[@10se)

Hak cipta dan penggunaan kembali:

Lisensi in1i mengizinkan setiap orang untuk menggubah,
memperbaiki, dan membuat ciptaan turunan bukan untuk
kepentingan komersial, selama anda mencantumkan nama
penulis dan melisensikan ciptaan turunan dengan syarat
yang serupa dengan ciptaan asli.

Copyright and reuse:

This license lets you remix, tweak, and build upon work
non-commercially, as long as you credit the origin creator
and license it on your new creations under the identical
terms.

Team project ©2017
Dony Pratidana S. Hum | Bima Agus Setyawan S. IIP



DAFTAR PUSTAKA

Amoroso, D.'L., & Magnier-Watanabe, R. (2012). Building a research model for
mobile wallet consumer adoption: The case of mobile Suica in Japan. Journal
of Theoretical and Applied Electronic Commerce Research, 7(1), 94-110.
https://doi.org/10.4067/S0718-18762012000100008

Barkhordari, M., Nourollah, Z., Mashayekhi, H., Mashayekhi, Y., & Ahangar, M.
S. (2017). Factors influencing adoption of e-payment systems: an empirical
study on Iranian customers. Information Systems and E-Business Management,
15(1), 89-116. https://doi.org/10.1007/s10257-016-0311-1

Chen, L. da. (2007). A model of consumer acceptance of mobile payment.
International  Journal of Mobile Communications, 6(1), 32.
https://doi.org/10.1504/ijmc.2008.015997

Cheong, J., & Park, M. C. (2005). Mobile internet acceptance in Korea. Internet
Research, 15(2), 125-140. https://doi.org/10.1108/10662240510590324

Chong, A. Y.L.,Chan,F.T.S., & Ooi, K. B. (2012). Predicting consumer decisions
to adopt mobile commerce: Cross country empirical examination between
China and = Malaysia. Decision = Support = Systems, 53(1), 34-43.
https://doi.org/10.1016/j.dss.2011.12.001

Dal, H., & Palvi, P. C. (2009). Mobile commerce adoption in China and the United
States. ACM SIGMIS Database, 40(4), 43.
https://doi.org/10.1145/1644953.1644958

Davis, F. D. (1989). Perceived Usefulness, Perceived Ease of Use, and User
Acceptance of Information Technology. MIS Quarterly, 13(3), 3109.
https://doi.org/10.2307/249008

Davis, F. D. (2014). Information Technology Introduction. MIS Quarterly, 13(3),
319-340.

Hidayanto, A. N., Hidayat, L. S., Sandhyaduhita, P. I., & Handayani, P. W. (2015).

Pengaruh perceived ease..., Richard Crishtofer, FB UMN, 2019



Examining the relationship of payment system characteristics and behavioural
intention in e-payment adoption: a case of Indonesia. International Journal of
Business Information Systems, 19(1), 58.
https://doi.org/10.1504/ijbis.2015.069065

Hill, R. J., Fishbein, M., & Ajzen, I. (1977). Belief, Attitude, Intention and Behavior:
An Introduction to Theory and Research. Contemporary Sociology, 6(2), 244.
https://doi.org/10.2307/2065853

Howard, Y., & Corkindale, D. (2008). Towards An Understanding of The
Behavioural Intention To Use Online News Services. Internet Research, 18(3),
pp286-312.

Kim, C., Mirusmonov, M., & Lee, I. (2010). An empirical examination of factors
influencing the intention to use mobile payment. Computers in Human
Behavior, 26(3), 310-322. https://doi.org/10.1016/j.chb.2009.10.013

Kim, C., Tao, W., Shin, N., & Kim, K. S. (2010). An empirical study of customers’
perceptions of security and trust in e-payment systems. Electronic Commerce
Research and Applications, 9(1), 84-95.
https://doi.org/10.1016/j.elerap.2009.04.014

