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Abstract 
The COVID-19 pandemic has profoundly influenced 
consumer behavior, leading to a surge in online 
transactions, particularly through social media 
platforms. However, transactions involving money 
transfers between different banks often incur fees, 
posing a challenge. The Flip application emerges as a 
viable solution, offering a novel approach to such 
transactions within the e-commerce landscape. Despite 
its relative novelty, the Flip application plays a 
significant role in addressing this challenge. Notably, 
there is a paucity of studies analyzing the success of 
this digital platform within the e-commerce domain. 
This research aims to bridge this gap by adopting the 
UTAUT2 model, extending it with the variables PR, PT, 

and SE. Employing accidental sampling, data were 
collected and analyzed using SEM-PLS. The study 
reveals that PE, SI, PV, and HAB significantly influence 
the intention to use Flip. These findings suggest that 
improving services in these areas can contribute to 
increasing the user base of the Flip application. This 
research not only adds to the understanding of digital 
application success but also provides actionable 
insights for Flip application system providers seeking to 
enhance user engagement. 

Keywords: UTAUT2; perceived risk; perceived trust; 

self-efficacy; Flip application. 

  

 
 

INTRODUCTION 

The Covid-19 pandemic has 

impacted people’s behavior in fulfilling 

their needs. People have switched to 

conducting transactions through e-

commerce. This digital technology can 

increase the likelihood that 

consumers will make transactions 

because the information provided is 

easy to access (Mimba et al., 2021). 

The e-commerce sector in Indonesia 

continues to grow, even its current 

economic value has exceeded pre-

pandemic levels. The development of 
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social media platforms, such as 

Facebook, Instagram, Twitter, Line, 

Telegram, and WhatsApp, has also 

emerged as a medium for online 

transactions in Indonesia. The 

substantial number of social media 

users in the country stands out as a 

primary factor contributing to the 

significant volume of online 

transactions (Syahra, 2022). Survey 

results from the Indonesian Central 

Bureau of Statistics (BPS) indicate 

that 48,65 percent of businesses 

engage in online selling through social 

media channels like Facebook, 

Instagram, and Twitter. Additionally, 

only 20,64 percent of businesses 

maintain sales accounts on 

marketplaces or digital platforms. 

Following this, 4,92 percent of 

businesses utilize email for online 

sales, and, in the last position, a mere 

2.05 percent of businesses rely on 

dedicated websites (BPS, 2022).  

One of the problems that arise 

in online transactions through social 

media (i.e., not through e-commerce 

marketplaces) is when payments 

between potential buyers and sellers 

involve money transfers between two 

different banks and are subject to 

transfer fees. People encounter 

challenges during the transfer process 

due to differences in bank accounts, 

leading to the imposition of 

administrative fees (transfer fees) 

ranging from Rp. 2.500 to Rp. 6.500. 

This occasionally results in 

transaction cancellations as potential 

consumers find the transfer fees 

comparatively high in relation to the 

value of the goods they intend to 

purchase (Purnama et al., 2023). 

Therefore, an emerging digital 

applications platform especially Flip.id 

offers an alternative solution for 

potential buyers to pay their 

transactions without incurring 

transfer fees. The Flip.id reported that 

their users increased nearly 100% 

during the pandemic itself. Although 

considered new in the e-commerce 

domain however it has a significant 

role.  Moreover, there is a limited 

study analyzing the success of this 

digital application platform.  

There are several studies on the 

success of the Flip application system 

in Indonesia. Wintarsih et al. 

(Wintarsih et al., 2019) identified the 

reasons consumers use Flip.id 

services based on analysis of rational 

consumer behavior (RCB) and found 

that the efficiency of using Flip with 

significant cost reductions and the 

ease of obtaining and disseminating 

the transfer information receipts are 

the main factors why customers chose 

Flip.id for transfers interbanks. 

Furthermore, using the Technology 

Acceptance Model (TAM) and End 

User Computing Satisfaction (EUCS) 
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methods, Putra & Prehanto (2021) 

found that perceived ease of use and 

perceived usefulness had a significant 

effect on the system acceptance or 

user satisfaction of Flip.id. 

Purnamasari et al. (2022) analyzed 

user intentions by using the 

Decomposed Theory of Planned 

Behavior (DTPB) model. The results 

showed that attitude and perceived 

behavioral control affected the 

intention to use Flip application, while 

variables compatibility, subject 

norms, superior's influence and peer 

influence did not affect the intention 

to continue using Flip application. 

Flip is one of the m-payment 

applications in Indonesia. It’s 

relatively new, and not many studies 

have analyzed the success of this 

application system. Therefore, it is 

necessary to conduct further research 

on the success of the Flip application 

system, because it is an area of m-

payment research that has not been 

fully explored. 

This study intends to fill the 

research gap related to the Flip 

application by adapting the UTAUT2 

model which is expanded with 

variables: perceived risk, perceived 

trust and self-efficacy. UTAUT2 is a 

theory that is widely used in 

overcoming external and internal 

drivers of any new technology 

adoption (Koenig-Lewis et al., 2015). 

The UTAUT2 is a model that 

integrates the construction of eight 

popular theories and models namely, 

1) Theory of Reasoned Action (TRA), 2) 

Technology Acceptance Model (TAM), 

3) Motivational Model (MM), 4) Theory 

of Planned Behavior (TPB), 5) 

Combined TAM-TPB, 6) Model of 

Personal Computer Utilization 

(MPCU), 7) Innovation Digital 

Technology (IDT), and 8) Social 

Cognitive Theory (SCT). Overall, the 

UTAUT2 model has many advantages 

because it combines eight existing 

models and has proven to be very 

efficient in interpreting technology 

adoption intentions and actual use 

behavior. 

