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ABSTRACT

This research aims to know whether the implementation of the QR Code as fare media in MRT Jakarta has
provided the expected benefits by identifying factors that encourage people to use it. Therefore, this
research was conducted using an integration of Technology Acceptance Model (TAM) Theory and
Diffusion of Innovation Technology Theory (DIT). This research conducted a survey method and resulted
in 401 respondents indicated that Actual Usage was influenced by various reasons related to Behavioral
Intention to Use, Attitude, Perceived Cost, Perceived Ease of Use, Perceived Usefulness, Timesaving,
Compatibility, and Trust. among others. This study's outcomes enhance the current knowledge about QR
Code System as fare media in MRT Jakarta. It can also be used by MRT Jakarta to devise appropriate
strategies to improve the quality of QR Code system in MRT Jakarta in order to increase the number of

passengers using QR Code.

Keywords: Technology Adoption, User Behavior, Mobile Payment, Technology Acceptance Model,

Structural Equation Modeling.

1. INTRODUCTION

Over the past few decades, companies all over
the world started to notice a great need for
information system in the business field [1]. One of
the benefits of using Information System to support
the business process is the integration of data and
information through the company, which improves
the company’s quality and productivity. Thus, the
growth of Information System is increasing every
year and keeps expanding in all business areas.
Nowadays, almost every company and organization
depend on Information Technology, including the
transportation and logistics business area.

People's need to use public transportation
increases over Time. Public Transportation has
become very important due to increased people's
mobility because nowadays, public transportation is
not only for moving people and goods from one
place to another, but it has become a service
business. According to BPTJ study, by the end of
2019, public transportation in Jakarta will have
become the choice for 32 percent of commuters,

covering 67 percent of Greater Jakarta, while also
improving average vehicle speed [2].

Meanwhile, in recent decades, public
transportation services profited not only from the
business but also from the introduction of new
technologies. The introduction of IoT, however,
potentially represents a real revolution for public
transportation. This means public transportation
becomes more rapidly, less polluting, more
convenience, and accessible. The interaction of
passengers with transportation providers became
more comfortable and safer as ticketing and
payment systems went from paper to electronic and
online. Also, real-time information systems became
available to make it more approachable [3].

A day will inevitably come in the not-so-distant
future where we will live in a cashless society. We
are already living in an age of rapid evolution
towards cheaper, faster, approachable, and safer
payment methods that will drive broader financial
inclusion and approval [4]. Quoting Bank Indonesia
data, Indonesia now already has 38 e-wallet
applications that have received official licenses.

1740



Journal of Theoretical and Applied Information Technology =
30" April 2021. Vol.99. No 8 N

© 2021 Little Lion Scientific

Cialill

ISSN: 1992-8645

www jatit.org

E-ISSN: 1817-3195

During 2018, e-wallet transactions in Indonesia
were reported to reach US $ 1.5 billion (Rp21.57
trillion). It is predicted that electronic wallet
transactions will increase to US § 25 billion or
around Rp359.54 trillion [5].

Indonesia's central bank, Bank Indonesia (BI), has
now officially imposed the QR code standardization
called QR Code Indonesian Standard (QRIS) on
January Ist [6]. The usage of QR Code as a
payment media also has a significant role in the
economy. This statement is proven with QR Code
payment users in China, which has reached 70% of
the population [7]. One of the most effective ways
to optimize the use of QR Code is by applying in
Jakarta’s Transportation Sector (Bank Indonesia,
2019b).

As an essential element of public transit system,
the metro system has gained progressing
recognition for both academically and functionally
due to its values of enormous capacity, high speed,
and high reliability. Therefore, the urban rail system
has been expanding fast. In contrast, rapid growth
has let a series of difficulties, such as over-saturation
on the train, platform, and other subway facilities
[9]. One of the improving public transit in Jakarta is
Mass Rapid Transit (MRT) Jakarta already had
served a total of 19.9 million passengers, with an
average of 83,516 passengers daily and a record of
93,165 passengers in one day [2]. Unfortunately,
the QR Code user is still low compared to other
payment media such as bank cards, single trip cards,
and multi-trip cards. As of June 2020, the daily
average of MRT Jakarta passengers is 11,315,
meanwhile the daily average of passengers using
QR code as payment media is 482 passengers
(source: MRT Jakarta, 2020).

