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Abstract: The presence of Smart Act Branchless Banking Service (SABBS) in Indonesia is
expected to be able to encourage people to have bank accounts and obtain banking services
so that it can increase financial inclusion. The purpose of this study is to examine the
determinants of the SABBS users’ behaviour based on Theory of Interpersonal Behaviour
(TIB) and Technology Acceptance Model (TAM). Based on the integration of the two
theories, 9 hypotheses can be formulated to be empirically tested. Based on the integration
of the two theories, 9 hypotheses can be formulated. A sample of 200 respondents were
obtained through a survey on the SABBS users and the data was analysed using Smatrt-
PLS. The results show that: (1) perceived ease of use and perceived usefulness influence
attitude towards SABBS; (2) attitude, social and affective factors have an influence on
intention to use SABBS; (3) intention and habits influence the SABBS users’ behaviour. This
study suggests that financial service authorities and the banking sector to increase financial
inclusion must continue to foster public intentions to be willing to use SABBS. This can be
done among others through structured and massive socialization about usefulness,
easiness and security when using SABBS. This study also contributes, to reduce the
research gap on the determinants of financial inclusion based on a behavioural approach.
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1.Introduction

A condition of the community that has not been reached by banking industry, or commonly
called the unbanked group, has a large portion in developing countries including Indonesia.
In 2014, it reached 64% of Indonesia's total population of 250 million people and in 2017,
along with the development of Fintech services, it dropped dramatically to 37% (Warta
Ekonomi, 2019). However, this still shows the existence of problems with financial inclusion.
Financial inclusion is a process that ensures the ease of access, availability, and use of
financial services for all members of the community (Sarma and Pais, 2011; Camara and
Tuesta, 2018). The existence of financial inclusion allows poor people to obtain cheaper
financing (Karpowicz, 2014), increase access to financial services and reduce income
inequality (Park and Mercado, 2018; Cooney and Shanks (2010). Constraints of financial
inclusion can be caused by the demand side, including financial inability, financial literacy,
high costs, other family members who already have a bank account, incomplete documents,
disbelief, and religious reasons such as usury for bank interest (Kunt and Klapper, 2012),
while in terms of supply or financial institutions, the constraints include regulatory aspects,
geographical barriers, infrastructure, and connectivity.
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In facing the challenges of financial inclusion, the Indonesian government did not only
encourage the development of the fin-tech industry but also issued SABBS policy in 2015.
SABBS is a collaboration of banking or other financial services with other parties (bank
agents) supported by the use of information technology facilities. This service aims to
eliminate all forms of public access barriers in utilizing financial services by providing simple
and easily accessible financial products that are easy to understand and could meet the
needs of the community. The SABBS enables the users to open a savings account through
an intermediary of a bank agent instead of coming to the bank office. A similar service was
also launched by Bank Indonesia under the name of digital financial services in 2013.

To encourage the use of SABBS as a financial inclusion policy instrument, it is necessary to
understand factors influencing the users’ behaviour of using SABBS. Several previous
studies have found the determinants of financial inclusion. It was found that age, education,
financial literacy, income, and internet connectivity support had a positive effect on financial
inclusion (Abel et al., 2018; Zins and Weill, 2016). While others found the determinants on
the supply side, such as interest rate and bank innovation (Oyelami et al., 2017), and
expansion of bank branch networks (Kumar, 2013). Although there have been many studies
on the determinants of financial inclusion, however, there has been no analysis based on
behavioural approaches regarding the adoption of technology. The use of a behavioural
approach is expected to find ways to encourage people to utilize the instruments of financial
inclusion.

There are many behavioural theories that can be used to explain behavioural determinants
of technology adoption or the application of a new system such as SABBS. One of them is
the Theory of Interpersonal Behaviour (TIB). According to TIB, user behaviour is basically
influenced by interests and habits. Furthermore, interest is influenced by attitudes, social
and affective factors of service users. While attitude factors can be explored through the
Theory of Technology Acceptance Model (TAM) influenced by perceived usefulness and
perceived ease of use.

2. Literature and Hypotheses Development

2.1. Antecedents of Attitude

TAM, introduced by Davis (1989), is a development of Theory of Reasoned Action (Fishbein
and Ajzen, 1975) which explains that one's intentions are influenced by individual attitudes
and social norms. Further, in the context of the behaviour of using computer technology,
TAM adds perceived ease of use (PEOU) and perceived usefulness (PU) as factors forming
individual attitudes.

