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Abstract

Purpose — The aim of the study is to identify the antecedents of the
Indonesian Muslim customers' intention to use Islamic mobile
payments.

Methodology — The data were collected from 437 respondents, i.e.,
216 potential users and 221 actual users of Islamic mobile payments.
The data were analyzed using a partial least squares structural
equation model (PLS-SEM).

Findings — The study shows that performance expectancy, perceived
religiosity obligation, compatibility, and perceived trust had positive
effects on the behavioral intention of Muslim customers. For multi-
group analysis, perceived religiosity obligation and compatibility have
a significant effect on actual and potential users. Perceived trust
significantly influences actual users' behavioral intentions, whereas
social influence only significantly affects potential users.
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Introduction

The development of information technology affects vatrious aspects of customers' lives. Since the
inception of mobile phones, various services and applications have been developed to increase
customers' productivity (Abrahdo et al, 2016; Alalwan, 2018). The development of mobile
technology also has impacted financial transactions, such as mobile payments (Choi et al., 2020;
Liébana-Cabanillas et al., 2017; Phonthanukitithaworn et al., 2010).

Mobile payments refer to any payments that use a mobile device to initiate, authorize, and
confirm payment transactions (Au & Kauffman, 2008; Lin et al., 2020). Mobile payments do not
merely move transactions using mobile devices; they also increase convenience in transactions,
especially online payments (Iman, 2018; Lin et al., 2020). Mobile payments are an alternative
payment method for transactions for goods, services, and bills (Lin et al., 2020). Purchases of goods
also can be made at point-of-sale (POS), such as vending machines or at machines where tickets
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are purchased (Iman, 2018). Mobile payment and security also offer various conveniences for
consumers, such as reducing the use of cash, which can be used anytime and anywhere, one-click
payment, history of small expenses to discounts, and provision of cashback (Sobti, 2019).

Since Indonesia has the largest Muslim population in the world, the Islamic financial
services development, including Islamic mobile payments, has a high potential to grow rapidly there
(Prayoga, 2020; Suhartadi, 2020). The National Sharia Board—Indonesian Ulama Council (DSN-
MUI) has issued a fatwa that serves as the basis for provider companies to adjust their services to
use Islamic economic principles (MUI, 2018). In 2020, the local Islamic bank launched the first
Islamic mobile payment service (KNEKS, 2020; Linkaja, 2020). According to the National
Committee for Islamic Economy and Finance (KNEKS), Islamic digital payments need to keep up
with technological developments in the financial services industry (KNEKS, 2019). Islamic mobile
payment penetration in Indonesia is considered low. As an integrated e-wallet service created
through a merger of the e-wallets of Indonesian telco Telkomsel and lenders Bank Mandiri, BRI,
and BNI, LinkAja had more than 61 million users as of December 2020. In contrast, up to March
2021, there were only 2.5 million users of LinkAja Syariah (Banjarnahor, 2021; Jatmiko, 2021).
Bank Syariah Mandiri had targeted Quick Response Code Indonesian Standard (QRIS) transactions
to reach 300,000 transactions with a volume of IDR 20 billion, while the volume of transactions
that occur at Mandiri Syariah Mobile in 2020 to reach IDR 50.26 trillion (Walfajri, 2020;
Liputan6.com, 2021). The figure shows that most Indonesian customers have lower preferences
for the Islamic mobile payment services than they have for conventional mobile payment services.

The low adoption of the Islamic mobile payment service has raised the question concerning
why this phenomenon occurred in a large Muslim country, such as Indonesia. There are many
theories that explain the adoption of technology by customers, e.g., the Technology Acceptance
Model (TAM) (Davis, 1989; Davis et al., 1989), Innovation Diffusion Theory (IDT) (Rogers, 2003),
and the Unified Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh et al., 2003,
2012). Also, previous research has added other factors to the theories, including perceived risk,
perceived cost (Abrahao et al., 2016; Phonthanukitithaworn et al., 2016; Sobti, 2019), perceived
trust (Jamshidi & Hussin, 2016; Patil et al., 2020; Phonthanukitithaworn et al., 2016), and also
religiosity (Amin et al., 2011; Jamshidi & Hussin, 2016; Suhartanto et al., 2019). Research on
determinants of the behavioral intention of mobile payments has been conducted in several
countries, including Thailand (Phonthanukitithaworn et al., 2016), Brazil (Abrahao et al., 2016; De
Luna et al.,, 2017), Malaysia (Moorthy et al., 2020; Tan & Leby Lau, 2016), India (Patil et al., 2020,
Sobti, 2019), and Indonesia (Handarkho et al., 2021; Putri et al.,, 2020; Ramdhani et al., 2020).
However, those studies did not discuss the behavioral intentions of the customers in the context
of Islamic mobile payment. Since the Islamic mobile payment services are relatively new, the study
is expected to provide empirical evidence on the factors that affect the behavioral intentions of
potential users and actual users in using Islamic mobile payments.

