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ABSTRAK

Pertumbuhan pengguna internet telah merevolusi dunia bisnis dan merupakan awal
mula dari era e-commerce yang mendorong inovasi metode pembayaran transaksi
online. Salah satu metode pembayaran transaksi online tersebut adalah kartu kredit,
tetapi di Indonesia sendiri penetrasi dan penggunaan kartu kredit sangat rendah. Hal
ini menjadi peluang tersendiri bagi Kredivo yang akhirnya menjadi mobile credit
application pertama di Indonesia. Maka penelitian ini akan membahas fator yang
mempengaruhi usage intention dan attitude toward mobile credit application,
mencakup perceived usefulness, perceived ease of use, perceived credibility, dan
the amount of information on mobile credit application pada mobile credit
application Kredivo.

Penelitian ini menggunakan desain penelitian deskriptif dengan metode non-
probability sampling memakai judgemental sampling. Terdapat 8 hipotesis yang
akan diuji menggunakan structural equation modeling. Sampel penelitian
berjumlah 135 responden dengan rentang umur 17-37 tahun, pernah berbelanja
online dalam 6 bulan terakhir, mengetahui Kredivo pada salah satu merchant
partner Kredivo, mengetahui fungsi dari Kredivo, berdomisili dimana layanan
Kredivo tersedia, dan tidak pernah bertransaksi menggunakan Kredivo.

Temuan pada penelitian ini menunjukan pengaruh antara perceived usefulness dan
perceived ease of use terhadap attitude toward mobile credit application, perceived
ease of use terhadap perceived usefulness. Terdapat juga pengaruh antara perceived
credibility, the amount of information on mobile credit application, dan attitude
toward mobile credit application terhadap usage intention aplikasi Kredivo. Namun
perceived usefulness ditemukan tidak memiliki pengaruh positif terhadap usage
intention.

Kesimpulan penelitian diambil berdasarkan 8 hipotesis penelitian dimana tidak
semua sejalan dengan temuan. Sehingga saran yang diberikan adalah meningkatkan
perceived usefulness dan perceived ease of use agar dapat meningkatkan usage
intention melalui attitude toward mobile application dan juga lebih memperhatikan
perceived credibility dan the amount of information on mobile credit card untuk
meningkatkan usage intention.

Kata kunci: Mobile credit application, perceived usefulness, perceived ease of use,
perceived credibility, the amount of information, attitude toward, usage intention,
Kredivo
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ABSTRACT

Internet growth has revolutionized business world and became the beginning of e-
commerce era that encouraging online payment method innovation. One of the
online payment method is credit card, however the penetration and the use of credit
card in Indonesia still low. It is an opportunity for Kredivo to became the first
mobile credit application in Indonesia. Therefore this study will disscuss about
factors that influence usage intention and attitude toward mobile credit application,
including perceived usefulness, perceived ease of use, perceived credibility, and the
amount of information on mobile credit application on mobile credit application
Kredivo.

This study uses descriptive research design, with non-probability sampling
applying judgemental sampling techniques. There are 8 hypothesis that are tested
using structural equation modeling. The data collected using questionnaire with
total sampel of 135 respondents with 17-37 aged range, have been shopping online
in the last 6 months, know Kredivo on one of Kredivo’s merchant partner. Know
about Kredivo'’s function, domicilied in which Kredivo service is available, and
never transact using Kredivo.

. The study showed that attitude toward mobile credit application positively affected
by perceived usefulness and perceived ease of use, perceived usefulness positively
affected by perceived ease of use, usage intention also positively affected by
perceived credibility, the amount of information on mobile credit application, and
attitude toward mobile credit application. However usage intention not affected
positively by perceived usefulness kredivo application.

Research conclusion are based on 8 research hypothesis, where not all of them
were in line with the previous findings. Therefore advice that given in this research
is to improve perceived usefulness and perceived ease of use in order to improve
usage intention through attitude toward mobile credit application and pay more
attention to perceived credibility and the amount of information on mobile credit
card to improve usage intention.

Keywords: Mobile credit application, perceived usefulness, perceived ease of use,
perceived credibility, the amount of information, attitude toward, usage intention,
Kredivo.
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