The Unified Theory of 

Acceptance and Use of Technology 2 

(UTAUT2) is a development of the 

previous theory, the Unified Theory of 

Acceptance and Use of Technology 

(UTAUT) which was developed by 

Venkatesh et al. UTAUT was originally 

developed to explain the acceptance 

and use of technology from the 

employees' perspective of an 

organization, then UTAUT2 was 

developed to explain the acceptance 

and use of technology from the 

customers’ perspective (Venkatesh et 

al., 2012). UTAUT2 was developed by 

extending UTAUT theory, which 

integrates the construction of eight 

popular theories and models 
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Figure 1.  UTAUT2 Model 

Source: (Venkatesh et al., 2012) 

 

 

(Venkatesh et al., 2012). Three 

additional factors, price value (PV), 

hedonic motivation (HM), and habit 

(HAB) were added to the four elements 

of the first version of UTAUT theory, 

namely: performance expectancy (PE), 

effort expectancy (EE), social influence 

(SI), and facilitating conditions (FC), 

which resulting the formation of 

UTAUT2 (Figure 1). 

Flip is a FinTech application 

based on a payment platform in 

Indonesia. One of Flip's special 

services allows users to make fee-free 

transfers to different banks. Because 

it is a free transfer fee application, it 

is not enough just to apply the 

UTAUT2 model in analyzing the 

success of this application system. 

The variables of perceived risk, 

perceived trust and self-efficacy need 

to be added in the case of the 

introduction of new financial 

technology which are confirmed to 

have a significant relationship with 

UTAUT (Al-Saedi et al., 2020). 

PE is the extent to which an 

individual believes that using the 

system will help to improve his or her 

job performance. EE is the level of 
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ease associated with using the 

system. SI is the degree to which an 

individual feels that others believe he 

or she should use the system. FC are 

the extent to which individuals believe 

that the technical and infrastructure 

are available to support the use of the 

system. HM is defined as the pleasure 

or enjoyment that comes from using 

technology. PV is defined as the 

consumer's cognitive exchange 

between the perceived benefits of an 

application and the monetary costs 

incurred from its use. HAB is defined 

as the extent to which people tend to 

perform behaviors automatically 

because they learn and do it 

continuously (Tandon et al., 2016). 

Perceived risk measurement is 

necessary because new technology is 

often rejected for the reasons of 

security risk, this is the biggest 

barrier to technology adoption and 

has a negative impact on consumer 

intentions to use a technology. The 

perceived trust variable was found to 

be an important influence on 

behavioral intention to adopt 

technology because of its inverse 

relationship with risk. Self-efficacy is 

positioned as a predictor of new 

technology adoption according to the 

user’s ability to organize and execute 

a series of actions required to achieve 

the specified type of performance. 

Al Saedi et al. (2020) conducted 

a literature review study in the 

context of m-payments to determine 

the factors that have a strong 

influence on the extended UTAUT 

model. Twenty-five valid studies 

empirically identified and examined a 

total of 46 factors. The study found 

only seven factors (three UTAUT 

factors and four additional factors), 

namely PE, EE, SI perceived risk (PR), 

perceived trust (PT), perceived cost 

(PC), and self-efficacy (SE), 

demonstrate a significant association 

with UTAUT and has been verified.  

We propose a combination 

model between the UTAUT2 model 

and the research model conducted by 

Al Saedi et al. (2020). The six core 

variables of the UTAUT2 model, 

namely PE, EE, SI, HM, PV which 

affect the dependent variable intention 

(intention to use) and HAB which 

affect the dependent variable intention 

to use (INT) and use behavior (USE). 

This study also proposes three 

additional variables namely PR, PT 

and SE which are confirmed to have a 

significant relationship with UTAUT 

(Al-Saedi et al., 2020). Figure 2 shows 

the proposed conceptual model in this 

study. 
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Figure 2. Proposed Conceptual Model (Adapted from Al-Saedi et al., (2020); Venkatesh 

et al., (2012)) 

 

LITERATURE REVIEW AND 

HYPOTHESES DEVELOPMENT 

Performance Expectancy (PE) 

PE is defined as the extent to 

which an individual believes that 

using a technology or system will help 

him or her to achieve what is needed 

and desired more comfortably and 

productively to improve his or her 

performance at work (Venkatesh et 

al., 2003). Users are more likely to 

have positive reactions and intentions 

to use a new system if they feel that 

the system will make them save more 

time and effort than the traditional 

one (Alalwan, 2020).  

Baabdullah et al. (2019) used the 

UTAUT2 model to predict mobile 

banking usage in Saudi Arabia. The 

results of the study showed that 

performance expectancy has a 

significant impact on actual use 

behavior. According to prior literature, 

performance expectancy significantly 

predicts behavioral intention, which 

in turn significantly predicts use 

behavior to use the technology or 

system (Alalwan, 2018; Alalwan et al., 

2017; Alkhowaiter, 2022; Al-Okaily et 

al., 2022; Al-Saedi et al., 2020; 

Baabdullah et al., 2019; Gupta & 

Arora, 2020; Hussain et al., 2018; 

Karjaluoto et al., 2019; Malarvizhi et 
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al., 2022; Pertiwi & Ariyanto, 2017; 

Prabowo & Widodo, 2021; Singh et al., 

2020; Slade et al., 2015). This shows 

that performance expectancy can 

increase individual intention to use 

the Flip application. 