In fact, improving QR Code usage will also
improving Indonesia’s economy. Indonesia’s
economy has great potential to reap the benefits of
digitalization. Being the fourth largest population in
the world where the demographic is dominated by
generations Y and Z, Indonesia became one of the
most prospective consumer segments to absorb the
wave of digitalization. With these prospects, it is
not surprising that online platform businesses,
especially fintech and e-commerce, flourish in
Indonesia (Bank Indonesia, 2019b).

The main reason why this research needs to be
done is because there are still a few passengers of
rapid transit Jakarta who use QR code as payment
media. As evidence, the weekly average of
passenger use QR code as payment media is 482
passengers in June 2020 (Source: MRT Jakarta).

This data is taken while pandemic where touching
stuff and human interaction have to be eliminated
but still didn’t affect QR code usage is another
factor to this research. This is proven that the use of
QR code in MRT Jakarta is very low compared than
other payment media such as bank cards, single trip
cards, and multi trip cards. Preliminary interviews
were conducted with two passengers of rapid transit
Jakarta and an employee in MRT Jakarta. This
research also does a literature review of related
works to help the author develop the model and
hypothesis. However, these factors are still
hypothetical and need to be studied further.
Therefore, this study will be conducted to identify
whatever these factors affect the citizen of Jakarta's
intention to use QR code as a fare media for MRT
Jakarta. Later, this research is expected to insight
and become a reference for the government and
company to improve the quality of MRT Jakarta
and QR Code as fare media and also to gain
knowledge and enlightenment regarding QR Code
in MRT Jakarta for both researcher and reader.

This research proposes an approach to evaluating
critical factors that encourage passengers to use QR
Code as payment media in MRT Jakarta. The rest of
this paper is organized as follows. In section II, we
discuss and review the literature related to the topic.
Section III is explained the method used to do this
research. Section IV consists of the results of the
research. In Section V, we implicate the result to
managerial and theoretical aspects. Section VI is the
conclusion of the research.

2. THORITICAL BACKGROUND

2.1 Mobile Payment

Mobile Payment as known as electronic
payment, or normally refers to a payment media
that does not involve cash [11]. At this moment,
mobile payment is one of the most critical drivers
of success in changing trend for the payment
market [12]. On the other hand, mobile payment
can be stated as an integral part of mobile
commerce using mobile devices such as mobile
phones, tablets, and is used for payment of goods
and services. Mobile payment is one of the payment
methods, which means using an application through
a smartphone. Payment mechanisms are carried out
comfortably and safely by maintaining privacy,
integrity, and confidentiality in payments using a
mobile device. Therefore, the topic Mobile
payment is crucial to be done because of its
necessity and usefulness to be implemented to all
citizen
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2.2 Technology Acceptance Model

The TAM (Technology Acceptance Model)
concept was first developed by Davis, which
proposes a theory as a foundation for learning and
understanding user behavior in accepting and using
technology [13]. TAM aims to describe and estimate
user acceptance of an information system by
describe the causal relationship between belief and
the behavior, goals, needs, and actual use of the user
/ user of an information system. Therefore, the
TAM model is suitable for this research for
explaining computer users' behavior based on
beliefs, attitudes, desires, and user behavior
relationships because this model aims to describe
the main factors of user behavior towards user
acceptance of the technology.

2.3 Diffusion of Innovation Theory

Diffusion of Innovation Theory (DIT) by [14].
Grounded in sociology, DIT [15] has been used
since the 1960s to study various innovations,
ranging from agricultural tools to organizational
innovation [16]. In information systems, [14] adapt
the innovation characteristics presented and refine a
set of constructs that can be used to study
individual technology acceptance. This theory has
seven primary constructs, including relative
advantage, ease of use, image, visibility,
Compatibility, result demonstrability, and voluntary
use [17].

2.4 Hypothesis Development

Behavioral Intention to Use implemented by
Technology Acceptance Mode [13] defined
behaviour intention as the degree of an individual’s
intention to perform a particular behaviour or act.
When the user has a good experience using fintech,
the willingness to use will increase accordingly
[18]. Therefore, this variable is explained by this
research as the level of passengers’ intention to use
QR code in MRT Jakarta at the moment and also in
the future also including their willingness to
recommend it to their relatives. This hypothesis is
also supported by a study in [19].
H1. Behavioral Intention to Use (BI) significantly
influences on Actual Usage (AU).

