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QR-CODE-BASED PAYMENT.
DOES THE CONSUMER INTEND
TO ADOPT A RETAIL BUYING
TRANSACTION?

Abstract

The Quick Response (QR) code payment is a relatively new means of payment in
Indonesia. Even though this strategy offers a great deal of use, not many people are
familiar with it or use it. In this regard, it is fascinating to look at what makes people
use the QR Code payment method. The quantitative study used a five-point Likert
scale questionnaire to sample e-money users through social media groups. In addition,
structural Equation Modeling (SEM), employee Smart-PLS 3.0, was used to examine
the data. The results show that social factors affect how people feel about QR code pay-
ments, and facilitating support and performance expectations affect how likely they are
to use it. Also, attitudes, a mediator of social impact, can change the effect of support
performance expectations on adoption intentions. Because of this, people accepting
QR code-based payments take a positive attitude. Also, the facilities and environment
affected a positive attitude, expected performance, ease of operation, and social inter-
actions. Based on the results, the recommendation for financial institutions and inno-
vation is that the facility and social environment are critical to the success of financial
innovation. So, if more people want to use QR code-based payments, financial institu-
tions need to make it easy for them.

Keywords payment, quick response, financial technology,
purchasing transaction, determinant
JEL Classification D15, D90, G21, G23

INTRODUCTION

The banking industry has substantially grown in technological
innovation in recent decades. One of the most important recent
developments is the widespread adoption of digital currency for
commercial transactions. Individuals are becoming more reli-
ant on electronic money for their day-to-day financial dealings.
Electronic currency is used for many transactions involving var-
ious essential commodities. In addition, the increasingly massive
use of smartphones, supported by adequate infrastructure, has
increased the use of electronic money (Humbani & Wiese, 2017;
Selfira et al., 2019; Widayat et al., 2020). The advancement of pay-
ment technology coincides with the banking industry’s expansion.
The use of Quick Response (QR) code technology in transaction
payments is one of the most important recent innovations (Ahmad
et al., 2020; Suebtimrat & Vonguai, 2021; Suo et al., 2021; Yan et
al., 2021). Using QR codes for conducting financial transactions
is now standard across the banking sector in Indonesia. Various
banks in Indonesia are now providing Quick Response codes (QR
codes) as a payment option for use in retail transactions. However,
it is fair to say that this applies to making payments and is still in
its infancy:.
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Various parties deliberately propagated the benefits customers would receive with the QR code payment.
Even though this payment method may benefit consumers, the community is still not that massive.
Only some people are aware and willing to adopt the payments using fintech media based on QR Code.
Therefore, adopting this payment system is relatively limited to certain circles of society, especially in
several countries (Bradford et al., 2019). A prior study that uses a well-known basis is as having a rela-
tively limited amount of proof. Several considerations affect QR code payment adoption. Therefore, this
study examines performance expectancy, social factors, and facilitating conditions that affect the adop-
tion intention of the QR code payment and the mediation role of attitude.

1. LITERATURE REVIEW

AND HYPOTHESES

1.1. Quick response codes

Barcodes are used in a wide variety of commer-
cial activities today. The barcode began as a
straightforward rectangular block with one-di-
mensional, but it has since evolved to take on
a more complex three-dimensional shape. Two-
dimensional barcodes, or Quick Response (QR)
Codes, are composed of a dot matrix that may
be read by a dedicated QR scanner or the cam-
era on a smartphone. When checking, the soft-
ware on the device converts the matrix points
into numeric characters or letters. A QR code is
a machine-readable barcode consisting of black
modules in a square grid on a white background.
Information is mined from gridlike patterns
both horizontally and vertically. Scan this
square barcode (online or offline) to be taken
to a specific page or to finish a particular trans-
action. Masahiro Hara originally developed it
from the Denso Wave Corporation company
in Japan in 1994 to carry out vehicle tracking
and high-speed component scanning in the au-
tomotive industry. It then quickly spread out-
side the industry due to its fast readability and
larger storage capacity than standard barcodes
(Surekha et al., 2015). China is a country that
uses QR codes a lot for payment transactions
(Bradford et al., 2019). QR codes can be used
for various purposes, including providing cus-
tomers with information about a restaurant’s
menu, directing them to a specific location on a
map, displaying product price lists, and inviting
people to meetups. It is accepted as a payment
method in commercial transactions conducted
via mobile phones (Surekha et al., 2015; Fong et
al., 2019; Yan et al., 2021).