Therefore, this study 

articulates the following hypothesis: 

H1:  Performance expectancy has a 

positive effect on the intention 

to use Flip application. 

 

Effort Expectancy (EE) 

UTAUT2 defines effort 

expectancy as the level of convenience 

associated with the use of technology 

by customers (Venkatesh et al., 2012). 

The expectancy theory of motivation 

provides a holistic picture of how 

effort can lead to performance so it 

can be rewarded, and as expected 

customers are more likely to adopt a 

technology that requires little effort to 

use it effectively (Merhi et al., 2019). 

Singh et al. (2020) in their research 

found that ease of use (effort 

expectancy) has a significant effect on 

intention, which in turn affects user 

satisfaction and influences 

recommendations to use. Various 

studies have confirmed that the 

identified elements of effort 

expectancy play a vital role in 

forecasting customers' intention to 

adopt the technology or information 

system (Alalwan et al., 2017, 2018; 

Al-Saedi et al., 2020; Gupta & Arora, 

2020; Hussain et al., 2018; Karjaluoto 

et al., 2019; Liébana-Cabanillas et al., 

2019; Singh et al., 2020; Tam et al., 

2020). This shows that effort 

expectancy can increase individual 

intentions to use the Flip application. 

Thus, this study assumes the 

following hypothesis. 

H2:  Effort expectancy has a positive 

effect on the intention to use 

Flip application. 

 

Social Influence (SI) 

Social influence is one of the 

most important factors related to 

customers’ decision to use or refuse a 

new technology or system, it is what 

customers feel about what others, 

family and friends believe in using or 

adopting a new technology. Social 

influence is defined as the extent to 

which an individual feels that 

important others (e.g., family, friends) 

believe that he or she should use the 

new technology or system (Alalwan et 

al., 2017, 2018; Al-Saedi et al., 2020; 

Gupta & Arora, 2020; Hussain et al., 

2018; Karjaluoto et al., 2019; 

Liébana-Cabanillas et al., 2019; Singh 

et al., 2020; Tam et al., 2020). 

Malarvizhi et al. (2022) found that 

social influence has a strong effect on 

customers’ intention to adopt a new 

system. Several studies found social 

influence to be a significant predictor 
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of intention (Al-Okaily et al., 2022; Al-

Saedi et al., 2020; Hussain et al., 

2018; Malarvizhi et al., 2022; 

Mustaqim et al., 2018). This shows 

that social influence can increase 

individual intention to use the Flip 

application. 

Thus, the hypothesis based on 

social influence is: 

H3:  Social influence has a positive 

effect on the intention to use 

Flip application. 

 

Hedonic Motivation (HM) 

Hedonic motivation can be 

described as the enjoyment or 

pleasure that is obtained when using 

a technology, this feeling of pleasure 

is related to the degree of innovation 

and novelty experience in using the 

new system (Venkatesh et al., 2012). 

Hedonic motivation has been shown 

to have an important role in 

determining the acceptance and use 

of technology in previous studies 

(Alalwan, 2018; Alalwan et al., 2017, 

2018; Baabdullah et al., 2019; Brown 

& Venkatesh, 2005; Malarvizhi et al., 

2022; Putri & Suardikha, 2020). This 

indicates that hedonic motivation can 

increase individual intention to use 

the Flip application. 

Consequently, this study 

postulates the next hypothesis: 

H4:  Hedonic motivation has a 

positive effect on the intention 

to use Flip application. 

 

Price Value (PV) 

In the context of consumer use 

of technology, price value is an 

important factor. Workplace 

technology is financed by companies, 

on the other hand, consumers must 

bear the costs associated with 

purchasing equipment and services 

for a technology. Price value is related 

to the financial aspects of using new 

products and systems. Consumers are 

more likely to compare the benefits 

gained from using the new system 

with the financial costs that must be 

paid (Venkatesh et al., 2012). The 

relationship between intention and 

price value has been argued and 

explored over the relevant studies 

employing the UTAUT2 framework. 

Merhi et al. (2019) provided empirical 

evidence supporting the impact of 

price value on influencing customers' 

intention to use technology. Similarly, 

the financial aspect is acknowledged 

as a crucial factor affecting the usage 

or acceptance of new technology 

(Alalwan et al., 2017, 2018; Al-Okaily 

et al., 2022; Al-Saedi et al., 2020; 

Andrianto, 2020; Baabdullah et al., 

2019; Merhi et al., 2019; Putri & 

Suardikha, 2020). This shows that 
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price value can increase individual 

intention to use the Flip application. 

Accordingly, this study 

proposes the following hypothesis: 

H5.  Price value has a positive effect 

on the intention to use Flip 

application. 

 

Habit (HAB) 

Habit is the last construct 

added by Venkatesh to the UTAUT2 

model to provide an accurate picture 

of consumer interaction with the new 

system (Venkatesh et al., 2012). Habit 

is formulated as a consumer's 

tendency to act spontaneously 

because of learning a behavior 

repeatedly (Limayem et al., 2007). 

When people learn something 

repeatedly and automatically, their 

behavior turns into a habit. Previous 

studies empirically showed the role of 

habit on the intention to use and use 

behavior (Baabdullah et al., 2019; 

Gupta & Arora, 2020; Hussain et al., 

2018; Karjaluoto et al., 2019; Kurnia, 

2021; Pertiwi & Ariyanto, 2017; 

Saragih & Rikumahu, 2022; Slade et 

al., 2015; Tam et al., 2020). 

Therefore, this study suggests 

the subsequent hypotheses: 

H6: Habit has a positive effect on 

the intention to use Flip 

application. 

