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The spread of the COVID-19 virus in 2020 became problematic because it has a wide impact not
only on the health aspect but also on the economic aspect, especially the business sector (Papadopoulos et
al., 2020). Business sustainability cannot be separated from technology. However, during the pandemic
COVID-19, it was recommended to reduce activities related to direct financial transactions, so efforts are
made related to financial transaction activities to replace transaction habits by adopting technology (Kleis
et al., 2011) as one form of support to break the chain of virus spread.

One of the efforts made by the government to prevent the spread of the virus is to recommend
cashless transactions in the payment system, especially now that we are in the fintech era. This is in line
with the study which also raises the question of whether cash payments are still relevant (Faith, 2018).
Reinartz et al. (2019) identify and discuss five main sources of digital technology such as automation,
individualization, ambient engagement, interaction and transparency, and also control. Furthermore,
innovation strategies and concepts began to emerge by offering various conveniences for customers in this
era (Sunarjo et al., 2020), as well as creating these sources of value at affordable prices at a higher level,
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such as convenience, relevance, experience, empowerment, and perceived monetary and ecological savings
to the customer level.

One of the most widely used transaction innovations today is electronic money (e-money), which
many consumers and traders are starting to adopt because of its ease of use (Utami & Kusumawati, 2017).
One of the things that can decide them to use e-money is social influence, the more familiar E-money is in
today's transaction world, the more new users follow this trend (Aritonang & Arisman, 2017). The concept
of e-money has been applied to customer database security, according to research by Baseri et al. (2013)
proposing untraceable electronic cash schemes and claiming that their schemes were able to protect
customer names, protect detect the identity of multiple shoppers, and protect the data, protect the attachment
of the coin’s ability to manage bank databases. E-Money is also often referred to as electronic money, digital
money, digital money, electronic currency, and digital currency (Rotman, 2014).

Bank Indonesia has proclaimed 2014 and is proven by the national non-cash movement (GNNT)
which makes use of e-money in Indonesia to develop and the number is increasing. It is proven by the more
people use it, the more new users follow the trend (Aritonang & Arisman, 2017). Through the support from
the government by providing public facilities (transportation, toll roads, parking) that are directly integrated
with e-money, the interest of e-money users has significantly increased (Ulurrosyad & Jayanto, 2020).

Users are motivated to use e-money because of its convenience, speed, and efficiency (Putra et al.,
2020). Perception of benefits is one of the factors that influence Indonesian consumers to use e-money.
When consumers in Indonesia feel that e-money makes their activities easy, does not waste time, offers
discounts or promotions, tends to be efficient compared to using cash, debit/credit cards, refills are easy to
find, and almost all places accept their use, then they will adopt it (Miliani et al., 2013).

The number of e-money instruments used experienced a spike during the implementation of
Indonesian large-scale social restrictions (Siregar, 2021). In April 2020, the number reached 412.1 million,
an increase from the previous month's 330.4 million. But in the following month, it fell again to 346.9
million. In June 2020, the use of e-money slightly increased by 353.6 million. The Indonesian Fintech
Association assesses that financial technology companies have the potential to support national economic
recovery. During the pandemic, digital payments have helped more individuals and MSMEs in transacting.

The main concern that can change the customers’ interest in using e-money is that there is an
intermediary agent. These agents are merchants who have collaborated with e-money card issuers who are
used by users. These agents are to bridge in conveying important information about the advantages and
benefits of using server-based electronic money in various payment transactions (Nugroho et al., 2018),
especially at this time, as we know a lot of transactions or shopping are done from home due to activity and
mobility restrictions to reduce the spread of COVID -19. Another example is when taking public or private
transportation, we can use e-money as a cashless payment tool, for example for toll payments, when we are
going to shop at the mall or buy food, as we know that many shopping places and restaurants provide
payments using e-money, without need to give physical money.

