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Abstract
Transaction activities have evolved from cash payments to non-cash payments. The
digital payment is a method of payment made using electronic media. Payments can
be made through short message service, mobile banking, internet banking, e-money,
or e-wallet. This study shows how response of OVO users in Jakarta, Bogor, Depok,
Tangerang, and Bekasi ( Jabodetabek) to the intention of use digital payments which
have become a trend in carrying out transactions of anything practically. This research
uses quantitative methods. The research data was obtained through the distribution
of google docs online questionnaires which were shared through social media. The
sample of this study is OVO users in Jabodetabek with a total of 200 respondents with
a percentage of 76% having experience of using e-wallet services. The results showed
that the Performance Expectancy, Effort Expectancy, and Perceived Security factors
were significantly affecting the intention to use digital payment (OVO) in Jabodetabek.
While the Social Influence and Culture factors do not affect significantly the intention
to use digital payment (OVO) in Jabodetabek.

Keywords: digital payment, performance expectancy, effort expectancy, perceived
security

1. Introduction

Digital payment is a method of payment made using electronic media. One example

of the use of information technology is transaction activities that evolve from cash

payments to non-cash payments. This phenomenon began in 2007 which was marked

by the emergence of e-money in Indonesia, followed by an e-wallet which in recent

years has become a trend of mobile payment services. With this cashless system, it can

support the growth of digital payments in Indonesia.

Based on data from We Are Social 2019, Indonesia’s population of more than 268

million people with internet users reaches 150 million people or more than 50% of
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Indonesia’s population. Most are mobile internet users, of which more than 142 million

people. The percentage of internet users using mobile banking has reached 61% [1].

According to the Executive Director of the Head of the Bank Indonesia Legal Depart-

ment, Rosalina Suci Handayani, 64% of the population in Indonesia is still unbanked

(does not have a bank account) and 42% of the population is millennial. In addition, the

number of smartphone users in this country also continues to increase to 310 million

[2]. This means that there are still many Indonesian people who are not yet financially

inclusive.

The number of electronic money providers that have obtained permits as of March

4 2019 is 37 providers [3]. Based on data from Aftech (Indonesian Fintech Association)

annual member survey report, fintech’s largest consumers are in Jabodetabek [4].

The number of OVO users has reached 115 million by the end of 2018 since it was

officially operational in August 2017. The user base grew by more than 400% with the

three largest transactions from the transportation, retail and e-commerce sectors. The

number of transactions for the OVO platform has also experienced exponential growth,

reaching 1 billion transactions over the past year. OVO has reached Sabang to Merauke

with 77% of OVO users outside Jabodetabek [5]. The significant increase in the number

of users is certainly caused by certain factors. This is what underlies the conduct of this

research.

The purpose of this research is to find out how the influence of performance

expectancy, effort expectancy, social influence, culture, and perceived security on

the intention to use digital payment (OVO).

2. Literature Review

2.1. Electronic Payment

The basic definition of a simple e-payment is the exchange of value of money for the

receipt of goods or services. In this simple context, electronic payment transactions

can be defined as transactions where the value of money is electronically or digitally

transferred between two entities as compensation or consideration for the receipt of

goods or services. An entity refers to a bank, business, government or even individual

consumers, the smallest ”denominator”. By this definition, it is clear that any payments

that are not affected by paper-based instruments are considered electronic payment

transactions. [6]
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2.2. Financial Technology

According to Bank Indonesia, Financial Technology is the result of a combination of

financial services with technology which ultimately changes the conventional business

model to moderate, which initially pay directly (face-to-face) and bring some cash, now

can make payments undirectly (long-distance transaction) that can be made in just

seconds. [7]

2.3. UTAUT

UTAUT (Unified Theory of Acceptance And Use Technology) is a research model by

Venkatesh et.al (2003) aims to explain the interest of users to use information technol-

ogy and subsequent user behavior. UTAUT has four main constructions (performance

expectancy, effort expectancy, social influence, facilitating condition) which is a direct

determinant of use and behavioral intention. [8]

In the model proposed by Junadi and Sfenrianto (2015), there are two external

variables added to the UTAUT model. The external variable is culture and perceived

security. Cultural factors such as the level of education and technological experience are

very important in the adoption of new technologies. Security relates to how electronic

payment systems can protect consumer transactions. Perceived Security is influenced

by several factors including, the statement that security is easily found by consumers and

technical protection of consumer privacy towards outsiders. Security is also associated

with regulatory and legal protection felt by consumers [9].

