SBM-ITB fexs@
The Asian Journal of ==

Technology Management

The Asian Journal of Technology Management Vol. 17 No. 1 (2024): 14-37

When Fear of Covid Is Not the Main Reason to Use Online
Technology

Nyoman Wiwiek Yuliadewi, I Gusti Agung Eka Teja Kusuma® and
Ni Putu Cempaka Dharmadewi Atmaja
Faculty of Economics and Business, Mahasaraswati University Denpasar, Bali, Indonesia

Abstract. Purpose: analyzing how fear of Covid-19 influences technology utilization attitude towards intention fto use.
Design/ methodology/ approach: This study used a quantitative approach conducted post Covid-19. Involving a sample of 138 mobile
application users for bealth insurance services in Bali, Indonesia, by utilizing the PLS-SEM model analysis tool. Findings: Technology
Acceptance Model (TAM), through its two elements, Perceived usefulness (PU) and Perceived ease of use (PEOU), bas proven to
significantly form a supportive attitude about the use of information technology in the Covid-19 pandemic, as well as the influence of
attitudes towards bebavior intention to nse (BIU) in the use of technology has also been proven clearly in the context of TAM. But
TAM's ability to form intention directly can only be confirmed throngh PU, while PEOU bas not been able to be proven. Fear of Covid-
19 bas not been shown to play a role in moderating the influence of attitude on intention. Practical/ implications: Encouraging attitude is
very important to use technology based on usability and ease of using technology. However, it is not feasible to consider fear of Covid-19 as
a factor to encourage people's attitudes towards technology to promote intention to wuse application technology for transactions.
Originality/ value: This study provides new insights, first to collaborate on fear of Covid on TAM and TRA. Exanining the impact of
Covid-19 fear moderation on the acceptance of mobile applications in the bealth insurance service industry and providing important
information that pegple's bebavior does not consider the dangers of Covid-19 when adopting information technology services in the futnre.
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1. Introduction severely limited. In addition to the number of

users still deficient, the JKN Mobile
Digital public services are a solution to application registration trend from 2017-2022
change the conventional public service has increased slowly in the first 3 years (2017-
system, which is notoriously slow and 2019). User data in late 2020 experienced a
wasteful. Badan Penyelenggara Jaminan Sosial surge in increase with 97,157 participants
Kesehatan (BPJS Kesehatan) or Social Security compared to the rise from 2018-2019, which
Agency on Health, strives to improve the was only 75,130. While in 2018, the increase
service and satisfaction of National Health was only 45,387 participants. The surge in
Insurance (JKN) participants by innovating 2020 was due to the Covid-19 pandemic,
by digitizing information systems and which forced JKN participants to make
administrative services in the form of the transactions using Mobile JKN to limit direct

JKN Mobile application. It is hoped that contact.
participants can more quickly and easily

access information and administrative Although  there was a surge in JKN
services only by using devices, so there is no participant  registration, the number of
need to come to the BPJS Kesehatan Branch registered  participants was still far from
Office. Especially in the Covid-19 pandemic, expected. Data from the end of 2019 shows
face-to-face services to participants are that JKN participants' interest in registering
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and utilizing Mobile JKN is still limited. As
of September 2022, the number of JKN
registered participants was only 9.01% or
380,820 of the number of JKN participants
at BPJS Kesehatan Bali Region in September
2022 of 4,226,941. Mobile JKN utilization
until September 2022 reached 394,057
(103.48%) participants registered for Mobile
JKN (BPJS Kesehatan, 2023).

The results of observations made on BPJS
Kesehatan participants provide directions for
the formulation of meaning related to the use
of Mobile JKN, namely, public perception of
the usefulness and ease of using Mobile JKN,
public attitudes, fear of contracting Covid-19
are vital factors that allegedly influence
people's intention to use Mobile JKN (see
Appendix 1). The background presented
leads to the importance of research to test
and analyze the influence of two dimensions
of TAM, namely, perceived usefulness and
ease of using the JKN Mobile application,
towards the attitude of using JKN mobile to
build the intention of using JKIN mobile
which is moderated by fear of Covid-19.

Research Gap

The Technology Acceptance Model (TAM)
has been widely collaborated with TRA to
predict attitude and intention. The results
vary. Several studies of the effect of
Perceived Usefulness (PU) on Behavior
Intention to Use (BIU) showed significant
positive outcomes (Wu and Liao, 2011;
Hattami, 2021; To and Trinh, 2021; Aji et al.,
2020; Nguyen and Tan, 2021). However,
other studies have shown insignificant results
(Emran et al, 2019; Mailizar et al., 2020).
Research on the effect of Perceived Ease of
Use (PEOU) on BIU states that it has a
significant positive impact on BIU (Emran et
al., 2019; AlHamad, 2020; To and Trinh,
2021; Winarno et al., 2021; Al-Hamad et al.,
2021). However, different studies found an
insignificant PEOU effect on BIU (such as;
Harryanto et al., 2018; Mailizar et al., 2020).

During and post Covid 19, health insurance
companies are relying on mobile apps to
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connect with their patients and clients to
ensure  business continuity  (Hazem
& Lamiaa, 2022). The implications of this
policy companies to consider it
important to encourage BIU applications.

causce

The results of research in the context of the
health insurance industry show that there is a
gap in the results of PU and PEOU
compared to BIU. The effect of PU on BIU
was found to be significant (Chunyan et al.,
2020; Dorfling, and Godspower-
Akpomiemie, 2023; Hanaysha et al., 2023),
On the other hand, other studies found
insignificant results (Gunawan et al., 2019;
Jorge de & Gené-Albesa, 2023). The effect
of PEOU on BIU was found to be significant
(Chunyan et al,  2020;  Dorfling,
and Godspower-Akpomiemie, 2023;
Hanaysha et al., 2023) while the insignificant
effect of PEOU on BIU was reported by
Jorge de & Gené-Albesa, (2023).

To overcome this gap, an attitude toward
using (ATU) is offered as a mediation of the
influence of PU and PEOU on BIU, because
various studies show ATU has proven
significant as a TAM mediation (PU and
PEOU) against BIU (such as; Buabeng-
Andoh, 2018; Himel et al., 2021; Aiolfi,
2023), In fact, post-Covid-19 studies have a
strong influence on attitude on intention
(Dwivedi et al., 2022), but it was found that
the role of ATU to build BIU was still weak
(Anouze and Alamro, 2020; Mohamed et al.,
2022; Hasan, 2023; Negm, 2023) as well as in
the insurance context (Gebert-Persson et al.,
2019), and some have even found
insignificant influence of ATU on BIU (such
as; Mailizar and Johar, 2020).

The business phenomenon shows that there
has been an increase in the number of Mobile
JKN technology users since Covid-19. This
study adopts Fear of Covid-19 as a
moderation of ATU's influence on BIU. The
fear of contracting Covid has prompted
people to support their attitude towards the
intention of utilizing technology. Research
results in the food industry have proven that



Fear of Covid-19 is capable of significantly
moderating ATU against BIU (Hasan, 2023),
but the adoption of Fear of Covid-19 in the
insurance service industry has never been
carried out (see Table 1); Likewise in the
context of TAM and TRA, therefore, this
study provides different insights based on
other sectors and theoretical concepts.

Problens Formulation

The research problems that can be described
are whether perceived usefulness and ease of
use affect people's attitudes and behavioral
intentions and whether fear of contracting
Covid-19 has concrete evidence for
moderating the relationship between attitudes
and behavioral intentions in using the JKN
Mobile application. And whether Attitude
mediates the influence of perceived
usefulness and ease of use on people's
behavioral intentions in using the JKN
Mobile application.

Theoretical frameworks

Technology ~ Acceptance  Model  and  Theory of
Reasoned Action

One of the keys o the successful
implementation ~ of  information  and
communication technology is the willingness
of users to accept technology. Their attitude
towards  technology  expresses
acceptance. Technology Acceptance Model
(TAM) is a theory developed by Davis
(1989), offering a theory as a foundation for
studying and understanding user behavior in
receiving and using information technology.

user

Initially, TAM introduced two dimensions
that affect user acceptance of technology,
namely user perception of the benefits of
technology (Perceived Usefulness or PU),
and Perceived Ease of Use (PEOU) (Davis,
1989). The TAM model states that users tend
to have a supportive attitude toward using a
technology system if the system is easy to use
and realize the usefulness of the technology
concerned. Therefore, TAM has been
considered an adapted version of the Theory
of Reasoned Action (TRA) (Fishbein and
Ajzen, 1975) in the context of digital
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technology (Kejela and Porath, 2022).
Fishbein and Ajzen (1975) mentioned that
TRA assumes behavior is based on an
individual's intention to engage in a particular
action.

Intention is determined by three factors:
individual attitudes towards the results of
actions and opinions of the individual's social
environment and subjective norms (Al-Swidi
et al, 2014; Fishbein, 1967; Fishbein and
Ajzen, 1975). Therefore, the best predictor to
explain the tendency of behavior to use the
actual technology system is the intention to
use the system in question, which is shaped
by attitudes (Kejela and Porath, 2022).
Attitudes have been shown to play a role in
mediating the influence of intention to
behave with TAM (Himel et al., 2021; Kejela
and Porath, 2022; Oloveze et al., 2022;
Hasan, 2023), but the influence of attitudes
built by TAM is still relatively weak to build
intentions (Hasan, 2023), there needs to be
other factors to strengthen the influence of
attitudes to create intentions to use
technology. In Covid-19 conditions, fear of
contracting the Covid-19 virus (Fear of
Covid-19) is one of the critical factors
adopted as a driving factor to support
people's attitudes toward using information
technology (Hasan, 2022; Hasan, 2023).

