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ABSTRACT 

 

This study aims to analyze the influence of religiosity on university students' interest in using 

mobile payment services through the extended Technology Acceptance Model (TAM). The 

research objective is to examine how perceived usefulness (PU), perceived ease of use (PEU), 

perceived security (PS), and religiosity (R) impact mobile payment adoption among students 

in Islamic universities in Yogyakarta. Data was collected from January to March 2024 via a 

Google Form questionnaire involving 203 students from Islamic universities in Yogyakarta. 

The quantitative analysis was performed using Smart-PLS. The findings indicate that among 

the four exogenous variables, only perceived usefulness (PU) significantly and positively 

affects mobile payment adoption, highlighting its crucial role in influencing student adoption 

decisions. Conversely, perceived ease of use (PEU), perceived security (PS), and religiosity 

(R) showed positive but insignificant effects on mobile payment adoption. Limitations include 

the relatively small sample size and the focus on a specific demographic, which may affect the 

generalizability of the results. Future research should explore a larger and more diverse 

population, include additional variables such as cultural and socioeconomic factors, and 

employ longitudinal studies to better understand the dynamics of mobile payment adoption 

over time.  
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A. INTRODUCTION  

 Technological advancements have significantly impacted society's daily lives, especially 

in payment transactions (Siswanti, 2022). Payments, which used to be conducted 

conventionally, can now be executed in many ways, even from distant locations. This 

technological development has positively impacted the transaction system (Hariyana, 2021; 

Maria & Widayati, 2020; Rifai et al., 2022). The use of technology in payment systems 

continues to evolve. E-commerce is one form of digital business that uses these digital payment 

systems (Gupta, 2014; Jílková & Králová, 2020; Ureche & Plamondon, 2000). 
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This payment technology has become a crucial alternative in global business because of 

its flexibility (Oliveira et al., 2016; Ramos-de-Luna et al., 2016). However, considering its 

effectiveness and flexibility, many MSMEs are also interested in using this digital payment 

system. In Indonesia, the rise in mobile payment usage is closely linked to the increasing 

number of smartphone users and the development of digital payment systems. Financial 

applications like GoPay, OVO, ShopeePay, and LinkAja have become prominent in offering 

mobile payment services, facilitating the shift toward a cashless society (Bezovski, 2016; Pillai, 

2019). Furthermore, Bank Indonesia's introduction of the QRIS (Quick Response Code 

Indonesian Standard) has enhanced the integration and interoperability of digital payment 

systems, promoting their widespread adoption (Annisa et al., 2023; Natakusumah et al., 2023; 

R et al., 2024; Rahadi et al., 2023). 

Despite the growing adoption of mobile payments, factors such as religiosity (Cahya & 

Umam, 2023) and user perceptions still play a critical role in influencing mobile payment usage 

(Alkhowaiter, 2022; Natakusumah et al., 2023), particularly among specific demographic 

groups like university students in Indonesia. This study analyzes how religiosity, perceived 

ease of use, perceived security, and perceived usefulness influence mobile payment adoption 

among students at Islamic universities in Yogyakarta. 

While previous studies have explored mobile payment adoption using the Technology 

Acceptance Model (TAM) and related frameworks, there is limited research examining the role 

of religiosity in shaping user attitudes toward mobile payments, especially in the context of 

Islamic universities (Alkhowaiter, 2022; Natakusumah et al., 2023). For instance, Alkhowaiter 

(2022) explored the role of Islamic religiosity in influencing m-payment behaviors within the 

Gulf Cooperation Council (GCC) countries, extending the meta-UTAUT model with trust and 

religiosity. Similarly, other studies, such as those by Elsotouhy et al. (2023), have highlighted 

religiosity as an essential factor influencing donation behaviors through mobile payment 

technologies. However, little is known about how religiosity influences day-to-day mobile 

payment adoption, particularly in the Indonesian context, which has distinct cultural and 

religious characteristics. 

This paper addresses this gap by investigating the impact of religiosity on mobile 

payment adoption alongside the more established factors of perceived usefulness, perceived 

ease of use, and perceived security. By doing so, it contributes to the growing body of 

knowledge on technology adoption in culturally and religiously diverse settings, providing 
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insights for policymakers and financial service providers on how to design mobile payment 

systems that cater to the needs of religious users. 