Literature Review
Mobile Payment

Mobile payment is a payment method that provides convenience in financial transactions
(Mouakket, 2020). Mobile payment is considered a technology development that can change
consumer financial transactions and service providers (Molina-Castillo et al., 2020). Mobile
payment refers to a mobile device payment transaction (Choi et al., 2020; Sobti, 2019). Mobile
devices are only a medium where financial transactions can be initiated, processed, and confirmed
(Iman, 2018).

Mobile payments were classified into two criteria, i.e., 1) proximity, which is based on the
consumer's physical location and 2) a business model that is based on the differences in the
relationships between consumers and companies (De Luna et al.,, 2019; Innopay et al., 2013).

Mobile payments can be made using various technologies, such as Near Field Communication
(NFC), One-Time Password (OTP), QR Code, and other technologies (De Luna et al., 2017, 2019).



The antecedents of Muslin customers' behavioral intention ... 125

Mobile payments are considered to be capable of turning mobile devices into digital wallets,
replacing cash, credit cards, savings accounts, and other payment instruments (Lin et al., 2020).
Mobile payment is defined as the use of mobile devices to make payment transactions where funds
are transferred from the buyer to the seller either directly or by intermediaries (Mallat, 2007).
Mobile payment is a general transaction service that banks or fintech companies or I'T companies
connected to banks (Iman, 2018; Kang, 2018). Mobile payments can be used for various payments,
including mobile banking and mobile commerce (Iman, 2018; Sobti, 2019).

Islamic mobile payment is a development of conventional mobile payment services that
applies Islamic principles to fund transactions. Service providers will apply Islamic principles
developed based on a fatwa from the National Sharia Board — Indonesian Ulema Council (DSN-
MUI). Islamic banking will be involved either as a service provider connected to mobile banking
or a partner for managing the collection of funds (Linkaja, 2020).

Hypotheses Development

One of the theories that discuss the acceptance model is the Unified Theory of Acceptance and
Use of Technology (UTAUT) (Venkatesh et al., 2003). Four factors, among others, influence a
person's behavior to use technology, i.e., performance expectancy (PE), effort expectancy (EE),
social influence (SI), and facilitating conditions (FC) (Venkatesh et al, 2003). Performance
expectancy refers to the expectation of someone who believes the use of the system will help
achieve job performance (Abrahio et al., 2016; Venkatesh et al., 2003). This definition is similar to
perceived usefulness, namely the individual's belief that job performance will increase the use of a
particular system (Davis, 1989; Liu et al., 2019; Tan & Leby Lau, 2016). Individuals' perceptions
that using mobile payments will improve payment performance affect their intentions to use such
payments (Liu et al., 2019; Oliveira et al., 2016). Thus:

Hi: Performance expectancy (PE) has a significant positive effect on the behavioral intention (BI)
to use Islamic mobile payments.

Effort expectancy is an individual's expectation regarding the ease of use of the system
(Abrahao et al., 2016; Venkatesh et al., 2003). This definition is similar to perceived ease of use,
namely, the individual believes that using a system/technology does not require a lot of effort
(Davis, 1989; Liu et al., 2019; Tan & Leby Lau, 2016). When users feel that mobile payments are
easy to use, they have high expectations for the performance they want (Oliveira et al., 2016;
Venkatesh et al., 2003). Individuals may judge a system as applicable but still may be reluctant to
use it if it is difficult to use. Perceived ease of use is an antecedent of perceived usefulness (Davis,
1989). Previous research has found that effort expectancy also affects performance expectancy (Liu
et al,, 2019; Tan & Leby Lau, 2016). Therefore:

Hy.: Effort expectancy (EE) has a significant positive effect on behavioral intention (BI) to use
Islamic mobile payments.
Hoay: Effort expectancy (EE) has a significant positive effect on performance expectancy (PE).

Social influence is how someone feels that another influential person believes that he or
she must use a new system (Abrahdo et al.,, 2016; Venkatesh et al., 2003). Social influence is a
significant predictor of behavioral intention (Patil et al., 2020). People also tend to respect other
people's opinions and ideas (Tan & Leby Lau, 2016). If the opinion of the environment is positive,
it will encourage the use of the system (Oliveira et al., 2016; Venkatesh et al., 2003). Thus:

Hi: Social influence has a significant positive effect on behavioral intention to use Islamic mobile
payments.