This research provides new insights into the
involvement of the Fear of Covid 19 variable
TRA and TAM collaboration in
technology utilization in the service industry
that began to develop online technology after
the Covid-19 pandemic. Most Fear of Covid
19 research uses qualitative methods (Prince
et al, 2020; Elizabeth and Rejoice, 2022;
Janet and Sylvain, 2022). Table 1 shows the
mapping of the previous studies' limitations
using quantitative methods that adopted Fear
of Covid 19, which put more weight on
predictor contextual models. At the same
time, TAM adoption is still very limited and
has never been done in the context of health
insurance services. There is only one research
in the food product industry.

in
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Fear of Covid-19

Fear in general, and fear of Covid-19 in
particular, can cause people to reduce their
behavioral intentions (Massimiliano et al,,
2023) or otherwise increase his intention to
behave (Ahmet et al, 2022; Zahed et al,
2023; Tatiyaporn et al. 2023). Fear of Covid-
19 is a new concept that has been introduced
in several fields of social science, marketing,
and health research since the onset of Covid-

Fear of Covid-19 refers to worry and anxiety
among individuals that generate negative
emotional states due to stress and depression
as possible consequences of the Covid-19
pandemic, such as the possibility of being
infected with the coronavirus (Jian et al,
2020). The fear of Covid-19 has panicked
people because of its high mortality and
transmission rate (Rahman and Arif, 2021).
Encouraged by fear of Covid-19, forming a

19. Especially in marketing, limited studies positive  attitude towards the wuse of
still adopt fear of Covid-19. technology  thereby  strengthening  the
intention to use it.
Table 1
Mapping Fear of Covid-19 Research in 1V arions Industries During and After Covid-19
Variabel Method
Author . . and Industry Remark
Independent Mediating Moderating Dependent  ppodel
Arachchi e Perceived e Consumer-Brand e Fear of Consumer SEM-PLS; Ritel Fear of
et corporate Identification Covid-19 purchase Contextual Covid-19
al,. (2022) citizenship e Brand trust e Personal intention predictor significantly
norms moderates
all
independent
variables
and
mediates
dependent
variables.
Sakaya, e TFear of e Customer Green bank SEM-PLS;  Bank Fear of
(2023) Covid-19 empowerment services Contextual Covid-19
Pandemic e Customers' purchasing predictor Pandemic is
perceived value of intention significant
digital service  ® - for o all
transactions mediating
and
dependent
variables
Francioni o Fear of e Gender Continuanc ~ SEM-PLS; Food Health
et al. Covid-19 e intention Contextual perception,
(2022) e Perceived after Covid-  predictor quarantine
hygiene 19 procedures,
e (Quarantine hyg1eneA
hygiene pCfC-eptlAOI’l,
® Perceived * - application
healthiness case Of. use
) and attitude
¢ Attitude significantly
influence
the
intention to
proceed.
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Table 1. (Continued)
Variabel Method
Author . . and Industry Remark
Independent Mediating Moderating Dependent  ppodel
Anas et e Fear of Impulse Regresion;  Retail Fear and
al. Covid-19 buying Contextual availability of
(2022) e Shopping behavior. predictor resources  are
convenience the most
e Resource significant
availability ‘factors .

’ - - influencing
consumers'
impulse
buying
behavior
during the
pandemic.

Gaji¢ et o Innovators Fear of Covid 19 - Decission SEM-PLS; Travel The existence
al. o Thinkers for Contextual  Service of a well-
(2023) o Achicvers Traveling predictor established
. type of fear in
e Experiencers h
- umans,
* Believers associated
e Strivers with
e Makers pandemics and
e Survivors similar  crisis
situations.
People are
most afraid of
infections
during  travel,
and lack of
funds and job
losses  during
critical ~ times
of the
pandemic.
Dwivedi  Green trust e Fear of Covid-19 Environmental ~ Behavior SEM-PLS; Tourism  Fear of Covid-
et al. o Uncertainty of concern Intention Contextual 19 is
(2022) Covid-19 predictor significantly
e Attitude able to
mediate the
influence  of
Green  Trust
on  behavior
intention
Sakaya, Fear of e Customer - Green bank SEM-PLS; There is a
(2023) Covid19 empowerment services Contextual significant
Pandemic . Customers' putchasing  predictor impact of fear
perceived value of intention of the Covid-
digital service 19 pandemic
transactions on Customer

empowerment,
Customers'
perceived
value of digital
service
transactions,
and Green
bank services
purchasing
intention
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Table 1. (Continued)

Variabel Method
Author . . and Industry Remark
Independent  Mediating Moderating Dependent  pqodel
Hasan e Perceived o Attitude partially e Fear of Intentions SEM-PLS; Food Fear of
(2023) usefulness Covid-19 to use TAM, Covid-19
e Perceived TRA, and Pandemic
ease of use contextual significantly
Perceived predictor moderates
convenience attitudes
toward
intention
Wiwik et e Perceived o Attitude o Fear of Behavior SEM-PLS; Healtd This
al. (2023) usefulness Covid-19 Intention to  TAM, Insuran-  research
Perceived Use TRA, ce provides
ease of use Contextual different
predictor insights,
namely that
Fear of
Covid-19
has  never
been used
as
moderation
and has

never been
carried out
on Online
Technology
Services in
the health
insurance

industty..

2. Literature Study / Hypotheses
Development

Percezved Usefulness (PU) and Bebavioral Intention
to Use (BIU)

Perceived usefulness is the degree to which
an individual believes using a particular
system will improve their job performance
(Davis, 1989). Behavioral intent is the
tendency to continue using technology in the
future. This construct is crucial in
determining whether users will continue to
use the technology in the future. Therefore,
Behavioral Intention to Use is an individual's
confidence level that he will continue to use a
system (Arpaci, 2017).

Individuals' beliefs about continuing to
intend to use a technological system in the
future are primarily determined by their
perceived usefulness (PU) of the technology
in question, and this has been proven in

19

various empirical findings (such as; Leon,
2018; Camoiras-Rodriguez and Varela, 2020;
Trinh et al., 2020; Mew and Elena, 2021;
Nikou and Maslov, 2021; Saheb et al., 2022;
Kampa, 2023; Shaker et al., 2023; Early et al,,
2023; Legramante et al., 2023). Based on the
results of empirical studies of the influence of
perceived usefulness on behavioral
intentions, a hypothesis can be formulated:
Hypothesis 1: Perceived usefulness (PU) positively
affects Behavior Intention to use (BIU)

Percezved Ease of Use and Bebavioral Intention to
Use

Perceived Ease of Use (PEOU) measures a
person's confidence that using a particular
system will ease difficulty or great effort
(Davis, 1989). According to Venkatesh and
Davis (2000), the perception of ease is the
extent to which people believe using the
system will be free from great sacrifice.



A person's behavior toward the use of a
particular technology is determined by his
perception that technology has ease of use,
and this has been proven empirically by Leon
(2018), Camoiras-Rodriguez and Varela
(2020), Trinh et al. (2020), Ngoc et al. (2022)
Shaker et al., (2023); Zhang and Lee (2023);
Awal et al. (2023); Saheb et al. (2022). In the

context of the insurance industry, a
significant influence of PEOU on BIU was
found (Dorfling, & Godspower-

Akpomiemie, 2023). Based on the results of
empirical studies of the influence of
perceived ease of wuse on behavioral
intentions, a hypothesis can be formulated:
Hypothesis 2: Perceived Ease of Use (PEOU)
positively affects Behavior Intention to use (BIU)

Perceived Usefulness and Attitude Toward Using
Attitude Toward Using in TAM is
conceptualized as an individual's attitude
towards the technology system in the form of
acceptance or rejection as an impact if
someone has to use a technology in their
work (Davis, 1989). An individual's attitude
of acceptance or rejection  towards
technology is determined by the individual's
perception of the utility of technology. This
statement has been empirically proven that
Perceived Usefulness has a positive effect on
attitudes (such as; Rivera et al, 2015;
Bashir and Madhavaiah, 2015; Rizkitysha and
Hananto, 2022; Upadhyay et al, 2018;
Mohhamadi, 2015; Wang et al., 2017; Chen et
al., 2016; Safari et al., 2022; Admiral et al.,
2022; Elhajar and Quaida, 2020; Sathar et al.,
2022; Oloveze, et al., 2022; Kampa, 2023;
Shaker et al., 2023).

In the context of health insurance, PU
significantly influences ATU (Lee et al., 2015;
Gunawan et al., 2019; Mohsen and Seyedeh,
2020; Lee, 2023) Based on the results of
empirical studies on the influence of
perceived usefulness on usage attitudes,
hypothesis can be formulated:

Hypothesis 3: Perceived usefulness (PU) positively
affects Attitude Toward Using (ATU)

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37
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Percerved Ease of Use and Attitude toward Using
Attitudes toward behavior are the extent to
which a person has a pleasant or unpleasant
evaluation or judgment of the behavior in
question (Ajzen, 1991), and these attitudes
are included in the context of using
technology. The results of various studies
further prove individual perceptions about
the ease of using technology to have a
positive  support  impact  (such  as;
Bashir and Madhavaiah, 2015; Yu and
Huang, 2020; Admiral et al., 2022; Elhajar
and Quaida, 2020; Sathar et al, 2022;
Oloveze et al, 2022; Nikou et al., 2022,
Kampa, 2023; ). In the context of health
insurance, it was found to be significantly
positive (Lee et al., 2015; Gunawan et al.,
2019; Lee, 2023). Based on the results of
empirical  studies the influence of
perceived ease of use on attitude toward
using, a hypothesis can be formulated:
Hypothesis 4: Perceived Ease of Use (PEOU)
positively affects attitude toward using (ATU)

on

Attitude  Toward Using (ATU) and Behavior
Intention to Use (BIU)

As the TRA emphasizes, attitude tendencies
will determine intention tendencies (Al-Swidi
et al, 2014; Fishbein, 1967; Fishbein and
Ajzen, 1975). Most research has proven that
attitude toward wusing significantly and
positively affects behavior intention (such as
Leon, 2018; Kim et al, 2021; Hanafiah et al.,
2021; Foroudi et al., 2021; Ngoc et al., 2022;
Kashive et al., 2021; Sathar et al., 2022;
Oloveze et al., 2022; Kampa, 2023; Shaker et
al., 2023; El Moussaoui and Benbba, 2023).
In the context of health insurance, ATU
significantly influences BIU (Gowanit et al.,
2016; Mohsen and Seyedeh, 2020; Lee, 2023).
This empirical evidence led to the following
hypothesis formulation:

Hypothesis 5: Attitude Toward Using (ATU)
positively affects Behavior Intention to Use (BIU)

Fear of Covid-19 and Attitude to Bebavioral
Intentions

Fear can cause or reduce behavioral
intentions (Meri et al., 2023; Yue et al., 2020;
Mei-Fang et al., 2016). The fear of being
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infected with Covid-19 increases behavioral
intentions to protect (Zahed et al, 2023
Myoung-Gi & Hyojung, 2021). Or
conversely, fear can have a negative impact
on intentions, such as decreasing intentions
to travel because of fear of Covid
(Tatiyaporn et al., 2023).