2

1.2. Technology adoption framework

How widely QR codes are used in financial trans-
actions is a form of research into how widely a giv-
en technology is used. The study of the adoption
of technology is very thick with adoption theo-
ries. The universal approach to use of technology
(Venkatesh & Davis, 2000; Venkatesh & Morris,
2000) and the theory of planned behavior theories
are relevant and widely used by researchers (Abu-
Taieh et al., 2022; Friadi et al., 2018). A model was
constructed to describe how new technology and
its many intrinsic elements are accepted and em-
ployed. This paradigm has seen extensive imple-
mentation. According to this paradigm, users’ ac-
ceptance of new technology depends on perceived
utility. This term refers to the extent to which us-
ers believe that technology will assist in improv-
ing technological performance. The other compo-
nent is what is known as “perceived ease of use,”
which refers to the degree to which people are at
ease utilizing various technological capabilities.
These elements ultimately determine the user’s at-
titude toward the acceptance of technology. The
perceived usefulness of the activity will also influ-
ence the behavioral intention to adopt it. Attitudes
determine behavior, which in turn affects actual
acceptance. This model has been widely applied in
realizing phenomena in the economic and busi-
ness fields that intersect with technology, such as
fintech and e-money (Napitupulu et al., 2017; Fong
et al., 2019; Friadi et al., 2018; Rahmath et al., 2013;
Lee, 2018).

Venkatesh frameworks are broad, trendy, and wide-
ly used to influence behavioral intentions for tech-
nology adoption. That framework illustrates that
performance and effort expectancy likely affect
customer intentions to use or purchase (Musyaffi et
al., 2021). They were besides, affected by social in-
fluence factors and conditions that facilitated (Abu-
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Taieh et al., 2022; Alshehri, 2012; Chang, 2012;
Gupta et al., 2019; Thomas et al., 2013; Venkatesh et
al., 2016). Some of the modifications or adoptions
of the concept mention several other factors. In
that study, the authors included risk perceptions to
rebuild the model in the Indonesian context. User
expectations of technology performance influence
their intention to adopt the technology. Previous
research has shown evidence of the influence of
perceived performance on behavioral intention to
adopt mobile banking. One more piece of evidence
demonstrates that the degree to which customers
value the use of technology influences their deci-
sion regarding whether or not to embrace it. This
model is determined by the user’s impression of the
delivery of promises connected to the utilization of
a specific means of payment.

In addition to the Venkatesh framework, the TPB
theory is another hypothesis frequently utilized to
explain the phenomenon of technology adoption.
For example, in the Theory of Planned Behavior,
which Azjen initiated, a person’s attitude is the clos-
est explanation of the intention to behave. Studies
that lead to the relationship between the two varia-
bles based on the TPB theory have been carried out
in many fields (Ajzen, 1991, 2012). However, several
studies examined the variables influencing custom-
ers’ attitudes or e-money users (Ayudya & Wibowo,
2018; Friadi et al., 2018; Widayat et al., 2020). Other
findings show that attitudes influence intentions
to use bank services (Hu et al., 2019) and attitudes
toward a willingness to pay for extra QR code in-
formation (Lombardi et al., 2017). In addition, re-
search conducted in some countries reveals the re-
sults of numerous investigations on the factors that
influence consumers’ propensity to make payments
using QR codes (Ahmad et al., 2020; Derian et al.,
2019; Gao et al., 2018; Suebtimrat & Vonguai, 2021;
Suo et al., 2021). Figure 1 presents the conceptual
representation of the hypothesized relationships
between the hypotheses.