Religiosity is a person's ability to commit to religious rules by adhering to what can and
should not be done, values, practices in their daily life (Johan et al., 2020; Suhartanto et al., 2019).
Religious obligation is related to the role of religion in influencing one's choices and activities (Amin
et al., 2011; Jamshidi & Hussin, 2016). Religious obligation involves the perception of complying
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with the underlying Islamic principles (Amin et al., 2011; Jaffar & Musa, 2014). An Islamic financial
institution must adhere to Islamic principles, values, and goals when offering its products (Amin
et al., 2011). Such compliance can influence a person's decision to research and use the product.
The more obedient to Islamic principles a person is, the more likely that person is to use the
product (Amin et al., 2011; Jamshidi & Hussin, 2016). Religiosity affects consumers' behaviors as
well as their individual perceptions of the usefulness or performance of a product (Jamshidi &
Hussin, 2016; Tang & Li, 2015). Previous research has shown that religiosity has a positive effect
on both behavioral intentions and the perceived usefulness or performance of the product
(Jamshidi & Hussin, 2016; Suhartanto et al., 2019). Therefore:

H..: Perceived religiosity obligation (PRO) has a significant positive effect on behavioral intention
(BI) to use Islamic mobile payments.

Hay: Perceived religiosity obligation (PRO) has a significant positive effect on performance
expectancy (PE).

Compatibility refers to how individuals judge a system according to their needs, habits,
values, and beliefs (Phonthanukitithaworn et al., 2016; Rogers, 2003). A high degree of conformity
will lead to the expected use of the system (Liu et al., 2019; Rogers, 2003). Consumers may accept
products or services that are offered if they quickly change their usage behavior (Lin et al., 2020,
Rogers, 2003). Compatibility is related to the suitability between individual work styles and the use
of a system (Venkatesh et al., 2003). Previous research has shown compatibility is an essential
aspect of the adoption of innovation, and it influences individuals' intentions to use the system
(Lin et al., 2020; Phonthanukitithaworn et al., 2016). Thus:

Hs: Compatibility (COM) has a significant positive effect on behavioral intention (BI) to use
Islamic mobile payments.

Perceived trust is about how individuals feel concerning whether other parties will do
particular actions even though they cannot supervise or control those other parties (Mayer et al.,
1995; Phonthanukitithaworn et al., 2016). Based on the perspective of IDT theory, consumers'
perceived trust in innovations is essential at the pre-adoption stage (Liu et al, 2019;
Phonthanukitithaworn et al., 2016). Trust can refer to the consumers' confidence regarding the
honesty of the company in its treatment of consumers, and it means that the company's employees
will not be opportunistic (Gefen et al., 2003; Zhou, 2011). Trust is an essential factor in electronic
banking/financial transactions (Jamshidi & Hussin, 2016; Patil et al, 2020). In a trusting
relationship, the other party will believe that the trusted party will fulfill her or his commitments
irrespective of the vulnerability and dependency that may exist (Gefen et al., 2003). Therefore:

He: Perceived trust (PT) has a significant positive effect on behavioral intention (BI) to use Islamic
mobile payments.

Perceived risk is how individuals believe the use of the system will have negative
consequences that may occur (Abrahiao et al., 2016; Phonthanukitithaworn et al., 2016; Zhang et
al., 2012). Perceived risk is a construct that explains the feeling of uncertainty in consumers related
to negative consequences due to new systems and technologies (Liu et al., 2019; Pavlou, 2003;
Phonthanukitithaworn et al., 2016). Individuals are less motivated to use a new system if their use
has a greater risk than the existing system (Schierz et al., 2010). Perceived risk becomes an essential
factor at the pre-adoption stage if a person does not have experience and is aware of the
consequences that will be faced (Phonthanukitithaworn et al., 2016). Thus:

H7: Perceived risk (PR) has a significant negative effect on behavioral intention (BI) to use Islamic
mobile payments.

Additional costs will be incurred to adopt new systems and technologies
(Phonthanukitithaworn et al., 2016). Perceived cost is how individuals believe the use of the system
will result in additional costs, time, and effort (Abrahao et al., 2016; Luarn & Lin, 2005). Annoying



The antecedents of Muslin customers' behavioral intention ... 127

experiences, such as slow connections, poor quality, and errors, that occur to online users are
among the things that result in additional costs and Efforts (Wu & Wang, 2005). Other previous
studies have shown that cost is a barrier to the use of new technology in cell phone services
(Phonthanukitithaworn et al., 2016; Sobti, 2019) Therefore:

Hs: Perceived cost (PC) has a significant negative effect on behavioral intention (BI) to use Islamic
mobile payments.