     

B. LITERATURE REVIEW 

Mobile Payment Technology 

Mobile payment technology uses mobile devices to conduct financial transactions 

securely over various wireless technologies, facilitating payments for goods and services 

remotely or in person (de Luna et al., 2019; Oliveira et al., 2016; Ozturk et al., 2017). The rise 

of mobile payment systems globally has transformed how consumers and businesses interact, 

providing convenient, fast, and flexible payment solutions (Liébana-Cabanillas et al., 2018). 

Mobile payment has become a non-cash payment method in Indonesia, and it uses smartphones 

such as GoPay, LinkAja, DANA, OVO, ShopeePay, and others (Annisa et al., 2023). This 

digital-based payment development aligns with society's rising number of mobile phone users, 

especially with all the convenience and comfort offered. Mobile payment is a smartphone 

method or tool to help users make transactions anywhere and anytime (Prabowo & Widodo, 

2021). One model often used to measure how society responds to mobile payment is the TAM 

(technology acceptance model) (Baber, 2021; Li et al., 2019; Najib & Fahma, 2020; 

Natakusumah et al., 2023; Thakur, 2013). The widespread acceptance of mobile payments in 

the region underscores the need to explore various factors influencing this adoption, including 

technological and sociocultural factors like religiosity. 

 

Technology Acceptance Model (TAM) 

TAM is a model that can analyze factors influencing technology acceptance (Malik & 

Annuar, 2021; Senali et al., 2023). TAM, proposed by Davis (1989), suggests that a person 

adopting technology will consider perceived usefulness and ease of use. One of the key 

advantages of TAM is that it is a simple but valid model because it is built on strong theory 

and has been tested in many studies, concluding that TAM is a good model. Generally, the use 

of TAM to measure interest in payment technology has been widely used by researchers (Najib 

& Fahma, 2020; Ramos-de-Luna et al., 2016; Zhong et al., 2021). Here is the description of 

the two aspects: 

1. Perceived Usefulness (PU) 

Davis (1989) defined perceived usefulness as the degree to which a person believes using 

a particular technology would enhance their performance. Numerous studies have 
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demonstrated that PU is a critical factor influencing users’ attitudes toward adopting new 

technologies, including mobile payments (Kumari & Biswas, 2023; Liu et al., 2022). Some 

scholars like Grover et al. (2019) and Moslehpour et al. (2018) found that in the context of 

online shopping, the usefulness of an application or system significantly determines consumer 

attitudes. Several researchers have found that perceived usefulness can increase interest in 

using a technology or system among the public (Kumari & Biswas, 2023; Liu et al., 2022; 

Najib & Fahma, 2020; Ricardianto et al., 2023; Tandon et al., 2016). In his research, Oliveira 

et al. (2016), perceived usefulness significantly impacts the intention to use mobile payment 

systems, as users perceive these systems as enhancing the speed and convenience of 

transactions. Hence, this study proposes the following hypothesis: 

H1: PU positively influences students' interest in using mobile payment. 

2. Perceived Ease of Use (PEU) 

Perceived ease of use refers to the degree to which a person believes using technology 

will be free of effort (Davis, 1989). Frequent use and interaction between system users can also 

indicate ease of use. A more frequently used system means it is more familiar, easier to operate, 

and easier to use. According to Othman et al. (2022), perceived ease of use refers to how easy 

users believe it is to use a system. This concept is very important for mobile payments because 

applications that are easier and faster to use without extensive learning enhance user 

experience. Studies from Liébana-Cabanillas et al. (2018) and Liu et al. (2022) have found a 

positive correlation between PEU and mobile payment adoption, demonstrating that users are 

more inclined to adopt mobile payments if they perceive them as easy to use. Other research 

by Baliawan et al. (2024), Hasan et al. (2023), Malik & Annuar (2021), Othman et al. (2022), 

and Senali et al. (2023) found the influence of perceived ease of use on technology usage. 

Therefore, this study proposes the following hypothesis: 

H2: Perceived Ease of Use (PEU) positively influences Mobile Payment Adoption. 

Additionally, both PU and PEU have been extensively validated in various contexts, yet 

the impact of religiosity as a variable along with PU, PEU and PS remains underexplored. This 

study seeks to contribute to this gap by examining how religiosity interacts with these 

traditional TAM variables in the context of mobile payment adoption. 

