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Abstract - The pandemic has forced people to use
cashless payments more often to reduce physical
contact with other people. However, middle age has
several considerations for using this tfechnology. This
study seeks fo ascertain the effect of performance
expectancy, effort expectancy, influence,
facilitating conditions, hedonic motivation, price value,

social

habit, and perceived risk on behavioral intention and
mobile banking use behavior among middle age. This
quantitative study surveyed 187 middle age (aged 44-
60 years old) spread throughout Indonesia. The data
analysis technique used is the Partial Least Square (PLS)
method. The results showed that effort expectancy,
social influence, price value, and habit significantly
influence behavioral intention. Furthermore, behavioral
intention also affects the use behavior variable.

Keywords - Behavioral intention, effort expectancy,
facilitating habit,
perceived risk, performance expectancy, price value,
social influence, use behavior

conditions, hedonic motivation,

Rapid technological advances have made it easier for
humans to carry out their activities and make technology
a vital part of human life. However, sometimes this
technological development is not always accepted by
all generations. Yang and Shih [1] stated that age affects
individuals in embracing tfechnology. Digital development
and the movement of different events shaped each
generation according to their time [2]. Prensky [3] also
says that an individual's background and experience
thought processes. Therefore,
is a significant difference between the digital native
generation and the digital immigrants. Digital natives

influence their there

were born when there was already digital fechnology in
their early life, so we can assume they were technology
savvy. Digital immigrants were born when there was no
digital technology yet and are assumed To usually have
some difficulties with fechnology [3]. For the digital
nafive generatfion, fechnological development may not
be a problem because they are accustomed to using
technology. However, this does not necessarily apply to
the middle age who are digital immigrants. According
to WHO, middle-aged are those aged 44-60 years.
Indonesia has 35% of the total population [4,5]. Since the
development of digital technology in Indonesia has only

begun from the 1990s until the early 2000s, we define
Indonesian digital immigrants are those born before the
1990s. People born before the 1990s usually are more
difficult To accept the use of technology.

According fo Vodanovich ef al. [6], although many
generations of digital immigrants have transformed
intfo users who are proficient in digital tfechnology, their
attitude tfowards technology is different from those of the
digital native. For example, the digital native tends fto be
more inferested in social media technology. Meanwhile,
digital immigrants rarely use social media to socialize
or build social relationships. Most of them prefer face-
to-face interaction with the other person [7]. Therefore,
we can assume fhat the behavior of using fechnology in
each generation is different. Venkatesh et al. [8] defined
use behavior as the frequency of using tfechnology. From
the dafa above, the frequency of digital natives using
social media tfechnology is higher than that of the digital
immigrant.

One of the applications created fo ease transaction
activity is mobile banking. The use of mobile banking
applications has become increasingly popular. However,
the application has not been opfimally utilized by digital
immigrants. According to research by Farzin et al. [10], the
majority of mobile banking users in Iran come from those
aged 21-30 years and the least from those aged 50 years
and over. Research conducted by Saparudin et al. [11] of
mobile banking users in Indonesia are also dominated by
those aged 20-30 years (424%) followed by those aged
31-40 years (39.1%) those aged 41-50 years (14 .8%) and
the least of them are over 50 years old (3.7%) This data
shows that the number of mobile banking users among
the middle age is much less than those who are relatively
younger.

To improve mobile banking acceptance among middle
age, tThe banking industry must increase their intention to
use the service. Given that mobile banking is a fechnology-
based financial system, a process is needed so that users
can be sure fo accept and continue using This technology.
Therefore, it is necessary to identify factors influencing
a person's intenfion tfo contfinue using mobile banking
(behavioral intention)

Many researchers have developed the acceptance model
of fechnology, one of which is the Unified Theory of
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Acceptance and Use of Technology (UTAUT2) developed
by Venkatesh et al. [8]. This model is an extension of
the UTAUT model developed by Venkatesh et al. [9] by
adding three new variables. According to the UTAUT2
model, behavioral infention is influenced by performance
expectancy, effort expectancy. social influence, facilitating
conditions, hedonic motivation, price value, and habit.