Cost is also a major factor that can positively
influence perceived value, which is a general
assessment of consumers of the usefulness of a
product [20]. Perceived Cost is implemented based
on the result of preliminary study and literature
review. Therefore, this variable is explained by this
research as the passengers’ level of perception
towards the cost value of the system which is the QR

code in MRT whether its worthy and has competitive
price. This hypothesis also supported by research
studies in [21].

H2. Perceived Cost (PC) significantly influence on
Behavioral Intention to Use (BI).

According to TAM, the influence on intention
to use is a person's Attitude, the degree to which
using technology is valued by an individual [22].
Davis (1986) found that the influence of Attitude on
technology use was the best modest in predicting
technology use with two users' beliefs—perceived
usefulness and perceived ease of use—as powerful
and parsimonious predictors. Therefore, this
variable is explained by this research as the level of
passengers’ perception and judgements towards the
QR code in MRT whether its convenience, helpful
and enjoyable to use. This hypothesis also
supported by research studies in [22].

H3. Attitude (A) significantly
Behavioral Intention to Use (BI).

According to [23], Compatibility is an
extension in which an innovation is perceived to be
consistent or compatible with adoption beliefs,
lifestyles, existing values, experience and current
needs, and high Compatibility can produce the
desired innovation adoption. The variable
Compatibility is implemented based on Technology
Acceptance Model developed by Moore & Benbasat
[14]. Therefore, this variable is explained by this
research as the passengers’ level of perception
towards the suitability of the system which is the
QR code in MRT whether it fit their lifestyle, value
and also their payment reference regarding its user
interface and business process. This hypothesis also
supported by research studies [22].

influence on

H4. Compatibility (CO) significantly influence on
Perceived Usefulness (PU).

HS. Compatibility (CO) significantly influence on
Perceived Ease of Use (PEU).

H6. Compatibility (CO) significantly influence on
Attitude (A).

Perceived ease of use is stated to as the level to
which a person believes that using a certain
technology, predicting the system would be free of
the attempt [24]. Meanwhile. in the context of
fintech services, according to [25], the indicator of
perceived ease of use is the friendliness of operation
processes and ease of downloading the application,
which will affect consumers attitude towards using
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the service. The variable Perceived Ease of Use is
implemented based on Technology Acceptance
Model developed by Davis [13]. Therefore, this
variable is explained by this research as the
passengers’ level of ease of use towards the QR code
in MRT whether it’s easy to understand, easy to learn
and easy to be skillful regarding its user interface
and business process. This hypothesis is also
supported by research studies in [26].

H7. Perceived Ease of Use (PEU) significantly
influences on Attitude (A).

Perceived Usefulness is stated as the level to
which a person believes that using a certain system
to boost their job performance [27]. The variable
Perceived Usefulness is implemented based on
Technology Acceptance Model developed by Davis
[13]. Therefore, this variable is explained by this
research as the passengers’ level of usefulness
towards the QR code in MRT whether it improving
their productivity and the performance of daily
activity regarding its user interface and business
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process. This hypothesis is also supported by
research studies in [26].

HS8. Perceived Usefulness
influence on Attitude (A).

(PU) significantly

This research is conducting a test for the effect
that occurs in Trust towards the intention to use QR
Code payment system which has been proven in
previous research based on [28] that Trust can
influence the user to use particular technology and
system through identifying their Behavioral
Intention to Use the system directly and indirectly.
The variable Trust is implemented based on the
result of literature review and lack of privacy policy
in the system. Therefore, this variable is explained
by this research as the passengers’ level of
perception towards the security of the system which
is the QR code in MRT whether its trustworthy or
not. This hypothesis is also supported by research
studies in [26].

H9. Trust (T) significantly influence on Attitude
(A).

H10. Trust (T) significantly influence on Perceived
Usefulness (PU).

Variable Time Saving has already been
proven in [29], that it influences the intention to use
for the user. Intention to Use the system, which is in
this research is QR Code payment system. The
variable Time-saving is implemented based on the
result of preliminary study and literature review.
Therefore, this variable is explained by this
research as the passengers’ level of perception
towards the efficiency and effectiveness of the
system which is the QR code in MRT regarding its
connetion time and business process.This
hypothesis is also supported by research studies in
[26].

