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This study examines the impact of usability and user trust on 

intention to use mobile payments among Generation Z, with 

social influence as moderating. This study used a quantitative 

approach, as the method of data collected was survey and 

moderated regression analysis. The research showed findings that 

usability and user trust, have a favorable impact on the intention 

to use mobile payment methods. Furthermore, social influence 

strengthens this relationship, indicating that social support plays 

an important role in Generation Z's decision to use mobile 

payments. These findings underscore the importance of 

developing more user-friendly systems and community-focused 

marketing strategies. 
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INTRODUCTION 

Technological developments in the modern era have brought rapid growth. 

Technology is used to meet various human needs in various fields and make all 

activities more effective and efficient. The innovations resulting from this 

technological development are known as financial technology (fintech). Fintech has 

significantly increased access to financial products and transactions, enabling people 

to use financial services more easily and efficiently (Tohang et al., 2021). With lifestyle 

changes prioritizing convenience, the existence of fintech has become increasingly 

important. One of the biggest innovations in financial technology is mobile payment, 

which allows users to make payments quickly and easily via mobile devices. However, 

mobile payment adoption among Generation Z in Indonesia remains mixed, with ease 

of use and user trust being the biggest challenges. 
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Previous research has applied the Technology Acceptance Model (TAM) and 

the Unified Theory of Acceptance and Use of Technology (UTAUT) to explore factors 

influencing technology adoption. In TAM, usefulness and ease of use are two primary 

factors considered, and both influence users' willingness to adopt relevant 

technologies. UTAUT, on the other hand, expands the TAM model by adding factors 

such as effort and performance perspectives, social impacts, and deteriorating 

conditions (Gupta, 2019). 

Two key factors considered key drivers of technology adoption are ease of use 

and user trust. Ease of use focuses on the extent to which users find a mobile payment 

system easy to understand and use, while user trust refers to their confidence in the 

security and reliability of the system. These two factors are believed to have a 

significant impact on users' decisions to adopt mobile payments (Dahlberg, 2015). 

Social influence is also considered an important factor that can moderate the 

relationship between ease of use, user trust, and mobile payment usage intention. 

Social influence refers to the extent to which an individual feels influenced by the 

opinions, recommendations, or behaviors of others in their social environment. In the 

context of mobile payments, social influence can come from recommendations from 

friends, family, or even social pressure to adopt the technology. 

Previous research has shown that ease of use and trust are important factors for 

technology adoption, but few have examined the role of social influence as a 

moderating variable in this relationship. The purpose of this study is to provide a 

novel contribution by in-depth analyzing how social influence can strengthen or 

weaken the relationship between ease of use, user trust, and mobile payment 

intentions among Generation Z. 

The logic of this research focuses on the rapid development of financial 

technology and the increasing use of mobile payments among Generation Z. This 

research also highlights certain issues, namely the varying levels of mobile payment 

adoption among Generation Z, influencing factors such as ease of use, user trust, social 

influence. To understand the factors that influence Generation Z's intention to use 

https://creativecommons.org/licenses/by-sa/4.0/


538 

 ISSN (Online) 2581-2157                                          
Jurnal Ekonika vol 10 (2) 2025 ISSN (Print)    2502-9304 

 

This is an open access article under CC-BY-SA license. 

mobile payments and provide recommendations to mobile payment service 

developers to improve their system design and marketing strategies. 

LITERATURE REVIEW  

Technology Acceptance Model(TAM) 

The use of technology continues to grow, particularly in digital payment 

systems, and is accompanied by a growing need for more efficient transactions. The 

TAM model for the adoption of new technologies is used. This model contains two 

main factors. The first factor is usefulness, which focuses on the extent to which 

individuals believe using a technology will improve their performance or provide 

benefits. The second factor is perceived ease of use, which indicates that a technology 

requires little effort to implement (Davis, 1989). 

Unified Theory of Acceptance and Use of Technology(UTAUT) 

The UTAUT theory was designed to describe the acceptance and utilization of 

technology by users (Venkates, 2003). UTAUT provides a solid theoretical framework 

for understanding technology acceptance, including mobile payments. Key constructs 

such as effort and performance expectancies, social influence, and moderating 

variables such as gender, age, and experience can explain differences in usage 

intentions. 

Perceived Ease of Use 

Perceived ease of use reflects a favorable tendency or intention toward use and 

subsequently influences self-reported actual use. There is widespread recognition that 

perceived ease of use forms the basis for predicting end-user acceptance of computer 

technology. Perceived ease of use can operate indirectly through perceived usefulness. 

