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ABSTRACT: The current study aimed to examine the influence of perceived usefulness and perceived ease of use on behavioural
intention among Brimo application users in the city of Bengkulu. A quantitative approach and survey methods were used to
collect data. Brimo application users in the city of Bengkulu were used as the sample for this research. Using a questionnaire,
data was collected from 96 Brimo application users in the city of Bengkulu. Multiple regression analysis was used to test this
research hypothesis. The research results statistically show that: (1) perceived usefulness has a significant positive effect on
behavioral intention, if in core self-evaluation the higher the perceived usefulness, the higher the behavioral intention; (2)
perceived ease of use has a significant positive effect on behavioral intention, if in core self-evaluation the higher the perceived
ease of use, the higher the behavioral intention; (3) perceived usefulness and perceived ease of uses together have a significant
positive effect on behavioral intention, if in core self evaluation the higher the perceived usefulness and perceived ease of uses,
the higher the behavioral intention. Perceived usefulness and perceived ease of use can influence behavioral intention by 36%.
The remaining 64% is explained/influenced by variables outside the model.
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INTRODUCTION

Amidst uncertain economic conditions, digital transactions in Indonesia have consistently recorded growth. In recent years,
mobile banking services through smart phones have become the new prima donna as a payment method in the digital space.
The growth of digital banking transactions is felt by a number of banking industry players, digital transactions in Indonesia show
good and significant progress. He said that several banks with digital transactions helped increase the number of transactions,
because big banks have also built many digital ecosystems (https://finansial.bisnis.com, accessed 2023).In 2019 PT Bank Rakyat
Indonesia (Persero), Tbk. launched the BRImo application. BRImo is a development application from BRI Mobile which
collaborates with Mobile Banking, Internet Banking and electronic money in just one transaction menu. BRImo as the latest
digital banking innovation that provides convenience and comfort of banking transactions to make transactions anywhere and
anytime. BRImo has a better security system than BRI Mobile because it has implemented user interface (Ul) and user
experience (UX) technology.PT Bank Rakyat Indonesia (Persero) Tbk's digital transactions have increased through the
smartphone application, BRImo, amounting to Rp1,567 trillion with 1,063 million transactions by the end of August 2022. Until
the end of this year, the issuer coded BBRI shares projects that the value of BRImo transactions can reach Rp2,500 trillion.
BRImo has 20.24 million users as of August 2022, with an average user growth of 700,000-800,000 per month. As a financial
super app, BRImo continues to strive to complete features to make BRImo a one-stop solution for digital banking for customers
(https://finansial.bisnis.com, accessed 2023).Therefore, increasing Perceived Usefulness and Perceived Ease of Use needs to be
done by companies in order to create customer Behavioral Intention. This does not escape the banking world, the development
of information technology has required the Bank to increase its Perceived Usefulness and Perceived Ease of Use for customers.
Today the Bank has utilized technological developments in its banking services by launching products in the form of information
technology-based banking transaction service media, namely mobile banking (m-banking).Previous research shows that
perceived usefulness is positively related to behavioral intention to use mobile payments (Chinomona. R, 2013). Other research
also shows that perceived usefulness is the most significant and important construct that influences attitude, behavioral
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intention, and behavior in using other constructs (Jogiyanto, 2018). Research conducted by Chinomona R (2013) revealed a
positive relationship between perceived ease of use and behavioral intention to use mobile payment services. Another study
conducted by Chiu, J. L., Bool, N. C., & Chiu, C. L. (2017) also states that the supporting factors in consumer intention to use a
mobile service are perceived usefulness and perceived ease of use. This means that someone will have behavioral intention
towards a technology if he has perceived usefulness and perceived ease of use on that technology.

LITERATURE REVIEW

1. Perceived Usefulness

According to Jogiyanto (2018) perceived usefulness is a belief that using a technology will improve individual performance. The
usefulness perceived by the user of the information system can be known from the user's own belief in deciding to accept the
information system, who believes that the use of the information system provides positive value for him. Perceived usefulness is
"the degree to which a person believes that using a particular system would enhance his or her job performance" (Chinomona.
R. 2013). This means that users believe that using the information system will be able to improve their performance. So that in
perceived usefulness a belief will be formed to make a decision whether to use the information system or not. If the user
believes that the system is useful then of course he will use it, but on the other hand if he does not believe that it is useful then
the answer will definitely not use it. So the concept of perceived usefulness shows user confidence in the contribution of
information systems to user performance..