Performance expectations are characterized by the level
of benefits from using tTechnology for users in carrying out
certainactivities [9]. Performance expectancy in this study
refers To the extent o which individuals have confidence
that the mobile banking services usage will benefit in
conducting transaction activities. If the users believe the
technology usage can improve their performance, their
infention To continue using technology will also increase.

Several researchers have also proven that performance
expectancy affects behavioral infention to use mobile
banking [10, 12, 13]. Venkatesh et al. [9] also defined
effort expectancy as the convenience of technology. The
possibility To continue using mobile banking will be raised
if the system is user-friendly. To improve mobile banking
acceptance among middle age, the banking industry must
increase fheir infention to use the service. Given that
mobile banking is a fechnology-based financial system, a
process is needed so that users can be sure fo accept and
continue using this technology. Therefore, it is necessary
fo identify factfors influencing a person’s intenfion fo
continue using mobile banking (behavioral intention) We
proposed the research framework as follows:
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Figure 1. Research Framework

The population in this study is the middle age group (aged
44-60 years at the time of the research) who use mobile
panking in Indonesia. The sample was deftermined by fthe
purposive sampling method. Respondent criteria used are
the middle age group aged 44-60 years, have used mobile
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banking at least 2 times for transaction activities, and
domiciled in Indonesia.

The measurement of all variables in this study refers to
Venkatesh et al. [8, 9] except for the measurement of the
perceived risk variable which refers to Featherman and
Pavlou [14].

The performance expectancy variable is related to the
extent tfo which individuals have confidence that using
mobile banking will provide benefits to conducting
transaction activities [9]. We measured performance
expectancy using three indicators. One example of the
indicator is ‘Mobile banking is useful in carrying out various
transaction activities.

The measurement of the effort expectancy variable in this
study uses four indicators, one example of which is The
mobile banking system is easy To use.” One example of an
indicator to measure the social influence variable is "Users
get suggestions from people to use mobile banking.”

relate to the

Facilitating conditions in this study

organizational infrastructure and tfechnical
available to individuals when using mobile banking. One
example of an indicator of facilitating conditions is "Users

have a fast infernet connection to use mobile banking.”

support

The indicators used fo measure the price value variable
in this study refer to Venkatesh et al. [8]. An example of
an indicator item is: ‘Users feel that mobile banking has
provided the best service for the cost’

Perceived risk in this study refers to the definition of
Featherman and Pavlou [14], namely the uncertainty felt
by users regarding the negative effects of using mobile
banking. The measurement of the perceived risk variable
uses six indicator items. One example of an indicator item
used is “A hacker might take over the user's bank account
if the user uses mobile banking.”

Behavioral intfention shows a person’s desire To continue
using mobile banking. A sample indicator used to measure
the behavioral intention variable is ‘Users plan to continue
using mobile banking in the future’

The use behavior variable is interprefted as the frequency
of using mobile banking. Indicators fo measure use
behavior include ‘Users offen use mobile banking fo
perform banking activities.

The data that has been collected is then processed using
PLS.



The mobile banking use behavior among middle-aged consumers: An application of UTAUT2 I

Table 2 - Average Variance Extraction

Variable AVE
A Respondents’ Profile PE 0.936
The number of samples collected in this study is EE 0.820
187 respondents. Most of the respondents are male, ST 0.910
well-educated, entrepreneurs, and have income > Rp. FC 0.889
15000.000. HM 0.875
PV 0.884
Table 1- Respondents’ Profile HB 0.794
Total % PR 0.860
Serc Male 102 54.5% BI 0.831
Female 85 44.5% UB 0.963
Junior high school 9 4.8%
Education High School 67 35.8%
Undergraduate e S Table 1 shows that all variables in this study have an
Housewife 21 11.2% Average Variance Extraction (AVE) value above 0.5. This
Private employees 34 18.2% means that all variables in this study are said to have met
Gover@ent employees 19 10:2% the requirements of the convergent validity test.
Occupation E‘ofesstonal (doctor, lecturer, 29 15.5%
wyer, etc.)
Retired 3 1.6% Discriminant validity was assessed using the Fornell-
Police officer 2 1.1% Larcker criterion. This method is done by comparing
Entrepreneur 79 42.2% the AVE root value of each variable with the correlation
beftween other variables in the research model (Table 2)
Total % If the AVE root value of each variable is greater than the
<Rp 4.500.000 11 5.9% correlation value between the variables and other variables
Rp 4.500.001 - Rp 10.000.000 24 12.8% in The model, it indicates good discriminant validity.
Income Rp 10.000.001 - Rp 15.000.000 66 35.3%
>Rp 15.000.000 86 46% Table 3 - Fornell Larcker Criterion