2.3.1. Performance Expectancy

Performance Expectancy refers to how consumers feel that the use of an electronic

payment system will help and provide benefits in conducting online transactions such

as speed, security, and convenience of transactions. [8]

H1: Performance Expectancy significantly influence the intention to use digital

payment (OVO) in Jakarta, Bogor, Depok, Tangerang, Bekasi.

2.3.2. Effort Expectancy

Effort Expectancy is defined as the level of convenience felt by consumers when

using electronic payment systems in online transactions on e-commerce sites. Effort
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Expectancy also deals with systems that are easy to understand and (can) be used

without special skills. [8]

H2: Effort Expectancy significantly influence the intention to use digital payment

(OVO) in Jakarta, Bogor, Depok, Tangerang, Bekasi.

2.3.3. Social Influence

Social Influence is the influence felt by other people (important people) who encourage

consumers to use electronic payment systems in transactions. The important people

are defined as people who include family, spouse, and organization. [8]

H3: Social Influence significantly influence the intention to use digital payment

(OVO) in Jakarta, Bogor, Depok, Tangerang, Bekasi.

2.3.4. Culture

Culture is the most fundamental determinant of one’s desires and behavior because

culture concerns all aspects of human life. According to Kotler (2005: 224), culture is

the most fundamental determinant of consumer desires and behavior. [10]

H4: Culture significantly influence the intention to use digital payment (OVO) in

Jakarta, Bogor, Depok, Tangerang, Bekasi.

2.3.5. Perceived Security

In general, security is a set of procedures, mechanisms and computer programs to

authenticate sources of information and ensure the integrity and privacy of information

(data) to avoid this situation to lead to difficulties (economic) data or network resources.

Security-related to electronic payments can be categorized into three areas:

i. Infrastructure security and implementation

ii. Security transactions ensure payment in accordance with rules that are determined

and determined properly

iii. Legal security and legal framework for electronic payments. [11]

H5: Perceived Security significantly influence the intention to use digital payment

(OVO) in Jakarta, Bogor, Depok, Tangerang, Bekasi.

In a study entitled Consumer Model of Factors Influencing’s Intention To Use Payment

System in Indonesia by Junadi and Sfenrianto (2015) [9] showed that the five factors
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which included culture, perceived security, performance expectancy, effort expectancy,

social influence positively affected the intention to use e-payment system in Indonesia.

While the research conducted by Amoroso and Watanabe (2012) proposes a model of

eleven key variables related to consumers that influence the adoption of the mobile

payment system. This study presents a case of the success of Mobile Suica adoption

in Japan, which serves as a model for the rapid deployment of such payment systems

for other countries where adoption runs unexpectedly slowly. The results revealed that

the eleven variables included perceived ease of use, perceived usefulness, facilitating

conditions, attitudes toward using, perceived value, perceived security and privacy,

social influence, trust, behavioral intention to use, perceived risk, and attractiveness of

alternatives in the context of mobile payments has significantly affected consumers to

adopt the mobile wallet. [12]

3. Methodology

This research is a type of quantitative research using survey methods. This study also

uses descriptive research types. Descriptive statistics are statistics used to analyze data

by describing or describing data that has been collected as it is without intending to

make conclusions that apply to the general or generalizations (Sugiyono, 2013: 239)

In this study, the questionnaire was made in the form of a Google docs survey. It is

used as an appropriate data collection instrument. The questionnaire consists of three

parts: to avoid bias in these results and to target respondents accordingly, so part I is

the respondent’s screening questions, part II includes questions to collect respondents’

demographic information and the last part is the question of factors that influence the

intention to use digital payment (OVO) in Jabodetabek, which includes 18 statement

which included in the dimensions. The population in this study were OVO users.

Meanwhile, the sample in this study used one sampling technique in nonprobability

sampling, namely, purposive sampling. The number of respondents collected was 200.

