived_Enjoyment 1.000 Valid
enj2 « | Perceived_Enjoyment 1.081 7.960 Valid
enj1 < | Perceived_Enjoyment 0.642 3.194 0.001 Valid
usel |« | Perceived_Usefulnes 1.000 Valid
use?2 |« | Perceived_Usefulnes 1.098 8.631 Valid
used |« | Perceived_Usefulnes 0.940 5.998 Valid
used |« | Perceived_Usefulnes 1222 7.804 Valid
eas1 |« | Perceived_Ease of Use 1.000 Valid
eas?2 |« | Perceived _Ease of Use 1.149 3.673 Valid
eas3 |« | Perceived_Ease_ of Use 1.667 4.342 Valid
eas4 |« | Perceived_Ease_of_Use 1.463 4.004 Valid
beh1 |« | Behavioral_Intention_to_Use 1.000 Valid
beh2 |« | Behavioral_Intention_to_Use 1.448 4.872 Valid
beh3 |« | Behavioral_Intention_to_Use 0.826 4.561 Valid
eff8 « | Self_efficacy 0.916 3.390 Valid
Table 4: Causality Test Results
Variables Estimate SE CR. P Notes
PU < | NS 0.724 0.259 2,796 0.005*** H, Supported
PEU |« |SE 0.063 0.046 1,266 0.206 H, Not Supported
PEU |« |PE 0.582 0.129 4,511 0.000*** H, Supported
PU «~ |PEU 0.313 0.069 4,532 0.000*** H, Supported
BI «~ | PU 0.512 0.170 3,010 0.002*** H, Supported
Bl «~ |PEU 0.341 0.114 2,971 0.003*** H, Supported

Notes: *** Significance at level 1%; ** Significance at level 5%; * Significance at level 10%.
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After the assumptions are met, these variables can be
continued with the model suitability test and the causality
significance test. SEM test results with the AMOS
24 program provide structural equation modeling results that
show the relationship between variables, namely:

The detailed path coefficient testing is presented in the
following tables:

4.4. Discussion

4.4.1. Subjective Norm and Perceived
Usefulness of OVO

The results of testing the first hypothesis (H1) show
that the subjective norm positively affects OVO’s perceived
usefulness. The calculation result of Structural Equation
Modeling (SEM) has a favorable path coefficient of 1.724
with a CR of 2.796 with a significance level of 0.005 < 0.05.
The effect shown by the regression coefficient is positive,
meaning that the higher the Subjective norm will increase the
perceived usefulness of the OVO application for electronic
transactions. The subjective norm variable’s path coefficient
also has the highest value than the intention determining
variable’s coefficients using OVO to transact electronically.

The effect of subjective norms in accepting the
OVO application is the influence of other people / social
communities around the users who influence that person to use
OVO. In this case, OVO users trust and provide information
to others in using OVO, so that they are expected that other
people can benefit from using OVO. This study’s results
are in line with previous research conducted by Muslimah
and Aisyah (2016) and Amelia (2019) that subjective norms
significantly affect user perceptions of usability. So it can be
concluded that the subjective norm has a significant impact
on OVO users’ perceived usefulness. The study results
show that acceptable subjective norms influence OVO
users’ perceived usefulness because subjective norms are
considered capable of providing recommendations to others.
Other users assume that OVO has many uses, for example, in
online transactions. In addition to online transactions, OVO
also provides benefits for users in running a business.

4.4.2. Self-Efficacy and Perceived Ease of Use OVO

The results of testing the second hypothesis (H2) show
that self-efficacy does not affect OVO’s perceived ease
of use. The calculation of Structural Equation Modeling
(SEM) has a favorable path coefficient of 0.063 with a CR
of 1.266 with a significance level of 0.206 > 0.05. Based
on these results, the data states that self-efficacy has no role
in influencing users’ perceived ease of use. This hypothesis
states that self-efficacy towards the perceived ease of use of
OVO applications is rejected.
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The background factor of respondents who are users of
the OVO application as an online or electronic transaction is
considered to be a group that readily accepts the application
of technological innovation, such as mobile banking
services. According to Kurniawati et al. (2017), an adequate
level of knowledge and experience will undoubtedly cause
self-efficacy to be irrelevant concerning perceived ease of
use. In mobile banking services, many competitions compete
to present various promos and various advantages. So,
respondents no longer prioritize ease of use but use mobile
banking to emphasize the usefulness of applications that
provide promos and various advantages. This study indicates
that individual factors do not dominate perceptions of ease
of use of applications. However, those that have a dominant
role in determining interest in using applications are external
perspectives, namely subjective norms, including external
influences and the user’s social.