Experience is one of the moderating variables in UTAUT€ Has that been defined
anyahere? theory, along with age, gender, and voluntary use (Venkatesh et al., 2003). Users who
already have experience with mobile financial transactions will be more accepting of the mobile
payment services that are offered (Venkatesh et al., 2003). Previous research also has shown that
different factors affect the use of mobile payments between actual users and potential users
(Liébana-Cabanillas et al., 2014; Phonthanukitithaworn et al., 2016). Thus:

Ho: There are significant differences in perceptions and behavioral intention between actual users
and potential users.

Based on the above literature review, the following framework was developed based on the
theory of consumer acceptance, perceived risk, perceived cost, perceived trust, and perceived
religiosity obligation on behavioral intention concerning Islamic mobile payments in Indonesia.

| Social Influence

| Effort Expectancy
Hy,

| Performace Expectancy LH\>

1 Behavioral Intention
Hy, Islamic Mobile Payment
Petceived Religiosity

Obligation

| Compatibility

| Perceived Trust

| Perceived Risk

| Perceived Cost

Figure 1. Conceptual Model (Abrahao et al., 2016; Jamshidi & Hussin, 2016;
Phonthanukitithaworn et al., 2016; Tan & Leby Lau, 20106)

Research Methods

The research applied a conclusive-descriptive study that attempted to explain certain conditions by
testing the hypotheses developed in the research model to determine the factors that affect the
behavioral intention associated with Islamic mobile payments. The study used primary data
obtained through online surveys. As shown in Appendix 1, the questionnaire consisted of 35
questions using a seven-point Likert scale. A seven-point Likert scale was used because it has a
much stronger correlation and a more accurate measurement than a five-point Likert scale (Finstad,
2010; Lewis, 1993). In addition, the previous studies that used a similar questionnaire also used a
similar number of scales (Abrahao et al., 20106; Finstad, 2010; Phonthanukitithaworn et al., 20106).

In this study, we used a non-probability sampling method with convenience sampling.
Respondents were screened with questions about their knowledge of Islamic mobile payments,
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including known brands. Questions regarding the use of Islamic mobile payments were used as the
basis for the formation of the actual user group and the potential user group. A partial least-squares
structural equation model (PLS-SEM) was used to analyze the measurements via SmartPLS. Multi-
Group Analysis was used to test the differences between the behavioral intentions of actual users
and potential users.

A total of 502 respondents completed the questionnaire. After data cleaning and by
screening respondents who were Muslim and knew about Islamic mobile payment services, there
were 437 questionnaires that were eligible to be used to test the model. The number of samples
met the minimum requirement of the structural equation modeling, which has been suggested to
be five to ten times the number of indicators (Hair et al., 2011).

Results and Discussion
Results

The respondents’ profiles are shown in Table 1. The majority of the respondents were females
(235;53.78%), and their age range was 26 to 35 years (202; 46.22%). Their monthly incomes totalled
7.5 million IDR, and they had saving accounts at both conventional and Sharia banks (214; 48,
97%). Based on usage € Usage of what? Please clarify. experience, there were 221 actual users and
216 potential users.

Tabel 1. Respondents’ profile

Profile Descriptions Frequency %

Gender Male 202 46.22%
Female 235 53.78%

18 - 25 years old 130 29.75%

Aoe 26 - 35 years old 202 46.22%
& 36 - 45 years old 67 15.33%
=> 46 years old 38 8.70%

<=1IDR 7,500,000 233 53.32%

IDR 7,500,001 - 15,000,000 159 36.38%

Monthly income IDR 15,000,001 - 22,500,000 33 7.55%
IDR 22,500,001 - 30,000,000 6 1.37%

>=IDR 30,000,000 6 1.37%

Saving account Only on convegtional bank 122 27.92%
ownership Only on Islamic bank 101 23.11%
Both (conventional and Islamic bank) 214 48.97%

Usage Actual uset 221 50.57%
Potential user 216 49.43%

Based on Table 2, the average variance extracted (AVE) value of all variables had a value
greater than 0.500. This condition indicated that the indicators are valid to measure the variables. The
results show that the values of Composite reliability and Cronbach's alpha were greater than 0.7 for
each construct, which shows that all variables are reliable for analyzing the measurement model.

