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Technology Accaptance Model to Analyze Internet
Banking Reception

Muchriana Muchran, Harryanto, and Mediaty

Abstract—The research aimed to analyze trust, awareness of
service, perceived ease of use, perceived usefulness and the
intention to use experience. The research was conducted in
Bank of Makassar, Indonesia. The data were obtained using
guestionnaire given to customers. The populations were
customers of Bank listed as service users of Internet banking.
The sample was selected using simple random sampling
method . The hypotheses were tested using of Structural
Equational Modeling (SEM) method by means of AMOS
program. The results of the research indicate the that among
the eleven hypotheses, six of them are significant, while the
other five not significant. Trust has a significant relationship
with to perceived ease of use. Trust does not have a significant
relationship with perceived usefulness. Trust has a significant
relationship with intention to use. Awareness of service has a
significant relationship with perceived ease of use. Awareness of
service has a significant relationship with perceived usefulness.
Awareness of service does not have a significant relationship
with intention to use. Perceived ease of use has a significant
relationship with perceived usefulness. Perceived usefulness
does not have a significant relationship with intention to use.
Perceived ease of use has a significant relationship with
intention to use modernized by experience. Perceived usefulness
does not have a significant relationship with intention to use
modernized by experience.

Index Terms—Internet banking, technology acceptance
model.

. INTRODUCTION

Along with the increasingly sophisticated and modern
variety of technology, internet use is increasingly widespread
use in various aspects of life. The existence of the internet
contributes greatly to society, companies, industries and
governments. The banking world is no different from other
industries where internet services are being used [1].
Increased competition and effort for operational costs as
efficiently as possible for banks to do a lot of innovation [2].
The banking application of concern today is internet banking.

Internet banking first appeared in the United States in the
mid-1990s, where financial institutions in the United States
introduced and promoted internet banking to provide better
banking services [3]. Internet banking is one of the banking
services that apply information technology. Internet banking
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will not work if it is not supported by a tool as a medium to
make transactions.

The increase of users of this service is increasing from year
to year. Internet Banking opens new paradigms, structures
and strategies for retail banks in the face of new opportunities
and challenges. In Internet Banking, the physical separation
between the bank and its customers and the lack of physical
interaction between the customer and the bank's employees
leads to a unique situation.

Although various benefits have been offered through the
use of internet banking, some customers prefer to queue at
banks or use ATMs (Automated Teller Machines) to conduct
banking transactions when they are enabled to use internet
banking. The level of acceptance of internet banking services
by customers can be influenced by several factors. The
studies show that the cause of the lack of intention of the
customer is more on the aspect behavior [4]. To understand
behavioral determinants, behavioral theory needs to be used.

Some researchers compare three theories of behavior,
namely: technology acceptance model (TAM), Theory of
Reasoned Action (TRA) and theory of planned behavior
(TPB). Davis, F.D., Bagozzi., dan Warshaw [5] found that
TAM was better at explaining the willingness to accept
technology than TRA.

Chau and Hu [6] also compared these three models and the
results showed that TAM better explain the use of technology
than described by TPB.
Of the several studies comparing the theory of behavior, it
was found that TAM better explain the desire to rejoice
technology.

The purpose of the study was to determine whether trust &
awareness of service influenced the acceptance of internet
banking use by using TAM model and experience as
intervening variable. The benefits of this research that can be
useful to provide input for the bank in conducting customer
education so that the number of internet banking users in the
future can be improved again. The factors studied can be one
of the consideration in taking the next policy. The next
manuscript can be used as a basic reference for subsequent
research, especially research interested in the theme of
information technology acceptance.

Il. THEORY BASED

A. Theory of Reasoned Action (TRA)

TRA was first coined by Ajzen in 1980 [1]. This theory is
structured using the basic assumption that humans behave in
a conscious way and consider all available information. In
this TRA, Ajzen [7] states that the intention of a person to
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perform a behavior will determine whether or not the
behavior is done (see Fig. 1).

As said, to insert images in Word, position the cursor at the
Attitudes and Predicting Social Behavior. Prentice Hall.
Englewood Scliffs. NJ.
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Fig. 1. Theory of reasoned action (TRA). Source : Ajzen, |., and Fishbein, M.
1980. Understanding.

B. Technology Acceptance Model (TAM)

TAM's own construct is the ease of use of perception
referred to as intrinsic factor and the use of perception is
called as extrinsic motivation factor in that research [8] (see
Fig. 2, 3).
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Fig. 2. Model TAM. Source: Davis 1986 [9].
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Fig. 3. Model research.