A person's attitude is defined as a positive or negative feeling experienced if they have to
do a certain behaviour (Davis et al., 1989). Someone who considers technology to be easy
to use, he/she will show a more positive attitude towards the use of technology (Juniwati,
2014). In the context of SABBS, if someone views that SABBS is a service that is easy to
understand and operate, it will encourage him/her to have a positive attitude towards the
SABBS. Several previous studies have found empirical evidence on positive relations
between PEOU and attitude (Chawla and Joshi, 2017; Weng et al., 2018).

In addition to being influenced by PEOU, attitudes are also influenced by PU, which is
defined as a level of one's belief that the use of a special system will improve the
performance of their work (Davis et al., 1989). Meanwhile, Rauniar et al. (2014) mentioned
PU as a benefit of the technological attributes used. The benefits of a system will encourage
individuals to have a positive attitude (Ferguson, 1997). Conversely, if a system, such as
SABBS, does not have benefits, it will produce a negative attitude towards the use of the
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system. This argument has received support from the results of previous studies (Elkaseh
et al., 2016). Thus, in relation to the SABBS, the hypotheses proposed are as follows:

H1: PEOU has a positive influence on attitudes towards using SABBS

H2: PU has a positive influence on attitudes towards using SABBS.

2.2. Attitude, Intention, Habits, and Users Behaviour of SABBS

TIB, introduced by Triandis (1977), is the development of the Theory of Reasoned Action
(TRA) and Theory of Planned Behaviour (TPB) by adding affective factors in the formation
of intention. TIB explains that behaviour is formed from three dimensions including intention,
habit, and facilitating conditions. However, facilitating conditions only act as moderators
facilitating the realization of a behaviour. The intention representing conscious control in
deciding a behaviour is formed by attitude, social and affective factors. Whereas the habit
representing subconscious control in deciding a behaviour is formed from repetitive
behaviour carried out in the past (frequency of past behaviour). TIB has advantages over
other behavioural theories because it can distinguish cognitive and affective aspects
(Bamberg and Schmidt, 2003). In the context of SABBS, cognitive aspects in TIB can be
seen as attitudes towards the use of SABBS and affective aspects can be interpreted as
emotional responses to the use of SABBS.

Intention is a conscious plan or decision taken by an individual to show a behaviour
(Sommer, 2011). Individual attitudes are the best predictors for intention variables (Chipeta
and Surujlal, 2017). Someone with a positive attitude towards SABBS has a great potential
intention to use SABBS. The results of previous studies (Chawla and Joshi, 2017; Chen,
2013) also show that attitude had a significant positive effect on the intention to use banking
services.

The intention to use SABBS is also influenced by social factors. Triandis (1980) defined
social factors as interpersonal agreements from an individual to the community he/she
adheres to in a particular social environment. Social factors represent normative beliefs of
an individual (Karaiskos et al., 2012). Researches on social influences associated with
behavioural intentions in the banking industry had been carried out by researches such as
Abrah&o et al. (2016) and Kazi and Mannan (2013) who found that social factors had a
positive effect on the intention to behave.

TIB explains that affective factor, which is an emotional response directly to a thought about
a particular behaviour, becomes one of the important factors forming intention (Triandis,
1980). This is because an individual can make decisions based on feelings. It represents an
individual’'s emotional response to thoughts of doing the behaviour (Karaiskos et al., 2012).
A relatively similar definition is also stated by Moody and Siponen (2013) that it is an
emotional response to certain situations based on instinct and subconscious processes in
the mind. Previous studies show empirical evidence that affective factor had a significant
influence on the intention of using the internet (Karaiskos et al., 2012; Kabadayi and Alan,
2012).

The SABBS users’ behaviour is also influenced by habits which are the subconscious control
in deciding a behaviour. Repeated behaviour carried out by someone in the past, even
though it is not realized, will shape the habits of an individual (Bamberg and Schmidt, 2003).
Meanwhile, Moody and Siponen (2013) emphasized regularly repeated behaviours could
become automatic or habitual.

Based on the TIB theory which mentions that behaviour is determined by intention, habits
and facilitating condition, in the context of this study, user behaviour is measured by the
actual use of SABBS to obtain financial services. Previous studies show a significant
relationship between intention and behaviour (Rauniar et al., 2014). Meanwhile, habits which
are psychological tendencies to repeat past behaviour (Neal et al., 2012) also influence
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behaviour. It is supported by studies on internet use (Moody and Siponen, 2013; Sharif and

Raza, 2017) and car use (Setiawan et al., 2015).