Tabel 2. Measurement model test

Constructs AVE CR Cronbach Alpha
Performance Expectancy 0.832 0.952 0.933
Effort Expectancy 0.804 0.943 0.919
Social Influence 0.752 0.923 0.887
Perceived Religiosity Obligation 0.807 0.944 0.92
Compatibility 0.882 0.957 0.933
Perceived Trust 0.848 0.965 0.955
Perceived Risk 0.859 0.961 0.946
Perceived Cost 0.605 0.853 0.87

Behavioral Intention 0.935 0.977 0.965
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Based on the Fornell-Lacker values in Table 3, all variables were valid and different from
each other, so they can provide different impacts on the research model.

Tabel 3. Fornell-Lacker test
Fornell-Lacker COM EE INT PC PE PR PT RO SI

COM 0.941

EE 0.706 =~ 0.895

INT 0.698  0.559 = 0.968

PC -0.154  -0.265 -0.119 = 0.806

PE 0.758  0.744 0.646 -0.200 0911

PR -0.159  -0.271 -0.193  0.684 -0.230  0.919

PT 0.531  0.604 0594 -0.225 0.580 -0.390 = 0.917

RO 0471 0543 0557 -0.240 0523 -0.365 0.703  0.897

SI 0.751 0.668 0.636 -0.083 0.714 -0.188 0.569  0.528  0.869

The results of hypotesting are provided in Table 4. Based on the analysis, performance
expectancy has a significant positive influence on behavioral intention, with a t-value of 2.342.
Thus, H; is supported. Effort expectancy also was found to significantly influence behavioral
intention (t-value: 1.760) and performance expectancy (t-value: 12.146). Therefore, Ha, and Ha, are
supported. Social influence also has a significant positive influence on behavioral intention, with a
t-value of 1,740. Thus Hs is supported. Perceived religiosity obligation significantly influences
behavioral intention (t-value: 2.969) and performance expectancy (t-value: 3.914). Therefore, both
H., and Hy, are supported. Both compatibility (t-value: 6.101) and perceived trust (t-value: 2.980)
significantly and positively influence behavioral intention. Therefore, Hs and Hs also were
supported. In contrast, perceived risk (t-value: 0.262;) and perceived cost (t-value: 0.735) do not
have a significant negative influence on behavioral intention. Therefore, H; and Hs were not

supported.

Tabel 4. Hypothesis testing

Hypothesis Path Path Coefficients t-value
H; Performance Expectancy = Behavioral Intention 0.160 2.342%
Ha2. Effort Expectancy = Behavioral Intention -0.101 1.766*
Ha,  Effort Expectancy = Performance Expectancy 0.653 12.146*
H; Social Influence = Behavioral Intention 0.095 1.740%
Ha, Perceived Religiosity Obligation =>Behavioral Intention 0.167 2.969*
Ha  Perceived Religiosity Obligation > Performance Expectancy 0.168 3.914*
Hs Compatibility = Behavioral Intention 0.405 6.101*
He Perceived Trust = Behavioral Intention 0.188 2.980*
H-; Perceived Risk = Behavioral Intention 0.011 0.262
Hs Perceived Cost = Behavioral Intention 0.032 0.735

Note: *significance at p < 0.05

Multi-Group Analysis was conducted by dividing the respondents into an actual users'
group (n = 221 respondents) and a potential users' group (n = 216 respondents) (See Table 5.) In
the actual users' group, based on the t-value of 0.228, performance expectancy does not
significantly influence behavioral intention. Thus H is not supported. Effort expectancy does not
significantly influence behavioral intention (t-value: 0.573), but it significantly influences
performance expectancy (t-value: 25.064). Therefore, Ho, is not supported, but Ha, is supported.
Social influence, with a t-value of 0.484, does not have a significant influence. Thus, H; was not
supported. Perceived religiosity obligation significantly influences behavioral intention (t-value:
2.969), but it does not significantly influence performance expectancy (t-value: 0.912). Therefore,
Ha, is supported and Hy, is not supported. Both compatibilities with a t-value of 4.086 and
perceived trust with a t-value of 3.179 have significant positive influences on behavioral intention.
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Therefore, Hs and He are supported. The perceived risk, with a t-value of 0.010, and the perceived
cost, with a t-value of 0.020, do not have a significant negative influence on behavioral intention.
Therefore, H; and Hs are not supported.