The collected data were then analyzed using the Statistical Package for Social Sciences

(SPSS) 25 with descriptive analysis techniques and multiple linear regression analysis.

The dimensions and indicators used as questionnaires in this study were adopted from

previous studies, namely, Junadi & Sfenrianto, 2015 will be presented in the following

subsections.
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TABLE 1: Dimensions and Indicators.

Dimensions Indicators

Performance Expectancy PE1 Productivity in the transaction9

PE2 Convenient in the transaction9

PE3 Speed in the transaction9

Effort Expectancy EE1 Easy of use OVO9

EE2 Flexibility in the transaction9

EE3 Easy to learn OVO9

Social Influence SI1 The important people (family/relatives/friends)
recommends OVO9

SI2 The important people (family/relatives/friends) use
OVO9

SI3 The important people (family/relatives/friends) support
the use of OVO9

Culture CU1 Internet access9

CU2 Experience in using computer9

CU3 Level of education9

Perceived Security PS1 Technical protection9

PS2 Security statements9

PS3 Government and central bank regulations9

Intention to Use IU1 I intend to use OVO in the next <n> months8

IU2 I predict I would use the system in the next <n>
months8

IU3 I plan to use the system in the next <n> months8

Source: Junadi & Sfenrinato (2015)

4. Result Analysis and Discussion

4.1. Multiple Linear Regression

So, the multiple linear regression equation can be arranged into:

Y = 0,568 + 0,350X1 + 0,285X2 + (-0,100)X3 + 0,048X4 + 0,329X5

1. The value of the constant (a) is positive at 0.568 (56.8%), which means if the

variables Performance Expectancy (X1), Effort Expectancy (X2), Social Influence

(X3), Culture (X4), Perceived Security (X5) zero value or no change, then the

Intention to Use Digital Payment (OVO) (Y) is equal to 0.568 or 56.80%.

2. The regression coefficient on the Performance Expectancy (X1) variable has a pos-

itive value of 0.350 which means that if each factor in the Performance Expectancy
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TABLE 2: Multiple Linear Regression.

Model Unstandardized Coefficients Standardized
Coefficients

t Sig.

B Std. Error Beta

1 (Constant) .568 .898 .633 .527

Performance Expectancy .350 .097 .331 3.629 .000

Effort Expectancy .285 .091 .247 3.141 .002

Social Influence -.100 .067 -.093 -1.494 .137

Culture .048 .048 .051 .991 .323

Perceived Security .329 .102 .274 3.226 .001

a. Dependent Variable: Intention to Use

Source: Data processed by SPSS 25, 2019

(X1) variable increases by 1 percent, the Intention to Use Digital Payment (OVO) (Y)

will increase by 0.350 (35 %) and if each factor in the Performance Expectancy (X1)

variable decreases by 1 percent, the Intention to UeseDigital Payment (OVO) (Y) will

decrease by 0.350 (35%). So it can be concluded that if Performance Expectancy

(X1) is increased, the intention to use digital payment (OVO) will increase.

3. The regression coefficient on the Effort Expectancy (X2) variable has a positive

value of 0.285whichmeans that if each factor in the Effort Expectancy (X2) variable

increases by 1 percent, the Intention to Use Digital Payment (OVO) (Y) will increase

by 0.285 (28.5%) and if each factor in the Effort Expectancy (X2) variable decreases

by 1 percent, then the Intention to Use OVO (Y) will decrease by 0.285 (28.5%). So

it can be concluded that if Performance Expectancy (X2) is increased, the intention

to use digital payment (OVO) will increase.

4. The regression coefficient on the Social Influence (X3) variable has a negative

value of 0.1, which means that if each factor in the Social Influence (X3) variable

increases by 1 percent, the Intention to Use Digital Payment (OVO) (Y) as an e-wallet

will decrease by 0.1 (10%) and if each factor in the Social Influence (X3) variable

decreases 1 percent, then the Intention to Use OVO (Y) will increase by 0.1 (10%).

So that it can be concluded if Social Influence (X3) is increased, the intention to

use digital payment (OVO) will decrease.