Perceived Security (PS) 

According to Bhattacherjee (2001), Perceived security from the consumer's perspective 

is a cognitive process that influences consumers' emotions and interests when using something. 

Perceived security is always associated with the negative consequences that users might receive 
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if they use a system. Previous studies have examined the relationship between perceived 

security and mobile payment usage (Grover et al., 2019; Moslehpour et al., 2018). Research by 

Liébana-Cabanillas et al. (2018), Lim et al. (2019 and Loh et al. (2020) state that perceived 

security positively and significantly affects interest in using mobile payments. Similarly, Lim 

et al. (2019)  examined mobile payment usage in South Korea and found that perceived security 

is pivotal in determining continued usage, especially among users who have experienced prior 

security breaches. Users who are confident that mobile payment platforms have robust security 

measures are more inclined to trust the technology and use it more frequently. Moreover, Patil 

et al. (2020), in their study on mobile payment systems in India, found that perceived security 

was a stronger predictor of mobile payment adoption than perceived usefulness or ease of use. 

In regions where financial fraud and cyberattacks are prevalent, users prioritize the security of 

their financial transactions over other factors when deciding whether to adopt new payment 

technologies. Thus, this study proposes the following hypothesis: 

H3: Perceived Security (PS) positively influences Mobile Payment Adoption. 

 

Religiosity 

Religiosity can be an indicator that influences individual and societal behavior patterns. 

If someone has high Islamic religiosity, they will behave according to religious values. 

Similarly, in using cashless transactions, someone with high Islamic religiosity will not use 

non-cash transactions for activities prohibited by religion  (Cahya & Umam, 2023). Religiosity 

has a significant relationship with mobile payment usage. Several studies on this relationship 

have been conducted (Alkhowaiter, 2022; Cahya & Umam, 2023; Elsotouhy et al., 2023; 

Natakusumah et al., 2023; Soomro, 2019). Based on this information, the authors propose the 

next hypothesis: 

H4: Religiosity (R) positively influences Mobile Payment Adoption 

 

In this study, we adopted the research model by Natakusumah et al. (2023) as shown in 

Figure 1, with several adjustments to indicator items to align with the intent and context of this 

study. We propose this model because it has produced good results and aims to test it on a 

different demographic group.  
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Figure 1. Research Framework 

Source: Processed Image, 2024 

 

C. RESEARCH METHOD 

This quantitative study aims to evaluate the influence of religiosity, perceived ease of 

use, perceived usefulness, and perceived security on Muslim students' interest in using mobile 

payment technology in Yogyakarta. A quantitative design allows for collecting empirical data 

that can be statistically analyzed to test the relationships between the variables.  

The sample in this study was determined using convenience sampling, a non-probability 

sampling technique involving individuals representing specific population types. Convenience 

sampling has been frequently applied in studies on mobile payment adoption and the 

Technology Acceptance Model (TAM) (Chawla & Joshi, 2019; Nareswari et al., 2022; 

Prabowo & Widodo, 2021). The sample for this study consists of 203 students from various 

Islamic universities in Yogyakarta, including Universitas Islam Indonesia (UII), UIN Sunan 

Kalijaga, Universitas Muhammadiyah Yogyakarta (UMY), and Universitas Ahmad Dahlan. 

These universities were chosen because Yogyakarta is known for its large population of 

students, including a significant number of students enrolled in Islamic universities. Focusing 

on students from Islamic universities allows the study to specifically assess the impact of 

religiosity on mobile payment adoption, as religiosity may play a more prominent role in this 

demographic compared to students at other universities. According to the sample size, 

following the guidelines suggested by J. Hair et al. (2022)  and Kline (2016), a sample size of 
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203 is considered adequate for Structural Equation Modeling using Partial Least Squares 

(SEM-PLS).  

Primary data for this study were collected through questionnaires distributed via Google 

form to respondents. Respondents were assured of the confidentiality and anonymity of their 

responses, and informed consent was obtained through a consent form embedded in the online 

survey. Respondents could withdraw from the study at any time without providing any reason. 

By continuing with the survey, they confirmed their consent to participate. 

The collected data were analyzed using the Partial Least Square (PLS) method with Smart 

PLS version 4.1.0.0 software. According to Purwanto (2021), data analysis with the PLS-SEM 

approach involves two types of tests: internal model testing, including the R-square test, 

hypothesis test, and effect size test, and external model testing, including the convergent 

validity test, discriminant validity test, and reliability test. 