Numerous previous studies attempt to explain the
phenomenon of new technology acceptance based
on broadly accepted theoretical assumptions. Let
us say Abdinoor et al. (2017) and Lee (2018); some
researchers combine multiple approaches from
Rahmath et al. (2013) and Salimon et al. (2018).
Some studies focus on explaining the adoption
or acceptance of electronic money platforms but

http://dx.doi.org/10.21511/bbs.18(3).2023.01
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not on the issue of receiving QR code-based elec-
tronic money. Empirical evidence focusing on QR
code payments is relatively limited. For example,
a study by Wang and Kankham (2018) regard-
ing the relationship between perceptions and at-
titudes towards marketing communication with
QR-based payments, the relationship between
using this system-based payment system and in-
come (Herawatia & Rahmaan, 2019), studies re-
garding their use in the management of goods
records in the warehouse (Nicolas, 2019), studies
on the potential use of QR Payment (Krishna et
al., 2016; Suo et al., 2021) and using QR to open
toll road gates (Karthikayeni et al., 2018). In their
study conducted in Cambodia, Do et al. (2020)
show that perceived transaction speed (PTS), per-
formance expectancy (PE), and social influence
(SI) have no significant effect on the intention to
use a QR-based payment system. On the other
hand, a study by Yan et al. (2021) and Ahmad et al.
(2020) found that attitude mediates the influence
of perceived benefits, perceived ease of use, and
perceived usefulness affected the acceptance of
QR code payments. Similar to the study by Rosli
etal. (2020) in Malaysia and Derian et al. (2019) in
Jakarta, this relates to the determinant of intent to
QR code payment.

Most previous studies have used one Azjen or
Venkatesh framework to examine their variables.
In addition, both Azjen and Venkatesh’s frame-
work has been used in various studies. However,
the findings from these investigations have fallen
short of expectations. This study aims to analyze
the attitude as a mediating variable between the
independent variables (performance expectancy,
social impact factors, and facilitating conditions)
and the dependent variable (intention to adopt the
QR code payment). This paper provided many hy-
potheses based on the empirical finding as a start-
ing point.

H: QR code attitude predicts QR code intention.
H: Performance expectancy predicts QR code

attitude.

H_:  Social factors predict QR code attitude.

H_:  Facilitating support predicts QR code
attitude.
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Social Influence
Factor

Facilitating Support

Performance
Expectation

QR Code Attitude

QR Code Intention

Figure 1. Conceptual framework

H_: QR code attitude significantly mediated the
influence of performance expectancy on QR
code intention.

H_: QR code attitude significantly mediated the
influence of social influence factors on QR
code intention.

H: QR code attitude significantly mediated the
influence of facilitating support on QR code
intention.

2. METHOD

A quantitative method examined e-money users
adopting QR-Code in East Java Province, Indonesia.
Before this study, a survey of people who use elec-
tronic money was done. The sample is then chosen
from the list of people who use electronic money.
From the pool of people who have used digital pay-
ment, 165 were randomly selected to fill out the sur-
vey. Mainly, a five-point Likert scale was utilized

Table 1. Variables and indicators

in a closed-ended questionnaire. The T-statistics
are compared to the T-critical (2.00), and the sig-
nificance of the coefficient value is determined us-
ing the software Smart-PLS 3.0, which uses Partial
Least Square-Structural Equation Modeling (PLS-
SEM) to construct a model.

Meanwhile, testing the significance of the indi-
cators forming construct variables is also carried
out similarly. It will be significant if the T-statistic
value is higher or equal to the T-critical or sig
less than 5%. Meanwhile, the mediation test us-
es Sobel, calculated by the Sobel calculator web-
based. The structural model illustrates the re-
lationship between the social influence factor,
performance expectation, facilitating condition,
attitude toward QR-Code-based payment, and in-
tention to adopt. The measurement model showed
the validity of building latent variables composed
of valuable indicators based on previous empirical
studies (Gupta et al., 2019; Suebtimrat & Vonguai,
2021; Suo et al.,, 2021; Widayat et al., 2020). Table
1 shows indicators as a measure of each variable.

