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Abstract. This study aims to determine the effect between perceived risk, self-efficacy, 

enjoyment, trust, perceived usefulness, and perceived ease of use on behavioral 

intention to use mobile wallets in Batam City. Therefore, the researcher use judgemental 

sampling in order to give the questionnaire to users who have made transactions using 

Go-Pay, OVO, Dana, Shopee, and Link Aja in Batam City, by using a google form that 

was distributed to 375 respondents. The results of these respondents will be processed 

using smartPLS version 3.0 software. The results of this study indicate trust and self-

efficacy, do not at all affect behavioral intention to use mobile wallets in Batam City. In 

addition, trust is also unable to mediate the effect between enjoyment and behavioral 

intention to use mobile wallets in Batam City. 

 

Keywords: Behavioral intention; Mobile wallets; Perceived ease of use; Perceived 

usefulness; Trust. 

 

 

Abstrak. Penelitian ini bertujuan untuk mengetahui pengaruh perceived risk, self-

efficacy, enjoyment, trust, perceived usefulness, dan perceived ease of use terhadap 

behavioral intention pada penggunaan mobile wallets di Kota Batam, Kepulauan Riau. 

Oleh karena itu, peneliti menggunakan judgemental sampling dengan memberikan kue-

sioner kepada pengguna yang pernah melakukan transaksi menggunakan Go-Pay, 

OVO, Dana, Shopee Pay, dan Link Aja di Kota Batam. Pengumpulan data dilakukan 

dengan memanfaatkan Google form yang disebarkan kepada 375 responden. Hasil dari 

jawaban responden tersebut diolah dengan menggunakan software SmartPLS versi 3.0. 

Hasil penelitian ini menunjukkan bahwa trust dan self-efficacy sama sekali tidak mem-

pengaruhi behavioral intention pada penggunaan mobile wallets di Kota Batam. Selain 

itu, trust juga tidak mampu memediasi pengaruh enjoyment terhadap behavioral intent-

ion pada penggunaan mobile wallets di Kota Batam. 

 

Kata kunci: Behavioral intention; Mobile wallets; Perceived ease of use; Perceived 

usefulness; Trust. 
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BACKGROUND 

There is a technological innovation, so that payment methods are also experi-

encing development. In the past, transactions only used barter, but along with the times, 

legitimate transactions were transactions using only cash. After the presence of payment 

instrument technology, it began to adapt to digital payments or called mobile wallets 

(Bank Indonesia, 2020b). According to Katadata (2022), the value of transactions using 

mobile wallets has increased by 58.60% or IDR 35.10 trillion in 2021, when viewed in 

2020, transactions using mobile wallets only reached IDR 22.13 trillion. In addition, the 

volume of transactions using mobile wallets in 2021 reached 602.29 million times 

compared to 2020, the volume of transactions using mobile wallets only reached 438.04 

million times. Therefore, it can be seen that there is an increase in the use of mobile 

wallets from 2020 to 2021. This increase can occur due to people's preference for online 

using digital payment methods or mobile wallets (Kontan, 2022). Based on data from 

the Media Center Batam (2020) which states that in April 2020 the use of digital 

payments was recorded at IDR 128.3 billion with a total transaction of 1.34 million 

transactions. 

During the COVID-19 pandemic, users of mobile wallets increased 10 times from 

2019, this was due to reducing the number of virus spreads and government policies 

related to health protocols so that people were advised to use digital transactions or non- 

cash transactions (Media Indonesia, 2021), (Merdeka, 2021). The Indonesian govern-

ment has also implemented policies related to digital payments as regulated in PBI 

(Peraturan Bank Indonesia/Bank Indonesia Regulation) No. 2016/2018 regarding elec-

tronic money (Bank Indonesia, 2018). According to Bank Indonesia, (2020a) mobile 

wallet is a digital form of payment where the money can be stored in electronic media. 

Before using it, users are expected to top up their balance or top up before making a 

transaction. 

According to Good News From Indonesia (2022) which we can look at Figure 1, 

the mobile wallet applications that are most in demand by the Indonesian people are 

OVO, Go-Pay, Shopeepay, Dana, and Link Aja. The five applications took the first, 

second, third, fourth, and fifth positions respectively. OVO can occupy the first position 

with a percentage gain of 31%. This is because OVO has the largest number of new 

active users among mobile wallets . On the other hand, OVO was able to increase online 

merchant in the first half of 2021. Go-Pay can occupy the second position with a 

percentage of 25%, because Go-Pay offers security in transactions so that users are 

interested in using it. Shopeepay is one of the mobile wallets applications, so this appli-

cation can occupy the third position with a percentage of 20%. Shopeepay offers many 

promotions to users so that they are interested in using the application. Shopeepay 

actively used since the Covid-19 pandemic. Dana can occupy the fourth position with a 

percentage of 19%, because the majority of Dana users believe in the application, In 

addition, the majority of users of Dana are Generation Z and Millennials. The Link Aja 

application managed to occupy the fifth position with a percentage of 4%, because Link 

Aja is a mobile wallet produced by government.  