Given the widespread use of perceived usefulness and ease of use in models derived 

from TAM and UTAUT, the relationship between these concepts and their relative 

impact on intention to use mobile payment services (Davis, 1989) is important. 
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Perceived User Trust 

Trust is defined as consumer behavior in deciding to use mobile payments as a 

means of payment, influenced by incoming information from various sources, 

including marketing efforts and environmental factors (Yudiantara and Widagda, 

2022). Perceived trust is the user's belief in digital systems and technologies, as well as 

in the service provider's commitment to ensuring the security and confidentiality of 

consumer accounts (Saputri, 2020). 

Social Influence 

Users' trust in mobile payments reflects their belief that significant others 

around them recommend the technology. Social influence significantly impacts 

individuals' willingness to use mobile phones, particularly in environments with high 

levels of technology adoption (Slade et al., 2015). Recommendations from social circles 

can increase users' trust and confidence in making mobile payments. On the other 

hand, social pressure also has a significant negative impact on mobile phone use, 

particularly among Generation Z, who actively use their social networks (Zhang et al., 

2022). 

Intention to Use 

Usage intention can be defined as a person's willingness or tendency to decide 

to use a product, service, or technology within a certain time period. In a research 

context, usage intention is often analyzed in TAM, which explains that the intention 

to use technology is influenced by factors such as perceived usefulness and perceived 

ease of use (Liébana et al., 2018). 

An Empirical Study on Mobile Payment 

Several empirical studies have examined the factors influencing 

adoption.mobile paymentEase of use and user trust are key factors in mobile payment 

adoption among the younger generation in China (Zhang et al., 2022). Social influence 

plays a significant role in driving mobile payment usage intentions, especially in 

environments with high technology adoption rates (Kumar et al., 2021). User trust and 
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ease of use significantly influence mobile payment usage intentions in South Korea 

(Lee & Kim, 2020). 

Framework of Thinking 

 

 

 

 

 

 

 

 

 

 

Hypothesis 

H1: Ease of use influences intention to use mobile payments among Gen-Z. 

H2: User trust influences mobile usage intentions payment among Gen-Z. 

H3: Social influence as a moderating variable between ease of use and mobile payment 

usage intentions among Gen-Z. 

H4: Social influence as a moderating variable between user trust and intention mobile 

payment usage among Gen-Z. 

METHODS   

This study uses a quantitative method approach using TAM and UTAUT. The 

population studied is Generation Z, who are mobile payment users. The sampling 

process was carried out using a purposive sampling technique based on certain 

criteria, namely: (1) Respondents aged 17-27 years, (2) have experienced mobile 

Ease of Use 

(X1) 

User Trust 

(X2) 

Intention of Use 

(Y) 

Social Influence 

(Z) 

H4 

H1 

H2 

H3 
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payments at least once in the last month, and (3) actively use smartphones. The 

minimum sample size in SEM-PLS research is five times the number of indicators 

measuring the variable (Solimun, 2022). Therefore, the minimum amount of data 

collected is 100 data. The data source in this study is primary data collected by the 

researcher through questionnaire distribution using Google Forms. 

Prior to data analysis, the instrument was tested for validity and reliability. 

Validity was tested through confirmatory factor analysis (CFA) to ensure that each 

indicator accurately measures the intended construct. An indicator was considered 

valid if its factor loading value was greater than 0.5. Furthermore, reliability was tested 

by calculating Cronbach's alpha and composite reliability values. The research 

instrument was considered reliable if both Cronbach's alpha and composite reliability 

values exceeded 0.5. 

The Independent Variables include Ease of Use (X1) and User Trust (X2). The 

Dependent Variable studied is Intention to Use (Y), while the Moderation variable 

applied is Social Influence (Z). The research instrument consists of questions that have 

been adapted to Mobile Payment technology. The questions distributed include five 

items representing indicators on the Ease of Use variable (X1), five items representing 

indicators on User Trust (X2), five items representing indicators on Intention to Use 

(Y), and five items representing indicators on the Social Influence (Z) variable. Each 

statement is measured using a Likert Scale. The method applied is Multiple Linear 

Regression analysis, which is processed with the SmartPLS version 4 analysis tool. 