Variable

Indicators (Code)

{ QR-Code is an advantageous means of Payment (PE_1)

Performance

Expectation (P.E.)

Social Influence

Factor (SF)

i Your agency, office, the campus is promoting to use of the QR-Code (SF_6)

http://dx.doi.org/10.21511/bbs.18(3).2023.01
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Variable Indicators (Code)
: Merchants, shops, or shopping places that you usually visit provide possible facilities (FC_}} """"""
Facilitating ~ : You have the ability/knowleage about payment using QR Coae (FC_4) ~
Condition (FC)
Attitude toward  : Worried about other parties will use your data (A-Att3)
QR-Code

Intention to Adopt

QR-Code-Based
Payment

i More Choosing Merchants with QR-Code facilities (QRInten-7)

3. RESULTS

3.1. Characteristics of respondents

The respondents in this paper are people who use
electronic money. Some of the characteristics re-
garding these respondents, related to gender, age
group, and the latest education level, are detailed in
Table 2 and Table 3. In Table 2, it can be explained
that most respondents are female, up to 62.6 per-
cent of the 163 people. This indicates that most
electronic money users are women. Because wom-
en frequently shop online and offline, they reuse
electronics for safety and practicality. According to
the data presented in Table 3, the age demographic
breakdown reveals that the vast majority of people
(up to 85.9 percent) are in the 20-25-year age range.
This fact indicates that young people mainly own
technology-based electronic money. 88.3 percent as
the oldest of them, 25 years old. A small proportion
are over 25 years old, and some are over 50, but on-
ly one person. This means that even though a small
part of the community is old because they are finan-
cially literate and use technology-based payments.

Table 2. Gender of people participated

Gender  Frequency : Percent . Valid Percent
Male e B BTA L BTA
Female _ 02 626 . 626
Total 163 £ 1000 100.0

Regarding the level of education, it can be ex-
plained that the majority have passed upper sec-

http://dx.doi.org/10.21511/bbs.18(3).2023.01

ondary education, 66.3 percent. Unfortunately,
this number does not represent a college or work.
As many as 78.5 percent of them have graduat-
ed from high school until they are still students
in tertiary institutions. Only a small proportion
of respondents have graduated postgraduate. In
more detail, the respondents’ last education level
is presented in Table 3.

Table 3. Grouped age and education level
of respondents

i Valid | Cumulative
Grouped Age iFrequencyé Percent Percent. Percent
Under 20 : 4 {25 1 25 2.5
20 o o
26 7.4 7.4 .
Higherthan30 | 7 . 37 . 37 994

Education Level

zzr:;oorlngh 108 66.3 66.3 66.3
ngher
Education 20 12.3 12.3 78.5
Diploma 5. 31 31 816
Undergraduate 24 14.7 14.7 96.3
Postgraduate 6 . 37 . 37 . 1000
Total 163 100.0 100.0

3.2.The respondents’ attitude

and intention to use QR Code
Besides demographic aspects, it is interesting to
explain the attitude of respondents and their inten-

tion to use QR Code payments (Table 4). Judging
from the choice to use a QR code, with indicators

5
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with a maximum value of 30 and a minimum of
12, the average intention size is 19.32, with a stand-
ard deviation of 4.52. People’s intention to use QR
Code is still not high. Because even though there
is much excitement about the benefits of using
QR-Code, the facilities are still not very good, and
the payment method is still very new. Meanwhile,
from the attitude aspect, it is known that the max-
imum value is 30 and a minimum of 12, while the
average is 20.26 and the standard deviation is 4.06.