H11. Time-Saving (TS) significantly influence on
Perceived Usefulness (PU).

H12. Time-Saving (TS) significantly influence on
Perceived Ease of Use (PEU).

3. RESERCH METHOD
3.1 Proposed Model

Based on the background of the problem,
literature review, preliminary survey review of
previous similar research, and research models
developed, the researcher conducts the Research
Model regarding this research result. The following
is the research model used in this research as shown
in Figure 1 below.

Figure 1: Proposed Model

3.2 Data Gathering

Based on the Cochran’s formula [30] found in
[31], the number of samples from the population of
14.457 average daily passengers of MRT Jakarta
using QR code has resulted in a total minimum of
374 samples. Researcher was gathering the data by
using a Google Forms questionnaire from July 21%
2020 to August 30" 2020. This research is intended
for people who already used QR Code as payment
media in MRT Jakarta. The final questionnaire
consisted of 28 statements that used a five-point
Likert scale, ranging from totally agree to totally
disagree. Based on the data gathered from the
questionnaire, this research resulted 401
respondents. The male respondent was 216 users

1743



Journal of Theoretical and Applied Information Technology =
30" April 2021. Vol.99. No 8 N
© 2021 Little Lion Scientific

Cialill

ISSN: 1992-8645 E-ISSN: 1817-3195

www jatit.org

(53.8%) and the female user were 185 users
(46.2%).

From 401 responses, there is no respondents
from the age under 15 years old (0%), then 173 of
the respondents were 15 — 25 years old (43.3%),
143 respondents from 26 — 35 years old (35.8%),
and for the age of 36 — 45 years old there are 65
respondents (16.2%), 20 respondents from the age
45 — 60 years old (4.7%), and the last one for the
age above 60 years old there are zero respondents
(0%).

Most of the sample were private company
employee which is 130 respondents (32.5%), 98
respondents (24.6%) from entrepreneur, following
with 87 respondents (21.7%) from college students,
40 respondents (10%) from government employee,
unemployed have 26 respondents (6.7%), the last
one is for student which has 20 respondents (4.6%).

3.3 Validity and Reliability Test

Data analysis on this research was
conducted with partial least squares (PLS), a
structural equation modelling (SEM) technique
that uses a component-based approach to
estimation with Smart PLS tools version 3.0 to
make researchers feel more comfortable to
process and analyze the questionnaire data. The
proposed research model was tested using a
measurement model in order to estimate the
significance of path coefficients, a bootstrapping
procedure was used. Bootstrap analysis was
performed with 5000 subsamples. The result
shows that the measurement model meets all
standard conditions as shown in Table 1 Below.

In order to declare indicator stated valid is to
make the convergent validity valid which can be
initiated from a factor outer loading value that is
greater than 0.50 according to [32]. Meanwhile,
Discriminant validity is proven with AVE with
value of 0.50 or higher shows that the construct
can represent more than 50% of the variance of
its indicators [33]. Finally, a construct is said to
be reliable if the Cronbach’s alpha value must be
more than 0.6 and the composite reliability value
must be more than 0.7 [34].

The calculation using SmartPLS shows that
all of the indicators in convergent validity have
the result value of Outer loadings above 0.50,
and the result of Average Extracted Value (AVE)
all value above 0.50. Furthermore, based on the
results of the discriminant validity test, it can be
seen by Fornell-Larcker (see Table 2), all
variables have AVE Roots, which have the same
value or greater than the construct correlation

4. RESULT AND ANALYSIS

After all the data are declared valid and
reliable (based on the validity and reliability
tests), it can be said that the data is feasible to be
processed in the next step, which is to test the
hypothesis. In this stage, the researcher defines
the hypothesis acceptance by analyzing the value
of the hypothesis. In hypothesis testing, the first
indicator is Path Coefficient. The path coefficient
can have a value between -1 to 1, where 0.1 to 1
shows a perfect positive correlation, value 0
shows no influence to the variable, values
between higher than -0.1 to lower than 0,1 are
not significant values, and values between -0.1 to
above -1 indicates opposed correlations [35].
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Table 1 : Validity and Reliability Test