This study examines five variables: four exogenous variables and one endogenous 

variable. The four exogenous variables are perceived usefulness, perceived ease of use, 

perceived security, and religiosity, while the endogenous variable is mobile payment adoption. 

The variables in this study are adapted from previous research, with some adjustments to 

indicator items to fit the study's objectives and context. The variable measurement items can 

be seen in Table 1. 

Table 1. Operational Definitions of Variables 

No. Variable Operational Definition Question Items 

1 Mobile 

payment 

technology 

Mobile payment is a 

service for paying goods, 

services, and bills using a 

mobile device (phone or 

smartphone) connected to 

the internet. 

1. Mobile payment technology increases 

my transaction effectiveness in daily 

life.  

2. Using mobile payment technology 

improves my transaction performance.  

3. Mobile payment technology makes 

payments easier for me.  

4. In general, mobile payment technology 

is beneficial for me. 

2 Religiosity Religiosity is a complex 

system of beliefs, faith, 

attitudes, and rituals 

connecting individuals 

with God. 

1. It is important for me to take time to 

worship Allah SWT.  

2. I strive to live according to my religion.  

3. My entire approach to life is based on 

my religion.  

4. I worship for peace and happiness.  

5. I worship for tranquility and protection. 
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No. Variable Operational Definition Question Items 

3 TAM TAM is a model used to 

explore users' reactions to 

technology. 

1. Mobile payment technology increases 

my transaction effectiveness in daily 

life. 

2. Using mobile payment technology 

improves my transaction performance.  

3. Mobile payment technology makes 

payments easier for me.  

4. In general, mobile payment technology 

is beneficial for me.  

1. Learning to use mobile payment 

technology is easy for me. 

2. For me, using mobile payment 

technology requires little effort.  

3. Being skilled in using mobile payment 

technology is easy for me. 

4. With mobile payment technology, using 

my phone makes transactions easier.  

1. I worry about potentially misusing my 

financial information (including 

transactions and personal data) when 

using mobile payment technology.  

2. I feel my financial information is not 

secure when using mobile payment 

technology.  

3. I am concerned that others may access 

my financial information when using 

mobile payment technology. 

 

D. RESULTS AND DISCUSSION  

 In this study, data were collected using questionnaires distributed via Google Forms 

through social media to the population of Islamic University students in Yogyakarta. Based on 

the data collection process, 203 respondents were gathered for this study. 

The number of respondents in this study was 203. The classification of respondents can 

be seen in Table 2.  

Table 2. Respondent profile 

Topic Category Total % 

University Universitas Islam Indonesia  45  22.2% 

UIN Sunan Kalijaga  53  26.1% 

Universitas Muhammadiyah 

Yogyakarta  53  26.1% 

Universitas Ahmad Dahlan  52  25.6% 

  Total  203  100% 

Gender Male 106  52.2% 
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Topic Category Total % 

Female 97 47.8%  

  Total  103  100% 

Religion 

 

Islam  203  100% 

Non-Islam  0  0% 

  Total  202  100% 

Sources: Data Processing Results Smart-PLS, 2024 

 Table 2 shows that the majority of respondents involved in this study are male, with 

52.2% male and 47.8% female respondents. Respondents from UIN Sunan Kalijaga and 

Muhammadiyah University of Yogyakarta have the same number, each with 53 respondents, 

followed by Ahmad Dahlan University with 25.6% of respondents, and the last respondents 

from the Islamic University of Indonesia with 22.2%. 

 

Outer Model Analysis 

 The results of the outer model analysis can be seen through convergent validity, construct 

validity, discriminant validity, and composite reliability. The first stage tests convergent 

validity, construct validity, and composite reliability using the Smart PLS algorithm. The 

results of this analysis are shown in Figure 2. 

 

Figure 2. Outer Model Analysis 

Sources: Data Processing Results Smart-PLS, 2024 
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Convergent Validity 

 To determine the validity of each item indicator variable, a test called Convergent 

Validity Test is conducted. In Partial Least Square (PLS), this convergent validity test can be 

done by looking at the value of each Loading Factor. The Loading Factor values describe the 

magnitude of the relationship between each measurement item (questionnaire indicators) and 

the latent variable (construct). An item indicator is considered to meet Convergent Validity if 

the Loading Factor value in each path between components is greater than 0.7 (J. F. Hair et al., 

2021). 