Furthermore, now that we have entered a new normal era condition, where we are side by side with
the COVID-19 virus, people must start getting used to changing habits (Setyanto & Sunarjo, 2021).
Regarding the willingness to adopt or use e-money, the role of agents is needed. Consumer decisions are a
manifestation of the success of agents who optimally provide their ability to change consumers' mindsets
to build trust in the use of technology (Tamargo et al., 2014). E-money makes cash handling easier and
saves rupiah money management costs, getting discounts and cashback, easier to track transactions, safer
from theft, and can be used to buy many necessities (Chew et al., 2021). Based on the above explanation,
the use of e-money during the pandemic and the new normal era needs to be deeper examined especially
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regarding the intensity of its use on its effect on perceived technological uncertainty, knowledge of
technology through agent credibility, and customer technology adoption behavior.

E-money cards are also seen as one that is dynamically continuo innovative because it does not
dramatically change an individual or as a non-revolutionary evolution of behavior (Chayanon et al., 2020).
Although there are still many Indonesian consumers who are not interested in adopting it (Hasyim, 2022).
Apart from peer-to-peer payments, the e-money system also relies on agents/merchants, which remains an
important and main asset of service providers (Ranyali, 2019). In this study, these agents represent
commercially established individuals and outlets that function as connecting points, where mobile money
users can make cash-in and cash-out and are usually scattered in various locations to help handle logistics
challenge (Odoom & Kosiba, 2020). Gupta et al. (2019) attempted to expand the UTAUT model using
perceived credibility as a mediating variable. Credibility refers to a perceived quality and examples such as
"trusting the information™ or "trusting the results" (Kulms & Kopp, 2016; Odoom & Kaosiba, 2020).
Accordingly the aim of this study will contribute to behavioral science, which is in line with the research
objective of empirically testing a hypothesized model based on the theory of acceptance and use of
technology to test Indonesian people's intention to use electronic money in a sustainable manner by
measuring the service success of agent credibility and for examining behavior continuance usage intention.

Literature Review

This section will describe the relevant literature, theories, concepts, and previous studies to support
the relationship between perceived technological uncertainty, knowledge of technology, agent credibility,
customer technology adoption behavior, continuance usage intention, and research hypotheses. Detailed
information is described in the following explanation.

Theory of Acceptance and Use of Technology (UTAUT)

UTAUT works as a comprehensive model that can be applied across a wide range of applications
and has proven to be a valid tool for predicting adoption behavior in various technology-based systems
(Alvi, 2021). It is undeniable that economic activity is very relatable to the electronic sector. This is the
condition in which buying and selling transactions in Indonesia are increasing with the existence of e-
commerce services and other institutions that offer payments or transactions using electronic money.
Furthermore, in understanding the intended adoption of various forms of Information technology (IT) or
Information systems (1S) at the individual level, the strength and explanatory power of this model varies,
especially against the background of advancing IT / IS.

One of the notable technology among them is the technology acceptance model (TAM) (Davis,
1989). Two prominent additional frameworks have been developed TAM (Venkatesh & Davis, 2000) and
the unified UTAUT (Venkatesh et al., 2003; Venkatesh et al., 2012) to improve the predictive ability to
understand adoption intentions related to contemporary IT / IS. This research showed the main management
implications and identified certain strategies to strengthen new businesses in the context of the latest
technology (Monoz-Leiva et al., 2017).

Perceived Technological Uncertainty

Considering perceived uncertainty as a sub-dimensional construct, we investigate the dimensions
of perceived uncertainty identified by Yang et al. (2015), i.e., perceived technology uncertainty, perceived
regulatory uncertainty, perceived service intangibility (descriptive uncertainty), and information
asymmetry (information uncertainty) (Khan et al., 2020).

The perceived uncertainty in research (Gao & Waechter, 2015) was defined as the extent to which
potential users believed that using digital cash included possible security and privacy threats. In line with
the research by Hong and Thong (2013) in the survey, evidenced by as many as 92% of respondents based
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on the survey that they do not trust private companies to keep personal information, even when the company
promises to do so. As a result, with this study, researchers proposed an agent as a mediator, in line with one
of the explanations that underlie the expansion of the technology acceptance model (TAM) in consumer
studies with information systems (IS) which were several other constructs that mediated the influence of
external variables on technology adoption intentions (Gu et al., 2009). Other than peer-to-peer payments,
the digital cash system also relies on agents, who remain an important and major asset as a service provider.