Table 4. Respondents’ attitude and intention
classification

Range : QRCodetAtl'itude QR-Code:Intention
i Quantity % Quantity : %
(Mean + 25td) 9 ¢ 005 ¢ 12 ¢ 007
(Mean+1Std) . 16 . 009 | 16 0.09
(Mean—25td) . 119 . 073 | 122 075
(Mean—15td) . 19 . 012 . 13 . 008
Total . 163 1 . 163 . 1

3.3. Model evaluation

The initial part mentioned that an investigation
aims to test the relationship model between atti-
tude (QRC Attitude) and intention to adopt QR
Codebase payment (QR-Code Intention). Besides,
examine the relationship of latent variables,
namely Performance Expectation, Social Factor,
and Facilitating Condition to Attitude toward QR-
Code using Structural Equation Modeling (S.E.M.).
Valid and reliable indicators measured all latent
variables, indicating a weighted loading factor
higher than 0.70. The value of the loading indicator
for Attitude (A-Attl, A-Att2, A-Att3, and A-Att5)
indicates that the loading value is higher than 0.70.
While Intention variables first level latent variables
measured by QRInten-1, QRInten-2, QRInten-3,
QRInten-4, and QRlInten-5. Facilitating condi-
tion, measured by FacCond_4, FacCond_5, and
FacCond_6. Performance Expectation PerEx-1,
PerEx-2, PerEx-3, PerEx-4, PerEx-5, and PerEx-6.

The outer model shows the relationship between
the indicators’ intention, attitude, and other un-
observable variables. In contrast, the inner model
demonstrates the relationship between attitude to
intention and other latent variables shown in the
model. Before discussing the relationship between
attitudes towards QR-Code, this study tested the
outer model’s validity and reliability with several
important indicators.

3.4. Outer model

The outer model is a measurement model of la-
tent variables reflecting or formative at one or
more levels. Table 5 shows the five value criteria of
the latent variable’s reliability and validity: AVE,
CR, Rho_A, and Cronbach’s Alpha of unobserv-
able variables, Attitudes towards the QR Code.
Constructing the latent variable is an appropriate
measurement if it meets all five validity require-
ments and the minimum acceptable value of 0.50.

Each model indicator’s cross-loading value is list-
ed in Table 6. Compared to loadings on other la-
tent variables, this one is significantly greater.
Based on that, values indicate that the needle’s va-
lidity is a measurement of that latent variable. For
example, the third to the sixth line and the first
column (1) consist of a QRC attitude latent vari-
able code indicator. The third (3) column shows
that the loading factor for that variable (0.87, 0.86,
0.72, and 0.77) is higher than the value compari-
son (cross) with another column. This means that
all QR Code attitude indicators are a right meas-
urement and not valid for another variable. Using
the same way, the cross-loading of all latent vari-
ables in this model can be explained. Therefore, it
can be concluded that the outer model is suitable
based on the cross-loading evaluation.

R-Square (Square multiple correlations) values for
the endogenous latent variables of QRC attitude

Table 5. Indicator values of validity of construct latent variable indicators

Latent variables

Cronbach’s Alpha Rho_A

Facilitating Support 0.85
Perform Exp. . BT
QRC Attitude 0.82
QRCode Intention 086
Social Influence Factor 0.85

Composite Average Variance
reliability Extracted (AVE)
0.85 0.91 0.76
088 . ...09 e DBL
0.83 0.88 0.65
087 1.0 e 085
0.86 0.88 0.55

http://dx.doi.org/10.21511/bbs.18(3).2023.01
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Table 6. Cross-loadings of indicators with latent variables

Social Influence

Indicator Facilitating Support Perform Exp. QRC Attitude : QRC Intention Factor
444444444444 Qo B I R
0.58 0.59 0.87 0.60 0.48
s 059 086 e BT I
44444444444444 047 . 035 072 060, LOSL
0.42 0.44 0.77 0.59 0.41
e OB 051 050 043 039
""""""""" 0.90 O.SQ‘
0.83 0.46
‘‘‘‘‘‘‘‘‘‘‘‘‘‘ 0er 077
0.56 0.82
T e
""""""""" 037 0.76
0.40 0.75
s os1
039 0.47
0.51 0.44
F ez
""""""""" 037 0.35
""""""""" 051 0.49
"""""""" 0.37 0.39"
0.20 0.17
""""""" 020 015
""""""""" 048 0.57
44444444444444 032 0.41
SosFac_6 0.32 0.29

(0.56) and QR code Intention (0.56) are pretty ad-
equate (Table 7). At the same time, the R-square
adjusted values are also equal to 0.55, respectively.