Perceived risk is the risk that will arise when making transactions or using a 

mobile wallet. This risk arises because of a person's perception of personal data or risks 

that come from the technology, such as unsuccessful transactions but the balance is 

reduced (Al-Saedi et al., 2020). This dimension will determine whether consumers have 
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behavioral intentions in using a mobile wallet or not. Self-efficacy is measuring the 

extent to which the technology is able to take advantage of its innovations in achieving 

its goals. For this reason, the company will take advantage of the manual provided on 

the platform and video tutorials that can be accessed via YouTube, so that consumers 

can learn how to use mobile wallets (Al-Saedi et al., 2020). In this dimension, self-

efficacy will make consumers have behavioral intentions in using a mobile wallet 

because they have guidelines or procedures for using the application. 

 

 
 Source: Good News From Indonesia (2022). 

 

Figure 1. Mobile Wallets that Dominate in Indonesia (2021) 

 

Enjoyment is a taste that will be enjoyed by consumers in the form of pleasure or 

displeasure in using technology. In this study, the perceived enjoyment is the extent to 

which a person feels happy when using mobile wallets. The higher consumers enjoy 

using it, the less anxiety they feel (To & Trinh, 2021). Trust is a consumer trust about 

the technology used, when using mobile wallets consumers will usually be asked to fill 

in personal data and top up from a personal account, for that consumers will be very 

concerned about their security and privacy. Consumers who have confidence in the 

application will make them feel safe in using it (To & Trinh, 2021), in this dimension 

consumers will believe that the application they use is an application that can be trusted 

and relied on. 

Perceived usefulness is an individual who uses the technology to increase its 

effectiveness and performance. In this dimension, consumers will prefer to use a mobile 

wallet if its use can be useful for them. Percaived usefulness will make consumers to 
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return to using mobile wallets because it has benefits for them (To & Trinh, 2021). 

Perceived ease of use is a person's perception of the ease of transactions using a mobile 

wallet. The ease that is felt by individuals is easy to use, can save time and its use is 

clear and easy to understand. In this dimension, consumers will feel that using a mobile 

wallet is not difficult and easy to use, so that consumers have behavioral intentions in 

using a mobile wallet  (To & Trinh, 2021). 

In making users more interested in using mobile wallets, and also to prove directly 

which of course the results of this study are very useful in researching consumer beha-

vior. Whether users must have show behaviors that can make them have the intention to 

use them more often. Therefore, research from Al-Saedi et al. (2020), which states that 

the role of perceived risk and self-efficacy (hint) will influence users to use mobile 

wallets. In addition, research from To and Trinh (2021), also states that enjoyment, 

trust, perceived usefulness, and ease of use play a very important role in growing user 

behavioral intention.  

 

THEORETICAL REVIEW 

Behavioral Intention 

According to Al-Emran et al. (2020) interpreting behavioral intention as the ease 

of using a technology so that users have the intention to reuse it in the future. According 

to Wu et al. (2021) explain that behavioral intention is a risk experienced by consumers 

when using the technology which will be a determinant for consumers to reuse the tech-

nology or not. Behavioral intention is an attitude of consumer loyalty to the product/ 

service used, behavioral intention is not only used to measure current consumer beha-

vior but also potential consumers (Suhartanto, 2019).  

The Effect of Perceived Risk on Behavioral Intention 

Wu et al. (2021) perceived risk or the risk perceived by consumers will greatly 

affect their behavior to use a technology. Perceived risk in the study of Wu et al. (2021) 

said that the risk of personal data leakage would prevent consumers from using 

technology. Based on research in the context of mobile wallets, perceived risk is an 

important factor influencing consumer behavioral intentions (Al-Saedi et al., 2020). 

Fear and hacking among users can trigger negative risk perceptions that will lead to 

blocking of personal information (Bashir & Madhavaiah, 2015). So it can be concluded 

the following hypothesis: 

H1: Perceived risk has an effect on behavioral intention to use mobile wallets in 

Batam City.  