In the potential users' group, performance expectancy, with a t-value of 1.480, does not
significantly influence behavioral intention. Thus, H; is not supported. Effort expectancy
significantly affects behavioral intention (t-value: 2.584), but the path coefficients have negative
values. Thus, H» is not supported. Effort expectancy has a significant positive effect on
performance expectancy (t-value: 5.940). Thus, Ha, is supported. Social influence significantly and
positively influences behavioral intention with a t-value of 2.851. Thus, Hj is supported. Perceived
religiosity obligation positively affects behavioral intention (t-value: 2.183) and performance
expectancy (t-value: 4.028). Therefore, both Hy, and Hy, are supported. Compatibility, with a t-
value of 4,080, has a significant positive influence on behavioral intention. Thus, Hs is supported.
Perceived trust has a significant positive influence on behavioral intention (t-value: 1.735). Thus,
Hg is supported. Neither perceived risk, with a t-value of 1.195, nor perceived cost, with a t-value
of 0.520, has a significant negative influence on behavioral intention. Therefore, H; and Hg are not

supported.

Tabel 5. Multi-group analysis

Multi-
Actual Users Potential Users Group
Hypot Analysis
hesis Path Path ) Path . p-Value
Coeffici Value Coefficient Value new
ents s
H, Perfo@ance Expectancy = Behavioral 0020  0.228 0.135 1480 0361
Intention
Hz.  Effort Expectancy = Behavioral Intention 0.067 0.573 -0.170 2.584 0.083
Ha,  Effort Expectancy = Performance Expectancy 0.833 25'864 0.509 5.940%  0.000*
H; Social Influence = Behavioral Intention -0.037  0.484 0.239 2.851*% 0.013*
H., Percel_ved Religiosity Obligation - Behavioral 0209  2.730% 0.189 2183  0.865
Intention
Ha Perceived Religiosity Obligation - Performance 0.040 0.912 0.270 4028%  0.004*
Expectancy
Hs Compatibility = Behavioral Intention 0.352  4.086* 0.364 4131 0.905
Hsg Perceived Trust = Behavioral Intention 0.236  3.179% 0.149 1.735%  0.433
H- Perceived Risk = Behavioral Intention -0.001 0.010 0.075 1.195 0.372
Hs Perceived Cost = Behavioral Intention 0.001 0.020 -0.052 0.526 0.663

Note: *significance at p < 0.05

The results of the multi-group analysis show significant differences in the effect of social
influence on behavioral intention across both groups with a p-value of 0.013 (Hs). For impact on
performance expectancy, both effort expectancy and the perceived influence of religiosity
obligation have significant differences across the groups with p-values of 0.000 and 0.004 (Hz, and
Ha,). Performance expectancy, effort expectancy, compatibility, perceived trust, perceived risk, and
petceived cost do not show significant differences in the behavioral intention of Islamic mobile
payment across both groups (Hi, Ha., Ha., Hs, He, H7, and Hg). These results confirm that Hyis
supported.

Discussion

Performance expectancy has a positive effect on behavioral intention, which confirms and supports
the results of previous studies (Gupta & Arora, 2019; Rahi et al., 2019; Zhang et al., 2012). The
study also shows that effort expectancy has a significant positive effect on the behavioral intention
of Islamic mobile payments. This result aligns with previous studies that show the positive impact
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of effort expectancy on behavioral intention (Alalwan, 2018; Gupta & Arora, 2019; Rahi et al,,
2019).

Effort expectancy has a significant positive effect on performance expectancy. This result
was shown both in actual users and in those in the potential users group. These results were
consistent with the results of previous studies on mobile payment (Liu et al., 2019; Oliveira et al.,
2016; Rahi et al., 2019)). This result indicates that ease of use will influence consumer expectations
of the benefits of a system. Ease of use will give the impression that reliable systems and technology
support the services that are being provided. Thus, consumers will expect more benefits from
Islamic mobile payment.

Social influence has a significant positive effect on the behavioral intention of Islamic
mobile payment. The condition is similar to previous research, which describes the positive impact
of social influence on behavioral intention (Hasan & Gupta, 2020; Liu et al., 2019; Rahi et al., 2019).
However, this condition does not occur in the actual user group where social influence does not
positively influence behavioral intention. In the potential users, social influence has a significant
positive effect on behavioral intention. Potential users are affected by their social environment
because they have no experience using the Islamic mobile payment service. Consumers tend to rely
on information from reference groups or opinion leaders to decide which service to use.