Table 3. Outer Loading 

Variable Outer loadings AVE Status 
H.1.1   
PERCEIVED USEFULNESS 0.913 

0.773 Valid 

H.1.2  

PERCEIVED USEFULNESS 0.822 
H.1.3  
PERCEIVED USEFULNESS 0.879 
H.1.4  

PERCEIVED USEFULNESS 0.900 
H.2.1  

PERCEIVED EASE OF USE 0.877 

0.780 Valid 

H.2.2  

PERCEIVED EASE OF USE 0.859 
H.2.3  
PERCEIVED EASE OF USE 0.891 
H.2.4  

PERCEIVED EASE OF USE 0.904 
H.3.1  
PERCEIVED SECURITY 0.876 

0.750 Valid 
H.3.2  

PERCEIVED SECURITY 0.845 
H.3.4  
PERCEIVED SECURITY 0.876 
H.4.1  

RELIGIOSITY 0.870 

0.788 Valid 

H.4.2  
RELIGIOSITY 0.869 
H.4.3  

RELIGIOSITY 0.883 
H.4.4  
RELIGIOSITY 0.905 
H.4.5  

RELIGIOSITY 0.910 
MP.1  
MOBILE PAYMENT ADOPTION 0.898 

0.700 Valid 

MP.2  

MOBILE PAYMENT ADOPTION 0.830 
MP.3   
MOBILE PAYMENT ADOPTION 0.709 
MP.4  

MOBILE PAYMENT ADOPTION 0.896 

Sources: Data Processing Results Smart-PLS, 2024 

 The results of the outer loading values shown in Table 3 indicate that all questionnaire 

items in this study meet the criteria of greater than 0.7 (J. F. Hair et al., 2021). Based on these 
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values, it is concluded that all variable items in this study meet the requirements for convergent 

validity, meaning that all items on the latent variables in this study are well understood by 

respondents and align with the purpose of this study. The AVE (Average Variance Extracted) 

values in this study are above 0.5, meaning that all questionnaire items meet the convergent 

validity requirements. 

 

Discriminant Validity Test 

 One test conducted to determine discriminant validity is to examine the cross-loading 

values. The cross-loading values measure the magnitude of the correlation between each 

variable, its indicators, and the indicators from other constructs. 

Table 4. Cross loading 

 MPA PEU PS PU RELIGIOSITY 

H.1.1 0.524 0.804 0.689 0.913 0.708 

H.1.2 0.420 0.796 0.655 0.822 0.718 

H.1.3 0.475 0.800 0.719 0.879 0.667 

H.1.4 0.529 0.803 0.704 0.900 0.704 

H.2.1 0.389 0.877 0.697 0.771 0.711 

H.2.2 0.424 0.859 0.687 0.792 0.704 

H.2.3 0.487 0.891 0.747 0.835 0.724 

H.2.4 0.504 0.904 0.728 0.807 0.724 

H.3.1 0.516 0.669 0.876 0.633 0.512 

H.3.2 0.396 0.748 0.845 0.730 0.621 

H.3.4 0.438 0.704 0.876 0.695 0.578 

H.4.1 0.321 0.657 0.525 0.639 0.870 

H.4.2 0.272 0.713 0.565 0.696 0.869 

H.4.3 0.302 0.727 0.603 0.705 0.883 

H.4.4 0.289 0.753 0.605 0.755 0.905 

H.4.5 0.266 0.753 0.601 0.730 0.910 

MP.1 0.898 0.501 0.507 0.536 0.324 

MP.2 0.830 0.378 0.377 0.407 0.265 

MP.3 0.709 0.349 0.363 0.374 0.202 

MP.4 0.896 0.472 0.486 0.518 0.294 

Sources: Data Processing Results Smart-PLS, 2024 

The results of the cross-loading values shown in Table 4. indicate that all indicators have 

higher values on their respective constructs than other variables. Based on these values, it is 

concluded that the data meet the requirements for discriminant validity. 
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Reliability Test 

 The reliability test, also known as internal consistency reliability, measures how much 

the indicator variables increase when the latent variables increase. According to Purwanto 

(2021), the Cronbach's Alpha and Composite Reliability values that can be used as benchmarks 

are 0.7 for explanatory research and above 0.8 for more advanced research. 