Compatibility has the strongest effect on behavioral intentions, and other hand, credibility,
performance expectations, business expectations, and social influence, sorted by effect size significantly
influence cashless usage attitudes, which in turn affect behavior (Rilling, 2015). Furthermore, social
identification and approach significantly influence users' intention to adopt it (Hsu & Lin, 2016).

Mikkelsen and Johnsen (2018) with a high level of technological uncertainty, had an impact on the
company's sourcing strategy and its challenges which had an impact on the intention to adopt a product.
Meanwhile, other research results showed that although the impact direction was the same, as a function of
product category characteristics that affected the uncertainty of potential consumers and consumer
sensitivity to that uncertainty (Erdem et al., 2002; Linder & Williander, 2017). Based on the literature
reviewed, the proposed hypothesis is:

H1: Perceived technological uncertainty has a direct positive effect on agent credibility.

Credibility refers to perceived quality and instances like “trusting in information” or “believing the
output” (Fogg & Tseng, 1999). While the relationship with UTAUT agent credibility is important for the
success of mobile money services. In the research by Gupta et al. (2019); Odoom and Kosiba (2020) it
seeks to expand the UTAUT model using perceived credibility as a mediating in explaining the antecedents,
motivations, and continuance intention. Further, beyond their direct effects, the UTAUT conditions have
indirect effects on the continuance intention through their effect on perceived agent credibility. Based on
the literature reviewed, the proposed hypothesis is:

H2: Agent credibility mediates the relationship between perceived technological uncertainty and
customer technology adoption behavior.

Knowledge of Technology

Knowledge of Technology in this study is the level of consumer knowledge of technological
developments. Technology is a powerful tool in influencing and changing consumer behavior, the
researchers refer to similar research on similar matters related to knowledge and technology adoption,
Voogt and McKenny (2017) it was explained that the low integration of technology in Indonesia could be
caused by several obstacles. The main obstacle included the facts of limitations in terms of knowledge and
a low level of competence in the field of technology and/or technology potential. In addition, there was a
lack of time to integrate technology.

The potential of technological knowledge is predicted by the method of link prediction in a directed
network (Park & Yoon, 2018), which was suggested in this paper to represent the direction of predicted
technology by adapting the concepts of reference and centralized concept. In addition, potential technology
directions and themes were predicted to be provided as technological opportunities for convergence. New
technologies that appear all the time will have an impact on consumer behavior through more knowledge
of technology, then for companies to survive and win those who can meet consumer needs first (Jose, 2017),
over a certain period of time can be fully influenced by headlines there are processed.
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Zhou et al. (2010) considered ways to facilitate the intermediate condition wins; the user's
knowledge, abilities, and resources. From a digital money perspective, it was said that the skills needed to
configure and operate technology were the conditions of the facilities needed to engage in services.
Furthermore, Odoom and Kosiba (2020) revealed that agent credibility was an indispensable requirement
to assist in the operation of technology and at the same time, to maintain the relationship between cellular
service providers and customers. Based on the literature reviewed, the proposed hypothesis is:

H3: Knowledge of technology has a direct effect on agent credibility.

Wang (2020) found different results, it was said that the effect of customer interest in adopting
technology was higher for customers with low levels of knowledge than customers who were loyal to using
technology products, towards it. Based on the literature reviewed, the proposed hypothesis is:

H4: Agent credibility mediates the relationship between knowledge of technology and customer
technology adoption behavior

