
 

https://journal.sgu.ac.id/ijembm                      2020:8(1), pp.15-24 15 

 

 

 

 THE FACTORS AFFECTING THE ADOPTION OF DIGITAL 

PAYMENT SERVICES USING TRUST AS MEDIATING VARIABLE 

 

Florentina Kurniasari 

 
Universitas Multimedia Nusantara, Tangerang, Indonesia 

 

 
Article Information 

Received:  5 February 2021 

Accepted:  10 May 2021 

Published:  5 July 2021 

DOI: 10.33555/embm.v8i1.165 

Corresponding Author: 

Florentina Kurniasari 

Tangerang, Indonesia  

Email: florentina@umn.ac.id 
 

ISSN    2338-8854 

eISSN  2620-9918 

 

 

 

 

ABSTRACT 

The advance of technology development today brings an innovation in the 

financial industries, especially in the sector of payment. The purpose of this 

research is to analyze the effect of personal innovativeness, security 

concerns and perceived enjoyment into customer adoption of digital 

payment services using trust as mediating variable. As a quantitative 

research, the study distributed questionnaires to 186 respondents who are 

customers who used digital payment platform in settling their business 

transactions. The data collection was furthered processed statistically 

using Structural Equation Method (SEM). The study showed that the 

customer decision to using the digital payment services had significantly 

influenced by trust variable, in which security concerns had the highest 

influence in creating the borrower’s trust. 
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1. Introduction 

The advancement in information and 

technology had a great impact in various 

business, including the financial industries. 

The ICT sector also growth tremendously in 

Indonesia. Latest data showed that there are 

73.7% penetration of the internet from the 

total population of Indonesia that reached 

266,91 million people in the end year 2020. 

This internet user growth at 8.9% per year 

compare of the previous year with 196 

million people are internet user and the 

majority of them (56.4%) live in Java island 

(We Are Social & Hootsuite, 2020).  

 

The survey data conducted by Indonesia 

Survey Center (2020)) showed that 95.4% 

internet users are connected through their 

smartphone and 97.1% heavily depend on 

the availability of data or quota from the 

internet provider. 

 

The growth of ICT in Indonesia opened 

opportunity for new business especially 

online business that could be easily 

accessed via internet. Financial technology 

or fintech referred to the combination or 

collaboration of financial services with 

modern and innovative technology 

(Dorfleitner et al., 2017). Fintech was an 

alternative solution for the customers in 

settling various financial transactions. 

Fintech was a major program initiated by 

Indonesian government and stated in the 

Master Plan of Financial Sector (for the 

year 2020-2024) to increase financial 

inclusion in Indonesia. Fintech was 

successfully attracted the internet users 

because of its simplicity, efficient, cheap 

and offering many promotion (Daily Social, 

2018). The registration process for having 

new account in fintech is simple by using 

the National Identity Card. All process will 

be handled digitally, so the customers did 

not need to visit the financial institution 

office to submit the documents. 

Fintechnews (2018) explained some 

category of fintech in Indonesia that is 

showed in Figure 1.  

 

 
 

Figure 1. Fintech Distribution in Indonesia (in %) 

Source: Fintechnews (2018) 

 

The first category is related with the 

payment services using the digital platform 

such as GoPay, OVO, Doku, etc. Digital 

payment services had the highest 

contribution in the fintech industries in 

Indonesia (38%). The second category is 

related with the lending services or peer-to-

peer lending (31%), such as: Investree, 

KoinWorks, Modalku, etc. The next 

category is related with the digital personal 

finance and wealth management (8%) such 

as: Finansialku, Stockbit, etc. The fourth 

category is coming from the market 

aggregator (7%). This fintech model 

collected all related financial information so 

the users had a capability to make a 

comparison before making a financial 

decision. Cekaja, Atur Duit, etc. are the 

example of market aggregator fintech.  The 

other form of fintech was the collaboration 

model between insurance services with the 

digital platform widely known as Insurtech 

(6%), such as: Asuransiku, Cermati, etc. 