Research on fear of contracting Covid-19 is
still very limited, especially those that place
these variables as moderating the influence of
Attitude Toward Using technology on
behavioral intentions. Research on fear of
Covid-19 with moderation results
strengthens  the  relationship  between
attitudes and behavioral intentions, one of
which is Astari et.al,, 2022; Hasan, 2023. In
the context of technology use, fear of Covid-
19 can encourage acceptance of technology
towards the intention to use technology
(Gastaldello e al, 2023). The role of
moderation is strengthening to promote the
influence of Covid-19 fear on the intention
to use technology (Eger et al., 2021; Sakaya,
2023; Hasan, 2023). Based on the results of
empirical studies on the effect of fear of
Covid-19 on behavioral intentions, two
hypotheses can be formulated:

Hypothesis 6: Fear of Covid-19 moderates the
relationship between the influence of Attitude Toward
Using on Behavior Intention to Use

Perceived of
Usefulness
(PU) (X1)

Perceived
Ease of Use
(PEOU) X2

Figure 1
Conceptual Framework and Flypotheses Fornmulation

Attitude
Toward Using
(ATU) Y1

Hypothesis 7: Fear of Covid-19 influences Bebavior
Intention to Use.

Attitudes in Mediating Perceived Usefulness and
Ease of Use on Bebavioral Intentions

Research related to the influence of attitude
toward using technology in mediating the
perceived usefulness and ease of use on
behavioral intentions with the results having
a significant role, namely Hasan (2022);
Astari et al. (2022); Sinurat and Sugiyanto
(2022); William and Tjokrosaputro (2020);
Handayati and Trisnawati (2023); Wang and
Zhao (2017) and also by Mew and Millan
(2021). Based on the results of empirical
studies of attitudes in mediating perceived
usefulness and ease of use to behavioral
intentions, hypotheses can be formulated:
Hypothesis 8: Attitude Toward Using mediates
perceived usefulness toward behavior intention to use
Hypothesis 9:  Attitude Toward Using mediates
Perceived Ease of Use toward Behavior Intention to
Use

Based on the presentation of research
problems, concepts, theories, and results of
empirical studies, the conceptual framework
and Hypotheses Formulation are shown in
Figure 1.

Behavioral
Intention to
Use (BIU) Y2

Fear of
Covid 19 (2)

Annotation: PU (X;) = Perceived Usefullnessy PEOU (X3) = Perceived Ease of Use; BIU (Y;) = Attitude Toward Using; Z = Fear of Covid-19;

BIU (Y3) = Bebavior Intention Use



3. Methodology

Variables and Measures

There are five latent variables in this study,
namely: Perceived Usefulness and Perceived
Ease of Use indicators are adapted from
Oloveze et al. (2022), Attitude Toward Using
and Fear of Covid-19 indicators are adapted
from Hasan (2022), Behavior Intention to
Use indicators are adapted from Esawe
(2022). Each latent variable is measured using
several items that have been empirically
tested and used in previous empirical studies.
All items as research instruments use the
five-point Likert scale ranging from "strongly

Table 2.
Validity and Reliability Test
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disagree i.e., 1 point" to "strongly agree i.e., 5
points."

Construct validity and reliability

Validity and reliability tests were conducted
on 30 respondents. Validity and reliability
tests of each construct indicator showed
significant correlation values, and Cronbach
Alpha exceeded 0.60 for each construct. This
value corresponds to Nunnally's (1978)
criteria. All indicators are valid because each
indicator score has a significant bivariate
correlation with the total indicator score (see
Table 2).

Variable Reference Indicator Correla}tlon Cronbach
coefficient Alpha
Perceived of Oloveze et Usefulness Xi4 0,949**
Usefulness (PU) al. (2022) Helps to be efficient X, 0,978+ 0,963
X1 Helpful X1,3 0,967**
Perceived Ease Oloveze et Ease of use Xy 0,955**
of Use (PEOU) al. (2022) Ease of the system Xz» 0,951+ 0,942
X Easy to understand Xz 0,935%*
Attitude Toward Hasan Using Mobile JKN for BPJS 0.94G+*
Use (ATU) Y, (2022) Health matters is wise Y11 ’
Using Mobile JKN to facilitate 0,963
BPJS Health affairsY.
Using the JKN Mobile 0,967
application for BPJS Kesehatan 0,955%*
matters makes sense Y13
Usmg . .the JKN .Mobﬂe 0.95 1%+
application is very beneficial Y14 ’
Behavior Esawe Intend to use Yz 0,914+
Intention to Use (2022) Estimate to useY22 0,919% 0.930
(BIU) Y2 Plan to useYas 0,907+ ’
Recommend to useY24 0,91 2%
Fear of Covid- Hasan Fear of coronavirus Z4 0.891**
19 (Z) (2022) IZJ;comfortable with coronavirus 0.857%*
Fear of losing life due to 0,92 3%+ 0,914
coronaZs '
Anxious or nervous if contract 0,894+

the coronavirusZ,

Annotation: p** =significant at level 0,01

22
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Sampling

This research was conducted in Bali because
of the low number of JKN members (BPJS
Kesehatan, 2023). The sampling technique uses
the purposive sampling method. The amount
of sample value was determined using the G
Power analysis method, based on Correlation

Table 3.
Characteristics of Respondents

o H1= 0.3,  err prob = 0.05 and Power (1 —
B err prob) = 0.95, obtaining the minimum
value needed for as many as 138 respondents.
The respondent selection technique was
carried out using a non-probability random
sampling method because it was not
permitted to obtain data on BPJS members.

No Characteristics z]:sr;)tririents) gjor)centage
1. Age:
e 17-25 years 18 13,0
e 206-35 years 51 37,0
® 36-45 years 37 26,8
® 406-55 years 27 19,6
o 56-65 years 5 3,6
2. Residency:
e Denpasar city 59 42,0
e Badung Regency 44 31,9
e Tabanan Regency 10 7.2
e Gianyar Regency 14 10,1
e Klungkung Regency 2 1,4
e Bangli Regency 4 2,9
e Karangasem Regency 1 0,7
e Buleleng Regency jr 3’3
e Jembrana Regency ’
3. Gender:
e Male 56 40,6
e Female 82 59,4
4. Education:
e Elementary school
e Junior high school (1) 8’3
e High school 0 0:0
e Diploma 20 14,5
e Bachelor ;1 211’4
o Master 1 0:7
e Doctoral 38 27,5
e Other

23



Table 3. (Continued)

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37

No Characteristics Z]:sr;:rel(rients) gzgcentage
5. Experience using online applications
. < 1 year 50 36,2
o >1 -2 year 60 43,4
. >2 -3 year 10 7,3
. >3 — 4 year 10 7,3
° >4 year 8 58
6. Occupation:
° Unemployed 1 0,7
L Self-employed 1,4
° Civil servants 45 32,6
° Private employee 66 47.8
° Other 24 17,4
Total 138 100
Data Analysis (Fornell and Larcker, 1981), and discriminant

Inferential analysis uses Structural Equation
Modeling (SEM), with a Partial Least Square
(PLS) approach with Smart PLS software
application program. The analysis output
results show that all indicators have a loading
factor value of > 0.70, with a p value of <
0.05, meeting the criteria of convergent
validity (Hair et al, 2006). The average
variance extracted (AVE) value of > 0.50
meets the convergent validity requirements

Table 4.
Discriminant V alidity Examination

validity is high. Composite reliability results
are reliable because they have values above
0.70. This value corresponds to Nunnally's
(1978) criteria. R Square of the dependent
variable, namely attitudes and behavioral
intentions above 0.75 classified as strong
according to the requirements of Chin
(1998); Hair et al. (2011); Henseler et al.
(2009). For more details, see Tables 4 and 5.