 

The Effect of Self-Efficacy on Behavioral Intention 

Kumar et al. (2020), Al-Saedi et al. (2020), and Zhang et al. (2020) states self-

efficacy has an effect on behavioral intention, this is because The existence of innova-

tion from technology on how to use a service will make consumers have the behavior to 

use the service (Al-Saedi et al., 2020). Consumers who have a high ability to use digital 

payments will substantially return to using these services (Zhang et al., 2020). There-

fore, it can be concluded that the relationship between variables is as follows: 
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H2: Self-efficacy has an effect on behavioral intention to use mobile wallets in 

Batam City. 

  

The Effect of Perceived Usefulness on Behavioral Intention 

According to To & Trinh (2021), Al-Emran et al. (2020), and Zhai & Ma (2021) 

perceived usefulness has an effect on behavioral intention because consumers get the 

positive side of using it such as increasing its performance and effectiveness (Al-Emran 

et al., 2020). Usually users will use mobile wallets, if the services provided generate 

benefits (To & Trinh, 2021). Thus, consumers who assume that the use of mobile 

wallets are useful for them can make consumers return to use the service. So there is a 

hypothetical relationship as follows: 

H3: Perceived usefulness has an effect on behavioral intention to use mobile wallets 

in Batam City. 

 

The Effect of Perceived Ease of Use on Behavioral Intention 

According to To & Trinh (2021), Chen & Aklikokou (2020), and Zhai & Ma 

(2021) ease of use has a positive relationship with behavioral intention. Because In 

using the system if the user feels that it is easy to use it will attract the user's attention to 

return to using the system (Chen & Aklikokou, 2020). Users of mobile wallets consist 

of young people and the oldster, so the use of the application must be easy to use (To & 

Trinh, 2021). Therefore, the following hypothesis can be formulated: 

H4: Perceived ease of use has an effect on behavioral intention to use mobile 

wallets in Batam City. 

 

The Effect of Trust on Behavioral Intention 

Saprikis & Markos (2018), Hallem et al. (2021), Bashir and Madhavaiah (2015) 

explains the positive influence on trust with behavioral intention. Because consumers 

trust their personal data to be given to responsible parties such as banks (Bashir & 

Madhavaiah, 2015). Hallem et al. (2021) states that trust in the platform will make users 

have a loyal attitude towards the platform. According to Purwianti (2022) and Saprikis 

& Markos (2018) user trust will make consumers have a behavioral intention in reusing 

the application. This is because users believe that the application will not harm them so 

that they will use it again. So it can be concluded the following hypothesis:  

H5: Trust affects behavioral intention in using mobile wallets in Batam City. 

 

The Effect of Trust on Perceived Usefulness 

To & Trinh (2021), Zhai & Ma (2021), and Saprikis et al. (2018), states that trust 

with perceived usefulness has a positive effect because trust in a service can increase the 

benefits used (Saprikis et al., 2018). According to To & Trinh (2021) that trust in 

mobile wallets is able to increase consumer effectiveness. Based on research from Seo 

& Lee (2021) also proves the same thing. In the study of Seo & Lee (2021) explained 

that the adoption of service robots can be successful because of the user's trust in the 
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benefits that will be obtained such as being able to use social media as a marketing stra-

tegy for their business.following hypotheses can be concluded: 

H6: Trust has an effect on perceived usefulness in the use of mobile wallets in 

Batam City. 

 

The Effect of Enjoyment on Behavioral Intention 

Research conducted by To and Trinh (2021), Saprikis (2018), and Saprikis et al. 

(2018) explain that enjoyment has a positive relationship on behavioral intention. Con-

sumers who feel happy in using a technology, the consumers will return to use it (To & 

Trinh, 2021). Consumers can return to using online transactions because these consu-

mers feel good about using them (Saprikis, 2018). According to Christiarini & 

Rahmadilla (2021) and Saprikis et al. (2018) the enjoyment felt by consumers can 

increase the loyalty of a product/service that makes consumers return to use it. There-

fore, there is a hypothetical relationship as follows: 

H7: Enjoyment affects behavioral intention in using mobile wallets in Batam City. 

 

The Effect of Enjoyment on Perceived Usefulness 

According to To and Trinh (2021), Saprikis (2018), Putra (2021), and Saprikis & 

Markos (2018) state that there is a positive relationship between enjoyment and 

perceived usefulness. The enjoyment felt by consumers will make consumers feel that 

the use of mobile wallets is very beneficial for them (To & Trinh, 2021). Pleasure is an 

emotional trait which is an extrinsic value of perceived usefulness (Saprikis, 2018). In 

the use of technology by consumers, if they feel happy or enjoyable, the user will 

assume that the use of this technology is very useful because it can improve 

performance and effectiveness (Saprikis & Markos, 2018). So it can be concluded that 

there is a relationship between variables as follows: 

H8: Enjoyment affects perceived usefulness in the use of mobile wallets in Batam 

City. 