Table 7. R-Square dependent variable

Latent variable R Square R Square Adjusted
JGRCAttitude 056 035
QR Code Intention 0.56 0.55

Regarding coeflicient and significance, the influ-
ence of attitude toward QR Code Base Payment
(QRC attitude) and Intention to adopt QR code (QR
Code Intention) is set out in Table 8. In Table 8, the
original beta sample path coefficient is 0.75, and the
mean sample is also 0.75 with a standard deviation
of 0.04. The p-value of 0.00 is beneath the 5% thresh-
old, while the T-critical value of 1.96 is exceeded by
the statistical value of 18.33. Each statistical T-value
is larger than the critical value, indicating that the
attitude variable significantly affects the intention
to adopt the QR Code base payment on the other
line, which connects the facilitating support, per-
formance expectation, and social influence factor
on QR. Code attitude (1.96), with a P-value of 0.00.
These variables are significant explanations for QR

http://dx.doi.org/10.21511/bbs.18(3).2023.01

Code attitude. Supporting facilities, social factors,
and expected performance determine consumers’
attitudes toward QR code-based payments.

In turn, the formed attitude affects the intention
to adopt the technology, indicated by the t-sta-
tistic value (18.33) that exceeds the critical limit
(1.96). The p-value is less than alpha 5%. The rela-
tionship between attitudes towards objects, in this
case, QR Code payment, is theoretically the em-
bodiment of TPB and TRA. In both theories, the
closest explanatory variable toward intention is
attitude. Someone’s intention to adopt something
or specific behavior is determined by his attitude
toward the object of that attitude. In this context, a
customer wants to adopt QR-based payments, dis-
tinguished by his attitude to the QR.

This paper proposes several hypotheses (H). The
premises are Attitude toward QR code pay-
ment predicts intention to its adoption (H1);
Performance Expectancy indicates attitudes to-
ward Q.R. Code (H2); Social factors predict atti-
tudes toward QR code payment (H3); Facilitating
condition predicts attitudes toward QR code pay-
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o [ awn || wam || aes
37.74 30.60 14.731 18.85
T
Influence

FacCond_4 | QRinten-2
s PRV MY ociltating  Naaat ST 075 (18.33) geTYes Rinten3
actona_ Support Attitude Intention

21.8
FacCond_6 QRInten-4

6.18
Perform.

16.9 Exp.

17.38

Figure 2. Model of QR code payment adoption

Table 8. Path coefficient of variables in the model

. . i Original | Sample Star_md:::rd T Statistics
Path Relationship . sample (0) = mean (M) | deviation (IO/STDEV]) P values
: : i (S.T.D.E.V.) :
Facilitating Support — QRC attitude 033 0.32 : 0.08 401 000
Performance Exp. - QRC. Attitude 0.28 0.29 0.08 3.79 0.00
Social Influence Factor > QRCattitude - 029 . 031 008 _ 388 000
QRC attitude - QRCode_intention_ 0.75 0.75 0.04 18.33 0.00

ment (H4). Moreover, attitude significantly me-
diated the influence of performance expectancy,
social factors, and reducing requirements toward
intent to QR code payment adoption (H5-7). They
test each hypothesis by comparing T-statistics with
T-critical or p-value (sig) with alpha (a = 5%). This
hypothesis is accepted if the T-statistic is equal to
the T-critical or the p-value is below the a = (5%).
The t-statistic and p-value for each synthesized
pathway are shown in Table 8 and Figure 2. This
table can explain all paths where the T-statistic
is higher than t-critical (1.96) and, when viewed
from the p-value, overall, less than 5%. It can be
stated that all alternative hypotheses are accepted
based on the T-value and P-value. The attitude to-
ward QR codes statistically affects the intention to
use QR base code payment.