2. Perceived Ease of Use

According to Macintosh G (2015) perceived ease of use is defined as "the degree to which a person believes that using a
particular system would be free of effort". This means that users believe that the information system is easy to use, so it does
not require great effort and will be free from difficulties. Perceived ease of use can explain the reasons for users to use the
system and can explain if the new system can be accepted by users. According to Kotler and Keller (2016) Perceived Ease of Use
is the company's willingness to rely on business partners. Perceived Ease of Use depends on a number of interpersonal and
interorganizational factors, such as Company competence. perceived ease of use is a belief that using a technology will be free
from effort so that it affects the decision-making process for using the technology. If someone believes that information systems
are easy to use then he will use them. Conversely, if someone believes that the information system is not easy to use, he will not
use it..

3. Behavioral Intention

According to Rangkuti (2012) behavioral intention is a person's desire (intention) to carry out a certain behavior. Jogiyanto
(2018) also states the same thing that behavioral intention is a person's desire to carry out a certain behavior. The relationship
between intention and behavior is based on the assumption that humans make rational decisions based on the information they
have. Thus, a person's behavioral intention to perform behavior is a direct determinant of actual behavior. Intention is assumed
to capture the motivational factors that influence behavior, it is an indication of how hard people are willing to try, how much
effort they plan to put into performing the behavior. As a general rule, the stronger the intention to engage in behavior
(behavior), the greater the performance or effort (Sidik, 2015). Intention is often used to understand how attitudes can impact
actual behavior and how negative attitudes will lead to unfavorable intentions and behavior (Gasper, 2015).

4. Analysis Framework

One of the factors used by producers to customers to increase Behavioral Intention is Perceived Usefulness and Perceived Ease
of Use. Based on the explanation above regarding the effect of Perceived Usefulness and Perceived Ease of Use on Behavioral
Intention. As for the framework thinking in a study, this could be seen in the picture this :

Image 1. Analysis Framework
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The framework of this research is based on the theory and research results on the topic of mobile payment that have been
done. The Technology Acceptance Model (TAM) theory has become the theoretical basis for knowing the interest in using
mobile payments. Aditya, R., & Wardhana, A. (2016) found that perceived usefulness is an important factor influencing
behavioral intention and Perceived ease of use is also a very important factor in measuring behavioral intention because the
process is faster and its use is clearer. Perceived ease of use is also an important factor in internet banking transactions because
the use of the internet makes services easier and more flexible.

5. Research hypothesis

As for the hypothesis in a study, this is:

H1: It is suspected that perceived usefulness (X1) affects behavioral intention (Y).

H2: It is suspected that perceived ease of use (X2) has an effect on behavioral intention (Y).

H3: It is suspected that perceived usefulness (X1) and perceived ease of use (X2) together affect behavioral intention (Y).

RESEARCH METHODS

The type of research used in this study is quantitative method. This research will produce data in the form of numbers or
numbers. In accordance with its form, the data obtained will be processed or analyzed using mathematical or statistical
calculation techniques. This research is survey research, which is research that takes samples directly from the population.
Judging from the problem under study, this research is causality research, which aims to analyze the relationship and influence
(cause-and-effect) of two or more phenomena through hypothesis testing. research based on theory or hypothesis that will be
used to test a phenomenon that occurs is classified as a type of research (Sugiyono, 2019).

To solve the problems raised in this research, the authors use descriptive correlational research methods, with the
intention of interpreting or interpreting the data obtained from the research results. By conducting quantitative research by
analyzing the numbers from the questionnaire, it can be seen how much influence Perceived Usefulness, and Perceived Ease of
Use have on Behavioral Intention of Brimo application users in Bengkulu city.

RESULTS AND DISCUSSION

The method used to analyze the effect of various independent variables on one dependent variable. Multiple regression analysis
is used to determine how much influence the independent variables, namely: Perceived usefulness (X1) and Perceived ease of
use (X2), on the dependent variable (dependent) Behavioral intention (Y)..

