
: 
Findings from Indonesia  

Hendy Mustiko Aji 
Department of Management 

Faculty of Economics, Universitas Islam Indonesia 
Yogyakarta, Indonesia 

e-mail: hm.aji@uii.ac.id 

Izra Berakon 
Department of Islamic Financial Management 

Faculty of Islamic Economics and Business, Universitas 
Islam Negeri Sunan Kalijaga 

Yogyakarta, Indonesia 
e-mail: izra.berakon@uin-suka.ac.id 

Muafi 
Department of Management 

Faculty of Economics, Universitas Islam Indonesia 
Yogyakarta, Indonesia 
e-mail: muafi@uii.ac.id 

Muamar Nur Kholid 
Department of Accounting 

Faculty of Economics, Universitas Islam Indonesia 
Yogyakarta, Indonesia 

e-mail: muamar.nk@uii.ac.id
 
 

Abstract—Payment transaction is now experiencing revolution 
as the rapid advancement of financial technology system. 
There is growing usage of e-money as a mean of payment in 
Indonesia. Besides, there is also a growing concern on the 
ethical aspect of e-money from an Islamic perspective, that is 
riba or usury. Previous studies have examined customers’ 
behavioral intention to use e-money by implementing Theory 
of Planned Behavior (TPB) and Technology Acceptance Model 
(TAM). However, none of them considering customers’ 
knowledge about riba that might become ethical aspect 
detaining them to use e-money as the mode of payment. The 
objective of this research is to examine the moderating effect of 
knowledge about riba on Technology Acceptance Model (TAM) 
variabels, such as perceived usefuleness, perceived ease of use 
and intention to use e-money. Data of this research are 
collected by distributing online questionnaires. By convenience 
sampling method, there are total 253 respondents. From the 
statistical computation, it is found that intention to use e-
money is significantly affected by respondents’ perception of e-
money usefulness and ease of use. Interestingly, it is also found 
that customers’ intention to use e-money are moderated by 
their knowledge about riba. Therefore, as managerial 
implication, it is suggested for e-money providers to build a 
Muslim-friendly system that is free from riba. Finally, this 
research also suggests future research agenda to consider 
subjective norm and religiosity variabels in a single model. 

Keywords-perceived usefulness; perceived ease of use; e-
money; intention; riba 

I. INTRODUCTION 

The trend in using electronic money (e-money) for 
payment in Indonesia is growing each year. It is reported that 
by November 2013, the payment made by e-money reached 
IDR 286.756.651. The number increased by 59.4% until 
2012 and keep growing to date. From the survey conducted 
by [1], it was found in 2017 that approximately 56.8% of 
Indonesian consumers used e-money less than 1 year 
(growing e-money users), 34.4% have used it in between 1 to 

3 years, whereas the rest have used e-money more than 3 
years. That trend stimulated several providers to develop 
their own e-money.  

In response to it, the Indonesian government through the 
Central Bank amended its previous regulation concerning 
electronic money to be more strict. The amendment was 
contained in Bank Indonesia Regulation (PBI) No. 
20/6/PBI/2018 on e-money, which supersedes Bank 
Indonesia Regulation (PBI) No. 11/12/PBI/2009 on e-money 
[2]. It was made to prevent consumers from further problems 
as the cashless society namely Non-Cash National 
Movement (NCNM) was also encouraged by the government 
[3]. The new regulation, on the other hand, has a negative 
implication for several e-money providers. Several of them 
were banned from the operation, they are Grab, Tokopedia, 
and BukaLapak. However, there are also several new e-
money introduced, such as OVO from Lippo group and 
PayTren. 

Research about e-money has attracted many attentions. In 
Indonesia, there are for instance as conducted by reference [4] 
and [5]. However, their studies did not examine consumer’s 
reason in using e-money. In order to fill the gap, [6], [7] and, 
[3], conducted research on e-money by considering Theory 
of Planned Behavior (TPB). The last mentioned added the 
analysis of Locus of Control (LoC) to predict intention to use 
e-money. As an alternative, [8] and [9] used Theory of 
Acceptance Model (TAM) to predict behavioral intention in 
using mobile wallet in the context of Bangladesh and 
Indonesia. From previous research, it was found that TPB 
and TAM can predict consumers’ attitude and intention to 
use e-money. However, those researchers did not consider 
the growing concern of riba (usury) that is potentially exist in 
e-money business model. 