8

3.5.The mediating role of attitude

This study assumes that attitudes mediate the re-
lationship variables of facilitating conditions, per-
formance expectancy, and social factors on the in-
tention to adopt QR code payment. Table 9 shows
the statistical Sobel of the attitude variable in me-
diating the relationship between the independent
variable and the employee for QR-Code payment
adoption. The path of the independent variable re-
lationship, which consists of facilitating support,
performance expectancy, and social influence
factors to the intention to adopt a QR code pay-
ment, shows that attitude plays a mediating role.
Furthermore, that indicated by a Sobel value (3.93,
3.13, and 3.78) is higher than the critical value
(1.96) and the p-value less than 0.05.

http://dx.doi.org/10.21511/bbs.18(3).2023.01
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. . Original  Standard Deviation : Statistics |
Path Relationship Samgle ©)  (STD.EV)  Sobel . FValues
Perform Exp. > Q.R.C. Attitude > intent to adopt OR. Code ' 028 008 313 . 000
Social Influence Factor - QR.C. Attitude = intent to adopt QR. Code 0.29 0.08 : 3.78 0.00

The significance of the mediating role of attitude
in the relationship between independent and de-
pendent variables can be interpreted. The likeli-
hood of adopting QR codes as a payment method
is influenced indirectly by factors like the availabil-
ity of enabling assistance, expectations of perfor-
mance, and the weight of social influence. Before
the option to employ QR codes as a payment me-
dium presents itself, the three independent factors
come together to generate a cheerful disposition.
This situation gives the buyer the impression that
they are engaging in a cutting-edge, sophisticated
transaction.

4. DISCUSSION

The results show how people feel happy or not
about QR-Code base payment (QRC attitude) af-
fects how likely they are to use QR-Code (QR
Code Intention). The intention to use QR Code-
based payments is affected by how people feel
about QR Code-based payments. The path coefhi-
cient between the two variables is positive, mean-
ing that the change patterns for both variables co-
incide. The theory of planned behavior conforms
perfectly with these results (Ajzen, 1991), which
are widely applied in various research fields, on
the other line, which connects the Facilitating
Support, Performance Expectation, and Social
influence factor on QR.C. attitude. These varia-
bles are significant explanations for QRC attitude.
Supporting facilities, social factors, and expect-
ed performance determine consumers’ attitudes
toward QR-based payments. Previous relevant
studies have tried to link the three latent variables
above using the basic theory of UTAUT and TAM
in different contexts.

This study’s findings are consistent and mutually
supportive if we look at research based on previ-
ous models (Nugraha & Rachmawati, 2019). That
is, the significance of the relationship between the
variables being tested is fit to the existing basic
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theory. Previous research on the relationship or
influence of attitudes on intention has shown the
same results. Therefore, it can be stated that the
results of this study strengthen or support previ-
ous studies (Do et al., 2020; Ahmad et al., 2020;
Salimon et al., 2018). The intention to adopt a QR-
Code payment system is determined by putting it
on a personally owned smartphone, continuing to
use it, and short using it. Apart from not reinstall-
ing, get accustomed to using it when transacting
and selecting merchants that accept this payment
method. The user’s attitude toward the system pre-
dicts all composite or individual indicators. The
philosophy regarding the payment system is pleas-
ant, and the transaction feels modern, making it
like the upper-class society, supported by adequate
knowledge, causing someone to intend to adopt it.
A positive attitude is a composite character that
creates an intention to adopt the payment sys-
tem when viewed individually for each indicator.
Using the logic of if-then thinking, for example, if
someone feels modern, being in a high-class soci-
ety is fun in making transactions, he will install a
QR-based payment system on his Smartphone or
another payment device. They would use it shortly,
not erase it and even get used to it later. The impact
in every transaction. They prefer merchants who
provide these payment facilities.