BI EE FC HB HM PE PR PV SI UB
B. Outer Model Bl 0912
EE 0844 0.906
FC 0767 0.876 0.943

The results of the evaluation of the oufter model in this

sfudy can be seen in Figure 2 below: HB 0882 0850 0.747 0.891
HM 0817 0903 0882 0.835 0.936
e PE 0755 0796 0.843 0.711 0.781 0.967
= ,;:?;'_. PR 0704 0748 0.842 0709 0.789 0.801 0.927
— = TN PV 0825 0.697 0593 0.830 0.698 0.620 0.600 0.940
& .55:3. » A— SI 0747 0.679 0.762 0.680 0.698 0.758 0.768 0.622 0.954
w " . Ty, x S UB 0803 0.632 0.527 0.802 0.621 0.585 0.554 0.912 0.581 0.981

- ot s g

) 0 Reliability examination is performed by evaluating the
value of composite reliability (CR) and Cronbach's alpha.
Each indicator is reliable if the composite reliability value
ranges from 0.6 to O.7 and the Cronbach alpha value is
above O.7 [15].

Figure 2. Outer Model
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Table 5 - R-Square

Cronbach's Alpha Composite Reliability
BI 0.897 0.936
EE 0.927 0.948
FC 0.958 0.970
HB 0.870 0.920
HM 0.929 0.955
PE 0.966 0.978
PR 0.967 0.974
PV 0.934 0.958
SI 0.950 0.968
UB 0.961 0.981

Table 3 displays that all variables in this sfudy have
Cronbach’s alpha and composite reliability values above
0.7, which means that all variables are reliable.

C. Inner Mode

This study used two steps fo evaluate the inner model.
The first step was checking whether there was collinearity
between the variables. The second step was measuring
the predictive ability of the model. Figure 3 represents the
evaluation of the inner model.

The data processing results showed fhat all statement
itfems from each variable have a Variance Inflation Factor
(VIF) value below 10, which means there is no collinearity
between the variables in this study.
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Figure 3. Inner Model

The coefficient of determination is used fo evaluate
the magnitude of the endogenous variables, namely
differentiation, cost leadership, and business performance
which can be explained by exogenous variables, namely,
market orientation. The results of the R square are
displayed in table 4.

Variable R?
BI 0.860
UB 0.644

Table 5. Path Coefficients

BI EE FC HB HM PE PR PV SI UB
BI 0.803
EE 0.249
FC 0.009
HB 0.299
HM 0.025
PE 0.079
PR -0.097
PV 0.266
SI  0.200
UB

Table 5 demonstrates that all path coefficient values are
positive, except for PR (-0.097) meaning that increasing
exogenous variables can increase endogenous variables.
The path coefficient of PR (perceived risk) variables
towards Bl (behavior intention) is negative at -0.097
indicating that an increase in perceived risk will decrease
the behavior infention.

Hypothesis Testing was carried out using a boofstrapping
procedure and considering the t-statistics value generated
from each relationship between variables. This study
uses one-tailed and two-tailed hypothesis testing. Eight
hypotheses use one-tailed (H1, H2, H4, H5, H6, H7, H8, and
H9) and one hypothesis uses two-tailed (H3) because
there is no certainty of the direction of the relationship.
For the one-tailed hypothesis fest, if the f-stafistics
value is > 164 then the hypothesis in this study can be
accepted, and vice versa. Meanwhile, for the two-tailed
hypothesis test, the hypothesis will be accepted if the
t-statistics value is > 196. Table 6 shows the results of
hypothesis testing in this study.