H7: Habit has a positive effect on 

Flip's use behavior. 

Perceived Risk (PR) 

Perceived risk is defined as a 

consumer's subjective belief regarding 

potential disadvantages in the pursuit 

of a desired outcome. Thus, 

consumers have personal beliefs 

regarding the risks inherent in each 

transaction based on the limited 

information available to them (Pavlou, 

2003). Perceived risk can be a barrier 

to the adoption and use of new 

application systems. The theory of 

reasoned action (TRA) predicts that 

consumers will be willing to do 

transactions if their perceived risk is 

low (Ajzen, 1985). Perceived risk is an 

important factor that affects use 

behavior indirectly through consumer 

behavioral intention (Alalwan et al., 

2018; Liébana-Cabanillas et al., 2019; 

Malarvizhi et al., 2022; Slade et al., 

2015). 

Consequently, this study 

proposes that: 

H8:  The perceived risk has a 

negative effect on the intention 

to use Flip application. 

 

Perceived Trust (PT) 

Perceived trust is the 

successful relationship between a 

client and a vendor based on the 

degree of trust they share with each 

other. Users of a system will give a 

positive response not only because of 

the inherent characteristics of the 



Purnama, et. al. – The Success Analysis of Flip: Using the UTAUT2 Model 

 

 

549 

system, but rather based on the 

degree to which the system can be 

trusted (Sari, 2009). Perceived trust is 

one of the main success factors 

influencing the adoption of new 

information systems (Al-Saedi et al., 

2020). In the context of using a new 

service or system, perceived trust 

refers to the extent to which users 

believe that the service is reliable and 

safe to use. Trust was found to be an 

important influence of behavioral 

intention to adopt technology because 

of its inverse relationship with risk 

(Merhi et al., 2019). Perceived trust 

has been confirmed as a factor 

influencing the implementation of 

information systems (Alalwan et al., 

2017; Alkhowaiter, 2022; Al-Okaily et 

al., 2022; Al-Saedi et al., 2020; Merhi 

et al., 2019; Prabowo & Widodo, 2021; 

Slade et al., 2015). This shows that 

perceived trust can influence 

individual intentions to use the Flip 

application. 

Accordingly, this study 

proposes the following hypothesis: 

H9: Perceived trust has a positive 

effect on the intention to use 

Flip application. 

 

Self-Efficacy (SE) 

Developed by Bandura 

(Bandura & Walters, 1977), social 

cognitive theory emphasizes the 

importance of self-efficacy or 

individual perceptions of their ability 

to perform certain behaviors. Self-

efficacy refers to an individual's belief 

in his or her capacity to execute 

behaviors necessary to produce 

specific performance attainments (Al-

Saedi et al., 2020), it is inseparable 

from a sense of optimism about the 

future (Sari & Suryanawa, 2021). Self-

efficacy has been shown to have a role 

in determining the acceptance and 

use of technology in previous studies, 

it can be concluded that self-efficacy 

affects behavioral intentions to use 

information systems (Al-Saedi et al., 

2020; Boonsiritomachai & 

Pitchayadejanant, 2019). This shows 

that self-efficacy can improve 

individual intentions to use the Flip 

application.  

Therefore, the tenth hypothesis 

is formulated as follows: 

H10: Self-efficacy has a positive 

effect on the intention to use 

Flip application. 

 

Intention to Use (INT) 

Intention to use can be defined 

as the level of desire or 

encouragement within oneself to use a 

system with the assumption that they 

have access to the system (Venkatesh 

et al., 2003). The results of research 

conducted by Karjaluoto et al. (2019) 

support the positive effect of intention 

to use on actual use, which in turn 
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confirms UTAUT2's findings that 

behavioral intention and use behavior 

have a positive relationship. 

Behavioral intention has been widely 

used and has been repeatedly 

investigated as having a strong role in 

shaping the actual use and adoption 

of new systems (Alkhowaiter, 2022; 

Baabdullah et al., 2019; Gupta & 

Arora, 2020; Karjaluoto et al., 2019; 

Malarvizhi et al., 2022; Merhi et al., 

2019; Pertiwi & Ariyanto, 2017; 

Prabowo & Widodo, 2021; Putri & 

Suardikha, 2020; Saragih & 

Rikumahu, 2022; Singh et al., 2020; 

Venkatesh et al., 2003, 2012). This 

shows that the intention to use can 

affect the use behavior of the Flip 

application. 

Hence the hypothesis is: 

H11: Intention to use has a positive 

effect on the use behavior of the 

Flip application. 

 

METHOD 

In line with the existing 

technology adoption research and due 

to the nature of the research question, 

a quantitative approach was followed. 

To test the theoretical constructs, a 

survey was developed and undertaken 

among the Flip customers in the 

province of Bali. Data were collected 

by using a non-probability sampling 

method where researchers applied an 

accidental sampling technique to 

collect the data. Participants were 

assured that their identities would 

remain confidential, and their 

responses would be exclusively 

utilized for research purposes. 

Additionally, they were informed that 

their involvement was voluntary, and 

they retained the right to decline 

participation at any point.  

Responses from Flip customers 

regarding their perceptions of factors 

related to the intention to use and the 

use behavior of the Flip application 

were obtained through the collection 

of self-administered questionnaires. 