Agent Credibility

In this study, the agent is an e-money merchant. The role of agents is needed so that more and more
consumers adopt e-money (Alfansi & Daulay, 2021). Regarding the role of agent credibility, other
constructs affect mediating external variables (Gu et al., 2009), as the system also relies on agents/traders,
who remain an important asset and key service e-money agents/merchants became the motivation for
advance services, that are contingent actors between service providers and mobile money users (Odoom &
Kosiba, 2020). The UTAUT model could be expanded to include not only the organizational and
technological environment (Venkatesh et al., 2003) but also user capabilities, resources, and factors.
Another third-party security-related enabling IS service control. The researchers reinforced the proposition
to expand the UTAUT model (Khalilzadeh et al., 2017) because the current research stream using UTAUT
was largely based on a context that did not require a mediator (such as an agent/merchants), as well as
digital money services. Hence, through a conceptual model, it seeks to advance insights into mediating the
role of agent credibility on the correlation between UTAUT and the continuance usage intentions for the e-
money payment system.

Customer Technology Adoption Behavior

Customer technology adoption behavior in this study is defined as a process of accepting and
implementing IT to deliver payment. Tamargo et al. (2014) defined an epistemic model in which the object
of credibility included not only information but also informant sources by maintaining a partially
representative credibility base for the agent along with the information source so that with the existence of
new information regarding its credibility, the agent will be able to revise partial orders on the user.
Furthermore, it is very important for the sustainability of the mediation test results, and users' perceptions
of the credibility of mobile money agents (Luarn & Lin, 2005).

These results were in line with the findings of Odoom and Kosiba (2020) explained that the UTAUT
principle affected user intentions and behavior, but was conditional and better transmitted through e-money
agents. In particular, beyond its direct effect, the UTAUT condition had an indirect effect on the intention
to continue through an effect on the perceived credibility of the agent (Gupta et al., 2019). E-money has
become the focus of agents in the competition for market share. Therefore, the pre and post-adoption phases
of e-money are important to know, what motivations and reasons encourage users to want to adopt it
(Sunarjo et al., 2021). Based on the literature reviewed, the proposed hypothesis is:

H5: Agent credibility has a direct effect on customer technology adoption behavior.
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Continuance Usage Intention

Early adoption is the first step that can determine the success of an application, but continuance use
intention is essential for long-term success (Balis & Harden, 2021). Abbasi et al. (2022) when using the IS
success model and flow theory concluded that the quality factor of technology could affect user satisfaction
and trust in continuing to use an application but not explaining the security factor.

Consumers usually have the intention not only to adopt the system and innovation but also to
continue use after adopting a product (Setyanto & Sunarjo, 2021). However, from the latest literature, for
example, it seemed that in empirical magnitude compared to the first or pioneer products, similar products
that were marketed tended to be less attractive to consumers, given that most behavioral intention studies
were focused on the adoption of innovative pioneering products (Zhou, 2013). Behavioral intention studies
were focused on adoption (Zhou, 2013). So, continuity theory relied on experienced users and the desire
for continuance usage, not solely on newcomers who would continue to use it continually, so keeping
consumers to continue to trust and be loyal to our products must be a priority (Chanpariyavatevong, 2021;
Bhattacherjee, 2001).

Meanwhile, continuance usage intention was usually seen through the use of post-adoption and
post-purchase intention/behavior and was often a measure of the success of IS satisfaction (Wang et al.,
2019). In addition, experts considered that behavioral intention in the original TAM was equated to
continuing IS, and therefore, it was suitable for exploring IS continuation (Liao et al., 2009).

A similar example had been presented by Liou et al. (2015) regarding the intention of continuity
toward product use had a significant effect (Oluwajana et al., 2021). As with empirical research, the focus
on continuance usage did not appear to apply to research related to e-money (Madan & Yadav, 2016).
According to Zhou (2013) in its use of continuance usage intentions and the theory that underlies it also
agreed with the results. Based on the literature reviewed, the proposed hypothesis is:

H6: Customer technological adoption behavior has a direct positive effect on continuance usage
intention.

Through an overview of the basic theories and the proposed hypotheses about the relationship
between, perceived technological uncertainty, knowledge of technology, agent credibility, customer
technology adoption behavior, and continuance usage intention, the authors propose the conceptual research
model shown in Figure 1.