Table 1 Table title. Multiple Linear Regression Analysis.
Coefficients®

Standardized
Unstandardized Coefficients [Coefficients
IModel s Std. Error Beta t Sig.
1 (Constant) 5.079 1.770 2.869 .005
Perceived usefulness .425 .081 477 5.248 .000
Perceived ease of use .142 .059 .219 2.410 .018

a. Dependent Variable: Behavioral intention

Based on Table 1, the test results of the perceived usefulness variable show the t value = 5.248 with a significance value of 0.00
<0.05. With a significance value below 0.05, it shows that Perceived usefulness has a significant influence on Behavioral
intention. This means that hypothesis 1 is accepted. The test results above show that this study states that perceived usefulness
affects behavioral intention. Providing the best service to BRImo application users is one of the keys to success in maintaining
behavioral intention to use the application. These results are in accordance with the opinion of Tjiptono (2012) which states that
user perceptions of the overall perceived usefulness provided by an application or service related to what users expect will have
a direct effect on behavioral intention.

The results of this study are also supported by research conducted by Astria and Basyir (2022) which examines the
acceptance of the use of internet banking, finding that perceived usefulness is an important factor in influencing the intention to
use or behavioral intention of internet banking. Likewise, research conducted by Setyawati (2020) found that perceived ease of
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use has a positive and significant effect on behavioral intention. Perceived usefulness is the beginning to influence user
intentions. Users will be more intentional if they know the services provided are as expected and have good quality.

Based on Table 1, the test results for the perceived ease of use variable show the t value = 2.410 with a significance
value of 0.018 <0.05. With a significance value below 0.05, it shows that perceived ease of use has a significant effect on
behavioral intention. This means that hypothesis 2 is accepted. Perceived ease of use shows that a person will use mobile
banking if he feels the ease of using mobile banking so that he does not need to use a lot of effort so that he will use the mobile
banking or continue to use mobile banking in the future (Agarwal & Karahanna 2000). This is also reinforced by (Henderson &
Divett 2003) which states that perceived ease of use forms a person's attitude towards an application so that he will use it.
Therefore, the more positive the perceived ease of use of the application, the higher the likelihood of using mobile banking. This
shows that the perceived ease of use is formed because the company is able to provide good expectations to its users and
manage relationships with users with good features and services.

The results of this study are also supported by research conducted by Setyawati (2020) where perceived ease of use has
a positive and significant effect on behavioral intention and research conducted by Aditya & Wardhana (2016) which states that
perceived ease of use has a positive and significant effect on behavioral intention in using a form of information technology
which can be influenced by factors such as technology design that is easy to learn and research conducted by Setyawati (2020)
which also states that perceived ease of use is one of the factors that encourage behavioral intention towards technology use.

Table 2. Table title. F test.

ANOVA?

[Model Sum of Squares  [df Mean Square |F Sig.
Regression 136.991 2 68.496 26.170 .000°
Residual 243.415 93 2.617
Total 380.406 95

a. Dependent Variable: Behavioral Intention
b. Predictors: (Constant), Perceived Ease Of Use, Perceived Usefulness

Based on Table 2, the data processing results obtained with the regression coefficient value of significance or p-value is 0.00, the
significance value is smaller than the alpha value at the value level of 0.05. Thus the Ho hypothesis is rejected and accepts the
H3 hypothesis. This can be interpreted that there is a joint influence between perceived usefulness (X1) and perceived ease of
use (X2) on the dependent variable behavioral intention (Y). The simultaneous test results are also supported by Astria and
Basyir's research (2022) which states that perceived usefulness and perceived ease of use simultaneously affect behavior
intention and research conducted by Aditya & Wardhana (2016) which states that perceived usefulness is related to the
usefulness of technology, where when technology is doubtful, a person's intention to use technology will not arise. Thus it can
be said that perceived usefulness and perceived ease of use are important determinants that can affect behavior intention. A
quality BRImo application that is supported by a positive image in the eyes of users will increase user intention on the BRImo
application in Bengkulu city.

CONCLUSION

1. Perceived usefulness has a significant effect on the behavioral intention of the BRImo application in Bengkulu city. This
means that the better the perceived usefulness felt by users when transacting in the BRImo application, the better and more
behavioral intention will also increase for BRImo application users in Bengkulu city.

2. Perceived ease of use has a significant effect on the behavioral intention of the BRImo application in Bengekulu city. This
means that the better the perceived ease of use felt by users when transacting the BRImo application to users, the better
and more behavioral intention will also increase for BRImo application users in Bengekulu city.

3. Perceived usefulness and perceived ease of use together have a significant effect on behavioral intention on the BRImo
application in Bengkulu city. This means that the better the Perceived usefulness and perceived ease of use that users feel
when transacting in the BRImo application, the better and more behavioral intention will also increase for BRImo application
users in Bengkulu city..
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