 

The Effect of Enjoyment on Perceived Ease of Use 

According to To and Trinh (2021), Putra (2021), Bashir and Madhavaiah (2015), 

Saprikis et al. (2018) enjoyment has a positive influence with ease of use. Enjoyment of 

using mobile wallets makes it easier to use the service (To & Trinh, 2021). Enjoyment 

represents an intrinsic motivation value because perceived ease of use is an intrinsic 

motivator that can increase enjoyment in using a system so as to increase acceptability 

(Bashir & Madhavaiah, 2015). So it can be concluded the following hypothesis: 

H9: Enjoyment affects the perceived ease of use in the use mobile wallets in Batam 

City. 
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The Effect of Enjoyment on Trust 

According to To and Trinh (2021), Chunxiang (2014), and Liu et al. (2021) 

enjoyment has a positive relationship with trust. Because the higher the sense of 

pleasure from consumers, the greater the consumer's confidence in the technology used 

(Liu et al., 2021). The perceived level of enjoyment can make consumers reduce their 

fear/anxiety about mobile wallets (To & Trinh, 2021). S. H. Kim et al. (2020) prove that 

there is a significant effect on the hypothesis. When the individual is interested in the 

story being told so that the individual believes in the story (S. H. Kim et al., 2020). 

Therefore, these variables can be concluded as follows:  

H10: Enjoyment affects trust in the use of mobile wallets in Batam City. 

 

The Effect of Enjoyment on Behavioral Intention with Perceived Ease of Use as a 

Mediator 

According to Bashir and Madhavaiah (2015) and Saprikis and Markos (2018) 

which states that there is a significant positive effect enjoyment on behavioral intention 

mediated by perceived ease of use. The existence of a higher level of enjoyment inten-

sifies the intrinsic motivation of consumers, thus making consumers perceive using the 

system as an easy thing which results in users having the intention to use it again 

(Bashir & Madhavaiah, 2015). Research from Tao et al. (2019) also explain the 

relationship significant positive effect. This is because users feel they are quite skilled 

in using the technology so they often use it because of the ease of use that makes them 

master quickly and makes them happy to use it (Tao et al., 2019). Therefore, it can be 

concluded as follows: 

H11: Enjoyment afefcts behavioral intention with perceived ease of use as a 

mediation in the use of mobile wallets in Batam City. 

 

The Effect of Enjoyment on Behavioral Intention with Perceived Usefulness as a 

Mediator 

Based on research from Tao et al. (2019) and Saprikis and Markos (2018) which 

states that there is a significant positive relationship on the hypothesis. When users feel 

the technology used is useful for their lives, then the user has a greater tendency to use 

it (Tao et al., 2019). When users feel the benefits indirectly, it also makes users feel 

happy for the benefits they get (Saprikis & Markos, 2018). According to Bashir and 

Madhavaiah (2015), there is also a significant positive relationship. This is because a 

higher level of enjoyment increases the perceived efficiency of the system and increases 

the perceived value of a system or technology (Bashir & Madhavaiah, 2015). Therefore, 

there is a hypothetical relationship as follows: 

H12: Enjoyment affects behavioral intention with perceived usefulness as a media-

tion in the use of mobile wallets in Batam City. 
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The Effect of Trust on Behavioral Intention and Perceived Usefulness as a Media-

tor 

According to To & Trinh (2021) and Chen and Aklikokou, (2020), there is a 

significant effect on the hypothesis relationship. If mobile wallets do not have proper 

security, users will feel that the wallet is less useful so that it can reduce the intention to 

use it (To & Trinh, 2021). Trust can influence a person's interest in adopting a service 

(Chen & Aklikokou, 2020). Research from Schlaegel (2015) also stated that there was a 

significant positive relationship on the hypothesis. Trust can increase the expected 

benefits in market conditions, causing some behavior in its use (Schlaegel, 2015). So 

that the hypothesis can be concluded as follows: 

H13: Trust affects behavioral intention with perceived usefulness as a mediation in 

the use of mobile wallets in Batam City. 

 

The Effect Enjoyment on Behavioral Intention with Trust and Perceived Useful-

ness as a Mediator 

According to Koenig-Lewis et al. (2015), Saprikis et al. (2018), and Kim & Kim 

(2020) explain the existence of a significant relationship. An individual who feels 

happiness is indirectly able to feel the benefits obtained so that he has the intention to 

use it (Kim & Kim, 2020). In using an application, if the user has trust and feels the 

benefits, it will indirectly affect their enjoyment of behaving to use it (Koenig-Lewis et 

al., 2015). When users believe that the application can be trusted so that they enjoy its 

use, then the user feels the benefits derived from the application which makes the user 

have the intention to reuse the application (Saprikis et al., 2018). Therefore, the hypo-

thesis can be formulated as follows: 

H14: Enjoyment affects behavioral intention with trust and perceived usefulness as 

a mediation in the use of mobile wallets in Batam City. 

