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I. Introduction 
 

In the era of globalization, the development of information technology encourages 

the emergence of business opportunities because it is considered more efficient and 

effective. Information technology is implemented to support business processes, including 

the banking business. With the development of this technology, banks are required to 

innovate services provided to customers, one of which is m-banking. Mobile banking is a 

service provided by banks to support various customer transactions such as transfers, 

balance checks, and bill payments without having to come to the bank or automatic teller 

machine (ATM). Various advantages that can be obtained from the use of m-banking are 

transactions can be done anywhere and anytime and can be used via smartphones, tablets, 

mobile laptop devices, and other mobile devices. 

 

Table 1. Number of ATM Machines 
Indicator 2018 2019 2020 2021 

Number of ATMs (in units) 106901 106,649 104,654 102.765 

 (Source: https://www.bi.go.id/id/statistik/ekonomi-keuangan/spip/Default.aspx ) 
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Digitalization in the banking industry is increasing and causing changes in the nature 

and behavior of the community, customers, and/or users in the country. Based on data on 

the Bank Indonesia (BI) website as of January 2022, the number of automatic teller 

machines (ATM) from year to year always decreases, where in 2018, the number of ATM 

machines was 106,901. Then in 2019 it became 106,649. The decline again occurred in 

2020 and 2021, namely to 104,654 and 102,765. As for the data contained in the annual 

report (AR) of Bank Indonesia (BI) in 2021, there is a statement that the value of payment 

transactions using electronic money and digital banking has experienced a fairly high 

growth, namely 58.7% and 42.9% year on year (yoy). This can happen due to the 

increasing consumerism of the public regarding acceptance and preference for online 

shopping, as well as the expansion and convenience of digital payment systems. 

The theory of acceptance and use of technology (UTAUT) is a theory that explains 

the factors that influence technology adoption that introduces four constructs (Venkatesh et 

al., 2003), namely performance expectancy, effort expectancy, and social influence (social 

influence), and facilitating conditions. Then the UTAUT model is continued to the 

UTAUT2 model (Venkatesh et al., 2012) by adding three constructs, namely hedonic 

motivation, perceived value, and habit, so that the UTAUT2 model has seven constructs or 

variables. This theory is tested in order to determine its effect on behavioral intentions that 

end in use behavior. 

Research conducted by Susilowati (2021), of the seven UTAUT2 factors, namely 

habit, hedonic motivation, and facilitating conditions) has a positive effect on behavioral 

intentions, while the other four factors have no effect on behavioral intentions. While the 

research conducted by Widyaningrum (2020), the seven factors or constructs contained in 

the UTAUT2 model as a whole have a positive effect on behavioral intentions. The 

supporting factor of behavioral intention to use m-banking is gamification. The definition 

of gamification itself is the use and application of game elements into non-game contexts 

(Eisingerich et al., 2019). In general, gamification aims to increase customer engagement 

and brand loyalty, as well as as a means of providing an interesting experience for 

customers. 

Research conducted by era (2020) says that the elements of the game that are 

included have an insignificant effect on the level of adoption or acceptance of a technology 

such as the internet or m-banking. Then the results of Chaouali's research (2019) found that 

design aesthetics had a positive effect on functional, emotional, social, and epistemic 

values. This value dimension ultimately affects the intention and use of the internet or m-

banking. To address the challenges and harness the opportunities offered by digital 

technologies during this crisis, participants shared a concern to recognize and protect 

digital rights in particular around the areas of privacy and inclusion (Hariati, 2021). This 

can be interpreted as internet users in Indonesia belongs to the category of digital natives 

group (Gunawan, 2020). 

This research is a combination of previous research conducted by Widyaningrum 

(2020) and Taruli et al (2020). This study not only discusses the relationship between the 

UTAUT2 model and intention to use behavior, but is more specific, namely to the end of 

use (use behavior). Then added with another factor, namely gamification. 

 

II. Research Method 
 

The type of research in this study is quantitative, where this study analyzes the 

causes and effects of the independent variable on the dependent variable. The data used is 

http://www.bircu-journal.com/index.php/birci
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primary data, where the data is obtained by distributing online questionnaires. The sample 

used in this study is the community, users, and/or customers who have the main criteria, 

namely using m-banking services in the Jakarta area. The sampling technique in this study 

used a purposive sampling method. 