Table 5. Cronbach Alpha 

Variable Cronbach's alpha Composite reliability 

MOBILE PAYMENT ADOPTION 0.855 0.902 

PERCEIVED EASE OF USE 0.906 0.934 

PERCEIVED SECURITY 0.834 0.900 

PERCEIVED USEFULNESS 0.902 0.932 

RELIGIOSITY 0.933 0.949 

Sources: Data Processing Results Smart-PLS, 2024 

 Based on Table 5, each variable's Cronbach's Alpha values are categorized as very 

reliable, with values above 0.8. According to Purwanto (2021), the higher the Cronbach's Alpha 

and composite reliability values, the higher the reliability can be assumed. If the Cronbach's 

Alpha value is 0.7, it is categorized as reliable, and values between 0.81 - and 1.00 are 

categorized as very reliable. 

 

Inner Model Evaluation  

 The inner or structural model evaluation is conducted to estimate causal relationships 

between variables or test hypotheses. This test can be seen from the R-square value and path 

coefficient. If significant relationships between variables are identified, hypotheses related to 

the variables used in this study can be concluded. Hypothesis testing is done through 

bootstrapping. The output values from Partial Least Square (PLS) in this study are shown in 

Figure 3. 
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  Figure 3. Path Coefficient Diagram 

Sources: Data Processing Results Smart-PLS, 2024 

 The coefficient of determination test, or R-squared coefficient, is used to evaluate how 

well a linear regression model fits the observational data. The coefficient of determination 

provides information about the percentage of variation in the response variable that the 

independent variables in the model can explain. Based on Table 4, the coefficient of 

determination test results using the R-square value indicate that the exogenous variables can 

explain all endogenous variables well in this study. The R-square value for the consumer 

behavior variable is 0.370. This indicates that consumer behavior in this model can be 

explained by perceived ease of use (PEU), perceived usefulness (PU), perceived security (PS), 

and religiosity, with a value of 37%. The next step in the inner model analysis is path analysis. 

The path coefficient test, also known as the path coefficient, is used in structural equation 

modeling (SEM) to test the strength and significance of the relationships between variables in 

a model. This test provides information on the independent variables' direct influence on the 

model's dependent variable. 

 

Hypothesis Testing  

 The R2 or R-Square is useful for indicating the strength of the influence exerted by the 

independent variables on the dependent variable, and it can also show how strong or weak the 
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research model is. Based on Table 4, the R2 value in this study falls into the moderate category, 

which is 0.370 (Chin, 1998). 

 Hypothesis testing is one part of the inner model conducted using Smart-PLS. The inner 

model output can be obtained through the bootstrapping process, and the hypothesis testing 

results can be seen in the path coefficient table. Hypothesis testing results are evaluated based 

on the path coefficient estimates from the T-statistic and P-value. A measurement item is 

considered significant if the T-statistic value is greater than 1.96 and the P-value is less than 

0.05 at a 5% significance level. In addition, the parameter coefficient shows the direction of 

influence, which can be seen from the positive or negative values of the original sample. The 

hypothesis testing results are presented in Table 6. 

Table 6. Coefficient Determination and Hypothesis Results 

Variable 
Path 

coefficients 
T-Statistic p-value Result R-value 

PERCEIVED EASE OF 

USE → MOBILE 

PAYMENT ADOPTION 

0.106 0.721 0.471 Not supported 

0.370 

PERCEIVED SECURITY 

→ MOBILE PAYMENT 

ADOPTION 

0.229 1.725 0.085 Not Supported 

PERCEIVED 

USEFULNESS → 

MOBILE PAYMENT 

ADOPTION 

0.556 2.966 0.003 Supported 

RELIGIOSITY → 

MOBILE PAYMENT 

ADOPTION 

-0.347 1.829 0.067 Supported 

Sources: Data Processing Results Smart-PLS, 2024 

The findings suggest that perceived usefulness (PU) has a significant positive effect on 

mobile payment adoption. This confirms that students are more likely to adopt mobile payment 

systems if they find them useful for daily transactions. However, perceived ease of use (PEU) 

does not significantly impact, indicating that ease of use is not a critical factor for this 

population when considering mobile payment adoption. 
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Perceived security (PS) showed a positive but statistically insignificant relationship with 

mobile payment adoption. This suggests that while security concerns exist, they are not the 

primary factor influencing adoption decisions in this context. 

