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"The best way to not feel hopeless is to get up 

and do something. Don't wait for good things 

to happen to you. If you go out and make some 

good things happen, you will fill the world 

with hope, you will fill yourself with hope." —

Barack Obama 
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ABSTRAK  

 Mobile payment sangat potensial saat ini karena memiliki keunggulan 

utama yang tidak dimiliki oleh kartu debit atau kartu kredit yaitu keamanan. Uang 

yang terbatas dalam mobile payment membuatnya lebih aman daripada kartu debit 

atau kartu kredit yang memiliki saldo dengan batasan yang lebih besar. Line pay 

e-cash merupakan salah satu mobile payment yang baru saja muncul di Indonesia. 

Munculnya line pay e-cash ditujukan untuk meningkatkan penggunaan mobile 

payment yang merupakan tujuan pemerintahan saat ini. Line pay e-cash 

diharapkan dapat memberikan kontribusi alternatif pembayaran yang 

memudahkan penggunanya. 

Penelitian ini mencoba untuk menyelidiki apakah niat untuk menggunakan 

line pay e-cash dipengaruhi oleh perceived usefulness, perceived ease of use, 

perceived compatibility, perceived security dan subjective norms melalui attitude 

towards using mobile payment. 

Metode penelitian ini adalah dengan cara kuantitatif untuk menyelidiki 

maksud penggunaan mobile payment orang Indonesia. Model teoritis dalam 

penelitian ini disajikan dengan sembilan hipotesis dan diuji dengan Structural 

Equation Modeling. Dalam peneitian ini, peneliti mengumpulkan data dari 

responden tertentu di wilayah jabodetabek.  

Hasil penelitian ini menunjukkan bahwa perceived usefulness, perceived 

ease of use, perceived security, perceived compatibility, subjective norms,dan 

attitude towards using mobile payment secara positif mempengaruhi niat untuk 

menggunakan mobile payment. Dengan demikian, penelitian ini menyarankan 

perusahaan untuk lebih fokus pada variabel signifikan karena ternyata menjadi 

faktor utama yang dapat mempengaruhi maksud masyarakat dalam menggunakan 

line pay e-cash. Penelitian ini diharapkan dapat meningkatkan wawasan dan 

pemahaman yang lebih dalam tentang penggunaan mobile payment di Indonesia 

yang sedang berjalan. 

 

 

 

Kata kunci: perceived usefulness, perceived ease of use, perceived security, 

perceived compatibility, subjective norms, attitude towards using mobile payment 

dan intention to use mobile payment. 
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ABSTRACT 

 

Mobile payment is very potential as it has a major advantage that is not 

owned by debit or credit card which is security. The limited amount of money in 

mobile payment makes it more secure than a debit or credit card with a source 

that has a large balance limit. Line pay e-cash is one of the mobile payments that 

had just emerged in Indonesia. The emergence of online pay e-cash line is aimed 

at improving the use of mobile payment which is the goal of the current 

government. Line pay e-cash is expected to contribute in a payment alternative 

that makes it easier for its users. 

This research attempt to investigate whether the intention to use line pay 

e-cash is influenced by perceived usefulness, perceived ease of use, perceived 

compatibility, perceived security and subjective norms through attitudes toward 

the use of mobile payment. 

A quantitative research method is administered to investigate the intention 

to use mobile payment of Indonesian people. Theoretical model in this study are 

presented with nine hypotheses and tested with Structural Equation Modeling. 

Meanwhile, researcher only collect the data from the specific responden at 

Jabodetabek. 

 The results of this research shows that perceived usefulness, perceived 

ease of use, perceived security, perceived compatibility, subjective norms, attitude 

towards the use of mobile payment is positively influencing intention to use mobile 

payment. Thus, this study suggest the company to focus more on the significant 

variables because they were found to be a major factor that could influence the 

intention of the people in using line pay e-cash. This research is expected to 

increase insight and deeper understanding about mobile payment usage in 

Indonesia. 

Keywords: perceived usefulness, perceived ease of use, perceived security, 

perceived compatibility, subjective norms, Attitude towards using mobile payment 

dan intention to use mobile payment 
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