Figure 1
Proposed Conceptual Framework

Perceived
Technologica
| Uncertainty

(PTU) Customer .

Ag_er_1t_ Technology Corlljlnuance

Credibility Adoption sage
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Method

Participants

The research population consisted of residents of Central Java and the Special Region of Yogyakarta
and Central Java, Indonesia, who have used e-money. Furthermore, a random sampling technique was
carried out on e-money users at that location. Random sampling is used because the population is not known
with certainty and all populations have the same opportunity as sample candidates.

Instruments

This study used a questionnaire for data collection and to analyze hypotheses using structural equation
modeling (SEM) with 14 question items. The research model consisted of five constructs. Perceived
technological uncertainty was measured using three items of indicators (Chiou & Shen, 2012). Knowledge
of technology was measured using three items of indicators (Taylor & Todd, 1995; Thompson et al., 1991).
Agent credibility was measured using two items of indicators (Luarn & Lin, 2005). Customer technology
adoption behavior was measured using three items of indicators (Gao & Waechter, 2015). Continuous usage
intention was measured using three items of indicators (Beldad & Kusumadewi, 2015). See Table 3.

Procedure

All items using a Likert scale were then measured on a seven-point (Leung et al., 2015). Each
construct was measured to ensure validity, and all measurement items were adapted from the previous
literature and only slightly modified to fit the research context.

Ethical Considerations

Ethical Considerations This study has been carefully approved by the Research Ethics Commission
Team for the Faculty of Economics and Business, Universitas Pekalongan, Indonesia, reference number
482/3.01.03/KOMTI-FEB/X1/2022, date 25 November 2022.

Results

Sample Description

The sample of this study consisted of 510 respondents. The majority of them were females
(50.59%), almost half of participants with a median were males (49.41%). with a median age age 17-34
years old (53.90%) followed by 35-50 years old (40.00%). A majority of them (45.30%) had education
bachelor's degree and with majority job as a lecturer (22.40%).

The Measurement Model

Overall, the results show that the measurement model has met the appropriate statistical criteria
after testing the validity of the measurement model with data using confirmation factor analysis (CFA).
The results of the CFA show that all factor loadings were above .50 for all 14 items, thus indicating
convergent validity for all latent variables.

Furthermore, the composite reliability (CR) value of perceived technological uncertainty has a value
of (CR= .94), knowledge of technology (CR= .92), agent credibility (CR= .92), customer technology
adoption behavior (CR=.95), and continuance usage intention (CR= .90). By following the requirements
of an adequate level of indicator reliability (Bagozzi & Yi, 1988) that the average value of variance extract
(AVE) for each variable is above (AVE= .50) and the factor loading value is also above .50 with a
significance level of 5%. The results are in accordance with an adequate increase in indicators (Gaskin &
Lim, 2016). See Table 3.

Confirmatory factor analysis was conducted to test the validity which includes convergent and
discriminant validity. Convergent validity measures whether an item can effectively reflect the appropriate
factor, whereas discriminant validity measures whether two factors are statistically different. On standard
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items, mean-variance extraction (AVE), and composite reliability (CR), (as listed in Table 1), most of the
item loads are greater than .70. Each AVE exceeds .50 and CR exceeds .70 so that all components meet
convergent validity (Gefen et al., 2000). In addition, it has been shown that conditions with good reliability
through the yield of all loading factors are greater than .70 (Nunnally, 1978).