 

The Effect Enjoyment on Behavioral Intention with Trust as a Mediator 

Hallem et al. (2021) and Ye et al. (2019) stated that the positive effect was not 

significant. This is because users will not have the intention to use it if they only feel 

pleasure (Hallem et al., 2021). Trust is not able to change an individual's perception of 

the happiness obtained in using something. Lack of user trust will reduce the intention 

to use it (Ye et al., 2019).  

Based on research from S. H. Kim et al. (2020), entitled "story telling by medical 

tourism agents and its effect on trust and behavioral intention". His research has proven 

a significant positive relationship. This is because the enjoyment obtained from the 

story makes the listener believe so that the listener has some behavior towards the story 

(S. H. Kim et al., 2020). So that these variables can be formulated as follows: 

H15: Enjoyment affects behavioral intention with trust as the mediation in the use 

of mobile wallets in Batam City. 
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The Effect Enjoyment on Perceived Usefulness with Trust as a Mediator 

Based on Koenig-Lewis et al. (2015) and Chunxiang (2014) there is a significant 

positive relationship. The individual feels pleasure when using the application so that it 

can increase its benefits (Chunxiang, 2014). According to Seo & Lee (2021) also stated 

that there was a significant positive relationship. When individuals believe that the 

technology is able to entertain users, the user will indirectly feel the benefits (Seo & 

Lee, 2021). So there is the following statement: 

H16: Enjoyment affects perceived usefulness with trust as the mediation in the use 

of mobile wallets in Batam City. 

 

From the formulation of the hypothesis above, it can be seen the relationship between 

the variables in the diagram below. 
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Figure 2. Framework of the Research Model 

 

RESEARCH METHODS 

This research uses a comparative causal type of research. The object of this 

research is to find out what causes can make users have behavioral intentions in using 

mobile wallets in Batam. For this reason, the researcher decided that the population of 

this study were users who had used mobile wallets in conducting transactions in Batam 

City. So that the sample used in this study is only a mobile wallets often used. Based on 

data obtained from Good News From Indonesia (2022), the most frequently used mobile 

wallets are Go-Pay, OVO, Dana, Shopee Pay, and LinkAja. Therefore, the sample of 

this research is users who have made transactions using Go-Pay, OVO, Dana, Shopee 

Pay, and LinkAja in Batam City. The sample needed in this study was 375 respondents 

with a sampling technique in the form of purposive sampling, where the sample needed 

in the study was adjusted to the research criteria (Patten & Newhart, 2018). To deter-
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mine the number of samples, the researcher used the formula of Hair et al. (2019) with a 

scale of 1:15. This study used 23 questions. So it required 345 respondents with a 

calculation of 23*15=345. However, to avoid the risk of respondents who did not meet 

the criteria, the researchers collected 375 respondents. The data collected will be 

processed using SmartPLS software related to validity, reliability, and hypotheses test.  

Validity and Reliability 

Test Validity is a test carried out to prove that the instrument, technique or pro-

cess used in measuring the concept is in accordance with the objectives (Sekaran & 

Bougie, 2016). In this study, the validity of the AVE (Average Variance Extracted) test 

was used. The AVE validity test was carried out to see whether the variable was valid or 

not, provided that the AVE value was not less than 0.5 (Hair et al., 2019). The reliability 

test is a test carried out to prove the consistency of the respondents' answers and the 

stability of the measuring instrument (Sekaran & Bougie, 2016). In this study using a 

composite reliability approach. The data can be declared reliable if it has a composite of 

0.7 (Hair et al., 2019). 

Variable Operation 

 

Table 1. Research Instruments 

Variables Operational Definition Indicators Source 

Behavioral 

Intention 

Person's intention to reuse the 

application in the long or short 

term. 

1. Using mobile wallets in the future. 

2. Using a mobile wallet in everyday life. 

3. Use it more often. 

4. Recommend to others 

To & Trinh 

(2021) 

Perceived Risk 

The perceived risk in using and 

transacting using the 

application. 

1. Feeling unprotected when providing 

personal information. 

2. It is inconvenient to use the service, 

because other people may be able to 

access my data. 

3. Most likely an error occurred while 

using it. 

Al-Saedi et al. 

(2020) 

Enjoyment 

The pleasure that someone 

feels in the form of being 

happy, and excited, about 

using technology can make 

them have the intention to use 

it again. 