Table 6 - Hypotheses Testing

Hypotheses Original T-Statistics P Values Result
Sample (O)

PE — BI 0.079 0.978 0.164 Rejected
EE — BI 0.249 2,137 0.017 Accepted
SI— BI 0.200 2,010 0.022 Accepted
FC — BI 0.009 0.078 0.469 Rejected
HM — BI 0.025 0.185 0.427 Rejected
PV — BI 0.266 3,834 0.000 Accepted
HB = BI 0.200 2,726 0.003 Accepted
PR — BI -0.097 1.013 0.156 Rejected
BI = UB 0.803 22,952 0.000 Accepted




The mobile banking use behavior among middle-aged consumers: An application of UTAUT2 I

The hypothesis test shows that performance expectancy

does not affect behavioral infenfion. Performance
expectancy is not strong enough fo influence behavioral
intention among middle-aged mobile banking users in
Indonesia. This result is different from previous studies’
results (16, 12, 13;
expectancy affects behavioral infention. However, these
results were following the results of the study by Kwateng

et al. [17], and Wei et al. [18] that performance expectancy

10) which state that performance

does not affect behavioral intention. The benefits offered
by mobile banking services are not a driving factor that
affects respondents’ intention fo continue using mobile
banking. It could be because middle age mobile banking
users in Indonesia have not optimized the use of the mobile
panking system. The absence of the effect of performance
expectancy on behavioral infenfion can also be caused
because mobile banking is not the first payment system
infroduced to the public in Indonesia. Before the creation
of mobile banking, the banking industry had introduced
internet banking to the public. Therefore, the public is
more familiar with the use and benefits of infernet banking
than mobile banking. Mobile banking has not yet become
a system that plays a direct role in middle-aged activities,
especially in fransaction activities.

Effort expectancy has a positive and significant effect on
behavioral infention. The easier it is to use mobile banking,
the higher the middle-aged consumers’ intention to keep
using the fechnology. Overall, the high average value of
respondents’ answers regarding the efforf expectancy
variable implied that most respondents find it easy to use
the mobile banking system. The level of convenience felt
by consumers to use mobile banking is essential and will be
considered by consumers fo decide whether fo contfinue
using the application or not. Since the respondents in
this study were digital immigrants, they are assumed to
have some difficulties with technology. As a result, the
convenience factor is a vital consideration for middle age
mobile banking users in Indonesia. The results are in line
with research conducted by [10,13,19] which states that
effort expectancy positively affects behavioral infention.
Purwanto and Mutahar [20] also said that customers need
technology that is easy fo use without much effort.

Social influence  manifested in opinions  and
recommendations from the people around them will
influence the intention of middle age groups in Indonesia
fo confinue using this fechnology. Individuals fend to
continue using mobile banking when the people around
them (such as friends or relatives) have already used
it and shared their experiences. This given experience
will indirectly affect and encourage the individual. This
encouragement will increase the infention to continue

using the technology. This result is aligned with Hussain

et al. [21], who stafted that customers feel confident when
they know that their friends and family are already using
mobile banking. Customers will also be more likely to
use mobile banking than go to the bank when the people
around them are doing the same.

Most respondents stated that they feel pressure and
social influence from the surrounding environment to use
mobile banking The high perceived social pressure will
become the impetus for them to continue using mobile
banking. The results are also in line with prior research
[10,16,22] that social influence has a positive effect on
behavioral intention.

Hedonic moftivation is not sfrong enough fto change
behavioral intention among middle-aged mobile banking
users in Indonesia. These results are not following the
[10,1216,23],
that hedonic motivation affects behavioral

results of previous studies which state
infention.
However, the results are parallel to the results of Merhi
et al. [24] and Hussain et al. [21], which confirmed that
hedonic motivation does not affect behavioral intention.
The element of pleasure derived from mobile banking
usage is not a driving factor influencing the middle age
groups in Indonesia fo continue to use mobile banking.
Mobile banking

help financial affairs, not to provide elements of fun or

is a fintech application created to

enterfainment, such as online game applications. In
fintech applications, consumers pay more attention fo
the benefits of helping them fransact. Therefore, the fun
element is not a consideration fo confinue using mobile
banking. Consumers will still infend tfo contfinue using
mobile banking even though the technology does not give
pleasure for them.