Table 1
Comparisons of Measurement Model
. . Recommended Author source Measurement Interpretation
Fit Indices
value model
x2/(df) <3 Hayduck (1987) 2.87 Good Fit
Goodness of fit index (GFI) > .80 Scott (1994) .95 Good Fit
Adjusted for degrees of > .80 Scott (1994) .92 Good Fit
freedom (AGFI)

Normed fit index (NFI) > .80 Hair et al. (1998) 97 Good Fit
Comparative fit index (CFI) > .90 Bagozzi and Yi (1988) .98 Good Fit
Root mean square error of < .06 Bagozzi and Yi (1988) .06 Good Fit

approximation
(RMSEA)

Figure 2
Structural Equation Modelling Analysis

PTU1

PTU2 ¢

PTU 3

KT1

KT 2

KT 3

Note.*p < 0.05, **p < 0.01, PTU = perceived technological uncertainty. KT = knowledge of technology, AC = agent
credibility, CTAB = customer technology adoption behavior, CUI = continuance usage intention

Hypotheses Testing

Hypotheses testing was carried out using SEM analysis and results are shown in Figure 2. It can be
concluded that the research model is a fit, as shown in Table 2, x2/(df) = 2.80, probability= .00, AGFI =
.92, GFI = .95, NFI = .97, CFI = .98, and RMSEA = .06. As shown in Table 2, 6 components and 14
indicators were discover through explanatory on the results, perceived technological uncertainty has a direct
significant positive effect (B = .24, p = .00) on agent credibility and shows a significant p value. Therefore,
H1 is supported that perceived technological uncertainty has a positive influence on the agent credibility of
e-money is accepted. H2 is supported that perceived technological uncertainty has a significant effect on
customer technology adoption behavior through agent credibility e-money is accepted. Furthermore,
knowledge of technology has a direct significant positive effect (f = .52, p = .00) on agent credibility.
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Table 2
Measurement, Reliability, and Validity

Factor Composite
Loading Reliability “*VE
Perceived Technological Uncertainty (PTU) .34 .94 .84

(Chiou & Shen, 2012)
1. lam worried about using e-money because other 3.80 .89
people may be able to access my account.
2. | feel that when using e-money there is a risk of 3.80 .95
sensitivity because of the digital transmission of
information.
3. 1 do not believe that my account can be securely 3.80 75
protected through the online transaction process.
Knowledge of Technology (KT) 61 .92 .80
(Taylor & Todd, 1995; Thompson et al., 1991)
1. | have enough knowledge in using e-money 3.80 .84
technology.
2. | can complete transactions on time when using e- 3.90 .90
money.
3. My knowledge of e-money can help other people 3.80 .78
when they have difficulty using it.
Agent Credibility (AC) (Luarn & Lin, 2005) 33 .92 .85
1. Nowadays, | find it easy to do a transaction using 3.80 .90
e-money provided by various merchants.
2. Currently, I feel the benefit when doing 3.8 .84
transactions using e-money provided by various
merchants.

Customers’ Technology Adoption Behavior (CTAB) 49 .95 .86
(Gao & Waechter, 2015)

1. I will happily continue to use e-money. 3.6 .82

2. 1 will inform anyone about the convenience of using 3.6 .90
e-money.
3. 1 will inform anyone about the advantages of using 3.6 91
e-money.
Continuance Usage Intention (CUI) (Beldad & .78 .90 .76
Kusumadewi, 2015)
1. I intend to continue using cashless payments even 3.7 .86
after the pandemic is over.
2. | am sure my decision to use e-money during the 3.8 .85
COVID-19 pandemic until the New Normal Era. Is
because of the convenience when using e-money, so
I will continue to do so.
3. For security reasons, | will continue to use cashless 35 .68
payments even for small transactions from now on
and in the future.

Construct and Indicator Mean SD

The H3 is supported that knowledge of technology has a positive influence on agent credibility e-
money is accepted. The regression coefficient of the relationship between knowledge of technology and
agent credibility is significant positive effect (B =.29, p =.00). The H4 is not supported that knowledge of
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technology has a positive influence on customer technology adoption behavior through agent credibility e-
money was rejected. Regression coefficient the relationship between knowledge of technology on customer
technology adoption behavior an insignificant through agent credibility. The mediation test an insignificant
(B = .32, p=.07) between knowledge of technology and customer technology adoption behavior.