Kitabisa.com was the crowdfunding model 

that was used to collect donation of fund 

from some people through digital platform 

(4%). There’s another fintech model that 

was called as Point of Sales (3%) like 

Moka, Pawoon, etc. The bitcoin platform 

such as Crypto & Blockchain was another 

form of fintech (2%). The latest category of 

fintech came from the Accounting platform 

that was useful in digital accounting 

recording and reporting (1%).   
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The digital payment services were the most 

popular platform in the Indonesia fintech 

model since it was easily used just by 

accessing the internet through the 

smartphone. There were many services 

offered to the customers including: transfer, 

paying the bills, top-up or paying the online 

transaction.  Cashless payment became a 

major option for the customer in doing in 

the financial transaction (Katadata Insight 

Center, 2018). The following figure showed 

that 76.08% of Indonesian preferred using 

the electronic or cashless payment. 

 

 

Figure 2. E-Commerce Payment Method  

in Indonesia (in %) 

Source: Katadata Insight Center (2018) 

 

Even most Indonesian preferred to use the 

cashless model in settling their financial 

transaction, in fact most of them still relied 

on the digital banking system services, such 

as: virtual account (11.03%), e-banking 

(13.29%) and mobile banking (19.10%). 

The digital financing itself had the lowest 

preference from the Indonesia customer 

(1.66%).(Fintechnews, 2018; Katadata 

Insight Center, 2018). The latest report of 

characteristic of Indonesian customer 

behavior showed that 43.2% internet user 

never buy the products online (Indonesia 

Survey Center, 2020). Most of the 

customers who doing transaction online still 

preferred to pay COD (cash on delivery) 

after they received the ordered products.  

The data indicated that customer are still 

reluctant in using the digital payment 

services because of the lack of financial 

literacy especially in digital services, less 

confidence in using the digital services 

because of the security concerns, less 

interested in using the digital payment 

because of the non-attractive features Meng 

(2016). Moons, et. al (2001) explained that 

personal innovativeness would create a 

curiosity in experimenting the digital 

payment services. Security concerns in 

terms of data privacy protection was the 

important consideration in using the digital 

services (Davis, 1992). Customers would 

have an enjoyable experience if they could 

feel that the platform could offer pleasant 

and fun experience. Finally, the higher 

personal innovativeness, security concerns 

and perceived enjoyment would develop 

customer trust in adopting the digital 

payment services (Schierz, Schilke, & 

Wirtz, 2010). 

The objective of the study was to know the 

effect of personal innovativeness, security 

concerns and perceived enjoyment into 

adoption of digital payment services using 

trust as mediating variable. 

 

2. Literature Review  

2.1 Personal Innovativeness (PI) 

Personal Innovativeness is defined as the 

curiosity feeling of an individual in trying 

new technology (Agarwal & Prasad, 1998). 

Individual who had a higher personal 

innovativeness would look for any 

information to fulfill the curiosity (Rouibah 

& Abbas, 2010). Xu and Gupta (2019) also 

explained that personal innovativeness had 

a positive influence into prospective 

customers in trying new technology.  

 

H1: Personal Innovativeness had a positive 

effect on customer trust. 

 

2.2 Security Concerns (SC) 

Each customer had an individual perception 

about the security concerns related in using 

the new technology (Abd Hamid, et.al, 

2018) especially the potential negative in 

the processing usage of products and 

services, such as: free form hackers, secure 

payment services and data privacy 

protection. Khosravi & Husein (2014) 



THE FACTORS AFFECTING THE ADOPTION OF DIGITAL                                                                                                          Kurniasari 

PAYMENT SERVICES USING TRUST AS MEDIATING VARIABLE  

18                                           Emerging Markets: Business and Management Studies Journal, 2020:8(1), pp.15-24 

stated that individual less interested in 

adopting higher risk platform. High level of 

personal innovativeness would increase the 

higher curiosity, increase the confidence 

level, increase the willingness try new 

technology and finally will create the 

customer trust in adopting the new 

technology platform (Xu and Gupta, 2019). 