Price value has a positive and significant effect on
behavioral intfention. The result shows that the monetary
costs incurred and the benefits derived from mobile
banking usage are important considerations for middle
age groups in Indonesia. The results of this study are in
agreement with the research of Thaker et al. [13], Farzin et
al. [10], and Barata and Coelho [25] which stated that price
value has a positive and significant effect on behavioral
infention. Most respondents feel that the benefits of
using mobile banking are higher compared to the costs.
When using mobile banking, sometimes consumers will be
charged a service fee (for example, to transfer to another
bank ). However, respondents feel the costs are relatively
small compared to the benefits. With mobile banking,
respondents do not need to go to the bank and queue.
This method is beneficial and saves their Time.

Hypothesis testing shows that habit has a posifive and
significant effect on behavioral intention. Respondents’
answers regarding the habit variable show that most
of the middle age groups in Indonesia tend to behave
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spontaneously. They use mobile banking as a result of
learning or experience. The results of this sfudy are also
following prior research [10,13,16,26] which state that
habit has a positive and significant effect on behavioral
infention. Most of the middle age groups in Indonesia use
mobile banking 4-6 times per month. The high frequency
of using mobile banking causes the use of fechnology to
become a habit and will ultfimately affect their infention to
continue using it. According to Ramirez-Correa et al. [27],
habits will also increase the ease of use and strengthen a
person’s infenfion fo confinue using the technology. Thus,
if individuals are accustomed to using mobile banking, it
will be easier for them to operate the technology and in
the end, their infention to continue using mobile banking
will also increase.

Based on the results of hypothesis testing, the perceived
risk does not influence behavioral intention in middle age
mobile banking users in Indonesia. The results of this study
contradict the earlier research [1226,28], which stated that
perceived risk affects behavioral intention. On the other
hand, the results are in line with the results of research
by Al-Saedi et al. [29], Rattanaburi and Vongurai [30], and
Widyanto et al. (2021) which also state that perceived
risk does not affect behavioral infention. The uncertainty
regardingthenegative effects of usingmobile banking does
not determine respondents’ infention tfo continue using
mobile banking. The high perceived risk when using mobile
banking does not reduce their intention to confinue using
mobile banking because it is so practical and efficient.
If respondents want their fransactions to be guaranteed
safe, they must go To the bank and process fransactions
through bank tellers. However, it will consume more time
compared fo using mobile banking. Entrepreneurs often
have to carry out banking fransactions. If in one day they
carry out banking fransactions more than once, then o
ensure the fransactions are safe, they have fo go back
and forth to the ATM or bank, which is very inefficient and
a waste of fime. The majority of respondents feel that
the use of mobile banking can increase their productivity.
Therefore, although most respondents are worried that
mobile banking can puf them at risk, they still intend fo
continue using if.

The behavioral intention variable has a positive and
significant effect on the user behavior variable. The
behavior of middle age groups in Indonesia to use mobile
banking is indicated by their infention fo continue using
the fechnology. When consumers feel the positive impact
of using mobile banking on their lives, they will intend
fo contfinue fo use the fechnology. This infention will
affect consumer behavior in using the tfechnology, which
is shown by the frequency of users using Technology. In
this study, the majority of respondents infend to continue
using mobile banking and this has an impact on the high
level of mobile banking usage.
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This study proves that four variables determine consumers’
intention to contfinue using mobile banking. These
variables include effort expectancy. social influence, price
value, and habit. This result sfrengthens prior research
[10,13.16,19.22.25,27] The effort expectancy variable in this
study has a positive and significant influence on behavioral
intention. The convenience level of using mobile banking
will affect middle-aged consumers’ infention to contfinue
using the technology. The level of convenience is certainly
an imporftant consideration because, at the age of 44-60
years, consumers are not as skilled as the digital native
generatfion in using fechnology. Most respondents use
mobile banking because they feel pressure and social
influence from the surrounding environment. Opinions and
recommendations from people around them will influence
respondents to confinue using mobile banking. The price
value variable also affects behavioral intfention [10,13,25].
The relationship between the monetary costs incurred
and the benefits derived from using mobile banking is a
crucial consideration for middle age groups in Indonesia.
Habit also affects behavioral intention [27]. Most of the
middle age in Indonesia tend to behave spontaneously.
They use mobile banking because of learning outcomes
or experiences. However, the users habit of using
mobile banking depends on other factors. Individuals
are accustomed fo using mobile banking because
the individual feels the positive impact of using the
technology. The behavioral intention variable in this study
also positively and significantly influences user behavior.
The frequency of users using mobile banking will be higher
if users also have the infention to contfinue uftilizing the
technology.