Interestingly, religiosity (R) has a marginally significant effect on mobile payment 

adoption. This implies that students with higher religious values may adopt mobile payment 

systems if they perceive them to be compatible with their religious beliefs. However, further 

research may be required to explore this relationship further. 

Based on Table 4, it can be concluded that: 

1. The T-statistic value and p-value for the variable perceived ease of use (PEU) with mobile 

payment adoption are 0.721, less than 1.96, and the p-value is 0.471. Therefore, referring 

to these values, it can be concluded that the PEU variable has a positive but insignificant 

effect on mobile payment adoption. 

2. The data above shows that the T-Statistic value for the variable perceived security (PS) 

with mobile payment adoption is 1.725, and the p-value is 0.085. Therefore, referring to 

these values, it can be concluded that the PS variable has a positive but insignificant effect 

on mobile payment adoption. 

3. The data above shows that the T-statistic value for the variable perceived usefulness (PU) 

with mobile payment adoption is 2.966, and the p-value is 0.003. Therefore, referring to 

these values, it can be concluded that the PU variable positively and significantly affects 

mobile payment adoption. 

4. The data above shows that the T-statistic value for the variable religiosity with mobile 

payment adoption is 1.829, and the p-value is 0.067. Therefore, referring to these values, 

it can be concluded that the religiosity variable has a positive but insignificant effect on 

mobile payment adoption. 

 

Discussion 

Perceived Ease of Use (PEU) 

The positive relationship between the perceived ease of use (PEU) variable and mobile 

payment adoption indicates that the ease perceived by users does not significantly influence 

respondents' interest in using mobile payment technology. This finding aligns with previous 

research by Dara & Mariah (2020), which examined the role of fintech in enhancing financial 

literacy among Jakarta residents and found that perceived ease of use does not affect financial 

literacy. This may be due to the public's limited understanding of fintech products beyond mere 
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access. However, this finding contrasts with the study by Natakusumah et al. (2023), which 

stated that perceived ease of use increases the intention to adopt mobile payment and has a 

significant relationship. Therefore, easy access, simple consumer transactions, straightforward 

supplier transactions, simplified business practices, and easy-to-learn indicators contribute to 

the interest in using payment technology. 

 

Perceived Usefulness (PU) 

The positive and significant relationship between the perceived usefulness variable and 

mobile payment adoption indicates that the perceived benefits influence the interest in adopting 

mobile payment technology. The use of this technology serves to simplify transaction processes 

for both large and small businesses. This finding is consistent with the research by 

Natakusumah et al. (2023), which showed that perceived usefulness affects the interest in using 

mobile payment technology. Using mobile payment technology can be an opportunity to 

prepare for minor transaction changes, provide automatic record-keeping systems, and offer 

access to various financial products. Thus, perceived usefulness directly influences 

respondents' intentions to use mobile payment technology. Other studies have also found that 

perceived usefulness positively affects financial literacy. Based on the data obtained from 

respondents on the perceived usefulness variable, the public has recognized that fintech aids in 

transactions, making them easier and more practical, thereby saving time for those who wish 

to transact with financial products (Dara & Mariah, 2020). 

 

Perceived Security (PS) 

The positive relationship between the perceived security (PS) variable and mobile 

payment adoption indicates that perceptions of transaction security and user information 

confidentiality do not significantly affect respondents' interest in adopting mobile payment. 

This finding is similar to previous research on the influence of perceived ease, service quality, 

and security risks on e-wallet usage decisions in financial transactions, which showed that the 

security risk variable negatively affects e-wallet usage decisions. This suggests that the lower 

the perceived risk of a system, the more likely individuals are to use e-wallet services (Susanti 

& Dwiana Putra, 2023). However, this finding differs from earlier research on integrating 

religiosity into a technology acceptance model for mobile payment adoption, which indicated 

that perceived security could better predict and explain the interest in using mobile payments. 
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Nonetheless, due to security issues such as personal data breaches and account misuse, security 

factors need to be considered before using mobile payment technology. 

 

Religiosity 

The negative relationship between the religiosity (R) variable and mobile payment 

adoption indicates that religiosity, which serves as a value system and sets boundaries for its 

adherents, has a positive but insignificant influence on respondents' interest in mobile payment. 