Variable Item Loadings Crgr;l;ﬁ;h's CR AVE
Al 0,808

A A2 0,745 0,712 0,839 0,635
A3 0,836
AUl 0,904

AU AU2 0,881 0,867 0,919 0,79
AU3 0,881
BI1 0,822

BI B2 0835 0,829 0,886 0,661
BI3 0,817
Bl4 0,776
Col1 0,871

CcO Cco2 0,848 0,821 0,893 0,736
CO3 0,854
PC1 0,829

PC PC2 0,823 0,773 0,868 0,687
PC3 0,835
PEUI 0,838

PEU  PEU2 0,838 0,801 0,883 0,715
PEU3 0,86
PUI 0,821

PU PU2 0,82 0,773 0,868 0,687
PU3 0,845
Tl 0,851

T T2 0,819 0,792 0,878 0,705
T3 0,848
TSI 0,857

TS TS2 0,844 0,806 0,886 0,721
TS3 0,845
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Table 2 : Fornell-Larcker Criterion Data result

Variable AU A BI CO PC PEU PU TS T
0,88
AU ’
9
A 0,55 0,79
4 7
BI 0,65 0,74 0,81
0 6 3
0,70 0,65 0,71 0,85
co 9 8 1 8
0,47 0,69 0,61 0,58 0,82
pC 2 0 6 2 9
0,59 0,76 0,73 0,69 0,68 0,84
PEU 6 4 1 4 3 5
PU 0,63 0,79 0,77 0,74 0,66 0,76 0,82
9 9 6 5 2 2 9
TS 0,51 0,67 0,59 0,67 0,67 0,72 0,71 0,84
6 4 1 4 4 0 5 9
0,40 0,61 0,49 0,58 0,50 0,57 0,59 0,62
T 2 1 3 4 1 6 2 9 0,840
Table 3 : Hypothesis Test result
. Path . L .

Hypothesis Path Coefficient T-Statistics Effect Size Result
Hl BI > AU 0,650 17,735 0,732 Significant
H2 PC > BI 0,194 2,561 0,047 Significant
H3 A ->BI 0,612 9,184 0,464 Significant
H4 CO ->PU 0,447 5,696 0,283 Significant
H5 CO ->PEU 0,382 6,846 0,198 Significant
Hé6 CO->A 0,001 0,021 0 Not

Significant
H7 PEU -> A 0,324 6,026 0,134 Significant
HS8 PU->A 0,463 7,915 0,236 Significant
H9 T->A 0,150 2911 0,045 Significant
H10 T->PU 0,117 2,133 0,021 Significant

TS -> PEU

HI11 0,462 7,618 0,290 Significant
H12 TS ->PU 0,340 3.983 0,150 Significant

e
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Second indicator is T-Statistics, which
hether the values of the path coefficients of the
inner model is significant or not with a two tailed
T-test, in the test the path coefficient is
significant if the values show 1.96 in the t-
statistics with a significance level of 5% [36].
Thus, if the value of T-Statistics higher than 1.96
and the value of the coefficient path is higher
than 0.1, it shows a level of significance in
hypothesis testing. Table 3 below also show the
result of the effect size or f2 from exogenous
variable to  endogenous variable  with
requirement if the value is more than 0.02 then
the impact is low, if the value is more than 0,15
then the impact is moderate, besides if the impact
is more than 0,35 then the impact is high

Percelved
SrehnesiPt) Perceived Cost
R=0513 HE: Supported (pe)
H12: Supported 0a63""
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Figure 2: Structural Model
5. DISCUSSION AND IMPLICATIONS

5.1 Theoritical Implications
This research supports TAM's conceptual
theory and the affiliation between DIT and
external factors in QR Code payment adaptation.
Regarding the research's academic contribution,
this is one of the first studies to empirically analyse
the determinants of passengers acceptance of QR
payments in MRT Jakarta. Based on the analysis
of the results taken from the data, it is concluded
that this research supports mainly the finding in
previous studies related. There’s only one
hypothesis that does not proven, which is
Compatibility has no significant effect to Attitude.
This shows that the results are not in accordance

with previous research by [37].