To measure the respondents’ 

responses on items of UTAUT2 

constructs, perceived risk, perceived 

trust and self-efficacy constructs, the 

five-point Likert scale with anchors 

spanning from strongly disagree to 

strongly agree was employed in this 

study. Finally, seven close-ended 

questions were allocated for 

demographic variables: age, gender, 

domicile, education level, marital 

status, occupation, and technology 

(Internet/computer) experience. The 

questionnaire was made in the Google 

form and distributed online to Flip 

application customers in Bali through 

social media owned by researchers 

(Facebook, Instagram, and 

WhatsApp). The survey was completed 

by 205 respondents and eventually, 

171 responses were taken for analysis 
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Table 1. Demographic profile of the respondents 

Demographic Group   Frequency   % 

Age (years) 18-22   92   54% 

 23-27  20  12% 

 28-32  23  13% 

 33-37  15  9% 

 38-42   15  9% 

 43-47   6  4% 

 Total  171  100% 

Gender Male  81  47% 

 Female  90  53% 

 Total  171  100% 

Internet/computer 

experience 
Never 

 0  0% 

 Less than 6 months 0  0% 

 6 - 12 months 0  0% 

 More than 1 year 171  100% 

  Total   171   100% 

A total of 34 questionnaires were 

excluded as those were not valid for 

research criteria.  

 

Profile of the Respondents 

One hundred and seventy-one valid 

questionnaires of Flip application 

were completed by Flip customers in 

Bali. All the respondents have used 

the Flip application service to transfer 

money interbank or make financial 

transactions. Table 1. depicts the 

characteristics of the respondents 

surveyed. More than half of the 

respondents were aged between 18 

and 22 years old, it was captured the 

largest part of the total valid sample 

(54%). The sample was divided based 

on gender with 47% male and 53% 

female. In relation to technology 

experience (Internet/computer), it was 

observed that all of the respondents 

(100%) exhibited an adequate level of 

experience with computers and the 

Internet (more than 1 year). 

 

Measurement Model Assessment 

The collected data has been 

subjected for further analyses in the 

structural equation modelling (SEM).

 

Prior to assessing the hypotheses 

within the inner model (structural 

model), it is essential to validate the 

outer model (measurement model). 

The purpose of examining the 

measurement model is to ensure the 

reliability of the measures used and 

their effective representation of the 

intended theoretical constructs. The 

assessment of the measurement 

model includes examining the validity 

(convergent and discriminant validity) 
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Table 2. Convergent Validity 

Constructs Items Outer Loadings AVE Constructs Items Outer Loadings AVE 

PE 
(Performance 
Expectancy) 

PE1 0,897 0,792 
PR 

(Perceived 
Risk) 

PR1 0,850 0,724 

PE2 0,859  PR2 0,878  

PE3 0,912  PR3 0,830  

EE (Effort 
Expectancy) 

EE1 0,934 0,866 PR4 0,845  

EE2 0,943  

PT 
(Perceived 

Trust) 

PT1 0,812 0,648 

EE3 0,920  PT2 0,761  

EE4 0,924  PT3 0,728  

SI (Social 
Influence) 

SI1 0,926 0,866 PT4 0,854  

SI2 0,952  PT5 0,861  

SI3 0,913  SE (Self-
Efficacy) 

SE1 0,923 0,827 

HM (Hedonic 
Motivation 

HM1 0,923 0,822 SE2 0,896  

HM2 0,863  
INT 

(Intention 
to Use) 

INT1 0,934 0,882 

HM3 0,932  INT2 0,948  

PV (Price 
Value) 

PV1 0,921 0,807 INT3 0,952  

PV2 0,910  INT4 0,922  

PV3 0,864  

USE (Use 
Behavior) 

USE1 0,918 0,797 

HAB (Habit) 

HAB1 0,923 0,789 USE2 0,897  

HAB2 0,816  USE3 0,909  

HAB3 0,908  USE4 0,845  

HAB4 0,903           

 

 

Table 3. Discriminant Validity (Fornell Larcker Criterion) 

  EE HAB HM INT PE PR PT PV SE SI USE 

EE 0,930                     

HAB 0,468 0,889                   

HM 0,612 0,715 0,907                 

INT 0,591 0,771 0,775 0,939               

PE 0,666 0,666 0,757 0,778 0,890             

PR -0,324 -0,347 -0,397 -0,418 -0,391 0,851           

PT 0,547 0,610 0,664 0,673 0,626 -0,615 0,805         

PV 0,565 0,592 0,686 0,759 0,648 -0,365 0,603 0,898       

SE 0,614 0,323 0,430 0,348 0,460 -0,182 0,431 0,354 0,909     

SI 0,301 0,549 0,667 0,643 0,573 -0,296 0,423 0,560 0,158 0,931   

USE 0,537 0,839 0,746 0,834 0,722 -0,453 0,643 0,631 0,325 0,575 0,893 

 

and reliability (Cronbach’s Alpha and 

composite reliability). 

Outer loadings assessment and 

average variance extracted (AVE) were 

adopted to test the convergent 

validity. Using SmartPLS 3.0 the 

statistical values of validity were 

found within their respective levels. As 

reported in Table 2, all the values 

given support the convergent validity 

of each item of constructs due to all 

values of outer loadings are above 0,7 

(Hair et al., 1998). The findings in 

Table 2 demonstrate that the AVE 

values range between 0,65 and 0,88, 

all surpassing the recommended 

threshold of 0,5. Given these results, 

the convergent validity is established. 