This study found that attitudes towards QR-
Code, are statistically significantly influenced
by Performance Expectancy, Social factors, and
Facilitating Conditions relevant to the investiga-
tion (Ahmad, 2014; Alshehri, 2012; Chang, 2012;
Do et al., 2020; Gupta et al., 2019; Ahmad et al.,,
2020; Hsiu-Yuan & Shwu-Huey, 2010; Rahmath et
al., 2013; Rosli et al., 2020; Lee, 2018). Attitudes
underlying intention in this study are determined
by three variables: social factors, facilitating con-
ditions, and expected performance. Consumers
feel happy in transactions, modern, and like up-
per-class society. It can be formed if there are ad-
equate facilities when making transactions. In ad-
dition, due to the encouragement of the surround-
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ing community, such as friends, relatives, or cow-
orkers. Support for social factors, strengthened by
adequate facilities, will form a positive attitude
towards a relatively new payment system.

Moreover, in developing countries such as
Indonesia, the technology payment system is still
relatively new and not yet widespread, so the influ-
ence of social and environmental factors is power-
ful. Every part of Indonesia does not reliably have
access to the internet. In addition, not all stores or
retailers offer payment options that are based on
the use of QR codes. Customers intending to use
or embrace QR payments are experiencing diffi-
culties due to this issue. The availability of facili-
ties and ease of use determines the public’s desire
to use the QR code in payments of retail trans-
actions. Ownership of sophisticated devices and
smartphones also makes people ready to adopt
a QR-code-based payment system. This study’s
findings align with research conducted by Derian
et al. (2019) in Jakarta and Gao et al. (2018) in
China. Besides, this finding supports some previ-
ous studies in several countries, for instance, those
conducted by Ahmad et al. (2020) in Pakistan,
Suebtimrat and Vonguai (2021) in Thailand, and
by Suo et al. (2021) in the cities of Kuching, Sibu,
Miri and Bintulu, Malaysia.

Social influence and the performance that will be
obtained if supported by adequate facilities and

infrastructure have an impact on the emergence
of a sense of pleasure, feeling modern and sophis-
ticated in the user, which in the end appears to be
the intention to use payment facilities based on
QR-Code. The findings of this study do not con-
tradict and even support the results of previous
studies and existing theoretical models, for exam-
ple, Ahmad et al. (2020) and Derian et al. (2019),
and at the same time add to the explanatory sup-
port for the findings of Rosli et al. (2020). Their
studies show that only several factors significantly
affect consumer intention to use QR-code-based
payments, namely performance expectancy and
effort expectancy. Liébana-Cabanillas et al. (2015)
found that users’ choices to use E-payment are
driven by the reliability and credibility of the in-
formation technology provided, including QR
codes by e-payment providers. The findings of
this study indicate that QR code is a payment ba-
sis that the public would use massively. From the
perspective of developing countries, where the use
of e-payment technology is still relatively new, the
perception of ease of use and security of transac-
tions using e-payment technology should be im-
proved. Stakeholders involved in providing e-pay-
ment technology including QR codes such as QR
codes technology providers and banking institu-
tions should socialize the use of e-payment tech-
nology to users continuously. It is necessary to en-
sure that new users continue to get important in-
formation related to the correct use of e-payment.

CONCLUSION

The results of this study led to the conclusion that the attitude of consumers will play a role in de-
termining whether or not they are prepared to accept payments made using QR Codes, including
installing the codes on their smartphones. Their closest environment influences their attitudes,
including their family, friends, and others. The conditions facilitate supporting facilities and infra-
structure in which they transact, such as connectivity to the internet, the availability of supporters
at the merchants where they transact, the ease of use, and the practicality of use also contribute
to adoption. Good facilities and infrastructure are needed to encourage QR codes in transactions,
forming a positive attitude toward potential users. Therefore, banking practitioners increase cus-
tomers’ interest by using QR code-based payment methods to strengthen customer attitudes and
provide adequate facilities. For example, supporting in various areas, there is an internet network.
Consumers will use the QR-based payment system and vice versa if the merchant’s supporting
facilities are available. The findings have implications for financial institutions that initiate and
require QR codes in making payment transactions and financial technology innovators. Financial
institutions such as banks, e-payment providers, and financial services authorities play a vital role
in making QR codes acceptable to users.
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