Average

Vatiable Variance VAV PU PEOU ATU BIU 7
Extracte E
d (AVE)

PU 0,930 0,965 1,000

PEOU 0,897 0,947 088 1,000

ATU 0,910 0,954 0,895 0,932 1,000

BIU 0,833 0913 0,841 0,843 0,886 1,000

z 0,784 0,885 0,056 0,062 0,110 0,111 1,000

Annotation: PU= Perceived of Usefulness;y PEOU= Perceived Ease of Use; ATU= Attitude Toward Use; BIU= Behavior Intention to Use;
Z=Fear Covid 19

Based on the overall evaluation results, both convergent, discriminant validity, and composite

reliability, it can be concluded that indicators as measurement items of latent variables are valid
and reliable.
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Table 5.
Composite Reliability, R-Square

. Corppgsite Cronbach R-Square Result
Variable Reliability Aloha -
(>0.70) p R-Square Criteria*
PU (X)) 0,962 0,976 - -
PEOU (X») 0,943 0,963 - -
ATU (Y1) 0,967 0,976 0,892 Strong
BIU (Y») 0,933 0,952 0,803 Strong

Annotation: *=Criteria Chin (1998); Hair et al., (2011); Henseler et al., (2009); PU= Perceived of Usefulnessy PEOU= Perceived Ease of Use;
ATU= _Attitude Toward Use; BIU= Behavior Intention to Use; Z=Fear Covid 19

The results of the Goodness of Fit evaluation of the structural model show that the Q2 value
result is 0.9787, close to number 1. Thus, the results of this evaluation provide evidence that the
structural model has a good fit (goodness of fit model). This Q2 value can be interpreted as the
information contained in the data. The model can explain 97.87 percent, while the remaining 2.13
percent is explained by errors and other variables that are not yet included in the model.
Calculation Q2 = 1- (1-R12)(1-R22)

= 1- (1-0,892)(1-0,803)

= 1-(0,108)(0,197)

=1-0,0213

=0,9787 or 97,87%

4. Findings and Discussion

does not have a moderating role on the
Hypothesis Test influence of ATU on BIU, and Hypothesis 7
Figure 1 and Table 6 explain there are three on the effect of Fear of Covid-19 on BIU.
unsupported hypotheses, namely Hypothesis Each has a Statistical T below 0.96 and a P
2 on the effect of PEOU on BIU, Value above 0.05. At the same time, other
Hypothesis 6, where Z (Fear of Covid-19) hypotheses are supported (see Table 6).

Table 6.
Hypothesis Test Results

Original

Variable R T Statistics P Value Hypothesis Remark

anmple
PU -> BIU 0,261 2,193 0,029 H1 Significant
PEOU -> BIU 0,054 0,328 0,743 H2 Not Significant
PU -> ATU 0,320 3,286 0,001 H3 Significant
PEOU-> ATU 0,648 7,246 0,000 H4 Significant
ATU ->BIU 0,580 3,147 0,002 H5 Significant
ATU*Z -> BIU -0,060 1,282 0,201 Ho6 Not Significant
Z-> BIU 0,029 0,613 0,540 H7 Not Significant
PU-> ATU-> BIU 0,186 2,232 0,026 H8 Significant
PEOU-> ATU-> 0,376 2,977 0,003 H9 Significant
BIU

Annotation: PU= Perceived of Usefulness;y PEOU= Perceived Ease of Use; ATU= Attitude Toward Use; BIU= Behavior Intention to Use;
Z=Fear Covid 19

25



Analysis of the Role of Mediation and Moderation
Table 5 shows the mediating relationship
between latent variables is  positively
significant (T Statistic above 0.96 and P
Value below 0.05). This means that
Hypothesis eight (H8) and Hypothesis nine
(H9) are accepted.

Table 7.
Mediation Analysis

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37

Table 7 shows the mediation test of Attitude
Toward to Use (ATU) pathway on the effect
of Perceived Usefulness (PU) and Perceived
Ease of Use (PEOU) on Behavior Intention
to Use (BIU). The PU path against BIU
shows partial mediation, while the PEOU
path against BIU shows complete mediation.

Independent

. influence
Attitude Toward to Use

Independent The path of

on influence

on Independent, Mediation

o Mediating dependent mediated, and Role Status
Mediation . . .
variable variables dependent variable
Perceived of Usefulness PU>ATU PU->BIU PU>ATU -BIU Partial
(PU) > Behavior (Sig.) (Sig.) (Sig.) Mediation

Intention to Use (BIU)

Perceived Ease of Use PEOU>ATU PEOU->BIU
(No Sig.)

(PEOU) > Behavior (Sig.)
Intention to Use (BIU)

PEOU>ATU Full
->BIU Mediation

(Sig.)

Annotation: Sig = Significant; No Sig = Not Significant; PU = Perceived of Usefulnessy PEOU = Perceived Ease of Use; ATU = Attitude

Toward Use; BIU = Bebavior Intention to Use; Z = Fear Covid-19

The results of the moderation role
examination of Fear Covid-19 show potential
moderation (homologize moderator) because
Fear Covid-19 as an interaction variable
(moderating effect) has no significant role in

X1

*-0.945_
X12 40978

0968
X13

. x2.1

Flgure 2 ) '\09 . /
%22  40948—]

Re.%’d?'[ﬁ 40936 - /
%23

Result X2

encouraging the influence of attitude toward
using on behavior intention to use so HO is
rejected. Then Fear Covid-19 does not
significantly impact behavior intention to use,
so H7 is rejected (see Table 5).

z .
0873 0910 og0e 0850 vz

Z1 Z2 Z3 Z4

Annotation: X; = Perceived of Usefullness (PU); X2 = Perceived Ease of Use (PEOU); Y; = Attitude Toward Using (ATU); Z = Fear of Covid-

19; Y2 = Bebavior Intention Use (BIU)
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Discussion

TAM, through its two elements, PU and
PEOU, has proven to be able to form a
supportive attitude toward the wuse of
information technology in the Covid-19
Pandemic (supporting research during and
after Covid-19; Ariffin et al., 2021; Kejela and
Porath, 2022; Sumi and Ahmed, 2022; Alami
and El, 2022; Mohamed et al., 2022; Aiolfi,
2023;  before Covid-19; Buabeng-Andoh,
2018; Anouze and Alamro, 2020), as well as
the influence of Attitude on BIU in the use
of technology has also been proven in the
context of TAM (Kejela and Porath, 2022;
Himel et al., 2021; Oertzen, and Odekerken-
Schroder, 2019; Hasan, 2023; Safari et al.,
2022; Anouze and Alamro, 2020; Kampa,
2023).

But TAM's ability to form intention directly
can only be proven by PU. These results
support the results of several studies (such as
Safari et al., 2022; Oloveze et al., 2022), while
PEOU role has not been proven in this
research (line with the research results of
Nikou and Maslov, 2021; Camilleri and
Falzon, 2021; Legramante et al, 2023),
although there is research proving that PU
and PEOU are both capable of influencing
intention (Zhang and Lee, 2023). There is a
unique character of young people who make
up the majority of online insurance service
technology users in this research (see Table
3). Young people, who usually find it easier
to use technology (Naicker and Van Der
Merwe, 2018), do not just want to form their
intention to use applications without
accepting their attitudes. This is proven by
the fact that PEOU's influence has failed to
be proven to have a direct influence on BIU
and can only be realized if it is able to build
BIU revenue.

The discussion will focus on the
insignificance of the moderating effect of fear
of Covid 19 on the relationship between
attitudes and intentions and the direct
influence of PEOU on BIU in the context of
TAM, especially Covid-19 studies. Important
information that can be reported based on
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the insignificant role of fear of Covid-19
moderation is that the development of
behavior in post-Covid-19 shows that people
no longer involve their level of worry about
the troubling virus in 2020-2022. People have
a  supportive  attitude toward using
technology, so it raises the intention to use
technology not because it is caused by a fear
of being contaminated with Covid-19. This
means that people fear contracting Covid-19,
but it is not a reason to consider when
adopting  technology. The most vital
consideration is the usability of technology,
while ease of use (PEOU) is worth
considering if it can build people's attitudes.
The ease of using technology is not a
guarantee that people will immediately intend
to use it without an accepting attitude
towards the ease of using it.

Fear of being contaminated by the Covid-19
virus is also not a consideration for people in
forming intentions to use online service
technology. This is proven by the
insignificant direct influence of fear of Covid
on BIU.

The function of ATU is to evaluate user
attitudes whether favorable or unfavorable
towards technology (Cunying, 2023). The
role of ATU seems to be decisive as TAM's
mediation towards BIU after Covid-19, in
line with the research results of Al Amin et
al. (2022); Asma & Daniel, (2023); Limeng et
al. (2023); Pallavi & Arun (2023).

During Covid-19, PU and PEOU tend to
prove to be able to build attitudes (Ariffin et
al., 2021; Kejela and Porath, 2022), as well as
before Covid-19 (Buabeng-Andoh, 2018), but
not necessarily fully able to build intentions
during Covid-19 and Post Covid-19. PU is
better able to create intention than PEOU
(Camilleri and Falzon, 2021).



5. Conclusions

Managerial and Research Implications

This research reveals that people no longer
feel as panicked about Covid-19 as they did
at the beginning of Covid. Fear of the
dangers of the Covid-19 virus is not a reason
to form attitudes to influence their intention
to use technology, but rather consider the
usefulness of digital technology. It does not
exist because of the impact of psychological
pressure, such as fear, but based on logical
and realistic considerations about the benefits
of technology. This is an exciting lesson for
policymakers that, in developing digital
technology or online systems, it is better to
focus on the usefulness of technology and
ease of use to attract user attention.

Limitations and future lines of research

This study has a limitation in that it does not
detect the influence of PEOU on PU because
the role of PEOU in building attitudes and
intentions through PU is critical to detect.
Another limitation is that this study uses
existing scales. It is recommended for future
research to develop its measurement scale by
studying problems that have been formulated
as listed in Appendix 1.