It can explicitly be restated in the form of a linear function
to be estimated by simultaneous linear regression as follows:
Yi=ag+a; Xi+ a Xpt+ e
Yo=Bo+B1Y1+PBo X+ BaXot ey
Y3 = XO + X1Y2+ X2Y2+ X3Zl+ X
4Zy + K5 Xyt Kg X+ €3
where:
Y, = Perceived ease of use
Y, = Perceived usefulness
Y3 = Intention to use
Xy = Trust
X, = Awareness of service
Z = Experience
Xo, B1,8; = Constanta
Ko, X1, Xp X3 Xy, X5 Xg, B1,P2, B3, a1, @ parameters to be
estimated

This research is a quantitative research. Data analysis
techniques in quantitative research use descriptive statistics
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to analyze data by way of describing or describing data that
has been accumulated as it is without intending to make
general conclusions or generalizations.

This research data collection using survey design by
giving questionnaires to the respondents, after the
respondents fill out the questionnaire, then the researcher will
process the results of the questionnaire filling and explain the
influence between the variables and test the hypothesis that
has been formulated. In TAM research with complex models,
basically can be analyzed by using regression analysis and
path analysis, but in practice will be inefficient because each
sub-structure must be analyzed one by one, then merged into
a whole model. Such complex problems can be analyzed
using Structural Equational Modeling (SEM) analysis.

IV. DISCUSSION

A. Hypothesis Testing

Hypothesis testing research done by looking at the value of
t statistics of the inner model that has been formed. If the

value of t statistics> 1.99 then
relationship between latent variables can be said significant
at a = 5%. There is

eleven hypotheses to be answered in this study, and the
results of hypothesis testing are as follows:

TABLE I: HYPOTHESIS TESTING

Hypothesis | Directions Path t-Statistic | Probability | Results
Influence Koefisein
between
Variables
la =Y 1121 4.462 0.000 Accepted
1b X =Y 0.430 1.580 0.114 Rejected
lc X1 =Y; 1123 2.908 0.04 Accepted
2a ==Y 1.451 4.958 0.000 Accepted
2b X =Y; 0.793 2.392 0.017 Accepted
2c K=Y, 0.331 0.813 0.416 Rejected
3a Yi=Y: 0.596 3.070 0.002 Accepted
3b Yi==Y; 0.495 1.827 0.068 Rejected
4 Y:==Y; -0.008 -0.039 0.969 Rejected
Sa YiZ=> 0.429 6.618 0.000 Accepted
Ys
5b Y:Z 0.035 0.972 0.331 Rejected
==Y3
*)Signifikan a = 5%; N=95

Source: Testing results using AMOS program

B. Effect of Trust on Perceived Ease of Use

The results showed that trust (X1) correlated significantly
with perceived ease of use (Y1). This means that the
ease-of-use perspective derived from Internet Banking is
influenced by a person’s trust in Internet Banking. Suh and
Han [10] in his study verified that trust is one of the most
important determinants of internet banking customer
acceptance. In addition, trust has a direct effect on perceived
ease of use in the context of internet banking.

C. Effect of Trust on Perceived Usefulness
The results show that Trust (X1) has no significant
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relationship to perceived usefulness (Y2). McKnight, D.H.,
& N.L.Chervany [11] states that there are factors that can
affect consumer confidence that is perceived web vendor
reputation, and perceived web site quality. Perceived web
vendor reputation is an attribute given to the seller based on
information from other people or sources. Perceived web site
quality is the perception of the quality of the site from the
service provider.

The inconsistency of the results of this study with some of
the previous studies was thought to be due to the perception
of site quality from the service providers. Inhibiting factors
such as limited computer facilities, connections and / or
servers are often down to make the customer's perception of
the site and the quality of internet banking declined. The
internet banking system provided by the Bank relies heavily
on the network used. If the network is disturbed it will
hamper the customer transaction. The frequent disruption of
the network makes customers unable to optimize the use or
use of internet banking, although they know the benefits in
using it. The bank should improve the connection, so that the
purpose of this service can be fulfilled in its entirety. Thus,
trust does not affect the perceived benefits of the customer.

D. Effect of Trust on Intention to Use

The results show that Trust (X1) has a significant
relationship to intention to use (Y3). This proves the
intention of customers in using internet banking is influenced
because of the sense of trust felt by the customer.

E. Effect of Awareness of Service on Perceived Ease of
Use

The results show that awareness of service (X2) has
significant relation to perceived ease of use (Y1). This means
that the higher level of customer service awareness of
Internet Banking, the easier the customer will be using
Internet Banking.