Therefore, it is shown that the compatibility
of the system is important in accordance to the
attitude of passengers towards the QR Code as
payment media in MRT Jakarta. This also proven
by the absence of the effect between these 2
variables and makes compatibility doesn’t have
indirect effect towards behavioral intention to use

e
1747

and actual usage through mediation with variable
attitude. This can be concluded that the
compatibility of the system doesn’t define
passenger perception or judgement towards QR
Code as their payment media in MRT Jakarta and
directly affected the fact that they will use it or not

Another, Behavioural Intention to Use (BI)
has positive and significant effect to Actual Usage
(AU). This shows that the results are in accordance
with previous research by Zijing Zhang & Yang
[19], which states that the influence of Behavioural
intention to Use to Actual Usage. Therefore, it is
shown that the intention to use from passengers is
important is in accordance to the actual usage of
the QR Code as payment media in MRT Jakarta.
Moreover, the influence of behavioural Intention
to use towards Actual Usage has high Effect size.
This can be concluded that at this moment, the
passengers’ intention is still low and in order to
improve the passengers QR Code usage is by
increase passenger’s intention due to its high
influence.

Perceived Cost (PC) also has positive and
significant effect to behavioural Intention to Use
(BI). This shows that the results are in accordance
with previous research by Mallat et al. [21], which
states that the influence of Cost factor on
behavioural Intention to Use. Therefore, it is
shown that money spent from passengers is
important is in accordance to the intention to use
QR Code as payment media in MRT Jakarta.
Moreover, the influence of perceived cost
towards behavioural Intention to Use has low
Effect size but has indirect effect towards actual
usage. This can be concluded that the price of the
ticket is not the main factor that make passenger
choose QR Code as their payment media in MRT
Jakarta. Based on observations, this is because the
possible ticket prices will not be different from
other payment media.

Attitude (A) has positive and significant
effect to Behaviral Intention to Use (BI). This
shows that the results are in accordance with
previous research by Schierz et al. [22] and
Lié¢bana-Cabanillas et al. [38], which states that
the influence of Attitude towards Using factor on
Behaviral Intention to Use. Therefore, it is shown
that the attutide from passengers towards the
system is important in accordance to the intention
to use of the QR Code as payment media in MRT
Jakarta. Moreover, the influence of Attitude
towards Behavioral Intention to use has high
Effect size but also has indirect effect towards
actual usage. This can be concluded that in order to
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improve the passenger’s intention and intensity
using QR Code is by make sure the attitude or
judgments, also behaviour from passengers
towards QR is good.

Moreover, Compatibility (CO) has positive
and significant effect to Perceived Usefulness
(PU). This shows that the results are in accordance
with previous research by Di Pietro et al. [37],
which states that the influence of compatibility of
the system is crucial factor on Perceived
Usefulness. Therefore, it is shown that the
compatibility of the system is important in
accordance to Usefulness of the QR Code as
payment media in MRT Jakarta. Moreover, the
influence of Compatibility towards Perceived
Usefulness has moderate effect size. compatibility
also has indirect effect which give significance
influence to attitude, behavioral intention to use,
and actual usage through the mediation of
perceived usefulness. This can be concluded that
the compatibility of the system is needed in order
to make passengers feels the system is useful so
that they want to use the system and at the moment
the compatibility is still low. This can be explained
by using QR Code is put in more effort, such as
always have to make sure the availability of
mobile phone, battery and internet connection
wise.

Compatibility (CO) has positive and
significant effect to Perceived Ease of Use (PEU).
This shows that the results are in accordance with
previous research by C. Kim, Mirusmonov, & Lee
[39] which states that the influence of
compatibility of the system is crucial factor on
Perceived Ease of Use. Therefore, it is shown that
the compatibility of the system is important in
accordance to Ease of use of the QR Code as
payment media in MRT Jakarta. Moreover, the
influence of Compatibility towards Perceived Ease
of use has moderate effect size. compatibility also
has indirect effect which give significance
influence to attitude, behavioral intention to use,
and actual usage through the mediation of
perceived ease of use. This can be concluded that
the compatibility of the system is needed in order to
make passengers feels easy to use so they will
actual use the system and at the moment the
compatibility is still low. This also can be
explained by, the fact that passengers prefer bank
card because they use it daily for shopping and
many other daily activities.