The discriminant validity was 

tested by using the Fornell Larcker 
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Table 4. Constructs Reliability 

Latent Construct Composite Reliability (CR) Cronbach's Alpha  

PE  0,919 0,869 

EE  0,963 0,948 

SI  0,951 0,922 

HM  0,933 0,892 

PV  0,926 0,880 

HAB  0,937 0,911 

PR 0,913 0,873 

PT 0,902 0,865 

SE 0,905 0,792 

INT 0,968 0,955 

USE 0,940 0,915 

 

Criterion, as shown in Table 3, the 

square root of AVE for all latent 

constructs exceeded their inter-

correlation estimates with other 

corresponding constructs. Based on 

these findings, it can be concluded 

that discriminant validity is 

confirmed. 

For testing the construct 

reliability, as shown in Table 4, 

Cronbach's alpha (α) and composite 

reliability (CR) were employed to 

examine the reliability of all 

constructs, ensuring a satisfactory 

level of scale reliability. Statistical 

findings in this regard indicated that 

all latent constructs have Cronbach’s 

alpha (α) value above the cut-off point 

of 0,70 ranging between 0,79 for self-

efficacy and 0,96 for intention to use. 

Similarly, CR for all latent constructs 

was found to be within the 

recommended threshold of 0,70, as 

indicated by Hair et al. (1998). Table 4 

indicates that while the highest value 

of CR (0,97) was noticed for intention 

to use, the minimum value was 

exhibited by perceived trust (0,90). 

Therefore, the construct reliability in 

terms of Cronbach’s Alpha and CR is 

confirmed. 

  

Structural Model Assessment 

After validating the 

measurement model, the subsequent 

step involves the structural model. 

This necessitates the calculation of 

the coefficient of determination (R2) 

and the path coefficients through a 

bootstrapping procedure. The 

coefficient of determination (R2) is 

used to assess the effect of certain 

independent latent variables on the 

dependent latent variable, and 

whether it has a substantive effect. As 

indicated in Table 5, the value of the 

adjusted R-square for intention to use 

is 0,792 and for use behavior is 
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0,787. The adjusted R-square value ≥ 

0,750 indicates that the independent 

latent variables have a strong effect on 

the dependent latent variable. This, in 

turn, supports the predictive validity 

of the current study model. 

The evaluation of the structural 

model serves as an indication for 

hypotheses testing, as outlined in 

Table 6 and Figure 3. The findings 

indicated that the intention to use 

Flip application accurately predicted 

by UTAUT2 factors: performance 

expectancy (t = 3,404, p = 0,001), 

social influence (t = 2,357, p = 0,019), 

price value (t = 3,797, p = 0,000) and 

habit (t = 4,405, p = 0,000). Yet effort 

expectancy (t = 1,203, p = 0.229), 

hedonic motivation (t = 0,778, p = 

0,437), perceived risk (t = 0,118, p = 

0,906), perceived trust (t= 1,221, p = 

0,223), and self-efficacy (t = 1,581, p = 

0,114), were not approved to have a 

significant path with intention to use. 

Finally, the use behavior of Flip 

application was also found to be 

significantly predicted by both 

intentions to use (t = 6,726, p = 0,000) 

and habit (t = 7,817, p = 0,000). 

Accordingly, the research hypotheses: 

H1, H3, H5, H6, H7, H11, all were 

confirmed, while H2, H4, H8, H9, H10 

were rejected. 

 

RESULTS AND DISCUSSION 

In accordance with the 

extended UTAUT2 model, this 

research contributes to a deeper 

comprehension of the functions 

performed by performance 

expectancy, effort expectancy, social 

influence, hedonic motivation, price 

value, habit, perceived risk, perceived 

trust, and self-efficacy, in Flip 

application use behavior among Flip 

application users in Bali. The 

interpretations of the obtained 

findings are expounded in the 

subsequent subsections. 

 

The Impact of Performance 

Expectancy on Intention to Use 

The first hypothesis gave the 

result that performance expectancy 

has a positive effect on the intention 

to use Flip application. This means 

that when Flip users experience 

benefits such as improved efficiency 

because of the absence of interbank 

transfer fees, it will potentially 

increase the intention to use the Flip 

application system.  

 

Table 5. Coefficient of Determination (R2) Assessment 

  R Square R Square Adjusted 

INT 0,803 0,792 

USE 0,790 0,787 
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Figure 3. PLS Algorithm Results 

 

 

Table 6. Hypotheses Testing Results 

Hypothesis Relationship 
Original 
Sample 

(O) 

Sample 
Mean 
(M) 

Standard 
Deviation 
(STDEV) 

T Statistics 
(|O/STDEV|) 

P 
Values 

Decision 

H1 PE -> INT 0,227 0,224 0,067 3,404 0,001 Supported 

H2 EE -> INT 0,081 0,092 0,068 1,203 0,229 Not Supported 

H3 SI -> INT 0,116 0,115 0,049 2,357 0,019 Supported 

H4 HM -> INT 0,065 0,057 0,084 0,778 0,437 Not Supported 

H5 PV -> INT 0,256 0,254 0,067 3,797 0,000 Supported 

H6 HAB -> INT 0,285 0,285 0,065 4,405 0,000 Supported 

H7 HAB -> USE 0,483 0,488 0,062 7,817 0,000 Supported 

H8 PR -> INT -0,006 -0,008 0,049 0,118 0,906 Not Supported 

H9 PT -> INT 0,096 0,098 0,079 1,221 0,223 Not Supported 

H10 SE -> INT -0,078 -0,081 0,049 1,581 0,114 Not Supported 

H11 INT -> USE 0,461 0,458 0,069 6,726 0,000 Supported 

 

 

This outcome validates the results 

identified in earlier research (Alalwan, 

2018; Alalwan et al., 2017; 

Alkhowaiter, 2022; Al-Okaily et al., 

2022; Al-Saedi et al., 2020; 

Baabdullah et al., 2019; Gupta & 

Arora, 2020; Hussain et al., 2018; 

Karjaluoto et al., 2019; Malarvizhi et 

al., 2022; Pertiwi & Ariyanto, 2017; 

Prabowo & Widodo, 2021; Singh et al., 

2020; Slade et al., 2015). In line with 

the UTAUT2 theory by Venkatesh et 
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al. (2012) it could be explained by the 

theory that the more users believe 

that using Flip application can 

provide benefits and fulfill what they 

need, the more intention to use the 

Flip application system. 