The measurement of the variables in this study uses a Likert scale, where the Likert 

scale itself is a measurement used to measure opinions, points of view, and/or attitudes 

towards the actions of individuals or groups of individuals regarding social phenomena 

(Sugiyono, 2018: 93).  
 

III. Discussion 
 

3.1 Results 

a. Overview of Research Objects 

The respondents used in this study are customers who use m-banking services in the 

Jakarta area. As for the questionnaires distributed as many as 208 and which can be 

processed as many as 200 respondents. Female respondents dominated in this study, 

amounting to 106 respondents. The age range of 20-24 years is the most common age 

range, which is 161 respondents. The majority of respondents have employment status as 

employees and the last education is diploma III, namely 106 and 80 respondents, 

respectively. BCA M-banking is the service most used by respondents, with 115 

respondents. 

 

b. Descriptive Statistics Test Results 

 

Table 2. Descriptive statistics 

Variable N Minimum Maximum Mode mean Std. Deviation 

Performance Expectancy (PE) 200 5 20 5 18.33 1,957 

Effort Expectancy (EE) 200 3 15 5 13.35 1,715 

Social Influence (SI) 200 3 15 5 11.97 2,361 

Hedonic Motivation (HM) 200 3 15 5 12.59 1,908 

Perceived Value (PV) 200 4 15 5 13.26 1,735 

Gamification (GM) 200 3 15 5 12.48 2,303 

Facilicating Conditions (FC) 200 3 15 5 13.19 1,758 

Habits (HB) 200 3 15 5 12.89 2.014 

Behavioral Intentions (BI) 200 3 15 5 13.33 1,824 

Use Behavior (UB) 200 3 15 5 13.46 1,829 

Source: processed data (2022) 

 

Based on the table above, the PE variable has a minimum value of 5 and a maximum 

of 20, while the mode has a value of 5. The standard deviation value of 1.957 is smaller 

than the average value of 18.33 which means that the data is homogeneous and it can be 

said that the data can represent the set data. The EE variable has a minimum value of 3 and 

a maximum of 215, while the mode has a value of 5. The standard deviation value of 1.715 

is smaller than the average value of 13.35 which means the data is homogeneous and it can 

be said that the data can represent the data set. The SI variable has a minimum value of 3 

and a maximum of 15, while the mode has a value of 5. The standard deviation value of 

2.361 is smaller than the average value of 11.97 which means that the data is homogeneous 
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and it can be said that the data can represent the data set. The HM variable has a minimum 

value of 3 and a maximum of 15, while the mode has a value of 5.  

 

c. Data Quality Test 

1. Validity Test 

 

Table 3. Validity Test 

Variable Number of 

Indicators 

Sig Information 

Performance 

Expectancy 

4 statement items 0.000 Valid 

Effort Expectancy 3 statement items 0.000 Valid 

Social Influence 3 statement items 0.000 Valid 

Hedonic Motivation 3 statement items 0.000 Valid 

Perceived Value 3 statement items 0.000 Valid 

Gamification 3 statement items 0.000 Valid 

Facilitating Conditions 3 statement items 0.000 Valid 

Habit 3 statement items 0.000 Valid 

Behavioral Intentions 3 statement items 0.000 Valid 

Use Behavior 2 statement items 0.000 Valid 

Source: processed data (2022) 

 

Based on the test results above, all statements from 10 variables can be said to be 

valid, because the significance value is <0.05. 

Based on the test results above, the Cronbach Coefficient Alpha value of all variables 

is > 0.6, which means that all variables in this study can be said to be reliable. 

 

2. Hypothesis Testing 

1. Multiple Regression Analysis Model 1 

Table 4. Hypothesis Testing Model 1 

Variable Direction 

Prediction 

Unstandardized 

Coefficients B 

Sig. One 

Tailed 

Conclusion 

(Constant)  0.447 0.601  

Performance Expectancy 

(PE) 

+ 0.118 0.087 H1 rejected 

Effort Expectancy (EE) + 0.095 0.216 H2 rejected 

Social Influence (SI) + 0.020 0.656 H3 rejected 

Hedonic Motivation 

(HM) 

+ 0.086 0.182 H4 rejected 

Perceived Value (PV) + 0.244 0.001 H5 accepted 

Gamification (GM) + 0.029 0.568 H6 rejected 

Facilicating Conditions 

(FC) 