4.4.4. Perceived Enjoyment and Perceived Ease of Use
of OVO

The results of testing the third hypothesis (H3) show that
perceived enjoyment affects the OVO’s perceived ease of
use. The calculation result of Structural Equation Modeling
(SEM) has a favorable path coefficient of 0.582 with a CR
of 4.511 with a significance level of 0.000 < 0.05. The effect
shown by the regression coefficient is positive, meaning that
the higher the perceived convenience of the user (perceived
enjoyment) of the OVO application, the greater the perceived
ease of use of the OVO application. Based on the results of
this test, H3 is accepted. The perceived equation variable’s
path coefficient ranks second among the predictors of interest
using the OVO application.

The TAM model discusses the perception of comfort,
that a person’s attitude towards using a technology depends
on his comfort for the individual to believe in using the
technology. This study’s results are in line with previous
research conducted by Amelia (2019), which states that
perceived enjoyment affects perceived ease of use and adds
to this relationship’s evidence (Maranguni¢ & Granié, 2015).
The convenience that users perceive an application has an
essential role in increasing the perceived ease of applying
an application (Venkatesh & Bala, 2008). In the OVO
application, users feel comfortable in making transactions.
OVO users also find it easy if they feel comfortable using the
OVO application in making transactions.

4.4.4. Perceived Ease of Use and Perceived Usefulness

The results of testing the fourth hypothesis (H4) indicate
that perceived ease of use affects the OVO application’s
perceived usefulness. The calculation result of Structural
Equation Modeling (SEM) has a favorable path coefficient
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of 0.313 with a CR of 4.532 with a significance level of
0.000 < 0.05. The effect shown by the regression coefficient
is positive, meaning that the higher the perceived ease
of use will increase the perceived usefulness of the OVO
application. Based on these results, H4 is accepted.

Perceived ease of use explains the extent to which a
person trusts an information technology system that will be
free from physical and mental efforts (Davis, 1989; Davis
et al., 1989). A system, application, or technology that has
been developed and easy to operate will facilitate and provide
benefits for users (Padilla-MeléNdez et al., 2013; Winarno &
Putra, 2020). In other words, if the perceived ease of use of
the systems/application user is high, then the user will also
get high perceived usefulness for the application (Kurniawati
et al., 2017; Muslimah & Aisyah, 2016).

This study’s results are in line with previous research
stating that perceived ease of use affects users’ perceived
usefulness (Muslimah & Aisyah, 2016). The OVO
application users are easy to use in transactions to increase
users’ effectiveness and productivity. In this case, users
do not need to carry cash for transactions but only use the
OVO application to benefit its users. In this position, the
OVO application facilities will provide benefits for users
such as payments at OVO partner merchants, which are the
dominant transactions used by users, and household needs
such as purchasing electricity tokens and other payments.

4.4.5. Perceived Usefulness and Behavioral
Intention to Use of OVO

The results of testing the fifth hypothesis (H5) indicate
that perceived usefulness affects the interest in behaving
using (behavioral intention to use) the OVO application.
The result of Structural Equation Modeling (SEM) has a
favorable path coefficient of 0.512 with a CR of 3.010 with
a significance level of 0.002 > 0.05. The positive coefficient
shows that the higher the perceived usefulness, the higher
the interest in using (behavioral intention to use) the OVO
application. Based on these results, HS is accepted.