Kim, H. bumm, Kim, T. (Terry), & Shin, S. W. (2009). Modeling roles of subjective
norms and eTrust in customers’ acceptance of airline B2C eCommerce
websites. Tourism Management, 30(2), 266-277.
https://doi.org/10.1016/j.tourman.2008.07.001

Kim, T., Seo, H., Cheol Kim, M., & Chang, K. (2014). Customer productivity in
technology-based self-service of virtual golf simulators. International Journal
of Sports Marketing and Sponsorship, 16(1), 19-34.
https://doi.org/10.1108/1JSMS-16-01-2014-B003

Lai, P. (2017). the Literature Review of Technology Adoption Models and Theories
for the Novelty Technology. Journal of Information Systems and Technology
Management, 14(1), 21-38. https://doi.org/10.4301/s1807-
17752017000100002

Pengaruh perceived ease..., Richard Crishtofer, FB UMN, 2019



Li, Y., Duan, Y., Fu, Z., & Alford, P. (2012). An empirical study on behavioural
intention to reuse e-learning systems in rural China. British Journal of
Educational - Technology, 43(6), 933-948. https://doi.org/10.1111/j.1467-
8535.2011.01261.x

Liébana-Cabanillas, F. J., Sanchez-Fernandez, J., & Mufoz-Leiva, F. (2014). Role
of gender on acceptance of mobile payment. Industrial Management and Data
Systems, 114(2), 220-240. https://doi.org/10.1108/IMDS-03-2013-0137

Lin, H. F. (2011). An empirical investigation of mobile banking adoption: The
effect of innovation attributes and knowledge-based trust. International
Journal of Information Management, 31(3), 252-260.
https://doi.org/10.1016/j.ijinfomgt.2010.07.006

Lu, Y., Yang, S., Chau, P. Y. K., & Cao, Y. (2011). Dynamics between the trust
transfer process and intention to use mobile payment services: A cross-
environment perspective. Information and Management, 438(8), 393-403.
https://doi.org/10.1016/j.im.2011.09.006

Luarn, P., & Lin, H. H. (2005). Toward an understanding of the behavioral intention
to use mobile banking. Computers in Human Behavior, 21(6), 873-891.
https://doi.org/10.1016/j.chb.2004.03.003

Mallat, & Tuunainen. (2008). Exploring Merchant Adoption of Mobile Payment
Systems: An  Empirical Study. E-Service Journal, 6(2), 24.
https://doi.org/10.2979/esj.2008.6.2.24

Magableh, M., Masa’deh, R. M. T., Shannak, R. O., & Nahar, K. M. (2015).
Perceived Trust and Payment Methods: An Empirical Study of MarkaVIP
Company. International Journal of Communications, Network and System
Sciences, 08(11), 409-427. https://doi.org/10.4236/ijcns.2015.811038

Megadewandanu, S., Suyoto, & Pranowo. (2017). Exploring mobile wallet
adoption in Indonesia using UTAUT2: An approach from consumer
perspective. Proceedings - 2016 2nd International Conference on Science and
Technology-Computer, ~ ICST = 2016, (February ~ 2018), 11-16.
https://doi.org/10.1109/ICSTC.2016.7877340

Pengaruh perceived ease..., Richard Crishtofer, FB UMN, 2019



Mellarkod, V., Appan, R., Jones, D. R., & Sherif, K. (2007). A multi-level analysis
of factors affecting software developers’ intention to reuse software assets: An
empirical investigation. Information and Management, 44(7), 613-625.
https://doi.org/10.1016/j.im.2007.03.006

Moore, G. C., Benbasat, |., Information, S., September, N., & Moore, G. C. (1991).
Development of an Instrument to Measure the Perceptions of Adopting an
Information Technology Innovation Stable URL:
http://www .jstor.org/stable/23010883 Linked references are available on
JSTOR for this article : of an Instrument to Measure the Percepti. Information
Systems Research, 2(3), 192-222.