+ 0.131 0.062 H7a rejected 

Habits (HB) + 0.217 0.001 H8a accepted 

Adjusted R Square 0.572   

F Uji test 0.000 Significantly 

influential 

Source: processed data (2022) 
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Behavioral Intentions = 0.447 + 0.118 (PE) + 0.095 (EE) + 0.020 (SI) + 0.086 (HM) 

+ 0.244 (PV) + 0.029 (GM) + 0.131 (FC) + 0.217 (HB) 

 

The equation of the results of multiple linear regression analysis in model 1 shows a 

constant coefficient value of 0.447, which means that if the value of PE, EE, SI, HM, PV, 

GM, FC, and HB is equal to 0, then the value of behavioral intentions is 0.047. Then if PE, 

EE, SI, HM, PV, GM, FC, AND HB increase by one unit, then the value of behavioral 

intentions will also increase by the constant value, namely 0.118, 0.095, 0.020, 0.086, 

0.244, 0.029, 0.131 , 0.217. 

 

2. Coefficient of Determination Test (R2) Model 1 

 Based on the coefficient of determination test table (R2) above, it is known that the 

value of the coefficient of determination (Adjusted R Square) is 0.572. This means that the 

independent variables contained in this study, namely PE, EE, SI, HM, PV, GM, FC, and 

HB have an influence on the dependent variable, namely BI by 0.572 or 57.2%, and the 

remaining 42.8 % is influenced by other variables outside this research. 

 

3. F Test Model 1 

 The F test aims to determine whether the independent variables simultaneously 

have a significant effect on the dependent variable. Based on the F test table above, it is 

known that the significance value is 0.000. This states that the independent variables, 

namely PE, EE, SI, HM, PV, GM, FC, and HB simultaneously or simultaneously have an 

influence on the dependent variable, namely BI. 

 

4. T-Test Model 1 

 Based on the t-test table above, it can be concluded that: 

1. Performance Expectancy (PE) variable has a significance value of 0.087 > 0.05. 

This states that H0 fails to be rejected and Ha is rejected, which means that the 

Performance Expectancy (PE) variable has no effect on Behavioral Intentions (BI) 

or behavioral intentions. 

2. Effort Expectancy (EE) variable has a significance value of 0.216 > 0.05. This 

states that H0 fails to be rejected and Ha is rejected, which means that the Effort 

Expectancy (PE) variable has no effect on Behavioral Intenions (BI) or behavioral 

intentions. 

3. Social Influence (SI) variable has a significance value of 0.656 > 0.05. This states 

that H0 fails to be rejected and Ha is rejected, which means that the Social 

Influence (SI) variable has no effect on Behavioral Intentions (BI) or behavioral 

intentions. 

4. Hedonic Motivation (HM) variable has a significance value of 0.182 > 0.05. This 

states that H0 failed to be rejected and Ha was rejected, which means that the 

Hedonic Motivation (HM) variable has no effect on Behavioral Intenions (BI) or 

behavioral intentions. 

5. Perceived Value (PV) variable has a significance value of 0.001 <0.05. This states 

that H0 is rejected and Ha fails to be rejected, which means that the Perceived 

Value (PV) variable has a positive influence on Behavioral Intentions (BI) or 

behavioral intentions. 

6. The gamification variable (GM) has a significance value of 0.568 > 0.05. This 

states that H0 fails to be rejected and Ha is rejected which means that the 
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gamification variable (GM) has no effect on Behavioral Intenions (BI) or 

behavioral intentions. 

7. Facilitating Conditions (FC) variable has a significance value of 0.062 > 0.05. This 

states that H0 failed to be rejected and Ha was rejected, which means that the 

Facilitating Conditions (FC) variable has no effect on Behavioral Intentions (BI) or 

behavioral intentions. 

8. Habit variable (HB) has a significance value of 0.001 < 0.05. This states that H0 is 

rejected and Ha fails to be rejected, which means that the variable Habit (HB) has a 

positive influence on Behavioral Intenions (BI) or behavioral intentions. 