5. The regression coefficient in the Culture variable (X4) has a positive value of

0.048 which means that if each factor on the Facilitating Condition (X4) variable

increases by 1 percent, the Intention to Use Digital Payment (OVO) (Y) as an e-

wallet will increase by 0.048 (4.8%) and if each factor in the Culture variable (X4)
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decreases by 1 percent, then the Intention to Use OVO (Y) will decrease by 0.048

(4.8%). So it can be concluded that if Culture (X4) is increased, the intention to use

digital payment (OVO) will increase.

6. The regression coefficient on the Perceived Security variable (X5) has a positive

value of 0.329, which means that if each factor in the Perceived Security (X5)

variable increases by 1 percent, the Intention to Use Digital Payment (OVO) (Y) will

increase by 0.329 (32.9%) and if each factor in the Perceived Security (X5) variable

decreases 1 percent, then the Intention to Use OVO (Y) will decrease by 0.329

(32.9%). So that it can be concluded that if Performance Security (X2) is increased,

the intention to use digital payment (OVO) will increase.

4.2. Hypothesis Test

4.2.1. Normality Test

TABLE 3: Normality Test Result.

One-Sample Kolmogorov-Smirnov Test

Unstandardized Residual

N 200

Normal Parameters𝑎,𝑏 Mean .0000000

Std. Deviation 1.42982859

Most Extreme Differences Absolute .040

Positive .039

Negative -.040

Test Statistic .040

Asymp. Sig. (2-tailed) .200𝑐,𝑑

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. This is a lower bound of the true significance.

Source: Data processed by SPSS 25, 2019

Based on the results table from the non-parametric normality test using the

Kolmogorov-Smirnov method shows that the value of Asymp. Sig (2-tailed) is 0.200

where the number is >0.05 so it can be concluded that the data in this study are

normally distributed.
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4.2.2. Heteroscedasticity Test

TABLE 4: Heteroscedasticity Test Result.

Model Unstandardized Coefficients Standardized
Coefficients

t Sig.

B Std. Error Beta

1 (Constant) 1.484 .550 2.700 .008

Performance Expectancy -.001 .059 -.002 -.011 .991

Effort Expectancy .040 .056 .083 .711 .478

Social Influence -.014 .041 -.032 -.338 .736

Culture -.029 .029 -.074 -.971 .333

Perceived Security -.030 .062 -.060 -.473 .637

a. Dependent Variable: RES2

Source: Data processed by SPSS 25, 2019

From the results of testing the data, the significance value of each variable shows

>0.05 so that it can be concluded that this shows no symptoms of heteroscedasticity

in the data used.

4.2.3. Multicollinearity Test

From the results of testing the data, the tolerance value of each variable shows> 0.10

and the value of VIF in each variable is no more than 10.00 so it can be concluded that

this shows no symptoms of multicollinearity in the data used.

4.2.4. T Test and F Test

The R2 shows 55.6% of variances, Performance Expectancy, Effort Expectancy, Social

Influence, Culture, and Perceived Security has an effect on Intention to Use digital

payment (OVO). However, Social Influence, and Culture does not significantly influence

the intention to use digital payment (OVO).

Performance Expectancy is the most crucial factor among all the related factors and

it has a significant effect on the intention to use digital payment (OVO) in Jabodetabek,

(t = 3,629, p ≥ 1,972). The results of this test can be supported by the results of

previous studies by Ghalandari (2017) showing that the Performance Expextancy factor

has a positive and significant influence on the intention to use e-banking services.

Performance expectancy such as speed, convenience, and increased productivity on a
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TABLE 5: F Test Result.

Model Unstandardized Coefficients Standardized
Coefficients

t Sig.

B Std. Error Beta

1 (Constant) .568 .898 .633 .527

Performance Expectancy .350 .097 .331 3.629 .000

Effort Expectancy .285 .091 .247 3.141 .002

Social Influence -.100 .067 -.093 -1.494 .137

Culture .048 .048 .051 .991 .323

Perceived Security .329 .102 .274 3.226 .001

F= 48,593 and R2 = 0,556

a. Dependent Variable: Intention to Use Note: **correlation significant at 0.05, respectively (two-tailed)

Source: Data processed by SPSS 25, 2019

service platform or application are considered to influence someone’s intention to use

the service. So this study concludes that along with changing people’s lives in a direction

that requires more speed, comfort, and being able to increase productivity, consumers

will have a tendency to choose products or services that support their lifestyle.