 

The Impact of Effort Expectancy on 

Intention to Use 

The results pointed out that 

effort expectancy has no significant 

positive impact on the intention to use 

the Flip application system. This 

implies that users of the Flip 

application do not express concern 

about the level of ease of use provided 

by the application. According to the 

main characteristics of the 

respondents in this study, most of the 

respondents were highly educated, 

young, and had sufficient experience 

with technology and the Internet. 

Thus, they were more likely to rule 

out any issues regarding the level of 

complexity and difficulty of using the 

Flip application.  

The advantages of performance 

expectancy might outweigh concerns 

regarding the effort required, leading 

to a diminished impact of effort 

expectancy. This outcome validates 

the results identified in earlier 

research (Alkhowaiter, 2022; Al-

Okaily et al., 2022; Andrianto, 2020; 

Baabdullah et al., 2019; Kurnia, 

2021; Malarvizhi et al., 2022; 

Mustaqim et al., 2018; Pertiwi & 

Ariyanto, 2017; Prabowo & Widodo, 

2021; Putri & Suardikha, 2020; 

Saragih & Rikumahu, 2022) who 

found that effort expectancy has no 

effect on intention to use. The result 

of the second hypothesis testing is not 

in line with the UTAUT2 theory which 

defines effort expectancy as the level 

of ease associated with using 

technology by consumers. Consumers 

will be more likely to adopt technology 

that requires little effort to be able to 

use it effectively. 

 

The Impact of Social Influence on 

Intention to Use 

The findings indicated that 

social influence has a significant 

positive effect on the intention to use 

Flip application system. It could be 

explained by the notion that the 

respondents use the Flip application 

system because it is influenced by 

people who are close to them. The 

influence of people who are close to 

the respondents can potentially 

increase the intention to use the Flip 

application system. The test results 

are in line with the UTAUT2 theory 

(Venkatesh et al., 2012) and previous 

research (Al-Okaily et al., 2022; Al-

Saedi et al., 2020; Hussain et al., 

2018; Malarvizhi et al., 2022; 

Mustaqim et al., 2018). 
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The Impact of Hedonic Motivation 

on Intention to Use 

The findings triggered out that 

hedonic motivation has no influence 

on the intention to use the Flip 

application system. Although 

Venkatesh et al. (2012) claimed that 

hedonic motivation plays an 

important role in the use of new 

technology, the results in this study 

do not confirm this effect. The results 

of the questionnaire survey showed 

that the third statement item, namely 

enjoying using the Flip application 

system, received the highest score. 

This explains that users enjoy using 

the Flip application system, but it 

does not affect the intention to use it. 

Without joy and entertainment, Flip 

users in Bali will keep continuing to 

use it because they find it very useful, 

especially in terms of efficiency. This 

result is in agreement with the 

outcomes derived in previous studies 

which found that hedonic motivation 

has no positive effect on intention to 

use (Andrianto, 2020; Gupta & Arora, 

2020; Hussain et al., 2018; Karjaluoto 

et al., 2019; Kurnia, 2021; Pertiwi & 

Ariyanto, 2017; Prabowo & Widodo, 

2021; Saragih & Rikumahu, 2022; 

Tam et al., 2020). 

 

 

 

The Impact of Price Value on 

Intention to Use 

Regarding the influence of price 

value on the intention to use the Flip 

application, the results indicate a 

noteworthy positive impact, aligning 

with the conclusions drawn in earlier 

studies (Alalwan et al., 2017, 2018; 

Al-Okaily et al., 2022; Al-Saedi et al., 

2020; Andrianto, 2020; Baabdullah et 

al., 2019; Merhi et al., 2019; Putri & 

Suardikha, 2020), which means the 

more the Flip application system 

provides benefits than the costs to be 

paid, the more the intention to use 

the Flip application system.  

 

The Impact of Habit on Intention to 

Use 

The sixth hypothesis gave the 

result that habit has a positive effect 

on the intention to use Flip 

application. It means that the 

respondent's habit of using the Flip 

application to make transfers between 

different banks will potentially 

increase their intention to use the Flip 

application system. The results of the 

sixth hypothesis testing are in line 

with the UTAUT2 theory put forward 

by Venkatesh et al. (2012), where 

habit is related to the tendency of 

consumers to act spontaneously as a 

result of learning behavior. This result 

confirms the findings observed in 

previous studies (Hussain et al., 2018; 
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Karjaluoto et al., 2019; Kurnia, 2021; 

Saragih & Rikumahu, 2022; Slade et 

al., 2015). 

 

The Impact of Habit on Use 

Behavior 

The results of the seventh test 

are in accordance with the hypothesis 

that habit has a positive effect on the 

use behavior of Flip application users. 