This study used SmartPLS 4 as a data analysis tool for several reasons. First, 

SmartPLS is suitable for data analysis involving complex structural models with 

moderating variables. Second, SmartPLS can address the problem of non-normally 

distributed data, which is common in social research. Third, SmartPLS allows the use 

of relatively small sample sizes, making it suitable for the needs of this study. 
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RESULTS  

Evaluation Results 

1. Convergent Validity Test 
 

 

Based on the table, it can be seen that the loading factor value in all statement items is 

more than 0.7, so it can be explained that all statement items are convergently valid. 

2. Validity Test 

 

FACILITIES TRUST INTENT OF USE
SOCIAL 

INFLUENCE

1 .970

2 .949

3 .944

4 .918

5 .954

1 .904

2 .933

3 .939

4 .959

5 .896

1 .918

2 .961

3 .975

4 .871

5 .948

1 .727

2 .926

3 .930

4 .911

5 .945

FACILITIES TRUST INTENT OF USE SOCIAL INFLUENCE

FACILITIES 0.947

TRUST 0.524 0.927

INTENT OF USE 0.751 0.575 0.935

SOCIAL 

INFLUENCE
0.138 0.233 0.228 0.892
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The table shows that the AVE value for each variable is higher than the correlation 

between one construct and another. Thus, it can be concluded that all variables are 

discriminantly valid. 

3. Reliability Test 

 

Based on the table above, the Cronbach's Alpha and Composite Reliability values for 

all variables are more than 0.7, so it can be concluded that all variables are reliable. 

Evaluation Results 

1. R Square 

 

Based on the table above, the R-square value for the Intention to Use variable is 0.651, 

indicating that the Ease of Use, Trust, and Social Influence variables are able to explain the 

Intention to Use variable by 65.1%. Therefore, the model is considered strong. 

2. F Square 

  

Based on the results above, the following conclusions can be drawn: 

a. The effect of ease of use on intention to use is 0.085, which is considered strong. 

Meanwhile, the effect of ease of use on intention to use, moderated by social influence, 

with a value of 0.032, is considered strong. 

Cronbach's 

alpha

Composite reliability 

(rho_a)

Composite reliability 

(rho_c)

Average variance extracted 

(AVE)

FACILITIES .971 .972 .978 .897

TRUST .959 .969 .968 .859

INTENT OF USE .964 .969 .972 .875

SOCIAL 

INFLUENCE
.933 .942 .951 .795

R square R square adjusted

INTENT OF USE .651 .635

INTENT OF USE

FACILITIES 0.085

TRUST 0.078

SOCIAL INFLUENCE x TRUST 0.032

SOCIAL INFLUENCE x CONVENIENCE 0.088
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b. The influence of Trust on Intention to Use of 0.078 is considered strong. Meanwhile, 

the influence of Trust on Intention to Use moderated by Social Influence of 0.088 is 

considered strong. 

 

3. Hypothesis Testing. 

 

The explanation is as follows: 

a. The "ease of use" variable shows a p-value of 0.005, which is <0.05, and a positive 

coefficient value of 0.354. Therefore, H1 is accepted, indicating that ease of use has a 

positive influence on intention to use. Furthermore, the effect of ease of use on intention 

to use is 0.085, indicating a significant effect. 

b. The trust variable obtained a p value of 0.007 < 0.05 and a positive coefficient value of 

0.333, so H2 is accepted, namely Trust has a positive effect on Intention. The effect of 

Trust on intention to use is 0.078, so it has a strong influence. 

c. The interaction variable Ease*Social influence obtained p values of 0.007 < 0.05, the 

coefficient value is positive, namely 0.438 and the f square value of 0.095 is greater than 

the f square value of the Ease path on Intention of use, namely 0.085, then H3 is accepted, 

namely Social Influence moderates the effect of Ease on Intention of use. Meanwhile, 

Social influence is able to moderate the effect of Ease on Intention of use by 0.095 which 

was originally 0.085, so it has a strong influence. 

d. The interaction variable Trust*Social Influence obtained p values of 0.007 < 0.05, the 

coefficient value is positive, namely 0.256 and the f square value of 0.088 is greater than 

the f square value of the Trust path on Intention to use, namely 0.078, then H4 is accepted, 

namely Social Influence moderates the influence of Trust on Intention to use. Meanwhile, 

Social Influence is able to moderate the influence of Trust on Intention to use by 0.078 

which was originally 0.088, so it has a weak influence. 