References

Ahmet M., Lutfi S.,, & Harun S. (2022).
Moderator role of subjective well-being
in the impact of COVID-19 fear on
hotel employees’ intention to leave,
Journal of Human Resources in
Hospitality & Tourism, 21(1), 57-81,
doi: 10.1080/15332845.2022.2015232

Aiolfi, S. (2023). How shopping habits
change with artificial intelligence: smart
speakers' usage intention, Infernational
Journal — of  Retail & Distribution
Management, 51 (9/10), 1288-1312. doi:
10.1108/IJRDM-11-2022-0441

Aji, HM., Izra B., & Maizaitulaidawati Md.
H. (2020). COVID-19 and e-wallet
usage intention: A multigroup analysis
between Indonesia and Malaysia, Cogent

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37

Business & Management, 7:1,
doi: 10.1080/23311975.2020.1804181

Ajzen, I, (1991). The theory of planned
behavior. Organizational Behavior and
Human Decision Processes, 50(2),
179-211. doi: 10.1016/0749-
5978(91)90020-T

Alami, Y. and El Idrissi, 1. (2022). Students'
adoption of e-learning: evidence from a
Moroccan business school in the
COVID-19 era, Arab Gulf Journal of
Scientific Research, 40(1), 54-
78. doi: 10.1108/AGJSR-05-2022-0052

Al Amin, Md., Shamsul Arefin, Md., Shariful
Alam Md., & Tareq Faizur Rasul
(2022) Understanding the Predictors of

Rural Customers’ Continuance
Intention toward Mobile Banking
Services  Applications  during the

COVID-19 Pandemic, Journal of Global
Marketing,  35(4),  324-347.  doi:
10.1080/08911762.2021.2018750

AlHamad, A.Q.M. (2020). Acceptance of E-
learning among university students in
UAE: A practical study, International
Journal  of  Electrical — and — Computer
Engineering (IJECE) 10(4), 3660-3671,
doi: 10.11591/ijece. v10i4.pp3660-3671

Al-Hamad, M.Q., Hisham O.M.;, Ahmad
Q.M.A., Muhammad T.A., Barween H.
alk,, and Nazek Q.Al-H. (2021).
Investigating  students’  behavioral
intention to use mobile learning in
higher education in UAE during
Coronavirus-19 pandemic, International
Journal of Data and Network Science 5,
321-330, doi:
10.5267/j.ijdns.2021.6.001

Al-Swidi, A., Mohammed Rafiul Huque, S.,
Haroon Hafeez, M. and Noor Mohd
Shariff, M. (2014). The role of
subjective norms in theory of planned
behavior in the context of organic food
consumption, British Food Journal, 116
(10), 1561-1580.

Anas, M., Khan, M.N., Rahman, O. and
Uddin, S.M.F. (2022). Why consumers
behaved impulsively during COVID-19
pandemic?, South Asian  Journal  of


https://doi.org/10.1108/IJRDM-11-2022-0441
https://doi.org/10.1108/IJRDM-11-2022-0441

Yuliadewi, Kusuma and Atmaja | When Fear of Covid Is Not the Main Reason to Use Online Technology

Marketing, 3(1), 7-20. dot:
10.1108/SAJM-03-2021-0040
Anouze, A.L.M., and Alamro, A.S. (2020),

Factors affecting intention to use e-
banking in Jordan, International Journal of
Bank  Marketing, 38 (1),  86-
112. doi: 10.1108/IJBM-10-2018-0271
Arachchi, H.AD.M., Weerasiri, R.A.S. and
Mendis, T. (2022). Impact of perceived
corporate citizenship on purchase
intention: across the fear of COVID-
19 during the COVID-19 pandemic,
South Asian Journal of Marketing, 3 (1),

38-59. doi: 10.1108/SAJM-10-2021-
0117.
Ariffin, S.K.,, Abd Rahman, M.F.R.,

Muhammad, A.M., and Zhang, Q.
(2021), Understanding the consumer’s
intention to use the e-wallet services,
Spanish Journal of Marketing - ESIC, 25
(3), 446-461. doi: 10.1108/SJME-07-
2021-0138

Arpaci, 1. (2017).  Antecedents and
consequences of cloud computing
adoption in education to achieve
knowledge management. Computers in
Human Bebavior, 70(5), 382-390. doi:
10.1016/j.chb.2017.01.024.

Asma A., & Daniel B. (2023). Predicting
attitude, use, and future intentions with
translation websites through the TAM

multicultural  study
and South Korean

Computer  Assisted

doi:

framework: a
among  Saudi
language learners,
Langnage Learning,
10.1080/09588221.2023.2275141

Astari, A.A.E., Kerti Y, Ni Ny., Sukaatmadja,
LP.G., and Giantari, .G.AK. (2022).
Integration of technology acceptance
model (TAM) and theory of planned
behavior (TPB): An e-wallet behavior
with fear of covid-19 as a moderator
variable, International Journal of Data and
Network  Science 6. 1427-1436, doi:
10.5267/j.ijdns.2022.5.008

Awal, M.R., Arzin, T.A., Islam, M.M. and
Hasan, M.T. (2023). Understanding
railway passengers’ E-ticketing usage
intention in an emerging economic
context: application of an extended

29

technology acceptance model, Arab
Gulf Journal of Scientific Research, Vol.
ahead-of-print No. ahead-of-print. doi:
10.1108/AGJSR-12-2022-0294

Bashir, 1. and Madhavaiah, C. (2015),
Consumer attitude and behavioural
intention towards Internet banking
adoption in India, Journal of Indian
Business Research, 7 (1), 67-102. dot:
10.1108/JIBR-02-2014-0013

Buabeng-Andoh, C. (2018). Predicting
students’ intention to adopt mobile
learning: A combination of theory of
reasoned action and technology
acceptance model, Journal of Research in
Innovative Teaching & Learning, 11 (2),
178-191. doi: 10.1108/JRIT-03-2017-

0004
Camilleri, M.A., and Falzon, L. (2021).
Understanding motivations to use

online streaming services: integrating
the technology acceptance model
(TAM) and the uses and gratifications
theory (UGT), Spanish  Journal  of
Martketing - ESIC, 25 (2), 217-238. dot:
10.1108/STME-04-2020-0074

Camoiras-Rodriguez, Z., and Varela, C.
(2020). The influence of consumer
personality traits on mobile shopping
intention. Spanish Journal of Marketing -
ESIC, 24 (3), 331-353. doi:
10.1108/SJME-02-2020-0029

Chen, J.-F., Chang, J.-F., Kao, C.-W., and
Huang, Y.-M. (2016). Integrating ISSM
into TAM to enhance digital library
services: A case study of the Taiwan
Digital Meta-Library, The Electronic
Library, 34 (1), 58-73. doi: 10.1108/EL-
01-2014-0016

Chin, W. W. (1998). Commentary: Issues and
opinion  on  structural  equation
modeling. MILS qguarterly, vii-xvi.

Chunyan, X., Shulei J., & Chaozhu, H.
(2020). An Empirical Study on the

Factors  Affecting Elderly Users’
Continuance Intention of Shared
Nurses, Risk Management and Healthcare
Poliey, 13, 1849-1860, doi:
10.2147/RMHP.S261827


https://doi.org/10.1108/IJBM-10-2018-0271

Cunying, F. (2023). English learning
motivation with TAM: Undergraduates’
behavioral intention to use Chinese
indigenous social media platforms for
English learning, Cogent Social Sciences,
9:2, doi:
10.1080/23311886.2023.2260566

Davis, F. D. (1989), "Perceived Usefulness,
Perceived Ease of Use and User

Acceptance of Information
Technology," MLS Quarterly, 13, 3, 319-
340

Dwivedi, RK., Pandey, M., Vashisht, A,
Pandey, D.K. and Kumar, D. (2022).
Assessing behavioral intention toward

green hotels during COVID-19
pandemic: the moderating role of
environmental  concern, Journal  of

Tourism Futures, Vol. ahead-of-print No.
ahead-of-print. doi: 10.1108/JTF-05-
2021-0116

Dortling, D.F. and Godspower-Akpomiemie,
E. (2023). Investigating factors that
affect the willingness to adopt peer-to-
peer short-term insurance in South
Africa, Digital Transformation and Society,
Vol. ahead-of-print No. ahead-of-
print. doi: 10.1108/DTS-04-2023-0022

Eger, L., Kom arkov a, L., Egerov'a, D., and

Mi‘cik, M. (2021). The effect of
COVID-19 on consumer shopping
behaviour: Generational cohort

perspective, Journal of Retailing and
Consumer  Services, 61, 102542. doi:
10.1016/j.jretconser.2021.102542.

El Moussaoui, A.E., and Benbba, B. (2023).
Determinants of consumer's online
shopping intention during COVID-
19, Journal of Electronic Business & Digital
Economics, 2 1), 69-88. doi:
10.1108/JEBDE-01-2023-0002

Elhajjar,  S., and Ouaida, F. (2020). An
analysis of factors affecting mobile
banking adoption, International Journal of
Bank Marketing, 38 (2), 352-367. dot:
10.1108/1JBM-02-2019-0055

Elizabeth, K., and Rejoice, J.T.M., (2022).
Applying behavioral reasoning theory
to South African female consumers’
emerging apparel-shopping behavior

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37

30

during COVID-19, Journal of Global
Fashion Marketing, 13:3, 221-237, dot:
10.1080/20932685.2022.2033632

Emran, Al Mostafa, Ibrahim Arpaci, Said A.
Salloum.  (2019). An  empirical
examination of continuous intention to
use m-learning: An integrated model,
academia, doi:10.1007/s10639-019-
10094-2

Esawe, A.T. (2022), "Understanding mobile
e-wallet consumers’ intentions and user
behaviot", Spanish Journal of Marketing -
ESIC, 26 (3), 363-384. doi:
10.1108/SJME-05-2022-0105

Fishbein, M., & Ajzen, 1. (1975). Belief,
Attitude, Intention, and Bebavior: An
Introduction  to Theory —and  Research.
Reading, MA: Addison-Wesley.

Fishbein, M.E. (1967). Readings  in  Attitude

Theory — and — Measurement, Wiley, New
York.
Fornell, C., & Larcker, D. F. (1981).

Evaluating structural equation models
with  unobservable variables and
measurement error. Journal of marketing
research, 18(1), 39-50.