Myoung-Soo, K., & Jae-Hyeon, A. (2006). Comparison of Trust Sources of an
Online Market-Maker in the E-Marketplace: Buyer’S and Seller’S
Perspectives. Journal of Computer Information Systems, 47(1), 84-94.
Retrieved from http://0-
search.ebscohost.com.library.unl.edu/login.aspx?direct=true&db=buh&AN=
24127554 &site=ehost-live&scope=site

Oliveira, T., Thomas, M., Baptista, G., & Campos, F. (2016). Mobile payment:
Understanding the determinants of customer adoption and intention to
recommend the technology. Computers in Human Behavior, 61(2016), 404—
414. https://doi.org/10.1016/j.chb.2016.03.030

Pham, T. T. T., & Ho, J. C. (2015). The effects of product-related, personal-related
factors and attractiveness of alternatives on consumer adoption of NFC-based
mobile  payments.  Technology in  Society, 43, 159-172.
https://doi.org/10.1016/j.techsoc.2015.05.004

Phonthanukitithaworn, C. (2016). An investigation of mobile payment (m-payment)
services in Thailand Abstract.
https://doi.org/http://dx.doi.org/10.1108/APJBA-10-2014-0119

Schierz, P. G., Schilke, O., & Wirtz, B. W. (2010). Understanding consumer
acceptance of mobile payment services: An empirical analysis. Electronic
Commerce Research and Applications, 9(3), 209-216.

Pengaruh perceived ease..., Richard Crishtofer, FB UMN, 2019



https://doi.org/10.1016/j.elerap.2009.07.005

Singh, S., Srivastava, V., & Srivastava, R. K. (2010). Customer acceptance of
mobile banking: A conceptual framework. SIES Journal of Management, 7(1),
55-64.

Thakur, R.; & Srivastava, M. (2014). Adoption readiness, personal innovativeness,
perceived risk and usage intention across customer groups for mobile payment
services in India. Internet Research, 24(3), 369-392.
https://doi.org/10.1108/IntR-12-2012-0244

Venkatesh, V., & Davis, F. D. (2000). A Theoretical Extension of the Technology
Acceptance Model: Four Longitudinal Field Studies. Management Science,
46(2), 186-204. https://doi.org/10.1287/mnsc.46.2.186.11926

Vijayasarathy, L. R. (2004). Predicting consumer intentions to use on-line shopping:
The case for an augmented technology acceptance model. Information and
Management, 41(6), 747-762. https://doi.org/10.1016/j.im.2003.08.011

Viswanath, V. (2000). Determinants of Perceived Ease of Use: Integrating Control,
Intrinsic Motivation, and Emotion into the Technology Acceptance Model.
Information ~ Systems  Research, 11(4), 342. Retrieved from
https://libproxy.usouthal.edu/login?url=http://search.ebscohost.com/login.asp
x?2direct=true&db=edsjsr&AN=edsjsr.23011042&site=eds-live

Wang, Y. S., Lin, H. H., & Luarn, P. (2006). Predicting consumer intention to use
mobile service. Information Systems Journal, 16(2), 157-179.
https://doi.org/10.1111/].1365-2575.2006.00213.x

Wei, T. T., Marthandan, G., Chong, A. Y. L., Ooi, K. B., & Arumugam, S. (2009).
What drives Malaysian m-commerce adoption? An empirical analysis.
Industrial Management - and  Data  Systems, 109(3), - 370-388.
https://doi.org/10.1108/02635570910939399

Wu, J. H., & Wang, S. C. (2005). What drives mobile commerce? An empirical
evaluation of the revised technology acceptance model. Information and
Management, 42(5), 719-729. https://doi.org/10.1016/j.im.2004.07.001

Pengaruh perceived ease..., Richard Crishtofer, FB UMN, 2019



Yan, A. W., Md-Nor, K., Abu-Shanab, E., & Sutanonpaiboon, J. (2009). Factors
that affect mobile telephone users to use mobile payment solution.

International Journal of Economics and Management, 3(1), 37-49.