The result of this study provides several managerial
implications. First, the banking industry may add new
feaftures that make it easier for users to use mobile
banking services, such as fingerprint or iris scanner
features. Therefore, users can use mobile banking easily,
and their intention tfo continue using these fechnologies
can increase. Second, because social influence is essential,
banking can provide additional benefits for users who
recommend or invite new users.

1 Yang, K-C, & Shih, P-H. (2020) Cognitive age in
technology acceptance: At what age are people
ready fto adopt and confinuously use fashionable
products? Telematics and Informatics. doi:10.1016/.
tele.2020.101400

2. Kesharwani, A (2020) Do (how) digital natives adopt
a new fechnology differently than digital immigrants?
A longitudinal study. Information & Management, 57(2)



10.

2.

13.

The mobile banking use behavior among middle-aged consumers: An application of UTAUT2 I

1-16.

Prensky, M. (2001). Digital natives, digital immigrants.
On the Horizon 9(5) pp. 1-6, MCB UP Ltd

Dyussenbayev, A. (2017) Age periods of human life.
Advances in Social Sciences Research Journal4(6)
https://doiorg/10.14738/assr)46.2924

Badan Pusat Statistik. (2020) Jumlah penduduk
menurut kelompok umur dan jenis kelamin. https://www.
bps.go.id/indikator/indikator/view_data_pub/O000/
api_pub/YW40a21lpdTUlcndxOGt6dm43ZEdoZz09/
da_03/1

Vodanovich, S, Sundaram, D, & Myers, M. (2011). Digital
native and ubiquitous information systems, Information
System Research.21(4) 711-723.

Jarrahi, M. H, & Eshraghi, A (2019) Digital natives
vs digital
interaction with social tfechnologies in organizations.
Journal of Enterprise Information Management, 32(6)
1051-1070. doi10.1108/jeim-04-2018-0071

immigrants: A multidimensional view on

Venkatesh, V., Thong, J. Y., & Xu, X. (2012) Consumer
acceptance and use of informatfion technology:
Extending the unified theory of acceptance and use of
technology. MIS, 36(1) 157-178.

Venkatesh, V., Morris, M. G, Davis, G. B. & Davis, F.D.
(2003) User acceptance of information technology:
Toward a unified view. MIS Quarterly, 27(3) 425-478.

[Farzin, M., Sadeghi, M., Kharkeshi, Y., Ruholahpur, H., &
Fattahi, M. (2021) Extending UTAUT2 in m-banking
adoption and actual Does WOM
communication matter? Asian Journal of Economics
and Banking, 5(2) pp. 136-157. https//doiorg/10.1108/
AJEB-10-2020-0085

use behavior:

. Saparudin, M, Rahayu, A. Hurriyati, R, & Sultan, M. A.

(2020) Exploring the role of trust in mobile banking
use by Indonesian customer using unified theory
of acceptance and usage fechnology. Infernational
Journal of Financial Research,11(2) 51-60, doi:10.5430/
ijfrv1In2p51

Iskandar, M., Hartoyo, H., & Hermadi, I. (2020) Analysis
of factors affecting behavioral intention and use of
behavioral of mobile banking using unified theory of
acceptance and use of technology 2 model approach.
Infernational Review of Management and Marketing,
10(2) 41-49. doi10.32479/irmm.9292

Thaker, H. M. T, Thaker, M. A. M. T, Khalig, A, Pitchay,

17.

18.

A A, & Hussain, H. 1. (2021). Behavioral intention and
adoption of internet banking among clients of Islamic
banks in Malaysia: An analysis using UTAUTZ2. Journal
of Islamic Marketing. https//doiorg/10.1108/JIMA11-
2019-0228

- Featherman, M. S, & Pavlou, P. A (2003). Predicting

e-services adoptfion: a perceived risk facets

perspective. International Journal of Human-Computer
Studies, 59(4) 451-474. doi:10.1016/s1071-5819(03 )YOO11

. Sarstedt, M., Ringle, C. M, & Hair, J. F. (2017) Partial

least squares structural equation modeling. Handbook
of Market Research, 1-40. https//doi.org/10.1007/978-
3-319-05542-8_15-1

. Samsudeen, S. N, Selvaratnam, G, & Hayathu, M. A H.