This finding is similar to previous research on factors influencing the interest in using Pay Later 

services, with religiosity as a moderating variable, showing that religiosity can weaken the 

relationship between perceived ease of use and interest in using Pay Later. This suggests that 

the higher the level of religiosity, the weaker the relationship between perceived ease of use 

and interest in using pay later services. However, religiosity cannot moderate the relationship 

between financial literacy and perceived risk toward the interest in using pay later services 

(Nasution & Munir, 2023). Additionally, research on the influence of religiosity, risk, and 

consumer complaint handling on the decision to use Shopee Paylater, with interest as an 

intervening variable, found that religiosity does not positively and significantly affect the 

decision to use Shopee Paylater. 

Furthermore, this study found that one variable, religiosity, negatively influences the four 

exogenous variables tested against the endogenous variable. This result is similar to previous 

research findings (Nasution & Munir, 2023). This finding is crucial for further in-depth studies 

through various other research within this theme. 

One important variable in this study is PU. This research shows that PU influences 

students' interest in mobile payment services. This study recommends that financial service 

providers offering digital payments always consider the usefulness (PU) of the services offered, 

as it is proven to affect consumers' interest in using payment transaction services. 

 

E. CONCLUSION  

This study aimed to investigate the impact of perceived usefulness (PU), perceived ease 

of use (PEU), perceived security (PS), and religiosity (R) on mobile payment adoption among 

university students at Islamic universities in Yogyakarta. The findings provide important 

insights into the factors driving mobile payment adoption in a religiously influenced context. 

The results align with existing literature on the significant role of perceived usefulness 

(PU) in mobile payment adoption, consistent with studies like Oliveira et al. (2016) and Kumari 
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& Biswas (2023). The high PU path coefficient confirms that students are more likely to adopt 

mobile payment systems if they perceive tangible benefits, reinforcing TAM’s prediction of 

PU's central role. 

However, the non-significant effect of perceived ease of use (PEU) contrasts with studies 

Liébana-Cabanillas et al. (2018). This may be because tech-savvy students are already familiar 

with technology, making ease of use less critical for adoption. Further research is needed to 

explore this in less technologically proficient populations. 

While perceived security (PS) showed a positive but insignificant effect, it supports 

Williams (2021), suggesting that security concerns may subside as users become more familiar 

with mobile payments. 

The marginal significance of religiosity (R) as a predictor rather than a moderating factor, 

as noted by Alkhowaiter (2022), highlights its role in influencing adoption decisions, though 

perhaps less strongly than anticipated. This adds to the ongoing debate about the impact of 

religiosity on consumer behavior, calling for further research on its influence on technology 

adoption. 

This study makes several contributions to mobile payment adoption and technology 

acceptance. By positioning religiosity as a direct predictor rather than a moderating variable, 

the research offers a fresh perspective on how religious beliefs influence technology adoption, 

contrasting with earlier studies that viewed religiosity primarily as a factor modifying the 

relationships between TAM variables. Additionally, this study contributes to the growing 

literature on mobile payment adoption in Islamic contexts, demonstrating that religiosity plays 

a nuanced role in adoption decisions. This finding has important implications for mobile 

payment providers targeting religiously observant markets, emphasizing the need for services 

to align with Islamic principles. Furthermore, the reevaluation of perceived ease of use (PEU) 

suggests that ease of use may not be as critical for mobile payment adoption in tech-savvy 

populations. This insight provides a new understanding of how TAM variables may behave 

differently depending on the technological proficiency of the user demographic. 

Despite its contributions, this study has several limitations. The use of convenience 

sampling limits the generalizability of the findings, as the sample may not represent the broader 

population of students or other demographic groups. Additionally, the study focuses 

exclusively on Islamic universities in Yogyakarta, which limits its applicability to other regions 

or educational contexts. Future research should consider expanding the sample to include more 

diverse populations regarding geography and religious orientation to determine whether the 



 

ISSN 2623-0690 (Cetak) 
        2655-3813 (Online) 

Business Management Analysis Journal (BMAJ) 
  Vol. 07  No. 02 October 2024 

  

DOI: https://doi.org/10.24176/bmaj.v7i2.12735 

238 

 

findings hold in different contexts. Finally, further exploration of the role of religiosity in 

technology adoption, especially with different types of technological products, would provide 

a deeper understanding of this important variable. 
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