Customer decision to adopt and use the 

digital payment services is related with the 

customer concerns for safety protection of 

the digital payment services, which is 

measured by sufficient security to protect 

the user, safety transactional information 

and secured financing transaction 

(Egbunike, et.al, 2018). Lower risk 

platform would develop the customer trust 

easier (Chen, Lai & Lin, 2014). 

 

H2: Security Concerns had a positive effect 

on customer trust.  

 

2.3 Perceived Enjoyment (PE) 

Perceived Enjoyment was an intrinsic 

motivation and defined as the perception 

that users will want to have in adopting the 

new technology (Davis et al., 1992). The 

customers were expected to have more 

enjoyable and fascinating experiences in 

using the platform (Deci et al., 1985). The 

higher level of enjoyment feeling and 

experience would increase the confidence 

level of the customers in acquiring the new 

technology (Moon and Kim, 2001). The 

highest confidence level was achieved if the 

new system was able to perform at the 

highest level (Teo, Lim and Lai, 1998). It is 

supposed to be fun to use the digital 

payment services if the platform had the 

interactive and attractive features. The 

psychological theories suggested by Deci et 

al. (1985) mention that individuals may 

engage in a particular behaviour because of 

its inherent enjoyment. The findings 

supported by the study of Moon et al's 

(2001) who stated that the individual 

curiosity, enjoyment, fun and pleasure 

feeling had a positive impact on the 

intention to use high technology. 

 

H3: Perceived Enjoyment had an influence 

on trust. 

 

2.4 Trust (TR) 

Trust came if an individual had a 

comfortable and enjoyable feeling towards 

technology program (Abd Hamid, et.al, 

2018; Li & Huang, 2009). Trust defined as 

a secure feeling towards something 

(Schierz, Schilke & Wirtz, 2010) and could 

be further classified as: belief, confidence, 

attitude, expectation about other parties’ 

reliability and behavioural intention or 

behavioural of reliance that involved 

uncertainty (Li & Huang, 2009). Trust was 

created if customers had an extensive 

knowledge about the benefit of the platform 

and how the business model was being able 

to solve the problem in settling the financial 

payment services (Meng, 2016). The 

customer trust was developing if the 

platform would be able to create curiosity in 

trying the new technology, give enjoyable 

experience and in the same time giving 

secure feeling or less risky in accessing the 

new technology (Chen, Lai & Lin, 2014).  

 

H4: Personal Innovativeness, Security 

Concerns and Perceived Enjoyment 

together had a significant influence to trust. 

 

2.5 Adoption of Digital Payment Services 

(AD) 

The adoption of the digital payment 

services was influenced by the individual’s 

attitude, behavior and trust in using the 

digital payment services (Carpena et al., 

2011). Lack of literacy and interested in the 

platform features or product services 

offered would create a reluctance decision 

in trusting to adopt the new technology 

(Bongomin et al., 2017). Trust able to create 

confidence level of the customers in using 

the new technology, reduce the uncertainty 

perception or risks of digital financing (Li 

& Huang, 2009), create enjoyable and 

positive feelings that finally would 

influence the customer adoption in using 

digital payment services (Meng, 2016). 
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H5: Trust had a significant influence on 

customer adoption in using digital payment 

services. 