 

 

Path

Coefficient

CONVENIENCE -> INTENT OF USE 0.354 2,826 0.005 0.085

BELIEFS -> USE INTENTIONS 0.333 2,714 0.007 0.078

SOCIAL INFLUENCE x CONVENIENCE -> USE INTENTION 0.438 2,708 0.007 0.095

SOCIAL INFLUENCE x TRUST -> USE INTENTION 0.256 1,73 0.008 0.088

T statistics P value F Square
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Goodness of Fit(GOF) 

 

 

GOF value =√𝑟𝑎𝑡𝑎 − 𝑟𝑎𝑡𝑎 𝐴𝑉𝐸   ×   𝑟𝑎𝑡𝑎 − 𝑟𝑎𝑡𝑎 𝑅 𝑆𝑞𝑢𝑎𝑟𝑒 

GOF value =√0,856  ×   0,651 

GOF value = 0.746 

Based on the calculation results, it shows that the combined performance of the outer 

model and inner model in this study can be categorized as a large GOF. 

CONCLUSION   

Based on the data, the data collected shows the following: 

1. The variable “ease of use” has a positive and significant influence on the 

intention to use mobile payments among Generation Z. 

2. The variable “user trust” also has a positive influence on the intention to use 

mobile payments among Generation Z. 

3. The variables "ease of use" and "trust" have a positive and significant influence 

on mobile payment usage intention through social influence. This suggests that 

social influence can moderate the relationship between ease of use and trust on 

mobile payment usage intention among Generation Z. 

SUGGESTION 

 Based on the conclusions, several recommendations can be put forward that 

may be useful for mobile payment system developers and other parties. The following 

suggestions are addressed to mobile payment system developers: 

1. Improved the interface design to be more user-friendly to strengthen ease of 

use. 

AVE R Square

FACILITIES 0.897

TRUST 0.859

INTENT OF USE 0.875

SOCIAL INFLUENCE 0.795 0.651

Average 0.856 0.651
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2. Strengthen system security and policy transparency to build user trust. 

3. Optimize marketing campaigns involving influencers or communities to 

leverage social influence. 

Suggestions to future researchers: 

1. The research sample was extended to other generations and different 

geographic areas for generalization of the results. 

2. Adding other variables such as perceived risk or technological innovation for a 

more comprehensive analysis. 

3. Using qualitative methods to dig deeper into the motivations and barriers of 

mobile payment users. 

BIBLIOGRAPHY 

Alalwan, AA, Dwivedi, YK, & Rana, NP (2017). Factors influencing adoption of mobile 

banking by Jordanian bank customers: Extending UTAUT2 with trust. 

International Journal of Information Management, 37(3), 99-110. 

Abdilah, W. and Hartono (2015) Partial Least Square (PLS): An alternative to structural 

learning modeling (SEM) in business research. Yogyakarta: Yogyakarta: Andi. 

Indonesian Payment Systems Association. (2023). ASPI Statistical Bulletin Quarterly 4-

2022.https://www.aspi-indonesia.or.id/buletin-statistik-aspi-triwulan-4-2022/ 

Bank Indonesia. (2019). Bank Indonesia Issues QRIS Implementation Provisions. 

https://www.bi.go.id/id/publikasi/ruang-media/news-release/Pages/Bank-

Indonesia-Terbitkan Syarat-Pelaksanaan-QRIS.aspx 

Bank Indonesia. (2020c). Rupiah Payment System & Currency 

Management.https://www.bi.go.id/id/fungsi-

utama/sistempembayaran/default.aspx# 

Bank Indonesia. (2022b). Leveraging Digitalization Opportunities to Promote 

Inclusive and Sustainable Finance. Press 

Release.https://www.bi.go.id/id/publikasi/ruang-media/news 

release/Pages/sp_2426422.aspx 

https://creativecommons.org/licenses/by-sa/4.0/


547 

 ISSN (Online) 2581-2157                                          
Jurnal Ekonika vol 10 (2) 2025 ISSN (Print)    2502-9304 

 

This is an open access article under CC-BY-SA license. 

Bank Indonesia. (2020). Rupiah Payment System & Currency 

Management.https://www.bi.go.id/id/fungsi-utama/sistem-

pembayaran/default.aspx. 