Perceived religiosity obligation has a positive effect on behavioral intention across the
groups. These results confirm the results of previous research that discussed the impact of
religiosity on the behavioral intention of Islamic banks (Bananuka et al., 2019), Islamic mobile
banking (Suhartanto et al., 2019), and Islamic credit cards (Jamshidi & Hussin, 2016). In making
decisions concerning purchasing, consumers are influenced by the culture and norms, one of which
is religion. The implementation of religious orders is one thing that consumers do every day, and
it affects how consumers behave. Perceived religiosity obligation is related to consumers' trust that
mobile payment services meet the Islamic aspect, and the effect is that consumers use the available
Islamic mobile payment services.

Perceived religiosity obligation has a positive effect on performance expectancy. These
results confirm previous research that discussed the impact of religiosity on perceived usefulness
(Jamshidi & Hussin, 2016; Suhartanto et al., 2019). Islamic mobile payments are expected to
provide benefits for the consumet's transaction needs. This is because such payments both help
with transaction needs and are perceived to have met the principles of Islamic finance. It leads to
Islamic mobile payment being expected to provide additional benefits when compared to other
mobile payments.

Compatibility has a positive effect on the behavioral intention of Islamic mobile payments.
In the actual and potential users group, these results also showed that compatibility has a positive
effect on behavioral intention concerning Islamic mobile payments. These results also confirm the
results of previous research on mobile payments (Hasan & Gupta, 2020; Oliveira et al., 2016;
Phonthanukitithaworn et al., 2016), which states that compatibility has a positive effect on
behavioral intention. The result shows that consumers will use a service if the service meets their
needs. The suitability of services for consumers' needs increases the intention to use these services
in daily transactions.

Perceived trust has a significant positive effect on the behavioral intention of Islamic
mobile payments. These results confirm previous research that described that perceived trust
positively affects behavioral intention (Alalwan, 2018; Liu et al., 2019; Patil et al., 2020). Actual
users believe that Islamic mobile payments provide security for them, and this affects the intention
to use the service. The result shows that actual users pay more attention to trust and security in
mobile payment services than to providing personal information during transactions
(Phonthanukitithaworn et al., 2016). Perceived trust has a significant positive effect on the actual
users, but it has no significant impact on potential users. Potential users have enough confidence
in similar services related to safeguarding personal information and data, so perceived trust does
not affect their intention to use Islamic mobile payments.

Perceived risk does not have a significant negative effect on behavioral intention. This
result is different from previous studies that have shown a significant negative impact of perceived
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risk on the behavioral intention of mobile payments for users and non-users (Abrahao et al., 2016;
Liu et al,, 2019; Tan & Leby Lau, 2016). Other studies have shown that there is no significant
negative effect of perceived risk on behavioral intention. The result shows that consumers believe
that the technology and systems used in mobile payments are not too risky (Ozturk et al., 2017).
Users' experience using mobile payments shows that the service can provide benefits that outweigh
any possible risks, so that the potential risk is assessed as being low.

Perceived cost does not have a negative effect on behavioral intention. The result is
different from the results of previous research in which it was stated that there is a significant
negative impact of perceived cost on behavioral intention on mobile payments for both users and
non-users. Potential users tend to have no experience, so they pay less attention to the transaction
costs that occur and the possibility of additional costs (Phonthanukitithaworn et al., 2016). Most
users have experience making conventional mobile payments. Islamic mobile payments are
considered similar in terms of the imposition of service transaction fees, so they pay less attention
to the transaction cost. Islamic mobile payments also are considered quite competitive in terms of
costs, so this factor does not affect the intention to use the service.

The difference is in the positive effect of social influence on behavioral intention. Social
impact has a significant positive effect on the behavioral intention for the potential users, but it is
not significant for the actual users. In contrast, potential users tend to be influenced by reference
groups and opinion leaders in making certain decisions, including service encounters that will be
conducted (Abrahdo et al., 2016; Moorthy et al., 2020; Tan & Leby Lau, 2016). The Islamic users
of mobile payments will rely more on their experience than on references from groups or opinion
leaders because users have firsthand experience with the value offered by the service.

Conclusion

This study makes a theoretical contribution by developing the UTAUT theory using variables
regarding compatibility, perceived trust, perceived risk, and perceived cost. Compatibility is shown
to have a significant positive effect on behavioral intention. There is a difference between actual
users and potential users concerning social influence, where these variables only affect potential
users. Meanwhile, perceived trust is shown to have a significant effect on behavioral intentions
only among actual users.