 

Based on the explanation above, the 

research was being able to develop a 

theoretical framework below:  

 

 

Figure 3. Proposed Research Framework 

 

3. Research Method  

As a quantitative study, this research is a 

descriptive research design with single 

cross-sectional data collection (Malhotra, 

Birks & Wills, 2012). The purposive 

sampling method was used to know the 

sample that could be used as a research 

target.  This study distributed 186 

respondents to customers who used digital 

payment platform in settling their business 

transactions. The respondents were asked to 

answer close-ended questions with 1-5 

Likert scale (Nunnaly, 1978). The Pearson 

correlation method was used to measure the 

correlation among indicators. Meanwhile, 

Cronbach’s Alpha was used as reliability 

test and the Confirmatory Factor Analysis 

(CFA) was also used to measure the fitness 

of the research model. Furthermore, the 

analysis toward the structured model were 

used to see the correlation toward the latent 

variable. (Nunnaly, 1978). 

 

The first part of the questionnaires consists 

with the demographic questions and the 

second part of the questionnaires consist 

with the research questions. All the primary 

data further tested statistically using 

Structural Equation Model with Lisrel 8.80 

software. 

 

The personal innovativeness (PI) was 

measured by three indicators, namely: the 

experiment of using new technology (PI1); 

the first explorer among peers in trying new 

technology (PI2) and the level of curiosity 

in adopting technology (PI3) (Agarwal et 

al.,1998). The security concerns (SC) was 

measured also by three indicators, included: 

secure feeling (SC1), protective 

information (SC2), data privacy from 

hackers (SC3) (Gupta et al., 2010). 

 

The perceived enjoyment (PE) was 

measured by four indicators, such as: fun 

feeling (PE1), pleasant feeling (PE2), 

enjoyable experience (PE3) and interactive 

or interesting activities (PE4) (Davis, 1992). 

The trust variable (TR) was measured by 

clearly conception of the functionality 

about the system (TR1), the system 

provider is well widely acknowledged 

(TR2) and the ability of the system to 

protects the privacy and data user (TR3) 

(Meng, 2016). The adoption decision in 

using the digital payment services would be 

measured by three indicators, namely: the 

planning to use in the future (AD1), the 

intention to use in the future (AD2) and the 

prediction of would use the digital payment 

services in the future (AD3) (Venkatesh et 

al., 2012). 

 

4. Result and Discussion  

Demographic data explained the profile of 

the respondents; 50.2% respondents were 

female with the majority age being 17-30 

years old (53%).  Most of them (64%) were 

university graduates and worked as 

employees (53%). 68% of respondents had 

an average monthly expenditure of 5 

Million Rupiah (68%) with only 41.4% of 

them using the digital payment services for 

the financial transaction less than five 

hundred thousand rupiahs. OVO was the 

most favorite platform of digital payment 

services (46%), followed by GOPAY 

(38%), Link Aja (8%), Dana (5%) and 

Shopee Pay (3%). Major financial 

transaction the respondents done were 

buying online (79%). The motivation of 

Personal Innovativeness H1

Security Concerns H2 Customer H5

Trust

Perceived Enjoyment H3

H4

Adoption of Digital Payment Services
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using the digital payment services because 

of the cheapest price (15.2%); easily access 

(13.2%); speedy, simple and practical 

(10.3%); promotion (8.3%) and Covid 

reason (0.1%). 12.9% respondents found 

difficulties in using the digital payment due 

to the lack of familiarity in using the 

platform (68.9%). Using Pearson 

correlation method and pre-test, it found 

that the critical value of t > 0.691, showed 

that all indicators had strong correlation. 

Reliability test using Cronbach’s Alpha 

coefficient showed the number of 0.911, 

which meant that this research is valid 

(Nunnaly, 1978). To measure the fitness of 

the research model, the Confirmatory 

Factor Analysis (CFA) was used. Analysis 

toward the structured model were used to 

see the correlation toward the latent 

variable. The table 1 showed that all GOF 

indicator had a good fit model and there 

were perfect theories in this research. 

Meanwhile, the table 2 showed the value of 

R Square and Adjusted R Square for each 

variable, in which Trust variable had the 

highest value of R square 0.745 and 

Personal Innovativeness had the lowest R 

square of 0.263. It meant that 74.5% trust 

variable was influenced by the variable of 

personal innovativeness, security concerns 

and perceived enjoyment with the 25.5% 

was influenced by other variables. 