Perceived Ease of Use (PEU) has positive
and significant effect to Attitude (A). This shows
that the results are in accordance with previous

research by Hossain et al. [26], which states that
the influence of Perceived Ease of Use of the
system is crucial factor on Attitude. Therefore, it is
shown that the ease of use of the system is
important in accordance to attitude of passengers
towards the QR Code as payment media in MRT
Jakarta. Moreover, the influence of perceived Ese
of Use towards Attitude has low Effect size but has
significance indirect effect towards behavioral
intention to use and actual usage. This can be
concluded that the ease of use of the system define
passenger perception or judgement towards QR
Code as their payment media in MRT Jakarta but
not the main factor.

Perceived Usefulness (PU) has positive and
significant effect to Attitude (A). This shows that
the results are in accordance with previous
research by Hossain et al. [26], which states that
the influence of Perceived Usefulness of the system
is crucial factor on Attitude. The influence of
Perceived Usefulness towards Attitude also has
moderate effect size and has significance
indirectly influence behavioral intention to use
and actual usage. Therefore, it is shown that the
Usefulness of the system is important in for
passengers in order to use the QR Code as
payment media in MRT Jakarta and at this
moment the perceived usefulness of passengers
towards the system is still low. Based on
observations, this is possibly happened due the
complexity of how to use the system especially for
beginners and elderly.

Trust (T) also has positive and significant
effect to Attitude (A). This shows that the results
are in accordance with previous research by
Hossain et al. [26], which states that the influence
of Trust of the system is crucial factor on Attitude.
Therefore, it is shown that the Trust from
passengers towards the system is important in
accordance to attitude of passengers towards the
QR Code as payment media in MRT Jakarta.
Unfortunately, the influence of Trust towards
Attitude has low Effect size but has indirectly
influence behavioral intention to use and actual
usage. This can be concluded that the Trust
towards the system define passenger preference
towards QR Code as their payment media in MRT
Jakarta but the main factor. Based on observations,
this is possibly happened due to lack of awareness
towards how important can their private
information be on the internet.

Trust (T) has positive and significant effect
to Perceived Usefulness (PU). This shows that the
results are in accordance with previous research by
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Hossain et al. [26], which states that the influence
of Trust of the system is crucial factor on to
Perceived Usefulness. Unfortunately, the influence
of Trust towards Perceived Usefulness has low
Effect size. Therefore, it is shown that the Trust
from passengers towards the system is needed but
not major in accordance to Usefulness of the QR
Code as payment media in MRT Jakarta. Based on
observations, this is possibly happened because of
the passengers assume that most of mobile
payment company is safe.

Compatibility (CO) has positive and
significant effect to Perceived Ease of Use (PEU).
This shows that the results are in accordance with
previous research by Hossain et al. [26], which
states that the influence of Time Saving of the
system is crucial factor on Perceived Ease of Use.
Therefore, it is shown that the time saving using
the system is important in accordance to Ease of
Use of the QR Code as payment media in MRT
Jakarta. Furthermore, the influence of Time-saving
towards Perceived ease of use has moderate Effect
size. This can be concluded that the time
effectiveness of the system is considered for
defining its ease of use. Based on observations,
this is possibly happened due to its complexity of
using the system, so the system was not really
time-saving and will affect the actual usage.

Time Saving (TS) has positive and
significant effect to Perceived Usefulness (PU).
This shows that the results are in accordance with
previous research by Hossain et al. [26], which
states that the influence of Time Saving of the
system is crucial factor on Perceived Usefulness.
Therefore, it is shown that the time saving using
the system is important in accordance to
Usefulness of the QR Code as payment media in
MRT Jakarta. Unfortunately, the influence of
Time-saving towards Perceived Usefulness has
low Effect size. This can be concluded that the
effectiveness of the system doesn’t entirely define
its usefulness. Thus, although using the system
make the passengers don’t have to queue for ticket
anymore, passengers still think the system is not
useful enough.

5.2 Practical Implications
This research purpose to make projects,
costs, and resources that have been issued by MRT
Jakarta can be used optimally and as they should.
This include gate machine cost, scanning machine
cost and maintenance. So, hopefully this research
will help companies not to waste resources spent

e
1749

on implementing a QR code system. Therefore,
this research can provide insight and become a
reference for the government to improve the
quality of public transport and QR Code as fare
media that the factor. Behavioral Intention to Use,
Attitude, Perceived Cost, Compatibility, Perceived
Usefulness, Perceived Ese of Use, Time saving,
and Trust are all essential for passengers in
choosing fare media in Public transportation.