Effort Expectancy has a significant effect on the intention to use digital payment (OVO)

in Jabodetabek, (t = 3,141, p ≥ 1,972). The results of this test can be supported by the

results of previous studies by Mulyadi et. al (2018) found that Effort Expectancy factors

had a significant effect on the intention to use the Supervision Results Management

Information System. From the results of the study, it can be concluded that the intention

to use a product or service depends on how much effort is spent by consumers. The

results of this study also support previous studies that provide empirical evidence that

business expectations are a level of ease of use of information systems that will reduce

efforts (energy and time) in doing their work (Venkatesh et al, 2003).

Social Influence does not have a partially significant influence on Intention to Use

digital payment (OVO) in Jabodetabek. The results of this test can be supported by the

results of previous studies by Nammah et.al. (2017) shows that Social Influence factors

do not affect behavioral intention in using internet technology. This can be due to the

lack of influence of people around the respondents such as colleagues, family, or close

friends to provide information about OVO. Based on data from Bank Indonesia, the

number of electronic money providers that have obtained permits as of March 4, 2019,

is 37 providers. [7] From this, it can also cause because of the large selection of e-money

products and e-wallets, the respondents need more information or recommendations

from the people closest to them to determine their intention to use certain applications.
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Likewise Culture does not have a partially significant influence on Intention to Use

digital payment (OVO) in Jabodetabek. The results of this test can be supported by

the results of previous research by Riyadi et al. (2018) which shows that culture has no

influence on the intention to use Mandiri E-Cash. The experience of respondents who

are still lacking, especially on the online system, causes the number of respondents

who still choose payment in traditional or cash. This is found in the Morgan Stanley

survey, namely 38% of 1,582 respondents still chose cash as a daily payment method

compared to using digital wallets owned by Tekfin companies (20%), debit cards (12%),

RTGS (10%), and digital payments from banks, cellular providers, and e-commerce. [13]

Perceived Security has a significant effect on the intention to use digital payment

(OVO) in Jabodetabek, (t = 3,141, p ≥ 1,972). The results of this test can be supported

by the results of previous studies by Kelvin et.al. (2018) which shows that Perceived

Security has an influence on the intention to use the electronic payment system in

e-money. One of the benefits of using e-wallet is safer and lower risk, such as if the

cellphone is lost or stolen, the money in the application will not be easily lost as long as

the password or pin is kept confidential. The stored balance will be maintained properly

on the system. [14]

5. Conclusion

Based on the results of the analysis and processing of data from the research that has

been carried out on the analysis of factors that affecting the intention to use digital

payment (OVO) in Jakarta, Bogor, Depok, Tangerang, Bekasi, some conclusions can be

drawn as follows:

i. a) The results of the performance expectancy factor (X1) on the intention to use

digital payment (OVO), which is obtained a total score score of 82.2%. This value is

included in the good category.

b) The results of effort expectancy (X2) on the intention to use digital payment (OVO),

which is obtained a total score of 89.6%. This value is included in the excellent category.

c) The result of social influence (X3) on the intention to use digital payment (OVO),

which is obtained by a total score of 84.2%. This value is included in the excellent

category.

d) Result of culture (X4) on the intention to use digital payment (OVO), which is

obtained a total score of 79.5%. This value is included in the good category.
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e) The results of perceived security (X5) on the intention to use digital payment

(OVO) which is obtained by the total score of 82.8%. This value is included in the good

category.

ii. Intention to Use (Y) digital payment (OVO), which is obtained by a total score of

80.7%. This value is included in the good category.

iii. Performance expectancy (X1), effort expectancy (X2), and perceived security (X5)

factors partially have a significant influence on OVO in Jabodetabek. While social

influence factors (X3), and culture (X4), showed results that partially did not have a

significant effect.

iv. Performance expectancy, effort expectancy, social influence, culture, and per-

ceived security factors simultaneously influence the intention to use digital payment

(OVO) in Jabodetabek. And, the results of the coefficient of determination show results

of 55.6%. These results indicate that of the five factors above there are several factors

that are considered not too significant to be able to influence the intention of using

digital payment (OVO) such as social influence, and culture.
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