1. Using a mobile wallet is fun. 

2. Feel happy when transacting using a 

mobile wallet. 

3. Overall using a mobile wallet is fun. 

To & Trinh 

(2021) 

 

Self-efficacy 
Person's belief in doing the 

recommended activities. 

1. If there is a guide to help then I will use 

it. 

2. If someone teaches me how to use a 

mobile wallet, I will use it. 

3. If someone uses a mobile wallet then I 

use it too. 

Al-Saedi et al. 

(2020) 

Trust 

A sense of confidence from 

consumers about the 

technology that will be used. 

1. Feel safe providing financial 

information in a mobile wallet. 

2. Feel safe in the transaction. 

3. Feel safe providing personal 

information. 

To & Trinh 

(2021) 

Perceived 

Usefulness 

The user's perception of the 

application can be useful for 

him. 

1. Can complete tasks more efficiently. 

2. The existence of a mobile wallet can 

facilitate work. 

3. Can improve the quality of life. 

4. Overall, a mobile wallet is useful. 

To & Trinh 

(2021) 

Perceived 

Ease of Use 

Perception of the ease of using 

the application that makes 

users use it often. 

1. Save time and energy. 

2. The usage is clear and easy to 

understand. 

3. Easy to use. 

To & Trinh 

(2021) 
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Hypotheses Testing (Direct and Indirect Effect) 

In the PLS system there are two types of hypothesis analysis. They are direct 

effect and indirect effect (indirect relationship). The relationship that connects two 

constructs with one arrow between them is called the direct effect, while the represen-

tative relationship between two latent variables through a third construct (for example, 

mediation) in the PLS pathway model is an indirect effect (Hair et al., 2017). Direct 

effects and indirect effects can be declared positive if the number in the sample mean 

shows a positive number and vice versa if it shows a negative number then the 

relationship is declared negative, besides that the hypothesis can be stated as significant 

seen in the t-statistic which has a value > 1.96 and a P-value < 0.05 (Hair et al., 2019). 

 

RESULTS AND DISCUSSION  

Respondent Demographics 

The results of the demographics show that the majority of mobile wallets in 

Batam City are domiciled by women by 72.4%, the rest are men. For the age range of 

mobile wallets in Batam City, they are in the range of 17–24 years or 85.3% of mobile 

wallets in Batam City. Then on the type of work, the average respondent is a student or 

students of 44.5%. Then users from mobile wallets in Batam City tend to use Go-Pay by 

28%, followed by Shopee pay, OVO, Dana, and LinkAja.   

Validity and Reliability 

 

Table 2. Validity and Reliability Test Results 
Variable AVE Composite Reliability 

Behavioral Intention (BI) 0.601 0.857 

Enjoyment 0.661 0.854 

Perceived Ease Of Use (PEOU) 0.592 0.813 

Perceived Risk (PR) 0.778 0.913 

Perceived Usefulness (PU) 0.582 0.848 

Self Efficacy (SE) 0.759 0.863 

Trust 0.719 0.885 

Source: Researchers (2022). 

 

Based on Table 2, the validity test on the AVE value is not less than 0.5 (Hair et 

al., 2019). Therefore, all variables can be declared valid and perform a reliability test. 

The reliability test informs that the composite value is above 0.7 (Hair et al., 2019). So 

it can be declared reliable. Therefore, both tests have met the criteria.  

Hypotheses Test (Direct and Indirect Effect) 

Discussion 

Through the results of this study (Table 3), it was found that perceived risk was 

found to influence behavioral intentions (accepted H1). This is because the mobile 

wallet itself keeps updating their level of security. According to users, the mobile wallet 

used comes from a clear and well-known company that is even authorized by the OJK 

itself and the role of the personal data protection law which has 16 chapters and 76 

articles that regulate basic things to protect individual personal data from hackers 
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(Tempo, 2022). Therefore, users do not agree that such risks can reduce their interaction 

with the mobile wallet. Even researchers from Al-Saedi et al. (2020), Wu et al. (2021), 

and Bashir & Madhavaiah (2015) discuss that each platform finance is very concerned 

with security so that data hacking does not occur which makes users afraid, panicked 

and angry so they are no longer interested in using it. Self efficacy is not a factor that 

makes users to use a mobile wallet (reject H2). This is because users apply the theory of 

try and error more and are self-taught because the majority of mobile wallet users in 

Batam City have a background of high school/vocational high school graduates and are 

still young. Therefore, users only see the menu listed and make transactions without 

first reading the user manual or tutorial. However, in contrast to Kumar et al. (2020), 

Al-Saedi et al. (2020), and Zhang et al. (2020), where every individual really needs a 

guidebook or tutorial in using an application and technology. Without the manual, they 

will not use it because they do not understand the application and the technology used 

and even the potential for errors to occur if it is not equipped with instructions for use. 