This research is shows that in order to improve
the quantity of passengers using QR as fare
media in MRT Jakarta, MRT Jakarta needs to
improve the Usefulness, Ease of Use of the
system. Therefore, it will influence the Attitude
and intention to use the passenger towards the
QR Code system, such as enhancing the
productivity and quality in the user's daily
activity and not giving the user a hard time using
it. And lastly, in order to gain more benefit for
both the passengers and the company is for MRT
Jakarta to prioritize the system's feature has to be
compatible, trusted, reasonable price, and also
Time saving for passenger in order to improving
the total QR Code user, therefore the quantity of
the passenger will increase eventually.

The biggest implication that can be
provided is that the factors that most important
are compatibility, perceived ease of use,
perceived usefulness and time saving which have
a significant relationship and high effect size.
Therefore, these factors are the most important
for MRT to focused on for increasing the interest
and QR code users. So, it is important for MRT
to change the system of the QR code business
process at MRT. By looking at how to use the
system and compared to the KRL system, MRT
needs to implement a new additional payment
system like KRL by integrate the QR code
scanning system directly from Ovo, GoPay,
Linkaja and Dana Mobile applications. This will
make it faster and easier, compared to MRT
Jakarta, which has to download the MRT
application, then selects the departure and arrival
station, then integrates with the provider
application. Not to mention, if there is a change
in the plan forthe destination station, the tickets
purchased will be forfeited and will not be
returned.

This also applies to vendors or company
providers such as OVO, LinkAja, Gopay and
Dana. Successful mobile services will provide
users with suitable services that are accessible and
fitted to specific users' needs and their location.
These services can also be used as a alternate
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when regular service is not available. In these
situations, QR Code can be seen as extremely
beneficial and users might be willing to pay a
premium for it. Lastly, This research can help the
general readers to gain knowledge and
enlightenment regarding QR Code in MRT Jakarta.

5.3 Limitations and further research

The study tested the effect of perceived Cost,
Compatibility, time saving, Trust, perceived
Usefulness, perceive ease of use, Attitude towards,
behaviour intention to use, and also incorporate with
the actual usage of QR Code as payment media
among passengers in MRT Jakarta. Here several
limitations are given below; first, the limited user and
answer due to the type of this research which is
quantitative research. Another limitation is this study
only focus on testing the effect of perceived Cost,
Compatibility, time saving, Trust, perceived
Usefulness, perceive ease of use, Attitude towards
and behaviour intention to use and does not include
other possibility behaviour and Attitude towards the
system such as cognitive style, subjective norm and
many more in the proposed model. Therefore, this
research can be done further in the future by (1)
amplifying the study with a live survey in MRT
Jakarta such as interview, observation or any other
tools to strengthen the results from research further,
(2) do the qualitative research with the related
stakeholders, (3) amplifying the model by
incorporating possibility behaviour and Attitude
towards the system such as subjective norm any other
relevant variables based on the latest literature, (4) this
research also can be supported by doing study some
other rapid transit company such as TransJakarta,
LRT, and KRL

6. CONCLUSION

This research aims to know what factors
influence passengers using QR Code as fare media
in MRT Jakarta. There is also no usability
evaluation was done towards QR Code payment
system in MRT Jakarta. Therefore, this research
was conducted using the integration of TAM and
DIT Theory with external variable factors. The
model is tested by partial least square - structural
equation modeling (PLS-SEM), which conducts the
inner and outer model tests using SmartPLS
software. This research conducted a survey method
and resulted 401 respondents indicated that Actual
Usage was influenced by various reasons related to
Behavioral Intention to Use, Attitude, Perceived
Cost, Compatibility, Perceived Usefulness,
Perceived Ese of Use, Time saving, and Trust. The

conclusions that can be drawn from this study are
Behavioral Intention to Use, Attitude, Perceived
Cost, Compatibility, Perceived Usefulness,
Perceived Ese of Use, Time saving, and Trust are
mostly have a significant influence in actual usage
of passengers on using QR Code as fare media in
MRT Jakarta.
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