Consumers tend to use the service if the service is following their lifestyle and way of
transacting. Service providers can use this insight to offer Islamic mobile payments by delivering
the service according to how customers transact and provide other more varied services. It will
help consumers understand that the features provided by mobile payments meet their personal
transaction needs. When potential users know that the features offered are diverse and meet their
various transaction needs, they will use Islamic mobile payments.

Potential users will base their decisions on reviews, suggestions from reference groups, or
suggestions from opinion leaders. Thus, service providers should approach opinion leaders who
are considered respected and who understand financial transactions and ask them to endorse
Islamic mobile payments. The endorsement can be done through social media or by activating
promotions in the area where the opinion leader gathers or talks to his reference group.

The more consumers who believe the service is safe and trustworthy, the greater the
intention to use the service will be among other people. Thus, service providers should be aware
of this and provide honest and caring services to consumers. The Islamic label will increase
consumers' expectations of this. The duty of the service provider to maintain the services provided
can confirm the trust of consumers. One example is by providing promotional information without
including marketing tricks.

Limitations were encountered in this research that should be dealt with in future
investigations. Most of the relationships between exogenous and endogenous variables are more
directly related to behavioral intention. At the same time, many previous studies have supported
the indirect relationship between these variables. Thus, it is suggested that future researchers
explore the indirect effect between the variables examined in the current study. In addition, the
perceived religiosity obligation has proven to be an influential variable.
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Appendix 1. Summary of Operational Variables

Variables Indicators
Performance PE1 — Islamic mobile payment would be a useful service in my daily activities.
expectancy PE2 — Islamic mobile payment would perform financial transactions more quickly.
(Abrahao et al., PE3 — Islamic mobile payment would save time, so I can do other daily activities.
20106) PE4 — Islamic mobile payment would bring greater convenience.
Effort EE1 — My interaction with the Islamic mobile payment service would be clear and easy to
expectancy understand.
(Abrahido et al., EE2 — It would be easy for me to develop the skills to use Islamic mobile payment services.
20106) EE3 — I believe that it is easy to use Islamic mobile payment.

EE4 — Learning to use the Islamic mobile payment system would be easy for me.

Social influence

SI1 — People who influence my behavior would think I should use Islamic mobile payment.

(Abrahio et al., SI2 — People who are important to me would think that I should use Islamic mobile payment.

2010) SI3 — People who are important to me could assist me in the use of Islamic mobile payment.
SI4 — In the future, organizations that offer Islamic mobile payment services will guarantee its
proper functioning.

Perceived PRO1 — Islamic mobile payment is in line with Islamic philosophy on financial transactions.

religiosity PRO2 — Islamic mobile payment is based on the Islamic principle of financial implementation.

obligation PRO3 — Islamic mobile payment is free from riba'.

(Amin et al., PRO4 — Islamic mobile payment is free from fraud.

2011; Jamshidi
& Hussin, 2016)

Compatibility
(Phonthanukitith
aworn et al.,
20106)

COM1 — Using Islamic mobile payment will fit well with my lifestyle.

COM2 — Using Islamic mobile payment will fit well with the way I like to conduct my payment
transactions.

COM3 — Using Islamic mobile payment will be completely compatible with my current
situation.

Perceived trust

PT1 -1 believe that Islamic mobile payment parties are honest

(Jamshidi & PT2 — 1 believe that Islamic mobile payment offers a secure mobile payment service

Hussin, 2016; PT3 — 1 believe that Islamic mobile payment will not take advantage of me.

Phonthanukitith ~ PT4 — I believe that Islamic mobile payment cares about its customers.

aworn et al., PT5 — I believe that Islamic mobile payment is trustworthy.

20106)

Perceived risk 1. I would not feel completely safe by providing personal information through an Islamic
(Abrahio et al., mobile payment system

2010) 2. I am worried about the future use of Islamic mobile payment services because other people

might access my data.

3.1 do not feel protected when sending confidential information via an Islamic mobile payment
system.

4. The likelihood that something wrong will happen with Islamic mobile payment systems is
high.

Perceived cost

PC1 — I believe Islamic mobile payment services would be expensive.

(Abrahio et al., PC2 — I would have financial barriers to use Islamic mobile payment services.
20106) PC3 — I believe I would have to make a lot of effort to obtain the information that would make
me feel comfortable adopting Islamic mobile payment.
PC4 — It takes time to go through the process of moving to a new means of payment.
Behavioral BI1 — I intend to use Islamic mobile payment in the future.
intention BI2 — 1 plan to use Islamic mobile payment in the future.
(Venkatesh et al., BI3 — I predict I will use Islamic mobile payment in the future.

2003)