The growing numbers of a cashless society are also 
followed up by the growing awareness about riba. 
Communities against riba practice that consisted of ex-
bankers such as X-Bank, Komunitas Anti Riba (Anti Riba 
Community), Masyarakat Tanpa Riba (Society Without Riba) 
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and many more have been established in several cities in 
Indonesia. This growing awareness might influence 
consumers’ behavior to use or buy any financial products, 
including financial technology (fintech). That reason leads 
the authors to objective of this paper, that is to examine the 
moderating effect of knowledge about riba on Technological 
Acceptance Model (TAM) variabels, such as perceived 
usefulness, perceived ease of ese and intention to use e-
money. Therefore, it becomes the novelty this research offers 
to academic literature concerning e-money and consumer 
behavior. 

II. LITERATURE REVIEW 

A. Technology Acceptance Model (TAM)

Technology Acceptance Model (TAM) was initially 
developed by [10]. It was adapted from Theory of Reasoned 
Action (TRA). The main objective of TAM is to examine
external factors that might influence internal belief, attitude 
and behavioral intention [10] and [11]. It is the most widely 
referred model to describe and explain user acceptance and 
usage toward information system [12], [13], [14], [15], [16], 
and [17].

TAM can also be used to explain customer behavior in e-
commerce [18], using electronic payment (e-payment) [19], 
[20], via smartphone [21]. TAM explained that the main 
motivation for adopting and using a new system influenced 
by three factors: perceive usefulness, perceive ease of use 
and attitude [22], [23], directly or indirectly [17].

It was empirically proven that customers’ perception 
toward a system or application usefulness is influenced by 
their perception of easiness in using it [24], [25], [26].
Moreover, perceive usefulness and ease of use are also 
significantly proven as the predictor of behavioral intention 
to do e-commerce transaction [27], [28], [29], [30], [31], and 
[32]. Overall, TAM can be used to explain customers’ 
intention to use e-money in payment transaction. 

B. Knowledge about Riba

Riba can be defined as usury or an excess, addition, or 
increase. In Islamic terminology, riba is defined as an excess, 
addition or increase that occurs in debt transaction. [33] 
defined it as a “compensation for the time value of money”. 
The discussion about riba in Islamic finance is still a hot 
issue these days. Especially to judge specific activity to be 
related to riba. In the context of e-money, for instance, there 
are two strong opinions who believed that e-money business 
model falls into riba and free from riba. Those who opposed 
e-money, as for its correlation with riba, argued that in e-
money business model there is a compensation for detained 
money. Customers who topped-up certain money to e-money 
systems are actually giving a loan to providers, which in turn 
certain compensation like discounts or advantageous is given 
to customers. Those who have no problem with e-money 
argued that customers who topped-up cannot be considered 
as lending money, but they are buying services offered by e-
money providers. It is termed as ijaraah in Islamic 
terminology. 

However, regardless of the debate, it is undebatable that 
riba or usury is unlawful in accordance with Islamic 
jurisprudence (fiqh). It is agreed by all educated Muslims 
that certain compensation or addition in any means in debt 
transaction is riba that is prohibited. 

Knowldge or level of education can influence customer 
intention to purchase a product, as it was proven by [34] in 
the context of halal label. The findings are also similar in the 
context of e-commerce [35], [29], [31]. Therefore, the 
intention to use e-money is highly depended on customers’ 
level of knowledge about riba. Customers who are highly 
understood the concept of riba might hold their intention to 
use e-money. 

III. RESEARCH METHODS

A. Hypotheses 

Based on the problems stated in the introduction section 
and the literature reviews, the authors proposed following 
research hypotheses: 
H1 : perceived ease of use (PEU) affects perceived 

usefulness (PU)
H2 : perceived ease of use (PEU) affects intention to 

use e-money (INT)
H3 : perceived usefulness affects intention to use e-

money
H4a : knowledge about riba (KR) moderates the effect 

of perceived ease of use (PEU) on intention to 
use e-money (INT)

H4b : knowledge about riba (KR) moderates the effect 
of perceived usefulness (PU) on intention to use 
e-money (INT)

Figure 1. Research model.

B. Data Collection

All data both from pilot and real test are collected online 
by using Microsoft online form. The sample size is 
determined following [46] rule of thumb that sample sizes 
larger than 30 and less than 500 are appropriate for most 
research. In total, there are 253 respondents that vary in 
terms of age occupation. The population of respondents in 
this research is all of the users of electronic money in 
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Indonesia. The data were collected at one time (cross-section) 
using a convenience sampling method. This sampling 
method has a drawback due to its difficulty in convincing 
others to accept the research findings [36]. However, this 
method has the advantage to easily accessed the respondents 
who are available and willing to fill the questionnaires at any 
time [37].

C. Analysis Tools and Methods

To test the hypothesized model, AMOS-Structural 
Equation Modeling (SEM) was implemented. In SEM, there 
are two tests need to be conducted which are measurement 
and structural model test. The measurement model test is 
conducted to test all items validity. The technique used in 
this test is Confirmatory Factor Analysis (CFA). The 
hypotheses are examined in the structural model test if all 
items used passed the CFA. In structural model testing,
hypotheses are supported if the p-value for each estimate or 
β score is less than 0.05 [45]. The goodness-of-fit model in 
SEM can be decided by a certain rule of thumbs developed 
by previous researchers as shown in Table I [38].