 
Table 1. Design Summary for Goodness  

for Fit Testing Model 

Source: Data Analysis using LISREL 8.80 (2020) 

 

 

 

 

 

Table 2. R-Square and Adjusted R-Square 
Source: Data Analysis using LISREL 8.80 (2020) 

 

Meanwhile, the result of hypotheses testing 

using path diagram, could be explained as 

follow: 

 

Figure 4. Structural Diagram (Standardized) 

 

Figure 5. Structural Diagram (t-value) 

The result of hypotheses testing could be 

explained below:  

Table 3. Result of Hypothesis Testing 

Source: Data Analysis using LISREL 8.80 (2020) 
 

0.09 PI 1 0.58

0.11 PI 2 0.52 PI 0.28 0.40 0.46

0.12 PI 3 0.66 TR 1 TR 2 TR 3

0.01 0.81 0.86 0.90 AD 1 0.15

0.24 SC 1 0.87 0.83

0.93 AD 2 0.32

0.27 SC 2 0.79 SC

0.87 AD 3 0.11

0.24 SC 3 0.76

0.18

0.18 PE 1 0.69

0.17 PE 2 0.67

PE

0.21 PE 3 0.75

0.20 PE 4 0.71

TR AD

0.670.34

4.81 PI 1 10.13

4.87 PI 2 10.01 PI 5.13 6.48 6.98

4.90 PI 3 10.91 TR 1 TR 2 TR 3

2.73 5.13 6.98 14.01AD 1 6.76

7.02 SC 1 12.81 6.48

14.33AD 2 7.89

6.46 SC 2 12.76 SC

13.89AD 3 6.44

5.86 SC 3 12.70

4.19

4.95 PE 1 11.01

4.99 PE 2 10.95

PE

5.64 PE 3 11.98

5.01 PE 4 11.35

TR AD

6.42 12.89

GOF 

Indicator 

            Est.Value Testing 

Result 

Conclusion 

 Absolute Fit Value 

GFI  GFI > 0.90 0.94 Good Fit 

RMSEA  RMSEA < 0.08 0.06 Good Fit 

 Incremental Fit Value 

NNFI  NNFI > 0.90 0.91 Good Fit 

NFI  NFI > 0.90 0.99 Good Fit 

AGFI  AGFI > 0.90 0.93 Good Fit  

RFI  RFI > 0.90 0.98 Good Fit 

IFI  IFI > 0.90 0.97 Good Fit 

Variables R-Square Adjusted 

R-Square 

Personal Innovativeness 0.263 0.131 

Security Concerns 0.561 0.583 

Perceived Enjoyment 0.432 0.233 

Trust 0.745 0.883 

Hypo- 

theses 

Variables Coefficient 

Standard 

t-Value Statistical 

Conclusion 

H1 PI → TR 0.01 2.73 Data Supported 

H2 SC → TR 0.34 6.42 Data Supported 

H3 PE → TR 0.18 4.19 Data Supported 

H4 PI,SC,PE → TR 0.54 7.84 Data Supported 

H5 TR → AD 0.67 12.89 Data Supported 
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The research able to create a structural 

equation model as follow: 
 

TR = 0.01*PI + 0.34*SC+ 0.18*PE 

        (0.054)         (0.050)     (0.043) 

           2.73             6.42         4.19 

Errorvar.= 0.43  , R² = 0.563 

AD = 0.67*TR 

          (0.56)  

          (12.89)    

            Errorvar.= 0.43  , R² = 0.745 

 

The result of hypotheses testing could be 

explained further: 

 

H1: Personal innovativeness had a positive 

effect on customer trust, with the t-value > 

2 (2.73 > 2), with the effect value of 0.01.  