TIB states that the effect of intention to use behaviour also depends on facilitating conditions,

which are the assessment of each individual towards objective factors in an environment

that can facilitate or complicate the occurrence of a behaviour (Triandis, 1980). It is possible

that if a person has a high intention to do a certain behaviour, it will definitely fail if the

infrastructure does not support the behaviour. Facilitating conditions in TIB have similar

properties to perceived behavioural control in TPB. Ghalandari (2012) specifically stated that

facilitating conditions refer to the extent to which one feels that the existing infrastructure

supports the use of the system. Thus, it can be assumed that if the available infrastructure

to use SABBS is more adequate, the influence of the intention to use SABBS on the actual

use of SABBS will be greater. However, previous researches on the role of facilitating

condition moderating the effect of intentions on behaviour were very limited. Most studies

place facilitating conditions as factors that influence intention (Ayoade, 2015; Palau-Saumell

et al., 2019). Based on the arguments above, some hypotheses can be formulated as

follows:

H3: Attitudes have a positive influence on the intention to use SABBS.

H4: Social factors have a positive influence on the intention to use SABBS

H5: Affective factors have a positive influence on the intention to use SABBS.

H6: Repeated behaviour has a positive influence on habits.

H7: Intention has a positive influence on the SABBS user’s behaviour.

H8: Facilitating conditions strengthen the positive influence of intention on the SABBS users
behaviour.

H9: Habit has a positive influence on the SABBS users’ behaviour.

’

3. Methodology

Data obtained through field surveys by distributing questionnaires. The questions asked in
the questionnaire are divided into two parts. The first part deals with demographic identity.
The second part contains research instruments related to measurement of variables:
SABBS, PEOU, PU, attitudes, intention, social factor, affective factor, repeated behaviour,
intention, facilitating conditions and habit. SABBS is measured using 3 items. Then, PEOU,
PU and attitudes each measured by 4 items were adopted from Davis et al. (1989). Intention
is measured by 3 items adopted from the research of Shrestha et al. (2012). Meanwhile,
social factor, affective factor and Habit each measured using 4 items adopted from Triandis
(1980). Furthermore, the variable repeated behaviour consists of 4 items adopted from
Bamberg and Schmidt (2003) and facilitating conditions involving 3 items adopted from
Ghalandari (2012). The items above were measured using a Likert scale consisting of a 5-
point ratings of agreement (1 - strongly disagree, 5 - strongly agree).

The target sample was the SABBS users in Kudus Regency, Indonesia — a pioneer area for
SABBS. During a three-month field survey, 200 respondents were obtained. Meanwhile, the
total measurement item is 37, according to the suggestion by Hair et al. (2006) that the
minimum number of samples is 5 times the number of measurement items, at least 185
respondents are needed so that the sample size obtained is relatively adequate for analysis
purposes. The profile of the respondents shows that most of them were over 40 years old
(31%) and most of them are men (53%), worked as entrepreneurs, and had a high school
level of education (60%).

Testing of the instrument quality involved validity and reliability tests. The results of the
validity test show that all measurement items have AVE values of > 0.5 and the loading
factor of > 0.7. The reliability test using Cronbach's alpha and Composite Reliability is all >
0.7. Therefore, the research instrument used was valid and reliable. Furthermore, due to the
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consideration of data distribution patterns, Smart-PLS was employed to conduct data
analysis.

4. Results

The users’ behaviour, facilitating conditions, intention, habits, attitudes, social factors,
affective factors, repetitive behaviour, perceived usefulness, and perceived of ease of use
variables have an average mean ranging from 4.00 - 4.44 with a standard deviation of 0.53
-0.78.