 

5. Multiple Regression Analysis Model 2 

 

Table 8. Hypothesis Testing Model 2 

Variable Directio

n 

Predicti

on 

Unstandardized 

Coefficients B 

Sig. One 

Tailed 

Conclusion 

(Constant)  1,640 0.017  

Facilicating Conditions 

(FC) 

+ 0.217 0.000 H7b accepted 

Habits (HB) + 0.108 0.046 H8b accepted 

Behavioral Intentions (BI) + 0.568 0.000 H9 accepted 

Adjusted R Square 0.620 62% able to 

explain the 

dependent 

variable 

F Uji test 0.000 Significantly 

influential 

Source: processed data (2022) 

 

6. T-Test Model 2 

 Based on the t-test table above, it can be concluded that: 

1. Facilitating Conditions (FC) variable has a significance value of 0.000 <0.05. This 

states that H0 is rejected and Ha fails to be rejected, which means that the 

Facilitating Conditions (FC) variable has a positive influence on Use Behavior 

(UB) or usage behavior. 

2. Habit variable (HB) has a significance value of 0.046 <0.05. This states that H0 is 

rejected and Ha fails to be rejected, which means that the variable Habit (HB) has a 

positive influence on Use Behavior (UB) or usage behavior. 

3. Behavioral Intentions (BI) variable has a significance value of 0.000 <0.05. This 

states that H0 is rejected and Ha fails to be rejected, which means that the 

Behavioral Intentions (BI) variable has a positive influence on Use Behavior (UB) 

or usage behavior. 

 

3.2 Discussion 

a. The Effect of Performance Expectancy on Behavioral Intentions 

 Based on the results of the hypothesis test, the performance expectancy variable has 

no effect on the behavioral intentions variable with a significance value of 0.087 > 0.05. So 

with this hypothesis 1 is rejected. The results of this study are not in line with the results of 
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research conducted by Farzin et al (2021) which states that performance expectancy has a 

positive influence on behavioral intentions. However, the results of this study are in line 

with the results of research conducted by Susilowati (2021) and Kwateng et al (2018) 

which state that performance expectations have no effect on behavioral intentions. This 

result is probably caused by the dominance of female respondents, then the age range of 

20-24 years, where this age range is arguably the most productive age and tends to have a 

job status as a student who in fact is not too concerned and thinks about performance 

expectations or performance of m-banking. . Meanwhile, female respondents have a 

tendency to use various services related to ease of transaction, so m-banking is not the only 

service of concern for these respondents. This is what causes when m-banking offers an 

convenience related to productivity, the intentions of these people do not appear or it can 

be said that there is no effect of performance expectancy on behavioral intentions. 

 

b. Effect of Effort Expectancy on Behavioral Intention 

 Based on the results of the hypothesis test, the effort expectancy variable has no 

effect on the behavioral intentions variable with a significance value of 0.216 > 0.05. So 

with this hypothesis 2 is rejected. The results of this study are not in line with the results of 

research conducted by Farzin et al (2021) which states that effort expectancy has a positive 

influence on behavioral intentions. However, the results of this study are in line with the 

results of research conducted by Ariyanto (2017) and Kwateng et al (2018) which state that 

effort expectancy has no effect on behavioral intentions. This result is probably due to the 

fact that the majority of respondents have an age range of 20-24 years, where this age 

range has more energy and time and a lot of time to find out, learn, and even master a 

technology related to digitization such as m-banking compared to other age ranges in this 

study. , so that the perceived convenience factor in using m-banking is not the only factor 

that is most considered. This is what causes when m-banking offers an convenience related 

to efficiency and effectiveness, the intentions of these people do not appear or it can be 

said that there is no effect of effort expectancy on behavioral intentions. 

 

c. The Influence of Social Influence on Behavioral Intentions 

 Based on the results of the hypothesis test conducted, the social influence variable 

has no effect on the behavioral intentions variable with a significance value of 0.656 > 

0.05. So with this hypothesis 3 is rejected. The results of this study are not in line with the 

results of research conducted by Farah et al (2018) which states that social influence has an 

influence on behavioral intentions. However, the results of this study are in line with the 

results of research conducted by Ariyanto (2017) and Kwateng et al (2018) which state that 

social influence has no effect on behavioral intentions. This result may be due to the fact 

that the majority of respondents have employment status as employees, where the 

employment status reflects that when someone enters a more professional world or the 

world of work, that person has a tendency to not listen, see, and pay attention to the 

understanding of a group of people or the surrounding environment. This means that when 

the person does not have the intention or want to use m-banking for banking purposes, 

even though a group of people or the surrounding environment validates the use of m-

banking, that person will still have no intention or desire to use m-banking , and vice versa. 