 

The finding was aligned with the previous 

research conducted by Rouibah & Abbas 

(2010) who stated that personal 

innovativeness had statistically significant 

toward trust. The research showed that the 

customers decision to adopt the digital 

payment services if the platform were able 

to fulfill their curiosity of the features and 

services offered. This finding supported the 

previous research done by Xu and Gupta 

(2019) who mentioned that the customer 

who were satisfied in their first experiment 

in exploring the new digital payment 

platform tend to continue adopting that 

platform. 

 

H2: Security concerns had a positive effect 

on customer trust, with the t-value of 6.42 

and the effect value of 0.34.  

 

The result supported the previous research 

that mentioned that security concerns had 

the highest significant effect into trust (li & 

Huang, 2009). Some risks related with the 

digital payment services data security and 

protection privacy the finding also 

supported the research done by Dorfleitner 

et al. (2017) who explained the secure 

platform would keep the secrecy of the 

customer’s data information. If the 

customers felt secure in that platform, they 

are willing to adopt and use it in making 

payment services (Gupta et al., 2010).   

 

H3: Perceived Enjoyment had an influence 

on trust, with the t-value of 4.19 and the 

effect value of 0.18.  

 

If users found difficulties in accessing the 

digital platform, it would also influence 

their reluctant behaviour in adapting the 

new technology (Egbunike, et.al, 2018). 

The result of this research also aligned with 

the previous study of Chen, Lai, & Lin 

(2014) who explained that one key success 

factor for the fintech platform to attract the 

users was the ability to provide the user 

interface (UI) and user experience design 

(UX). The customers are willing to adopt 

the digital payment services if they had 

enjoyable experience, fun and pleasant 

feeling, enjoyable experience that is 

supported with the modern and interactive 

features (Deci et al., 1985). 

 

H4: Personal Innovativeness, Security 

Concerns and Perceived Enjoyment 

together had a significant influence to trust, 

with the t-value of 7.84 and the effect value 

of 0.54.  

 

This study found that the customers trust in 

adopting the new digital payment services if 

they felt secure, had an enjoyable 

experience when access the digital payment 

services for the first time. Therefore, the 

study supported with the study of 

Venkatesh et al. (2012).  

 

H5: Trust had  the highest and significant 

influence on customer decision to borrow 

for ultra-micro segments in Indonesia’s P2P 

lending platforms, with the t-value of 12.89 

and the effect value of 0.67.  

 

The finding supported the previous study 

that mentioned trust as the major factor in 

creating customer perception Egbunike 

(2018). The customer preferred to choose 

the platform that had positive credibility in 

public image Walchek (2015). Customer 
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preferred to do business with the authorized 

digital payment services. In Indonesia, the 

digital payment services had to registered 

and got the license from the government 

body (OJK). The study aligned with the 

research result from (Zhang, et.al, 2017) 

who stated that every business organization 

must meet and follow with the government 

regulation. 

 

5. Conclusion & Suggested Further 

Research 

Trust had the highest effect in influencing 

customer decision to adopt the digital 

payment services. Meanwhile, all the 

variables such as personal innovativeness, 

security concerns and perceived enjoyment 

had positive impact in developing the 

borrower trust, in which the security 

concerns had the highest effect. The 

application platform should develop 

innovation that focus more on user-friendly 

features and experiences using more 

understandable languages and symbols. The 

R-square of this research showed the value 

of 0.745. It meant that even trust had a 

positive impact in customer decision to 

borrow with 74.5% effect, there might be 

other variables that could be considered in 

influencing trust, such as: customer 

knowledge and financial literacy. But, 

there’re an urgency to encourage the 

support of the technology financial 

ecosystem, including the government in 

initiating a clear regulation to protect the 

customers interest and in the same time had 

to deliver highest standard of service 

quality to attain firm competitiveness and 

performance since the customers are more 

interested with more attractive offers and 

services.  
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