Bank Indonesia. (2023). Monetary Policy Report – Q4 

2023.https://www.bi.go.id/id/publikasi/laporan/Pages/Laporan-Kebijakan-

Moneter-Triwulan-IV-2023.aspx 

Chohan, F. et al. (2022) 'Building Customer Loyalty In Digital Transaction Using QR 

Code: Quick Response Code Indonesian Standard (QRIS)', Journal of Distribution 

Science, 20(1), pp. 1–11.https://doi.org/10.15722/jds.20.01.202201.1. 

CNBC Indonesia. (2023). Qris Volume Reaches 1.59M Transactions with 43.4 Million 

Users https://www.cnbcindonesia.com/market/20231208174752-17-

495767/volume-qris melewati-159-m-transaksi-434-juta 

pengguna#:~:text=Jakarta%2C%20CNBC%20Indonesia%20%2D%20Volume%20

of%20transaksi,mencapai%20Rp%2024%2C97%20triliun 

Databoks. (2023). E-Money Shopping Transactions Reach IDR 38 Trillion in August 

2023. https://databoks.katadata.co.id/datapublish/2023/10/26/transaksi-

belanja-pakai-e-money-tembus-rp38-triliun-pada-agustus-2023 

Davis, F.D., Bagozzi, R.P., & Warshaw, P.R. (1989). User Acceptance of Computer 

Technology: A Comparison of Two Theoretical Models. Management Science, 

35(8), 982 1002. doi:http://dx.doi.org/10.1287/mnsc.35.8.982 

Dahlberg, T., Mallat, N., Ondrus, J., & Zmijewska, A. (2008). Past, present and future 

of mobile payments research: A literature review. Electronic Commerce Research 

and Applications, 7(2), 165-181. 

doi:http://dx.doi.org/10.1016/j.elerap.2007.02.001 

Gupta, K. P., Manrai, R., & Goel, U. (2019). Factors influencing adoption of payments 

banks by Indian customers: Extending UTAUT with perceived credibility. Journal 

of Asian Business Studies, 13(2), 173-195. 

Kim, C., Mirusmonov, M., & Lee, I. (2018). An empirical examination of factors 

influencing the intention to use mobile payment. Journal of Computers in Human 

https://creativecommons.org/licenses/by-sa/4.0/


548 

 ISSN (Online) 2581-2157                                          
Jurnal Ekonika vol 10 (2) 2025 ISSN (Print)    2502-9304 

 

This is an open access article under CC-BY-SA license. 

Behavior, 26(3), 310-322. 

Liébana-Cabanillas, F., Sánchez-Fernández, J., & Muñoz-Leiva, F. (2018). The 

moderating effect of experience on the determinants of the use of mobile banking. 

Financial Innovation, 4(1), 1-20. 

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, 404-414. 

Slade , E . L ., Dwivedi , Y . K ., Piercy , N . C ., & Williams , M . D. ( 2015 ). Modeling 

Consumers' Adoption Intentions of Remote Mobile Payments in the United 

Kingdom: Extending UTAUT with Innovativeness, Risk, and University of Bristol 

- Explor. 32, 860–873. https://doi.org/10.1002/mar.20823/abst ract. 

Solimun. (2022). Multivariate Analysis Structural Equation Modeling (SEM) Lisrel and 

Amos. Faculty of Mathematics and Natural Sciences, Brawijaya University. 

Tirto Id. (2024). BI: Digital Transactions Grew 10.82% in May 2024, ATMs Decreased 

5.41%.https://tirto.id/bi-transaksi-digital-mei-2024-tumbuh-1082-atm-turun-

541-gZPJ 

Venkatesh, V., Thong, J. Y., & Xu, X. (2016). Unified theory of acceptance and use of 

technology: A synthesis and the road ahead. Journal of the Association for 

Information Systems, 17(5), 328-376. 

Yudiantara, Putu Oka, and I. Gst. Ngr. Jaya Agung Widagda. 2022. “The Role of Trust 

in Mediating the Influence of Perceived Usefulness and Perceived Ease of Use on 

the Decision to Use the LinkAja Digital Wallet.” International Journal of Health 

Sciences 6(June):6310–27.https://doi.org/10.53730/ijhs.v6ns4.11176 

Yogananda, AS and Dirgantara, IMB (2017) 'The Influence of Perceived Benefits, 

Perceived Ease of Use, Trust and Perceived Risk on Interest in Using Electronic 

Money Instruments', Diponegoro Journal of Management, 6(4), pp. 116–122.  

https://ejournal3.undip.ac.id/index.php/djom/article/view/17947. 

https://creativecommons.org/licenses/by-sa/4.0/