Foroudi, P., Palazzo, M. and Sultana,
A. (2021), Linking brand attitude to
word-of-mouth and revisit intentions
in the restaurant sector, British Food
Journal, 123 (13),  221-240. doi:
10.1108/BFJ-11-2020-1008

Francioni, B., Curina, 1., Hegner, S.M. and
Cioppi, M. (2022). Predictors of
continuance intention of online food
delivery services: gender as moderator,
International  Journal — of  Retail &
Distribution Management, 50 (12), 1437-
1457. doi: 10.1108/IJRDM-11-2021-

0537
Gaji¢, T. Petrovic, M.D., Blesi¢, I,
Radovanovid, M.M. and

Syromiatnikova, J.A. (2023). The power
of fears in the travel decision — covid-
19 against lack of money, Journal of
Tourism  Futures, 9 (1), 62-83. dot:
10.1108/JTF-03-2021-0064

Gastaldello, G., Streletskaya, N. and
Rossetto, L. (2023). Glass half-full? A
comprehensive PLS-SEM approach to


https://doi.org/10.1108/SJME-05-2022-0105
https://doi.org/10.1108/SJME-05-2022-0105
https://www.emerald.com/insight/search?q=Maria%20Palazzo

Yuliadewi, Kusuma and Atmaja | When Fear of Covid Is Not the Main Reason to Use Online Technology

explore the pandemic’s effect on wine
tourism intentions, International Journal
of Wine Business Research, 35 (2), 322-
345. doi:  10.1108/IJWBR-03-2022-
0011

Gebert-Persson,  S., Gidhagen, M., Sallis,
J.E. and Lundberg, H. (2019), Online
insurance claims: when more than trust
matters, International  Journal of Bank

Marketing, 37  (2), 579-594. doi:
10.1108/1JBM-02-2018-0024
Gowanit, C., Thawesaengskulthai, N,

Sophatsathit, P.
(2016), Mobile

and Chaiyawat, T.

claim management
adoption in  emerging insurance
markets: An exploratory study in
Thailand, International Journal of Bank
Marketing, 34 (1), 110-130. doi:
10.1108/IJBM-04-2015-0063

Gunawan, W., Sofia, A., and Andreas,W.
(2019). Factors Affecting Acceptance
of Mobile Health Insurance in
Indonesia: TAM Applicability,
International Journal of Advanced Trends in
Computer Science and Engineering, 8 (6),

3004-3011.
Hair, J.F., Ringle, C.M., & Sarstedt, M.
(2011). PLS-SEM: Indeed a silver

bullet. Journal of Marketing Theory and
Practice, Vol. 19 (2), 139-151.

Hair, Jr., JF, Black, WC, Babin, BJ, Anderson,
RE, Tatham, RIL. (2006) Multivariate
data analysis (6 th Ed.) Upper Saddle
River, NJ: Pearson-Prentice Hall

Hanafiah, M.H., Md Zain, N.A., Azinuddin,
M. and Mior Shariffuddin, N.S. (2021),
"I'm afraid to travell Investigating the
effect of perceived health risk on
Malaysian  travellers' post-pandemic
perception and future travel
intention", Journal of Tourism: Futures,
Vol. ahead-of-print No. ahead-of-
print. doi: 10.1108/JTF-10-2021-0235

Handayati, P., and Novi, T. (2023).The
Intention to Use Mobile Payment
during the Covid-19 Pandemic: The
Mediating Role of Attitude, Jurnal
Pendidikan — Efkonomi  Dan  Bisnis
(JPEB) 11.01. 42-50. doi:
10.21009/JPEB.011.1.4

31

Hanaysha, J. R., Chen, C. L., Rahim, N. F. A,
Salamzadeh, Y., & Hasouneh, L. O.
(2023).  Determinants of  Online
Purchase Intention Toward Life
Insurance in Malaysia: Moderating Role
of Trust. [indal  Journal —of Business
Research, 12(2), 233-250. doi:
10.1177/22786821231189377

Harryanto, M.M., and Ansari, S.A. (2018).
Application of TAM model to the use
of information technology, International
Journal of Engineering & Technology, 7
(2.9), pp. 37-40

Hasan, A.A.-T. (2022). "Determinants of
intentions to use foodpanda mobile
applications in Bangladesh: the role of
attitude and fear of COVID-19", South
Asian Journal of Marketing, Vol. ahead-

of-print No. ahead-of-print.  doi:
10.1108/SAJM-10-2021-0123.
Hasan, A.A.-T.(2023). Determinants of

intentions to use the foodpanda mobile
application in Bangladesh: the role of
attitude and fear of COVID-19, Souzh
Asian Journal of Marketing, 4 (1), 17-
32. doi: 10.1108/SAJM-10-2021-0123
Hattami, ALH.M. (2021). Determinants of
intention to continue usage of online
shopping under a pandemic: COVID-
19, Cogent Business & Management, 8:1,
doi: 10.1080/23311975.2021.1936368
Hazem R.G., & Lamiaa M.H. (2022). Using
mobile health apps during the Covid-
19 pandemic in a developing country
for business sustainability, Cogent
Business & Management, 9:1, dot:
10.1080/23311975.2022.2152648
Henseler, J., Ringle, C. M., & Sinkovics, R. R.
(2009). The use of partial least squares

path  modeling in  international
marketing.  In New  challenges 1o
international — marketing 20, 277-319.

Emerald Group Publishing Limited.
Himel, M.T.A., Ashraf, S., Bappy, T.A., Abir,
M.T., Motshed, M.K. and Hossain,
MN. (2021). Users' attitude and
intention to use mobile financial
services in Bangladesh: an empirical
study, South Asian Journal of Marketing, 2


https://doi.org/10.1177/22786821231189377
https://doi.org/10.1177/22786821231189377
https://www.emerald.com/insight/search?q=Abdulla%20Al-Towfiq%20Hasan
https://www.emerald.com/insight/publication/issn/2719-2377
https://www.emerald.com/insight/publication/issn/2719-2377
https://doi.org/10.1108/SAJM-10-2021-0123
https://doi.org/10.1108/SAJM-10-2021-0123

(1), 72-96. doi:
2021-0015

Janet, M., and Sylvain, C. (2022) Consumer
perceptions about food retail and
services during the first wave of
COVID-19 in Canada: An exploratory
study, Cogent  Social — Sciences, 8:1, dot:
10.1080/23311886.2022.2072556

Jian, Y., Yu, LY., Yang, M.X. and Zeng, K J.
2020. The impacts of fear and
uncertainty of  COVID-19  on
environmental concerns, brand trust,
and behavioral intentions toward green
hotels, Sustainability, 12 (20), 8688.

Jorge de, A-S., & Jaume G-A. (2023)
Assessing  Attitude and Behavioral
Intention toward Chatbots in an
Insurance Setting: A Mixed Method
Approach,  International  Journal  of
Human—Computer — Interaction, doi:
10.1080/10447318.2023.2227833

Kampa, R.K. (2023). Combining technology
readiness and acceptance model for
investigating the acceptance of m-
learning in  higher education in
India, Asian  Association — of  Open
Universities Journal, Vol. ahead-of-print
No. ahead-of-print. doi:
10.1108/AAOUJ-10-2022-0149

Kashive, N., Powale, L. and Kashive, K.
(2021). Understanding user perception
toward artificial intelligence  (AI)
enabled e-learning, International Journal
of Information and 1earning Technology, 38
(1), 1-19. doi: 10.1108/IJILT-05-2020-
0090

Kejela, A.B. and Porath, D. (2022). Influence
of attitude on mobile banking
acceptance and factors determining
attitude of end-users in
Ethiopia, Journal of Internet and Digital
Economices, 2 (1), 68-88. doi:
10.1108/JIDE-08-2021-0007

Kim, J.-H.,Kim, M., Park, M. and Yoo,

10.1108/SAJM-02-

J. (2021). How interactivity and
vividness influence consumer virtual
reality — shopping  experience: the

mediating role of telepresence, Journal
of Research in Interactive Marketing, 15 (3),

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37

32

502-525. doi: 10.1108/JRIM-07-2020-

0148

Laksamana, P., Suharyanto, S.and Cahaya,
Y.F. (2022). Determining factors of
continuance intention in  mobile
payment: fintech industry
perspective, Asia  Pacific ~ Journal  of

Marketing and Logistics, Vol. ahead-of-

print  No.  ahead-of-print. doi:
10.1108/APJML-11-2021-0851
Lee, C.-Y.(2023). An investigation of

purchase behavior on spillover-effect
health insurance: using an extended
TAM, International Journal of
Pharmacentical and Healthcare Marketing,
17 (1), 38-54. doi: 10.1108/1JPHM-10-
2020-0094

Lee, C.-Y.,Tsao, C.-H.and Chang, W.-
C. (2015), "The relationship between
attitude toward using and customer
satisfaction with mobile application
services: An empirical study from the
life insurance industry", Journal  of
Enterprise Information Management, 28 (5),

680-697. doi:  10.1108/JEIM-07-2014-
0077

Legramante, D., Azevedo, A.and Azevedo,
J.M. (2023).  Integration  of  the

technology acceptance model and the

information systems success model in

the analysis of Moodle's satisfaction

and continuity of use, International
Journal  of  Information and — Learning
Technology, Vol. ahead-of-print No.
ahead-of-print. doi: 10.1108/IJILT-12-
2022-0231

Leon, S. (2018).Service mobile apps: a
millennial ~ generation  perspective,
Industrial Management & Data  Systems,
118 ), 1837-1860. doi:
10.1108/IMDS-10-2017-0479