 

Table 3. Direct and Indirect Effect 

Hypotheses 
Sample 

Mean 
t-Statistics P Values Result Conclusion 

PR → BI -0.105 2.735 0.006 Significant H1: Supported 

SE → BI 0.061 1.525 0.127 Insignificant H2: Not supported 

PU → BI 0.196 2.553 0.011 Significant H3: Supported 

PEOU → BI 0.283 4.316 0.000 Significant H4: Supported 

Trust → BI 0.088 1.676 0.094 Insignificant H5: Not supported 

Trust → PU 0.190 3.528 0.000 Significant H6: Supported 

Enjoyment → BI 0.250 3.585 0.000 Significant H7: Supported 

Enjoyment → PU 0.392 5.489 0.000 Significant H8: Supported 

Enjoyment → PEOU 0.556 9.070 0.000 Significant H9: Supported 

Enjoyment → Trust 0.400 7.330 0.000 Significant H10: Supported 

Enjoyment→PEOU →BI 0.157 3.820 0.000 Significant H11: Supported 

Enjoyment→PU→BI 0.075 2.588 0.010 Significant H12: Supported 

Trust→PU→BI 0.036 2.489 0.013 Significant H13: Supported 

Enjoyment→Trust→PU→BI 0.014 2.349 0.019 Significant H14: Supported 

Enjoyment→Trust→BI 0.035 1.613 0.107 Insignificant H15: Not supported 

Enjoyment→Trust→PU 0.076 3.133 0.002 Significant H16: Supported 

Source: Researchers (2022).  

 

 Perceived usefulness and ease of use obtained in using a mobile wallet greatly 

affect the behavioral intention (accepted H3 and H4). These results are the same as 

those of previous researchers, namely To & Trinh (2021), Al-Emran et al. (2020), Chen 

& Aklikokou (2020), and Zhai & Ma (2021) who have explored related to the adoption 

of e-wallet and internet banking. In their research, it was found that the greater the 

benefits and ease of use, the greater their intention to reuse. This study also shows the 

same thing, where Batam City mobile wallet users will be more interested in using it 

because users feel the benefits obtained when using a mobile wallet and in using it is 

also not complicated which makes Batam City mobile wallet users assume that using a 

mobile wallet in transactions are more flexible and able to make users feel more 

efficient because of discounts and cashback in transactions. However, this cannot 

guarantee their level of trust to behavioral intention (reject h5), which is contrary to 

Saprikis & Markos (2018), Hallem et al. (2021), Purwianti (2022), and Bashir and 

Madhavaiah (2015). Nevertheless, trust still affects the perceived usefulness obtained in 

using a mobile wallet (accepted H6). Because mobile wallet users in Batam City believe 
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that when they use a mobile wallet, they can shorten the time in making transactions 

such as not having to queue at the bank in addition to using a mobile wallet they believe 

it can also reduce spending due to discounts and cashback. Research conducted by To & 

Trinh (2021), Zhai & Ma (2021), Saprikis et al. (2018), and Seo & Lee (2021), describe 

that users trust the applications they use. Because after making a transaction they 

believe that the application used provides benefits to them, where before the application 

the users had to come directly to the bank to complete the transaction, but the existence 

of e-wallet and internet banking makes users feel the benefits obtained. 

Enjoyment was found to affect the behavioral intention, usefulness, and easy of 

use on the mobile wallet application (accepted H7, H8, and H9). This is because these 

users really enjoy transactions using a mobile wallet. Of course, users will prefer to use 

it if the application can make them feel happy so that it increases users' intention to use 

mobile wallets more often. In addition, users also feel happy when transacting using a 

mobile wallet, making them assume that using a mobile wallet is not complicated and 

very easy. Because they enjoy using it so that the user also gets the benefits obtained 

through transactions that can be done anytime and anywhere, it makes the user not feel 

stress due to payment due dates on weekends and the presence of a mobile wallet does 

not require users to carry a lot of money considering payment transactions, transfers, 

purchases can be made in the mobile wallet. Research conducted by To and Trinh 

(2021), Saprikis (2018), Saprikis et al. (2018), Putra (2021), Bashir and Madhavaiah 

(2015), Christiarini and Rahmadilla (2021), and Saprikis and Markos (2018) also prove 

that enjoyment does make users reuse, usefulness, and easy of use. Because enjoyment 

is part of the hedonic motivation, the technology must be created as pleasant as possible 

so that users intend to use it. In addition, it was found that enjoyment also affects user 

trust (accepted H10). The pleasure of using a mobile wallet can create trust for its users, 

because with transactions using a mobile wallet, they can enjoy discounts and cash 

back, making users believe that their financial information is safe and cannot be seen by 

any party. This research exploration is also proven by To and Trinh (2021), Chunxiang 

(2014), Liu et al. (2021), dan S. H. Kim et al. (2020) regarding the adoption of internet 

banking, that enjoyment is able to provide a sense of comfort in transactions so that 

users also believe in the application. 