 

d. The Effect of Hedonic Motivation on Behavioral Intentions 

 Based on the results of the hypothesis test conducted, the hedonic motivation 

variable has no effect on the behavioral intentions variable with a significance value of 

0.182 > 0.05. So with this hypothesis 4 is rejected. The results of this study are not in line 
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with the results of research conducted by Farah et al (2018) which states that hedonic 

motivation has a positive influence on behavioral intentions. However, the results of this 

study are in line with the results of research conducted by Kwateng et al (2018) and Thaker 

et al (2018) which state that hedonic motivation has no effect on behavioral intentions. 

This result is likely due to the fact that the majority of respondents have employment status 

as employees, where the job status reflects that when someone enters a more professional 

world or the world of work, that person has a tendency to not only see the level of pleasure 

they feel when using technology such as mobile phones banking, but there are other factors 

of concern such as the level of usefulness in certain cases that can be obtained by the user. 

This is an indication that although m-banking provides a sense of pleasure that can be seen 

from several factors and one of them is feeling like following the trend when using m-

banking, the person still will not have the intention to use m-banking. 

 

e. The Effect of Perceived Value on Behavioral Intentions 

 Based on the results of the hypothesis testing conducted, the perceived value 

variable has a positive influence on the behavioral intentions variable with a significance 

value of 0.001 <0.05. So with this hypothesis 5 is accepted. The results of this study are in 

line with the results of research conducted by Farzin et al (2021) which states that 

perceived value has a positive influence on behavioral intentions. In addition, the results of 

this study are also in line with the results of research conducted by Kwateng et al (2018) 

and Thaker et al (2018) which state that perceived value has a positive influence on 

behavioral intentions. This can happen because the perceived value itself is a comparison 

or tradeoff between the benefits and monetary costs attached to the use of technology such 

as m-banking. This means that respondents see that the many benefits provided by m-

banking such as transfers, balance checks, and bill payments without having to come to the 

bank or automatic teller machine (ATM) is an indication that the costs or costs incurred are 

smaller than the benefits provided by the bank. M-banking itself. 

 

f. Effect of Gamification on Behavioral Intention 

 Based on the results of the hypothesis testing conducted, the gamification variable 

has no effect on the behavioral intentions variable with a significance value of 0.568 > 

0.05. So with this hypothesis 6 is rejected. The results of this study are not in line with the 

results of research conducted by Rahi & Ghani (2018) which states that gamification has a 

positive influence on behavioral intentions. However, the results of this study are in line 

with the results of research conducted by Pal et al (2021) which states that gamification has 

no effect on behavioral intentions. This result may be due to the fact that the majority of 

respondents use BCA m-banking, where BCA does not have a reward point feature that 

can later be exchanged and used for various purposes of the user. Different from BNI, BRI, 

BTN m-banking, and maybe some other m-banking which has a reward point feature when 

using m-banking by following the terms and conditions of each bank of course. 

 

g. Effect of Facilitating Conditions on Behavioral Intentions 

 Based on the results of the hypothesis test conducted, the facilitating conditions 

variable has no effect on the behavioral intentions variable with a significance value of 

0.062 > 0.05. So with this hypothesis 7a is rejected. The results of this study are not in line 

with the results of research conducted by Cera et al (2020) which states that facilitating 

conditions have a positive influence on behavioral intentions. However, the results of this 

study are in line with the results of research conducted by Farah et al (2018) and Kwateng 

et al (2018) which state that facilitating conditions have no effect on behavioral intentions. 
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This result may be due to the fact that the majority of respondents use BCA m-banking , 

where statements regarding the availability of assistance when the user encounters a 

problem related to m-banking on this indicator or dimension have the lowest score or in the 

sense that the respondent does not agree with this statement . This is an indication that 

when respondents have resources or facilities such as smartphones , internet connections, 

and even science, but when m-banking itself does not provide good service quality related 

to the problems complained of by users, it will lead to a tendency of no intention behavior 

to use m-banking . 