F. Effect of Awareness of Service on Perceived Usefulness

The results showed that Awareness of Service (X2) has a
significant relationship to perceived usefulness (Y2). This
means that the higher the awareness of the service on Internet
Banking, the customer will know the benefits of using
Internet Banking

G. Effect of Awareness of Service on Intention to Use

The results show that awareness of service (X2) has no
significant relationship to intention to use (Y3). The cause of
inconsistency can be seen from respondent's characteristic.
The result of respondent characteristic about service which
often used in this research shows that the majority of
respondents use internet banking for account information that
is balance check and account mutation. Here proves that the
respondents have realized the existence of internet banking
services, but for financial transactions such as funds transfer,
respondents still less use the facility, this is because the
respondents consider the security aspect as a fundamental
factor when using financial banking internet transactions. So
even though the respondent has awareness but the intention
to make transactions using internet banking is still lacking. In
other words the intention of customers to receive internet
banking is not because of the awareness of the services of the
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customers but because of the perceived confidence of
customers towards internet banking. This is also consistent
with hypothesis 1c which finds that trust influences the
acceptance of internet banking.

H. Effect of Perceived Ease of Use on Perceived
Usefulness

The results show that perceived ease of use (yl) has
significant influence on perceived usefulness (Y2). This
means that when customers feel the convenience of Internet
Banking, customers will also benefit in using Internet
Banking

|. Effect of Perceived Ease of Use on Intention to Use

The results show that perceived ease of use (Y1) has no
significant relationship to intention to use (Y3). This means
that the intention of someone in using internet banking is not
related to perceived convenience, or in other words, even if
the customer feel the ease in internet banking service is not
necessarily the customer will use the internet banking
services.

In the theory of motivation is known the theory of intrinsic
and extrinsic motivation. TAM's own construct is the ease of
use of perception referred to as intrinsic factor. Intrinsic
motivation is when the nature of the work itself that makes a
person motivated, the person gets satisfaction by doing the
job not because of other stimuli such as status or money or it
could be said to do a hobby. Characteristics of respondents in
this study indicate that users have a high level of education
and income. This indicates that respondents have often used
technology, either while still sitting on a lecture bench or may
have become a hobby, which is currently increasingly
mushrooming social networking sites, which is a major factor
in increasing Internet users. With frequent interaction with
computers and the internet, the use of internet banking is not
difficult to learn based on the experience that has been owned,
S0 in receiving internet banking, they do not see from the
convenience anymore, but from other factors.

J. Effect of Perceived Usefulness on Intention to Use

The results show that Perceived Usefulness (y2) has no
significant relationship to intention to use (Y3). In the theory
of motivation is known the theory of intrinsic and extrinsic
motivation. TAM's own construct is the use of perception is
called extrinsic motivation factor. Extrinsic motivation is
when the out-of-work element- element attached to the job
becomes the main factor that motivates a person such as
status or compensation.

The status of respondents in this study dominant
employees as well as customers at the bank BNI, so the
intention to use internet banking begins with extrinsic factors.
This is why this study concludes that the intention of using
internet banking by customers is not because of perceived
benefits but a necessity of the workplace.

K. Effect of Perceived Ease of Use on Intention to Use

Which Is Moderated by Experience

The results show that Perceived ease of use has a
significant relationship to Intention to use that is moderated
by Experience. This means that ease of perceived customers
in using internet banking will affect the intention in using
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internet banking when the customer already has experience
with information technology.

L. Effect of Perceived Usefulness on Intention to Use
Which Is Moderated by Experience

Perceived usefulness has no significant relationship to
Intention to use that is moderated by Experience. This
inconsistency, probably due to the connection speed and
security of internet banking services. Frequent slow
connections make customers feel unbearable and get
information optimally. Security is also an important factor in
the use of internet banking. Bad experience both from
personal and from the people around when transacting
financial via internet to make the user does not come back to
visit the website. It can be concluded that, although the user
has experience but does not moderate the perception of
benefits against intent because there are several factors such
as transaction security and network speed.

V. CONCLUSION

Trust has significant effect on Perceived Ease of Use.
Trust has no significant effect on Perceived Usefulness. Trust
has significant effect on Intention to Use. Awareness of
service has a significant effect on Perceived Ease of Use.
Awareness of service has a significant effect on Perceived
Usefulness. Awareness of service has no significant effect on
Intention to Use.

Perceived ease of use has significant effect on Perceived
usefulness. Perceived ease of use has no significant effect on
Intention to use. Perceived usefulness have no significant
effect on Intention to use. Perceived ease of use has
significant effect on Intention to use that is moderated by
Experience. Perceived usefulness is not significant to
Intention to use that is moderated by Experience.

Based on the above conclusions, it is suggested in the next
research to get a research model supported by strong
empirical theory it is suggested to further reproduce other
research reference in the field of internet banking. Several
new variables can be added in subsequent research to get
different prediction results. To get a better generalization
results it is recommended for further research to take the
number of respondents more.
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