Limeng, C., Jian, X., & Shanliang, Li. (2023)
Investigating the Intention to Adopt
Telecommuting during COVID-19
Outbreak: An Integration of TAM and
TPB with Risk Perception, International
Journal of Human—Computer Interaction,
39:18, 3516-3520, doi:
10.1080/10447318.2022.2098906


https://doi.org/10.1108/AAOUJ-10-2022-0149
https://doi.org/10.1108/AAOUJ-10-2022-0149
https://doi.org/10.1108/JIDE-08-2021-0007
https://doi.org/10.1108/JIDE-08-2021-0007
https://www.emerald.com/insight/search?q=Jung-Hwan%20Kim
https://www.emerald.com/insight/search?q=Minjeong%20Kim
https://www.emerald.com/insight/search?q=Minjung%20Park
https://www.emerald.com/insight/search?q=Jungmin%20Yoo
https://www.emerald.com/insight/search?q=Jungmin%20Yoo
https://doi.org/10.1108/JRIM-07-2020-0148
https://doi.org/10.1108/JRIM-07-2020-0148
https://www.emerald.com/insight/search?q=Patria%20Laksamana
https://www.emerald.com/insight/search?q=Suharyanto%20Suharyanto
https://www.emerald.com/insight/search?q=Yohanes%20Ferry%20Cahaya
https://www.emerald.com/insight/search?q=Yohanes%20Ferry%20Cahaya
https://www.emerald.com/insight/publication/issn/1355-5855
https://www.emerald.com/insight/publication/issn/1355-5855
https://doi.org/10.1108/APJML-11-2021-0851
https://doi.org/10.1108/APJML-11-2021-0851
https://doi.org/10.1108/IMDS-10-2017-0479
https://doi.org/10.1108/IMDS-10-2017-0479

Yuliadewi, Kusuma and Atmaja | When Fear of Covid Is Not the Main Reason to Use Online Technology

Mailizar, A.A., and Suci, M. (2020).
Examining Teachers Behavioral
Intention to Use E-learning in
Teaching of Mathematics An Extended
TAM Model, Contemporary Educational
Technology ep298,
doi:10.30935/cedtech/9709

Mailizar., and Rahmah J. (2020). Examining
Students’ Intention to Use Augmented
Reality in a Project-Based Geometry
Learning Environment, International
Journal of Instruction, 14(2), 773-790. dot:
10.29333/iji.2021.14243a

Massimiliano, V., Chiara, C., Rosangela, I. &
Roberto, P. (2023). How does it fear?
Exploring the role of emotion and
cognition in the entrepreneurship
education-entrepreneurial intention
link, Studies in  Higher ~Education, doi:
10.1080/03075079.2023.2255216

Mei-Fang, C., (2016). Impact of fear appeals
on pro-environmental behavior and
crucial determinants, International Journal
of Adyertising, 35:1, 74-92, doi:
10.1080/02650487.2015.1101908

Meri, P., Kaisa, S., Frank, M., Mia, S., &
Nelli, H. (2023) Basic psychological
needs, quality of motivation, and
protective  behavior intentions: a
nationally representative survey study,
Health Psychology and Bebavioral Medicine,
11:1,
doi:10.1080/21642850.2023.2257295

Mew, J. and Elena, M. 2021. Mobile wallets:
key drivers and deterrents of
consumers’ intention to adopt, The
International ~ Review  of  Retail,
Distribution and Consumer Research, 31:2,
182-210, doi:
10.1080/09593969.2021.1879208

Mohsen G., and Seyedeh, OM,S.P. (2020).
Adoption  of  Mobile insurance
technology using TAM: A Case Study,
International  Journal — of  Industrial
Engineering & Management Science, 8, (2),
45-54

Mohamed, R., M.I, Muhammed Rijah,
U.L. and Rameez, A. (2022), Students'
attitudes on the use of Zoom in higher
educational institutes of Sri

33

Lanka, Asian  Association — of  Open
Universities Journal, 17 (1), 37-52. dot:
10.1108/AAOUJ-11-2021-0130
Mohammadi, H. (2015). Investigating users’
perspectives on  e-learning:  An
integration of TAM and IS success
model, Computers in Human Behavior 45
359-374, doi:
10.1016/j.chb.2014.07.044
Mohammadi, H. (2015). A study of mobile
banking wusage in Iran, International
Journal of Bank Marketing, 33 (6), 733-
759. doi: 10.1108/IJBM-08-2014-0114
Mohammadi, H. (2015). A study of mobile
banking wusage in Iran, International
Journal of Bank Marketing, 33 (6), 733-
759. doi: 10.1108/IJBM-08-2014-0114

Myoung-Gi, C., & Hyojung, P. (2021).
Predicting ~ Public =~ Support  for
Government Actions in a Public
Health Crisis: Testing Fear,

Organization-Public Relationship, and
Behavioral Intention in the Framework
of the Situational Theory of Problem
Solving, Health Communication, 36(4),

476-480, doi::
10.1080/10410236.2019.1700439
Naicker, V. and Van Der Merwe,

D.B. (2018), Managers’ perception of
mobile technology adoption in the Life
Insurance industry, Information
Technology & People, 31 (2), 507-526. doi:
10.1108/TTP-09-2016-0212

Negm, E. (2023). Internet of Things (IoT)
acceptance  model = —  assessing
consumers'  behavior toward the
adoption intention of 10T, Arab Guilf
Journal of Scientific Research, Vol. ahead-
of-print ~ No.  ahead-of-print. doi:
10.1108/AGJSR-09-2022-0183

Ngoc, A.M., Nishiuchi, H. and Nhu, N.T.
(2023), "Determinants of cartiers'
intentions to use electric cargo vehicles
in last-mile delivery by extending the
technology acceptance model: a case
study of Vietnam", The International
Journal of Logistics Management, 34 (1),.
210-235. doi: 10.1108/IJL.M-12-2021-
0566


http://dx.doi.org/10.29333/iji.2021.14243a
https://www.emerald.com/insight/search?q=Hossein%20Mohammadi
https://www.emerald.com/insight/publication/issn/0265-2323
https://www.emerald.com/insight/publication/issn/0265-2323
https://doi.org/10.1108/IJBM-08-2014-0114
https://www.emerald.com/insight/search?q=Hossein%20Mohammadi
https://www.emerald.com/insight/publication/issn/0265-2323
https://www.emerald.com/insight/publication/issn/0265-2323
https://doi.org/10.1108/IJBM-08-2014-0114
https://doi.org/10.1108/IJLM-12-2021-0566
https://doi.org/10.1108/IJLM-12-2021-0566

Nguyen, G-D., & Minh-Tri, H. (2021). The
role of user adaptation and trust in
understanding continuance intention
towards mobile shopping: An extended
expectation-confirmation model, Cogent
Business & Management, 8:1, doi:
10.1080/23311975.2021.1980248

Nikou, S.,De Reuver, M. and Mahboob,
K.M. (2022). Workplace  literacy
skills—how information and digital
literacy affect adoption of digital
technology, Journal of Documentation, 78
(7), 371-391. doi: 10.1108/JD-12-2021-
0241

Nikou, S.and Maslov, 1. (2021). An analysis
of students' perspectives on e-learning
participation — the case of COVID-19
pandemic, International ~— Journal of
Information and 1earning Technology, 38
(3), 299-315. doi: 10.1108/IJILT-12-
2020-0220

Nunnally, J. (1978). Psychometric Theory
(Vol. 2). New York: McGraw-Hill.

Oertzen, A-S. and Odekerken-Schroder,
G. (2019). "Achieving continued usage
in online banking: a post-adoption
study", International ~ Journal —of Bank

Marketing, 37 (6), 1394-1418. doi:
10.1108/1JBM-09-2018-0239

Oloveze, A.O., Ogbonna, C., Ahaiwe,
E.and Ugwu, P.A.(2022). "From

offline shopping to online shopping in
Nigeria:  evidence from  African
emerging economy", IIM Ranchi Journal
of Management Studzes, 1 (1), 55-68. doi:
10.1108/IRJMS-08-2021-0110

Pallavi D., & Arun K. (2023). The impact of
Digital Marketing and Promotional
Strategies on attitude and purchase
intention towards financial products
and service: A Case of emerging
economy, Journal of Marketing
Commaunications, 29:4, 403-430, doi:
10.1080/13527266.2022.2032798

Prince C.A., Fang J., Nora BK, & Li
Li., (2020). COVID-19:  fear appeal
favoring purchase behavior towards
personal  protective equipment, The
Service  Industries  Journal, 40:7-8, 471-

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37

34

490, doi:: 10.1080/02642069.2020.1751
823

Rahman, K.T. and Arif, M.Z.U. (2021).
Impacts of binge-watching on netflix
during the COVID-19 pandemic, Souzh
Asian Journal of Marketing, 2 (1), 97-112.

Rivera, M., Gregory, A. and Cobos, L. (2015).
Mobile application for the timeshare
industry: The influence of technology
experience, usefulness, and attitude on
behavioral  intentions,  Jouwrnal  of
Hospitality and Tourism Technology, 6 (3),
242-257. doi: 10.1108/JHTT-01-2015-
0002

Rizkitysha, T.I.. and Hananto, A. (2022). Do
knowledge, perceived usefulness of
halal label and religiosity affect attitude
and intention to buy halal-labeled
detergent?, Journal of Islamic Marketing,
13 (3), 649-670. doi: 10.1108/JIMA-
03-2020-0070

Safari, K., Bisimwa, A. and Buzera, A.M.
(2022). Attitudes and intentions toward
internet banking in an underdeveloped
financial sector, PSU Research Review, 6
(1), 39-58. doi: 10.1108/PRR-03-2020-
0009

Saheb, T., Cabanillas, F.J.L. and Higueras,
E. (2022). The risks and benefits of
Internet of Things (IoT) and their
influence on smartwatch use, Spanish
Journal of Marketing - ESIC, 26 (3), 309-
324. doi: 10.1108/SJME-07-2021-0129

Sakaya, A.]. (2023). Fear of COVID-19 and
green bank service purchase intention:
the mediating effect of customer
empowerment and customers’
perceived value of digital service
transactions. _Arab  Gulf = Journal  of
Scientific Research, 41 (4), 486-507. doi:
10.1108/AGJSR-08-2022-0137

Abdul Sathar, M.B., Rajagopalan, M., Naina,
S.M. and Parayitam, S. (2023), "A
moderated-mediation model of
petceived enjoyment, security and trust
on customer satisfaction: evidence
from banking industry in India. Journal
of Asia Business Studies, 17 (3), 656-679.
doi: 10.1108/JABS-03-2022-0089.