The background of 56% of respondents is students who
use the OVO application for online transactions, which are
millennial individuals who readily accept technological
innovation, such as mobile banking services. They can
sort and select useful preferences provided by the OVO
application, for example shopping with an e-wallet. The
right level of knowledge will undoubtedly cause them
to understand the application’s perceived usefulness to
increase the behavioral intention to use the OVO application.
The results of this study are in line with previous research
conducted by (Ampol et al., 2020; Kurniawati et al., 2017,
Muslimah & Aisyah, 2016; Padilla-MeléNdez et al., 2013)
that perceived usefulness affects behavioral intention
to use an information system application. Based on this
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explanation, it can be concluded that perceived usefulness
affects behavioral intention to use the OVO application,
which gives more influence than perceived ease of use
(Ibrahim et al., 2020).

4.4.6. Perceived Ease of Use and Behavioral
Intention to Use of OVO

Testing the sixth hypothesis (H6) indicates that perceived
ease of use affects behavioral intention to use the OVO
application. The results of Structural Equation Modeling
(SEM) have a good path coefficient of 0.341 with a CR of
2.971 with a significance level of 0.003 < 0.05. The effect
shown by the regression coefficient is positive, meaning that
the higher the perceived ease of use, the higher the interest
in using (behavioral intention to use) the OVO application.
Based on these results, it is stated that H6 is accepted.

The perceived ease of use is an individual’s attitude
towards using a technology depend on how the technology
can help the individual or make it easier for the individual
(Davis et al., 1989) to use technology such as making online
transactions using the OVO application. This study’s results
are in line with previous research stating that perceived
ease of use affects behavioral intention to use (Ampol
et al., 2020; Nguyen Thi & Bui Huy, 2020). In the OVO
application, users find it easy to use the OVO application as
a transaction. OVO application can provide convenience for
its users and can increase interest for OVO users. Based on
this explanation, it can be concluded that the perceived ease
of use of the user (perceived ease of use) will influence and
increase the behavioral intention to use the OVO application.

5. Conclusions

The test results on the basic TAM model show consistent
(robust) results from previous researchers, namely that
perceived ease of use and perceived usefulness affect
behavioral intention using the OVO application for electronic
transactions. The hypothesis testing results on the external
variables adopted in this study show different results,
especially for the self-efficacy variable, which originates
from an individual’s internal characteristics.

The test results on individual external characteristics,
namely the subjective norm, positively affect the OVO
application’s perceived usefulness in electronic transactions.
Subjective norms have an essential role in increasing
interest in behavior using the OVO application to transact
electronically. This role is getting higher by showing
the path coefficient through higher perceived usefulness
than other external variables, namely self-efficacy and
perceived enjoyment. Furthermore, perceived convenience
as an individual characteristic also has an important role,
which is statistically significant in indirectly influencing
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the interest in using OVO through the perceived ease
of use of OVO applications. Interestingly, the results of
testing the hypothesis that self-confidence using OVO (self-
efficacy) does not affect the perceived ease of use of OVO
applications to transact electronically. This condition may be
caused by respondents aged between 21-30 (46.1%) are an
age that is easily influenced by the social environment rather
than control by themselves, so that subjective norms have a
more dominant role than self-belief, which is the individual
character of each.

There are several limitations in this study, including
first, in conducting the direct survey, the researcher did
not consider the respondents’ proportional characteristics.
It impacted the goodness of fit index criteria test where only
one criterion was met Chie-Square. In contrast, other criteria
such as RMSEA GFI and AGFI gave marginal results.
Second, the researcher does not consider other constructs
that predict individual intention in transacting electronically,
for example, perceived risk and perceived security, which
are more dominant predictors in the use of online-based
transaction applications (Damghanian et al., 2016; Ibrahim
et al., 2020).

Based on this study’s limitations, several suggestions
can be given for further research, namely: first for future
research, namely in conducting surveys, sampling, using
probability sampling techniques so that the representative
characteristics of respondents in the population are
proportionally represented. The second suggestion is related
to the TAM model’s external variables. Further research can
include variables such as security, trust, and risk preference,
which are inherent in digital or electronic transactions.
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