Table 1: Descriptive Statistics

Variable Min Max Mean Std. Dev
PEQOU 3 5 4.40 0.56
PE 3 5 4.43 0.55
Attitudes 3 5 4.25 0.53
Social factors 3 5 4.00 0.78
Affective factors 3 5 4.42 0.57
Repetitive behaviour 2 5 4.17 0.54
Intention 3 5 4.44 0.55
Habits 3 5 4.19 0.58
Facilitating conditions 3 5 4.44 0.55
Users’ behaviour 3 5 4.41 0.57

To determine the ability of endogenous variables to explain the diversity of exogenous
variables, Goodness of Fit (GoF) test was done. GoF is tested using R-square dependent
latent variables with the same interpretation as regression. While Q-Square is a predictive
relevance for a structural model that measures how well the observation value is generated
by the model and also its parameter estimation. The results of the Goodness of fit model are
summarized in Table 2 below

Tables 2: Goodness of Fit

Variables R-Square
Attitudes 0.471
Intention 0.353
Habits 0.673
Users’ Behaviour 0.744
Q-Square 0.834
GoF 0.680

The value of the R-square shown in Table 2, which is the contribution of each exogenous
variable to endogenous variables, ranges from 36.5% to 74.4%. The overall Q-square value
of the construct is 83.4%. This indicates that the diversity of behavioural variables of using
SABBS could be explained by the overall model of 83.4%. The result of Goodness of Fit
(GoF) value is considered in the high category (0.680). Therefore, the model is fit for the
purpose of testing the hypothesis (Figure 1).
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The results of partial testing of each hypothesis are presented in Table 3. PEOU and PU
have a positive and significant effect on attitude (§ = 0.411, p < 0.01; (B = 0.426, p < 0.01),
resulting to H1 and H2 to be accepted. Attitude, social and affective factors have a positive
and significant influence on intention (8 = 0.108, p < 0.1; § = 0.259, p < 0.01; 3 = 0.486, p <
0.010), making H3, H4 and H5 to be supported. Repeated behaviour has a significant effect
on habits (B = 0.821, p < 0.01) so that H6 is also supported. Then, intention and habits
significantly influence the SABBS user’ behaviour (§ =0.212, p <0.01; (B =0.194, p < 0.01).
Thus, H7 and H9 are accepted. The only rejected hypothesis is H8 (= 0.031, p> 0.1), which
means that the facilitating conditions do not strengthen the influence of intentions on the
behaviour of using SABBS

Table 3: Hypothesis Testing

Hypothesis Original P-Values Result
Sample (O)
H1 PEOU -> Attitude 0.411 0.000 Accepted
H2 PE -> Attitude 0.426 0.000 Accepted
H3 Attitude -> Intention 0.108 0.058 Accepted
H4 Social Factor -> Intention 0.259 0.000 Accepted
H5 Affective Factor -> Intention 0.486 0.000 Accepted
H6 Repeated Behaviour -> 0.821 0.000 Accepted
Habits
H7 Intention -> Users’ Behaviour 0.212 0.000 Accepted
H8 Interaction (Facilitating 0.031 0.369 Rejected
Condition & Intention)->
Users’ Behaviour
H9 Habits -> Users’ Behaviour 0.194 0.000 Accepted
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Besides testing hypotheses for direct effects between variables, it was also interesting to
analyse indirect effects, so that it could be seen whether certain variables such as attitudes,
intentions, and habits were able to mediate certain variables used. Variance Accounted For
(VAF) method is the result of the division of the indirect effect with the total effect and it can
be grouped into the following categories: (1) it is a full mediator if the VAF value is > 80%;
(2) it is a partial mediator if the VAF is between 20% - 80%; and (3) it is not a mediator if the
VAF is < 20% (Hair et al., 2013). Table 3 shows that attitude is a partial mediator of the
influence of PEOU and PE on intention. Whereas, intention can be categorized as a partial
mediator in mediating the influence of attitudes and social factors on users’ behaviour.
Intention has a role as a full mediator in mediating the influence of affective factors on users’
behaviour. Then, the habit that mediates the influence of past repetitive behaviour on user
behaviour is also considered as a partial mediator.

Table 4: Results of Direct and Indirect Effects and VAF

Direct Effect Indirect Effect Total VAF Result
Effect

PEOU --> Intention | PEOU -->Attitude * Attitude --> 0.130 0.338 | Partial

(0.086) Intention Mediator
(0.411*108 = 0.044)

PE --> Intention PE -->Attitude * Attitude -- 0.122 0.377 | Partial

(0.076) >|ntention Mediator
(0.426 0.108 = 0.046)

Attitude --> Users’ | Attitude -> Intention * Intention 0.062 0.371 | Partial

Behaviour (0.039) | --> Users’ Behaviour Mediator
(0.212*0.108 = 0.023)

Social Factor -- Social Factor --> Intention * 0.153 0.359 | Partial

>Users’ Behaviour | Intention --> Users’ Behaviour Mediator

(0.098) (0.259*0.212 = 0.055)