Therefore, H5 is supported that agent credibility has a significant positive influence on customer
technology adoption behavior of e-money accepted. Agent credibility has a direct significant positive effect
(B = 1.12, p = .00). Finally, H6, customer technology adoption behavior has a direct significant positive
effect (B = .68, p =.00) on the continuance usage intention of e-money and showed a significant p-value. It
was concluded that H6 is supported as customer technology adoption behavior is directly and significant
positively correlated with the continuance usage intention of accepted e-money, see Table 3.

Table 3

Hypotheses Results
Paths B t-value Estimate S.E. C.R. p Hypothesis
PTU > AC 24 7.87 .26 .05 5.17 .00 Supported
PTU > AC > CTAB 52 12.54 .36 .04 7.75 .00 Supported
KT > AC 29 11.28 7 .07 10.65 .00 Supported
KT > AC > CTAB .32 7.54 17 .09 1.80 .07 Unsupported
AC -> CTAB 1.12 24.29 .35 .09 3.60 .00 Supported
CTAB - CUI .68 21.80 .93 .07 13.60 .00 Supported

Discussion and Conclusion

This study aimed to empirically examine a hypothesized model based on the theory acceptance and
use of technology for examining behavior continuance usage intention of e-money. The author tested the
research model which was hypothesized to investigate the effect of perceived technological uncertainty and
knowledge of technology on customer’s technology adoption behavior with agent credibility as mediation
and the effect of customer’s technology adoption behavior on continuance usage intention. There are six
research findings.

The first result is the perceived technological uncertainty has a positive influence on the agent
credibility of e-money (H1 supported). This means that the higher the perceived technological uncertainty
of e-money, the higher the credibility of the agent. In line with the perceived uncertainty in research (Gao
& Waechter, 2015) it was defined as the extent to which potential users believed that using digital cash
included possible security and privacy threats. This was in line with research (Hong & Thong, 2013)
showing that consumers did not trust private companies to keep their information even when companies
promised to do so, in line with one explanation underlying the expansion of TAM in consumer studies with
IS where several other constructs that mediated the influence of external variables on the intention to adopt
technology (Gu et al., 2009). Finally, it could be said that in the peer-to-peer payment system, the digital
cash system, e-money, also depended on the credibility of the agent, which remained an important and main
asset as a service and information provider.

The second finding shows that perceived technological uncertainty has a positive effect on customer
technology adoption behavior through e-money credibility agents (H2 supported). It means the higher the
perception of technological uncertainty, the stronger customer technology adoption behavior through the
role of agent credibility of e-money. In this case, to extend the UTAUT model (Khalilzadeh et al., 2017),
because the current research stream using UTAUT was largely based on a context that did not require a

TJBS 2023, 18(2): 84-101 |93



Customer Technology Adoption Behavior for the Usage of E-Money

mediator (such as agents/traders), the same as the digital money services case. Therefore, in the electronic
money payment system, there is a relationship between UTAUT and sustainability intentions with the role
of agent credibility as mediation through a conceptual model that leads to sustainability insights.

The third finding shows that knowledge of technology has no effect influence on customer
technology adoption behavior through e-money credibility agents (H3 not supported). Odoom and Kosiba
(2020) reveal that agent credibility is only a necessary condition to assist the operation of technology and
at the same time maintain the relationship between cellular service providers and customers which does not
affect the customer's knowledge of technology. This means that the credibility of the agent is only a
necessary condition to assist the operation of technology while maintaining the relationship between the
cellular service provider and the customer which does not affect the customer's technological knowledge.
Even though a person's level of knowledge is high, he will not necessarily adopt the technology, if the agent
is less able to promote the technology properly.

The fourth finding shows that knowledge of technology has a positive influence on agent credibility
in e-money (H4 supported). Our findings were in line with research conducted by Zhou et al. (2010) which
considered how to facilitate the condition of knowledge from a digital money perspective, it was said that
the knowledge (skills) needed to configure and operate technology was required for facility conditions to
engage in services. Furthermore, according to Odoom and Kosiba (2020), it was also revealed that agent
credibility was indispensable facilitation to assist technology operations and at the same time maintained
relationships between cellular service providers and customers. It means that the stronger consumer
knowledge of technology, the lower technology adoption behavior even though it has been supported by
the agent’s credibility in influencing these customers. Our findings were in line with the results of research
(Wang, 2020), which stated that the effect of customer interest in adopting technology was higher for
customers who have low knowledge levels than for customers who were already loyal to using technology
products. It could be said that for customers who adopted e-money instead of customers who had high
knowledge of technology, they did not have to be customers with a sufficient or high level of knowledge
who would eventually adopt technology, many other considerations from consumers were the determining
factors for such behavior in adopting technology, namely e-money.