https://doi.org/10.1108/IJILT-12-2020-0220
https://doi.org/10.1108/IJILT-12-2020-0220
https://doi.org/10.1108/IRJMS-08-2021-0110
https://doi.org/10.1108/IRJMS-08-2021-0110
https://www.emerald.com/insight/search?q=Talita%20Leoni%20Rizkitysha
https://www.emerald.com/insight/search?q=Arga%20Hananto
https://doi.org/10.1108/JIMA-03-2020-0070
https://doi.org/10.1108/JIMA-03-2020-0070
https://doi.org/10.1108/AGJSR-08-2022-0137

Yuliadewi, Kusuma and Atmaja | When Fear of Covid Is Not the Main Reason to Use Online Technology

Shaker, A.K., Mostafa, R.H.A. and Elseidj,
R.I. (2023). Predicting intention to
follow online restaurant community
advice: a trust-integrated technology
acceptance model, Ewropean Journal of

Management and Business Economics, 32
(2), 185-202. doi: 10.1108/EJMBE-01-

2021-0036
Sinurat, E.M., and Sugiyanto, L.B (2022).
Pengaruh Perceived Usefulness,

Perceived Ease Of Use Dan Promosi
Penjualan Melalui Mediasi  Attitude
Toward Using Dan Perceived Security
Terhadap Behavioral Intention To Use
(Studi Empiris:  Pengguna Mobile
Wallet Di Jakarta), Business Management
Journal  18(1): 17 - 35. dot:
10.30813/bmj.v18i1.2820

RS. and Ahmed, M. (2022).
Investigating young consumers’ online
buying  behavior in COVID-19
pandemic: perspective of Bangladesh,
IIM  Ranchi Journal of Management

Sumi,

Studies, 1 (2), 108-123.  doi:
10.1108/IRJMS-09-2021-0127
Tatiyaporn J.M.d.,Karim, R., Bruce , P., &

Pornpisanu, P.(2023). Pandemic travel
fear, travel intention, and self-
protection intention of  Chinese
residents: an application of protection
motivation theory, Asia Pacific Journal of
Tourism  Research, 289, 1019-1030,
doi:10.1080/10941665.2023.2282982
AT, & Thi, HMT. (2021).
Understanding behavioral intention to
use mobile wallets in vietnam:
Extending the tam model with trust
and enjoyment, Cogent Business &
Management, 8:1, DOLI:
10.1080/23311975.2021.1891661
Trinh, H.N., Tran, H.H. and Vuong,
D.H.Q. (2020).  Determinants  of
consumers’ intention to use credit card:
a perspective of multifaceted perceived
risk, Asian  Journal of Economics  and
Banking, 4 3, 105-120. doi:
10.1108/AJEB-06-2020-0018
Upadhyay, A.K., Khandelwal, K., Nandan,
T. and Mishra, P. (2018). Sales
technology usage: Modeling the role of

To

b

35

support service, peer usage, perceived
usefulness and attitude, Asia  Pacific
Journal of Marketing and Logistics, 30 (1),
257-271.  doi:  10.1108/APJML-01-
2017-0001
Venkatesh, V., Davis, F. (2000). A theoretical
extention of the technology acceptance
model: four longitudinal field studies,
Management Science 46 (2), 186—204.
Wang, S, Li, J.and Zhao, D. (2017).
Understanding the intention to use
medical big data processing technique
from the perspective of medical data
analyst, Information Discovery and Delivery,
45 (4), 194-201. doi: 10.1108/IDD-03-
2017-0017
William, G., and Miharni T. (2020). Persepsi
Kegunaan Dan  Promosi  Untuk
Memprediksi Niat Penggunaan E-
Wallet: ~ Sikap ~ Sebagai ~ Variabel
Mediatot, Jurnal Muara Ilmn  Ekonomi
dan  Bisnis 5.1 (2021):  74-88. dot:
10.24912/jmieb.v5i1.9997
Winarno, W.A., Imam, M., Trias, W.P.
(2021). Perceived Enjoyment,
Application Self-efficacy, and
Subjective Norms as Determinants of
Behavior Intention in Using OVO
Applications, Journal of Asian Finance,
Economics and Business 8 (2), 1189-1200
M.Y., and Shu-Chen, L. (2011).
Consumers’ behavioral intention to use
internet shopping: an integrated model
of TAM and TRA, Journal of Statistics
and Management Systems, 14:2, 375-392,
doi: 10.1080/09720510.2011.10701561
K. and Huang, G. (2020). Exploring
consumers’ intent to use smart libraries
with technology acceptance model, The
Electronic Library, 38(3), 447-461. dot:
10.1108/E1-08-2019-0188
Yue, Z., Hui, Y., Peng, C. & Adeel, L. (2020).
Predicting consumers’ intention to
consume poultry during an H7N9
emergency: an extension of the theory
of planned behavior model, Human and
Ecological ~ Risk — Assessment: — An
International Journal, 26:1, 190-
211, doi: 10.1080/10807039.2018.1503
931

W,

Yu

bl


https://doi.org/10.1108/EJMBE-01-2021-0036
https://doi.org/10.1108/EJMBE-01-2021-0036
https://www.emerald.com/insight/search?q=Ashwani%20Kumar%20Upadhyay
https://www.emerald.com/insight/search?q=Komal%20Khandelwal
https://www.emerald.com/insight/search?q=Tanuj%20Nandan
https://www.emerald.com/insight/search?q=Tanuj%20Nandan
https://www.emerald.com/insight/search?q=Prashant%20Mishra
https://www.emerald.com/insight/publication/issn/1355-5855
https://www.emerald.com/insight/publication/issn/1355-5855
https://doi.org/10.1108/APJML-01-2017-0001
https://doi.org/10.1108/APJML-01-2017-0001
https://www.emerald.com/insight/search?q=Shanyong%20Wang
https://www.emerald.com/insight/search?q=Jun%20Li
https://www.emerald.com/insight/search?q=Dingtao%20Zhao
https://www.emerald.com/insight/publication/issn/2398-6247
https://doi.org/10.1108/IDD-03-2017-0017
https://doi.org/10.1108/IDD-03-2017-0017
https://www.emerald.com/insight/search?q=Kaijun%20Yu
https://www.emerald.com/insight/search?q=Gang%20Huang
https://www.emerald.com/insight/publication/issn/0264-0473
https://www.emerald.com/insight/publication/issn/0264-0473
https://doi.org/10.1108/EL-08-2019-0188
https://doi.org/10.1108/EL-08-2019-0188

Zahed Ghaderi, C., Michael, H. & Luc,
B.(2023) Quarantine hotel employees’
protection motivation, pandemic fear,
resilience and behavioural intention,
Current Issues in Tourism, 26(5), 681-691,
doi:10.1080/13683500.2022.2080649

The Asian Journal of Technology Management V'ol. 17 No. 1 (2024): 14-37

0067

Zhang, X.Y. and Lee, S.Y. (2023). A research

on users' behavioral intention to adopt

Appendix 1.
JKN Mobile Application User Meaning Formulation

Internet of Things (IoT) technology in
the logistics industry: the case of
Cainiao Logistics Network, Journal of
International 1ogistics and Trade, 21 (1),
41-60. dot:

10.1108/JIL.T-11-2022-

Meaning Formulation and

No  Complaint Statement Coding

1 The application is very complicated. You can't log in (PEOU: Perceived Ease of Use)
because you forgot your password, but when you want to
change it, it still can't because the number registered
doesn't match the current name. Try changing the data
through the call center 165, I was told to go through the
JKN mobile application, keep circling like that.
Application does not make it easier, even make it more
difficult... (PEU Code)

2 There is no option to reactivate membership after 21 e (PU: Perceived
years. (PU Code) Even though many steps have been  Usefulness)
explained in the online news, when opened, it does not e (PEOU: Pervceived Ease
match the flow at all, even the options. (PEU Code) So are 5/ U
the services on WhatsApp. Please fix it immediately.

3 Just want to verify is difficult, cellphone numbers can't e (PEOU: Perceived Ease
wotk. (PEU Code) How can you use it, if every time you of Use)
want to use the feature, you need to log in. It can't be o (A: Attitude Forward
done right away, it's difficult to verify. Why is it easier to Using)
verify food apps? (Code A)

4 The application is less practical, (PU Code), and too much e (PU: Perceived
content is loaded. The article menu section should have  Usefulness)
been omitted, overloading applications and connections. e (PEOU: Perceived Ease
(PEU Code) As a result, there are often repeated "offline" of Use)
errors during registration. Please fix it again, as the users
are mostly the elderly.

5 The application is not a good version now (PU Code). Just e (A: Attitnde Forward
wanting to log in is very difficult (PEU Code) has entered  Using)
complete data such as kk number, name, nik number, date o (PU: Perceived
of birth, captcha, even can't log in... have reinstalled the Usefilness)
application, still the same result (Code S) ° (PEOU: Perceived Ease

of Use)
6 The system often shows errors and is complicated, when

you want to register for advanced health facilities services
to get queue numbers, you can't even get it (PEU Code),
even though it has been updated and uninstalled.
Sometimes, even the queue number cannot be seen again

(PU Code)

o (PEU: Perceived Ease of
Use)

° (PU:
Usefulness)

Perceived
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No  Complaint Statement

Meaning Formulation and

Coding

7 Useless.. (PU Code) Updated instead of making it easier
but complicating it (PEU Code), surprisingly, if you want
to register to a referral hospital, you have to enter a phone
number, after the data is filled in all by sucking up several
thousand credits, you still can't register because there is no
medical record he said, So what is the benefit of this
application?? (Code A)

° (PU: Perceived
Usefulness)

L (PEOU: Perceived Ease
of Use)

° (A: Attitude  Forward
Using)

Source: Mobite JKIN Homepage, 2023
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