Affective Factor --> | Affective Factor --> Intention * 0.127 0.811 | Full

Users’ Behaviour Intention --> Users’ Behaviour Mediator

(0.024) (0.486*0.212 = 0.103)

Repeated Repeated Behaviour --> Habits 0.388 0.410 | Partial

Behaviour --> * Habits --> Users’ Behaviour Mediator

Users’ Behaviour (0.821*0.194 = 0.159)

(0.229)

5. Discussion

The objective of this study was to examine the determinants of the SABBS users' behaviour
by proposing nine hypotheses. The results show that almost all hypotheses are confirmed,
except for one hypothesis which states that facilitating conditions strengthen the positive
influence of intention on the SABBS users' behaviour. POEU and PU have a significant
positive effect on attitudes. This means that if the users did not experience any difficulties in
using SABBS, they would show a positive attitude towards the SABBS. Similarly, if they
experienced many benefits of using SABBS, they would also show a positive attitude
towards the SABBS. These results support previous researches which found that a person's
attitude was highly influenced by their perceived ease of use (Chawla and Joshi, 2017; Weng
et al., 2018) and perceived usefulness (Elkaseh et al., 2016).

The attitude towards the use of SABBS which has a significant positive effect on intention
can be interpreted that if SABBS was able to form a positive attitude, then it could create the
intention to use the SABBS. This result is in accordance with studies conducted by Chen
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(2013). Furthermore, the positive attitude of the user had an important role to support the
success of SABBS in an effort to improve financial inclusion. The results of the study also
show that attitudes were also able to mediate the influence of perceived ease of use and
perceived usefulness on intention.

Besides being influenced by attitude, intention is also influenced by social and affective
factors. Social factors, in this case, refer to the encouragement of people in the surrounding
environment and affective factors in the form of feeling comfortable in using SABBS can
encourage one's intention to use SABBS. This finding corroborates the results of research
on the positive influence of social factors (Abrahdo et al., 2016; Kazi and Mannan, 2013)
and affective factors (Karaiskos et al., 2012) on intention. Furthermore, the results of this
study prove that intention is a determinant of the SABBS users’ behaviour. The greater the
intention of an individual towards the SABBS, the higher the tendency for someone to use
the SABBS for daily financial transactions.

Repeated behaviours carried out by users in the past are proven to form the users’ habits in
using the SABBS as a means of non-cash transactions. This result is in line with Bamberg
and Schmidt (2003) who claimed that behaviour carried out repeatedly would form habits
and eventually, it would be automatic (Moody and Siponen, 2013).

The results also reveal that the facilitating conditions including a number of SABBS agents,
the proximity of the location of SABBS agents to the user's residence, and affordability of
costs were not able to strengthen the influence of intentions on the behaviour of using
SABBS. This result is likely due to the limited number of agents. In addition, the cost of non-
cash transactions in agents was perceived to be expensive

6. Conclusion and Policy Implication

The analysis of the determinants of the SABBS users’ behaviour shows that the perceived
ease of use and perceived usefulness influence the users’ attitudes. Then, the attitudes
along with social and affective factors influence the intention to use SABBS. Other results
also reveal that the repetitive behaviours carried out in the past affect habits. Finally, the
intention and habit would determine whether the user would consider SABSS as a hon-cash
transaction medium, where the user did not need to go to the bank but it could be done
through agents appointed.

The results of this study are able to prove that the integration of the Technology Acceptance
Model (TAM) and Theory of Interpersonal Behaviour (TIB) model was able to explain more
comprehensively about one's behaviour towards the adoption of innovations in the form of
the use of SABBS to improve financial inclusion. This study encourages financial inclusion
and shows that there is a need for the financial services authority and the banking sector to
continuously grow the public's intention to use the SABBS. This can be done through
structured and massive socialization of the benefits and easiness of using SABBS. Besides,
it is also important to emphasize the use of SABBS as a means of safe transactions.

There were several limitations in terms of samples where this study only took samples from
respondents who had used SABBS which might lead to biased conclusions about the
influence of intentions on behaviour to use SABBS. However, still, there will be a possibility
that if the respondents have not used SABBS, they may have high intentions of using
SABBS, but does not necessarily use it. Therefore, the intention would not always influence
behaviour. Future researches are suggested to expand the scope of the sample, not only
from users but also respondents who have not used SABBS
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