 

h. Effect of Facilitating Conditions on Usage Behavior 

 Based on the results of hypothesis testing, the facilitating conditions variable has a 

positive influence on the use behavior variable with a significance value of 0.000 <0.05. So 

with this hypothesis 7b is accepted. These results are in line with research conducted by 

Baptista & Oliveira (2016) which states that facilitating conditions have a positive 

influence on use behavior. The results of this study are also in line with the results of 

research conducted by Widyaningrum (2020) which states that facilitating conditions have 

a positive influence on use behavior. This can happen because the facilitating conditions 

itself discusses all available technical support or infrastructure. The more qualified 

technical support or infrastructure you have, the greater the tendency to use m -banking. 

This means that when someone has primary and supporting resources related to the use of 

m-banking, that person will use m-banking for their purposes, perhaps from curiosity about 

m-banking, demands to use m-banking because of the x factor, or other things which of 

course is related to the use of m-banking. 

 

i. The Influence of Habit on Behavioral Intention 

 Based on the results of the hypothesis test conducted, the habit variable has a 

positive influence on the behavioral intentions variable with a significance value of 0.001 

<0.05. So with this hypothesis 8a is accepted. The results of this study are in line with the 

results of research conducted by Ceta et al (2020) which states that habit has a positive 

influence on behavioral intentions. The results of this study are also in line with the results 

of research conducted by Iqbal et al (2022) which states that habit has a positive influence 

on behavioral intentions. When someone feels that they have good knowledge and 

experience in using technology similar to m-banking, one of which is to facilitate 

transactions, it is very likely that that person will have behavioral intentions to use m-

banking. This can be an indication that the more knowledge and experience that is 

qualified in the use of technology, the greater the behavioral intentions that arise 

 

j. Influence of Habit on Usage Behavior 

 Based on the results of hypothesis testing, the habit variable has a positive 

influence on the use. Variable behavior or usage behavior with a significance value of 

0.046 <0.05. So with this hypothesis 8b is accepted. This result is in line with the results of 

research conducted by Cera et al (2020) which states that the habit variable has a positive 

influence on use behavior. The results of this study are also in line with the results of 

research conducted by Baptista & Oliveira (2016) which states that habit has a positive 

influence on use behavior. Use with a significance value of 0.046 <0.05. So with this 

hypothesis 8b is accepted. This can happen because the habit itself discusses the use of 

technology based on a person's knowledge, experience, and abilities so that in using 

technology similar to m-banking, the person automatically has an easy tendency to adapt to 

m-banking and is accustomed to using m-banking terms of operation. 
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k. Influence of Behavioral Intention on Usage Behavior 

 Based on the results of the hypothesis testing conducted, the behavioral intentions 

variable has a positive influence on the use behavior variable with a significance value of 

0.000 <0.05. So with this hypothesis 9 is accepted. This result is in line with the results of 

research conducted by Cera et al (2020) which states that behavioral intentions have a 

positive influence on use behavior variables. The results of this study are also in line with 

the results of research conducted by Kwateng et al (2018) which states that behavioral 

intentions have a positive influence on the use behavior variable. This can happen because 

behavioral intentions themselves discuss the tendency of individuals in choosing to do or 

not do a certain thing or job, where when conceptualized with the behavior of using m-

banking, someone ultimately uses m-banking because it is based on and influenced by 

various factors such as the level of usefulness obtained and the costs incurred when using 

m-banking, support related to facilities or resources, both internal and external, habits, and 

other factors. 

 

IV. Conclusion 
 

Based on the results of research on the implementation of the utaut2 model along 

with gamification and its effect on behavioral intentions and usage behavior, the following 

conclusions are obtained: 

1. There is no effect of performance expectancy on behavioral intentions. 

2. There is no effect of effort expectancy on behavioral intentions. 

3. There is no social influence on behavioral intentions. 

4. There is no effect of hedonic motivation on behavioral intentions. 

5. There is a positive effect of perceived value on behavioral intentions. 

6. There is no effect of gamification on behavioral intentions. 

7. There is no effect of facilitating conditions on behavioral intentions. 

8. There is an influence of facilitating conditions on use behavior or usage behavior. 

9. There is an influence of habit on behavioral intentions. 

10. There is an influence of habit on use behavior or usage behavior. 

11. There is an influence of behavioral intentions on use behavior or usage behavior. 
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