(2020) Intention o use mobile banking services: An
Islamic banking customers’ perspective from Sri Lanka.
Journal of Islamic Marketing,5(2) 136-157. https//doi.
org/10.1108/JIMA-05-2019-0108

Kwateng, K. O, Atiemo, K A O, & Appiah, C. (2019)
Acceptance and use of mobile banking: An application
of UTAUT2 Journal of Enterprise Information
Management,32(1) pp. 118151 https//doi.org/10.1108/
JEIM-03-2018-0055

Wei, M. F, Luh, Y. H, Huang, Y. H, & Chang, Y. C. (2021)
Young generation’'s mobile payment adoption behavior:
Analysis based on an extended UTAUT model. Journal
of Theoretical and Applied Electronic Commerce
Research, 16(4) 618-63T7.

. Purwanto, E. & Loisa, J. (2020) The intfention and use

behaviour of the mobile banking system in Indonesia:
UTAUT model. Technology Reports
University,62(6) 2757-276T.

of Kansai

20.Purwanto, E., & Mutahar, A. M. (2020) Examine the

22.

tfechnology of acceptance model among mobile
banking users in Indonesia. Technology Reports of
Kansai Umversi‘ry,62(7) 39693979.

. Hussain, M., Mollik, A T, Johns, R, & Rahman, M. S.

(2019). M-payment adoption for bofttom of pyramid

segment. An empirical investigation. International

Journal of Bank Marketing.

Singh, S, & Srivastava, RK (2020). Understanding the
infenfion fo use mobile banking by existing online
banking customers: An empirical study. Journal of
Financial Services Marketing, 25, 86-96. https//doi.
org/10.1057/s41264-020-00074-w

23.Baabdullah, A. M, Alalwan, A. A, Rana, N. P., Kizgin, H,

642



I ©2022 The Tth International Conference on Management in Emerging Markets (ICMEM 2022)

24.

25.

26. Thusi,

27.

& Patil, P. (2019) Consumer use of mobile banking
(M-Banking) in Saudi Arabia: Towards an integrated
model.International Journal of Information Management,
44, 38-52. doi10.1016/j.ijinfomgt.2018.0

Merhi, M., Hone, K, & Tarhini, A. (2019). A cross-cultural
study of the intenfion To use mobile banking between
Lebanese and British consumers: Extending UTAUT2
with security, privacy and frust. Technology in Society,
59, 101151,

Barata, M. L, & Coelho, P. S. (2021) Music streaming
services. Understanding the drivers of customer
purchase and infention To recommend. Heliyon,7, 1-17.

P, & Maduku, D. K (2020) South African
millennials’acceptance and use of retail mobile banking
apps: An integrated perspective. Computers in Human
Behavior, 111, 1-10. doi:10.1016/j.chb.2020.106405

Ramirez-Correa, P, Rondan-Catalufa, F. J, Arenas-
Gaitan, J, & Martin-Velicia, F. (2019) Analysing the
acceptation of online games in mobile devices: An
application of UTAUT2. Journal of Retailing and
Consumer Services,50, pp. 85-93.

28. Tiwari, P, & Tiwari,S.K (2020 ) Integration of technology

43

acceptance model with perceived risk, perceived frust
and perceived cost: Customer's adoption of m-banking.
International Journal on Emerging Technologies, 11(2)
447-452.

29. Al-Saedi, K, Al-Emran, M., Ramayah, T. & Abusham, E.

(2020) Developing a general extended UTAUT model
for m-payment adoption. Technology in Society, 62,
101293.

30.Rattanaburi, K, & Vongurai, R. (2021) Factors influencing

31

actual usage of mobile shopping applications:
Generation Y in Thailand. The Journal of Asian Finance,

Economics, and Business, 8(1) 901-913.

Widyanto, H. A, Kusumawardani, K. A, & Yohanes, H.
(2021) Safety first: extending UTAUT to better predict
mobile payment adoption by incorporating perceived
security, perceived risk and trust. Journal of Science
and Technology Policy Management.