The fifth finding agent credibility has a positive influence on customer technology adoption
behavior of e-money (H5 supported). The stronger the influence of agent credibility, the stronger the
customer technology adoption behavior. These results were in line with the findings (Odoom & Kaosiba,
2020) which stated that the UTAUT principle affected user intentions and behavior, but it was conditional
and better transmitted through e-money agents. It means in particular, beyond its direct effect, the UTAUT
condition had an indirect effect on the intention to continue through an effect on the perceived credibility
of the agent in which the credibility of the agent was able to influence consumers to adopt e-money
behavior.

The sixth finding customer technology adoption behavior is directly and positively correlated with
the continuance usage intention of e-money (H6 supported). The higher the customer technology adoption
behavior, the higher the continuance usage intention. It means that users who adopted e-money would
indirectly use it in the future. Our research was supported by previous research, on behavioral intention
focused on adoption (Zhou, 2013) in which continuity theory relied on experience.

In summary, the results confirmed that the model had an acceptable fit with ¥%/(df) = 2.87, GFI =
.95, AGFI = .92, NFI = .97, CFI = .98, and RMSEA = .06. As a result, the increasing use of technology
is how they will continue their usage intentions. Agency credibility is an indispensable mediating factor
that can encourage and influence the use of technology e-money in Indonesia.
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Limitations and Future Research Directions

This study has the following limitations. First, this study relies on the main information collected
through an online random survey of 510 Indonesian respondents who were the study’s sample without
being limited by the sample binding criteria so that the obtained results were not specific to the sample with
certain criteria. As a result, user's technological knowledge needs to be aligned so that they are willing to
adopt e-money with additional information needed as a form of a user behavior technology upgrade (Jose,
2017). Consequently, it may experience a bias in the election results. Moreover, the respondents were
considered for this study to fall into the demographic category with different levels of education, so these
differences can be disproportionate to the research sample data and can affect the results of the study.

Furthermore, the researchers did not focus on the type of e-money and did not propose specific e-
money which could cause respondents to randomly answer questions on several types of e-money in
Indonesia so that the expected results could be an expansion of respondents’ answers. Thus, future research
can focus on the type of e-money that will be the research object, so that respondents are more focused.
Our findings need to be generalized to other countries that have developed mobile internet and adopted e-
money.

Third, further research needs to consider including other variables that influence the adoption and
continuance use of e-money, such as; moral norms, merchant proactiveness, and other mediator variables
such as regulations or environmental factors. Adoption barrier factors still limit user adoption even though
it has many benefits associated with this service. Future researchers may use other types of research designs
such as longitudinal examination, experimental and other designs.

Implications

This research has theoretical and practical implications. The findings of this study provide empirical
support for the theory of acceptance and use of technology (UTAUT). This theory is used to understand
user behavior towards technology. The UTAT aimed to explain user intention to use an information system
(IS). The results of this study have provided evidence that knowledge of technology is not the main thing
in the intention to adopt technology, to this context could be viewed as a valuable addition to the existing
frameworks on technology adoption.

Furthermore, on the practical implications, this study proposes supports the existence of agent
credibility as a mediator of the relationship between perceived technological uncertainty and knowledge of
technology. The influence of agency credibility is indispensable as a mediating, where someone who has
the knowledge and adequate technology does not necessarily continuance usage intention without the role
of good agency credibility which can encourage and influence someone to use transactions technology such
as e-money, especially during the COVID-19 pandemic and the new normal era.
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