Through the direct influence relationship, it is proven that enjoyment affects the 

perceived usefulness, ease of use, and behavioral intentions. It turns out that this also 

affects the relationship indirectly, where perceived usefulness and perceived ease of use 

mediate between enjoyment and behavioral intention (accepted H11 and H12). Even 

this exploration was also discovered by Bashir and Madhavaiah (2015), Saprikis & 

Markos (2018), and Tao et al. (2019). When users already feel the pleasure and get the 

benefits, they will indirectly come back again to use it. Likewise with the ease of use, 

where consumers feel happy in using it indirectly they will come back again to use it. In 

this study, it was found that the presence of a mobile wallet changed their habits in 

transacting using cash which has now switched to digital transactions. With digital 

transactions, users get discounts and cash back so that they are interested in using them 

again and these transactions are only carried out in a short and fast time without being 

complicated so that users have the intention to use them more often. 

Directly trust affects the perceived usefulness, so that in the indirect relationship 

it was also found that the perceived usefulness mediate trust with behavioral intention 

(accepted H13). In this finding, it is proven that users who believe in the benefits they 
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get have the intention to use it. Instead of using cash transactions without getting any 

benefits, users prefer to use mobile wallets which get several benefits in transacting. 

This proof was also carried out by To and Trinh (2021), Chen and Aklikokou (2020), 

and Schlaegel (2015) where the researchers proved that users who transacted more 

frequently on internet banking benefited from transactions without queuing so that 

customers returned to transacting on the internet banking. Trust and perceived 

usefulness are proven to be able to mediate between enjoyment and behavioral 

intentions (accepted H14). Because users who enjoy using it they believe that the use of 

a mobile wallet can provide benefits for them which makes users indirectly return to use 

it again. Such a fast and accurate transaction process makes users trust and can save 

time. This finding was also made by Koenig-Lewis et al. (2015), and Kim and Kim 

(2020) that there is an influence of trust and perceived usefulness on enjoyment to 

behavioral intention. It found that enjoyment in using an application does not only 

depends on the benefits obtained but also depends on trust. In this discovery, it 

explained that by verifying personal data, get the bank transfer feature without admin 

fees which makes users intend to use it. 

Trust was found to be unable to mediate enjoyment with behavioral intention 

(rejected H15). This is because trust itself does not have an influence on behavioral 

intentions, which has an impact on indirect relationships. Trust itself is not able to get 

users to use it again, but there must be a useful role or easy of use so that users will 

return to use it. Therefore, contrary to S. H. Kim et al. (2020). But in Hallem et al. 

(2021) and Ye et al. (2019) was found to have an influence. Because internet banking 

users believe that their data will not be tracked by irresponsible parties so that their 

customers also trust and enjoy their transactions. On the other hand, trust can mediate 

the relationship between enjoyment and perceived usefulness (accepted H16). Users 

who enjoy mobile wallets will believe that there are benefits to be gained such as 

enjoying discounts and cash back so that they can reduce expenses. Even this 

relationship has been proven by Koenig-Lewis et al. (2015), Chunxiang (2014), and Seo 

and Lee (2021), that their respondents assume that digital transactions are believed to be 

more efficient than cash transactions. 

 

CONCLUSIONS AND RECOMMENDATIONS 

In the explanation above, it can be concluded that the factors that can make users 

use mobile wallets are the perceived risk that must be low, such as data privacy is safe 

and not misused, having a sense of pleasure when using or transacting using mobile 

wallets, then mobile wallets must easy to use and has benefits such as transaction 

processing can be done anytime and anywhere. Therefore, mobile wallet providers must 

pay attention to this because it can affect someone in using mobile wallets. For 

instructions on the use of mobile wallets (self efficacy) it will not affect users in using 

mobile wallets. Because users tend to be self-taught so it won't really affect users in 

using mobile wallets. Then trust does not affect because each mobile wallet has a 

different level of trust. Therefore, each mobile wallet must be registered with the OJK 

so that users have confidence in each application. This study only involved independent 

and intervening variables. Therefore, further researchers can use moderator variables. 

Then, the future research can also add some independent variables.    
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