Yang, Y., Liu, Y., Li, H., & Yu, B. (2015). Understanding perceived risks in mobile
payment acceptance. Industrial Management and Data Systems, 115(2), 253—
269. https://doi.org/10.1108/IMDS-08-2014-0243

Zhou, T. (2011). The effect of initial trust on user adoption of mobile payment.
Information Development, 27(4), 290-300.
https://doi.org/10.1177/0266666911424075

Pengaruh perceived ease..., Richard Crishtofer, FB UMN, 2019



	INSPIRING QUOTES
	ABSTRAK
	ABSTRACT
	KATA PENGANTAR
	DAFTAR ISI
	DAFTAR GAMBAR
	DAFTAR TABEL
	DAFTAR GRAFIK
	BAB I PENDAHULUAN
	1.1 Latar Belakang
	1.2 Rumusan Masalah
	1.3 Pertanyaan Penelitian
	1.4 Tujuan Penelitian
	1.5 Batasan Penelitian
	1.6 Manfaat Penelitian
	1.7 Sistematika Penelitian Skripsi

	BAB II LANDASAN TEORI
	2.1 Mobile Payment
	2.2 Technology Acceptance Mode (TAM)
	2.3 Perceived usefulness (PU)
	2.4 Perceived ease of use (PEOU)
	2.5 Compatibility (COM)
	2.6 Subjective Norm (SN)
	2.7 Perceived Risk (PR)
	2.8 Perceived Trust (PT)
	2.9 Perceived Cost (PC)
	2.10 Behavioral intention
	2.11 Hipotesis Penelitian
	2.11.1 Pengaruh Perceived Usefullness terhadap Behavioral intention
	2.11.2 Pengaruh Perceived Ease of Use terhadap Perceived Usefulness
	2.11.3 Pengaruh Perceived Ease of Use terhadap Behavioral intention
	2.11.4 Pengaruh Compatibility terhadap Behavioral intention
	2.11.5 Pengaruh Subjective Norm terhadap Behavioral intention
	2.11.6 Pengaruh Perceived Risk terhadap Behavioral intention
	2.11.7 Pengaruh Perceived Trust terhadap Behavioral intention
	2.11.8 Pengaruh Perceived Cost terhadap Behavioral intention

	2.12 Model Penelitian
	2.13 Penelitian Terdahulu

	BAB III METODOLOGI PENELITIAN
	3.1 Gambaran Umum Objek Penelitian
	3.2 Jenis dan Desain Penelitian
	3.3 Prosedur Penelitian
	3.4 Ruang Lingkup Penelitian
	3.4.1 Target Populasi
	3.4.1.1 Element
	3.4.1.2 Sampling Unit
	3.4.1.3 Extent
	3.4.1.4 Time Frame

	3.4.2 Sampling Techniques
	3.4.3 Sample Size
	3.4.4 Sampling Process
	3.4.4.1 Sumber Pengumpulan Data
	3.4.4.1 Prosedur Pengumpulan Data


	3.5 Periode Penelitian
	3.6 Definisi Operasional Variabel
	3.7 Teknik Analisis
	3.7.1 Analisis Deskriptif
	3.7.2 Analisis Kuesioner
	3.7.3 Uji Pretest
	3.7.4 Uji Validitas
	3.7.5 Uji Reliabilitas

	3.8 Uji Hipotesis
	3.9 Variabel – variable dalam SEM
	3.10 Structural Equetion Model SEM
	3.11 Kecocokan Model Pengukuran
	3.12 Model Pengukuran (Measurement Model Fit)
	3.13 Model Keseluruhan (Structural Model Fit)

	BAB IV  HASIL DAN PEMBAHASAN
	4.1 Deskripsi Hasil Penelitian
	4.2 Deskripsi Profil Responden
	4.2.1 Profil Responden Berdasarkan Jenis Kelamin
	4.2.2 Profil Responden Berdasarkan Usia
	4.2.3 Profil Responden Berdasarkan Anggaran Bulanan Untuk Transaksi Gopay QR Code
	4.2.4 Profil Responden Berdasarkan Pendidikan Terakhir
	4.2.5 Profil Responden Berdasarkan Profesi