The results are in line with the 

research conducted by (Baabdullah et 

al., 2019; Gupta & Arora, 2020; 

Pertiwi & Ariyanto, 2017) who found 

that habit influences the use 

behavior. Habit is the last construct 

added by Venkatesh to the UTAUT2 

model to provide an accurate picture 

of the consumer's ongoing interaction 

with the new system (Venkatesh et al., 

2012). This means when using the 

Flip application system has become a 

habit, the tendency to use the Flip 

application system will increase. 

 

The Impact of Perceived Risk on 

Intention to Use 

Perceived risk was found not 

significant in affecting intention to 

use. This indicates that when users of 

the Flip application system feel the 

risk when using the Flip application 

system, it has no effect on the 

intention to use it. According to the 

main characteristics of the research 

sample, 54% of the respondents who 

use the Flip application are aged 

between 18-22 years. In this 

situation, individuals (the younger 

generation) do not care about the 

risks involved in using new 

technological systems (Malarvizhi et 

al., 2022). 

 

The Impact of Perceived Trust on 

Intention to Use 

Hypothesis 9 addressed the 

impact of perceived trust on intention 

to use. The result was not significant. 

However, this result of the ninth 

hypothesis testing contradicts with 

the previous studies research 

(Alkhowaiter, 2022; Al-Okaily et al., 

2022; Al-Saedi et al., 2020) who found 

that perceived trust has a positive 

effect on the intention to use Flip. 

This pointed out that Flip application 

users do not care about the trust 

relationship that exists with the Flip 

application system. Perceived trust 

has no significant effect on intention 

to use Flip application system 

because most of the research 

respondents are young people who 

ignore risks and choose to believe in 

the Flip application system. 

 

The Impact of Self-Efficacy on 

Intention to Use 

This study showed that self-

efficacy has an insignificant influence 

on the intention to use Flip 
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application system. The result is not 

in line with social cognitive theory 

which emphasizes the importance of 

self-efficacy or individual perceptions 

of their ability to perform certain 

behaviors. As in technology adoption 

where computer self-efficacy is 

positioned as a predictor for using 

new technology systems (Bandura, 

1977). The result is also inconsistent 

with previous research conducted by 

(Al-Saedi et al., 2020; 

Boonsiritomachai & Pitchayadejanant, 

2019) who found that self-efficacy 

affects intention to use in information 

systems. According to the main 

characteristics of the research 

respondents, most of the respondents 

are highly educated, young, and have 

sufficient experience with technology 

and the Internet. Thus, they have 

high self-efficacy, so it does not affect 

the intention to use. 

 

The Impact of Intention to Use on 

Use Behavior 

The findings indicated that 

intention to use has a significant 

positive influence on the use behavior, 

which means that when users of the 

Flip application system have the 

intention to use the Flip application 

system, it will increase the use 

behavior. This result is in agreement 

with the conclusion drawn in previous 

studies (Alkhowaiter, 2022; 

Baabdullah et al., 2019; Gupta & 

Arora, 2020; Karjaluoto et al., 2019; 

Malarvizhi et al., 2022; Merhi et al., 

2019; Pertiwi & Ariyanto, 2017; 

Prabowo & Widodo, 2021; Putri & 

Suardikha, 2020; Saragih & 

Rikumahu, 2022; Singh et al., 2020).  

 

CONCLUSION. IMPLICATIONS AND 

LIMITATIONS 

The implications of the results 

empirically confirm the Unified Theory 

of Acceptance and Use of Technology 

2 (UTAUT2) related to the factors that 

influence use behavior in using the 

Flip application system. 

Based on the findings of this 

study, performance expectancy, social 

influence, price value and habit drive 

the intention to use the Flip 

application and ultimately influence 

the use behavior. Providers of the Flip 

application system can improve their 

services in these fields to increase the 

use behavior of Flip application 

system. Suggestions for improvement 

include implementing effective 

features, enhancing speed and 

efficiency, fostering product 

innovation, and integrating with other 

platforms to heighten performance 

expectancy. To bolster the social 

influence factor, strategies such as 

implementing referral programs, 

testimonials, reviews, and reward 

programs for active users can be 
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employed. To enhance the price value 

factor, the Flip application system 

providers may consider implementing 

special offers and discounts, 

subscription packages with premium 

features, and maintaining a 

transparent approach to pricing. To 

cultivate the habit factor among 

users, providers can adopt practices 

such as offering regular content, 

sending relevant notifications, 

implementing reward and loyalty 

programs, personalizing user 

experiences, and integrating the 

application into users' daily lives. 

In addition, based on the 

research results, it is expected that 

users of the Flip application system 

can consider existing factors, namely 

performance expectancy, effort 

expectancy, social influence, hedonic 

motivation, price value, habit, 

perceived risk, perceived trust, and 

self-efficacy before deciding to use the 

Flip application system, so the users 

can obtain the benefit as expected by 

considering the existing risks. 

It was found that there was 

concern regarding the possibility of 

making mistakes when using the Flip 

application system.  This shows that 

some of the respondents will not use 

the Flip application system due to the 

perceived risk of making mistakes 

during fund transfers, attributed to 

the multiple procedures involved. 

Advice that can be given to the Flip 

service provider company to address 

this issue is to simplify the steps 

required for making transfers. This 

approach can reduce the user's 

concern about the risk of making 

mistakes in using the Flip application 

system.  

This study uses individual 

respondents (personal users) so that 

the results of this study are limited to 

representing individual end users. The 

research focused on a single 

geographical location, namely the 

province of Bali. Consequently, the 

findings may have limited applicability 

to a broader audience, potentially 

affecting the generalizability of the 

results. Next study may explore for 

the subject not only from personal 

users, but also from other Flip 

application users, such as company 

users in order to obtain another point 

of view. 
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