	4.3 Analisis Deskriptif
	4.3.1 Perceived Usefuleness
	4.3.2 Perceived Ease of Use
	4.3.3 Compitability
	4.3.4 Perceived Trust
	4.3.5 Subjective Norm
	4.3.6 Perceived Risk
	4.3.7 Perceived Cost
	4.3.8 Behavioral Intention

	4.4 Uji Instrumen
	4.4.1 Uji Validitas Pre-test
	4.4.2 Uji Reliabilitas Pre-test

	4.5 Model Pengukuran
	4.5.1 Variabel Perceived Usefulness
	4.5.1.1 Analisis Validitas Variabel Perceived Usefulness
	4.5.1.2 Analisis Reliabilitas Variabel Perceived Usefulness

	4.5.2 Variabel Perceived Ease of Use
	4.5.2.1 Analisis Validitas Variabel Perceived Ease of Use
	4.5.2.2 Analisis Reliabilitas Variabel Perceived Ease of Use

	4.5.3 Variabel Compitability
	4.5.3.1 Analisis Validitas Variabel Compitability
	4.5.3.2 Analisis Reliabilitas Variabel Compitability

	4.5.4 Variabel Subjective Norm
	4.5.4.1 Analisis Validitas Variabel Subjective Norm
	4.5.4.2 Analisis Reliabilitas Variabel Subjective Norm

	4.5.5 Variabel Perceived Risk
	4.5.5.1 Analisis Validitas Variabel Perceived Risk
	4.5.5.2 Analisis Reliabilitas Variabel Perceived Risk

	4.5.6 Variabel Perceived Trust
	4.5.6.1 Analisis Validitas Variabel Perceived Trust
	4.5.6.2 Analisis Reliabilitas Variabel Perceived Trust

	4.5.7 Variabel Perceived Cost
	4.5.7.1 Analisis Validitas Variabel Perceived Cost
	4.5.7.2 Analisis Reliabilitas Variabel Perceived Cost

	4.5.8 Variabel Behavioral Intention
	4.5.2.1 Analisis Validitas Variabel Behavioral Intention
	4.5.8.2 Analisis Reliabilitas Variabel Behavioral Intention


	4.6 Hasil Analisis Kecocokan Keseluruhan Model
	4.7 Analisis Hubungan Kausal
	4.8 Interprestasi Hasil
	4.8.1 Pengaruh Perceived Usefullness terhadap Behavioral intention
	4.8.2 Pengaruh Perceived Ease of Use terhadap Perceived Usefulness
	4.8.3 Pengaruh Perceived Ease of Use terhadap Behavioral intention
	4.8.4 Pengaruh Compatibility terhadap Behavioral intention
	4.8.5 Pengaruh Subjective Norm terhadap Behavioral intention
	4.8.6 Pengaruh Perceived Risk terhadap Behavioral intention
	4.8.7 Pengaruh Perceived Trust terhadap Behavioral intention
	4.8.8 Pengaruh Perceived Cost terhadap Behavioral intention

	4.9 Implikasi Manajerial
	4.9.1 Upaya dalam meningkatkan Perceived Usefulness terhadap Behavioral intention
	4.9.2 Upaya dalam meningkatkan Perceived Ease of Use terhadap Perceived Usefullness
	4.9.3 Upaya dalam meningkatkan Perceived Ease of Use terhadap Behavioral intention
	4.9.4 Upaya dalam meningkatkan Compatibility terhadap Behavioral intention
	4.9.5 Upaya dalam meningkatkan Subjective Norm terhadap Behavioral intention
	4.9.6 Upaya dalam meningkatkan Perceived Trust terhadap Behavioral intention


	BAB V KESIMPULAN DAN SARAN
	5.1 Kesimpulan
	5.2 Saran
	5.2.1 Saran Untuk Perusahaan
	5.2.2 Saran Untuk Peneliti Selanjutnya


	DAFTAR PUSTAKA
	DAFTAR LAMPIRAN