TABLE I. RULE OF THUMBS FOR MODEL FIT

No. Criteria Threshold Rule of Thumbs

1 CMIN/DF
<2.00 Good

<5.00 Acceptable

2 GFI >0.95a Great

3 AGFI >0.90 Good

4 RMSEA

<0.06 Good

0.05-0.10 Fair

>0.10 Poor

5 NFI
>0.95 Great

>0.90 Good

6 CFI
>0.95 Great

>0.90 Good

a. depends on the factor loadings and sample sizes. The lower the sample 
sizes the greater the GFI 

To find out whether knowledge about riba moderates 
intention to use e-money, this research uses interaction test 
following [39] approach. If perceived ease of use (PEU) is 
indicated as X1, perceived usefulness (PU) as X2, 
knowledge about riba (KR) as Z and intention to use e-
money (INT) as Y, therefore the moderation effect occurs if 
there is a significant effect of X1*Z to Y and X2*Z to Y 
while variables X1, X2, and Z are controlled.

All the variable items from TAM are taken from [40],
[41], [42] and [43]. There are 5 items to measure Perceived 
Usefulness, which are: a) faster, b) improve quality, c) 
productivity, and d) enhance effectivity. Perceived Ease of 
Use was measured by 5 items, they are: a) lean to operate e-
money is easy, b) skilled to operate e-money is easy; c) 
finding information about the advantage of e-money is easy, 

d) using e-money is easy; e) the use of e-money is clear and 
understandable. There are two items to measure intention to 
use e-money: a) I intend to use e-money; and b) I intend to 
use e-money routinely. Finally, there are four items to 
measure knowledge about riba that are taken from fiqh or
Islamic literature, they are:

� Additional money required in debt transaction is 
considered riba  

� Any advantages in debt transaction are considered 
riba  

� Additional charge when the deadline payment is due 
considered as riba  

� Fine or penalty in installment transaction is 
considered as riba. 

IV. RESULTS AND DISCUSSION

A. Demography of Respondents 

As many as 253 respondents are participated to fill the 
online questionnaires. Male respondents are dominated by 
52.6% while the percentage of female respondents is 47.4%. 
In terms of educational background, 49.8% of respondents 
hold bachelor degrees, 26.9% hold master degrees, 5.9% 
hold doctoral degrees, while 17.4% of respondents’ 
education high school graduate and 0.4% are lower. Even 
though the main context of this research discussing Islamic 
unethical aspect (riba), however, there are still non-Muslim 
respondents who are willing to participate. There are 3 
respondents (1.2%) Christian and 3 more (1.2%) are Catholic. 

B. Measurement Model-Confirmatory Factor Analysis 

Before the items are tested further, they must be valid 
and reliable. Validity test is run by using dimension 
reduction analysis in SPSS and CFA in AMOS. From the test, 
it was found that all of the items weight scores are greater 
than 0.50. Items that score lower than 0.50 must be 
eliminated from the analysis. All of the items are also 
grouped into and confirmed specified factors as mentioned in 
the theory. Furthermore, the Keiser-Meyer-Oklin (KMO) 
Measure of Sampling Adequacy score is 0.86 indicating that 
the sample is adequate and all of the items are valid. All of 
the variables items are also reliable since its Cronbach alpha 
score is greater than 0.70 [44] and [45]. Complete validity 
and reliability results can be seen in Table II. Thus, since the 
items are valid and reliable, further analysis can proceed.

The research model can also be considered as good-fit as 
all of the criteria for model fit are achieved. CMIN/DF score 
for the default model is 1,600 indicating that the model is 
good. The GFI, AGFI and RMSEA scores are 0.934 
(somehow great), 0.905 (good), 0.049 (good) respectively. 
All of the criteria are made following [38] rule of thumbs 
shown in Table I. 

TABLE II. CONFIRMATORY FACTOR ANALYSIS AND RELIABILITY 
SCORE

Factors
KMO Cronbach 

Alpha1 2 3 4

PU1 0.71 0.86 0.90
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Factors
KMO Cronbach 

Alpha1 2 3 4

PU2 0.86

PU3 0.86

PU4 0.80

PEU1 0.83

0.90

PEU2 0.84

PEU3 0.75

PEU4 0.80

PEU5 0.79

INT1 0.87
0.88

INT2 0.90

KR1 0.86

0.89
KR2 0.82

KR3 0.91

KR4 0.89

C. Structural Model-Hypotheses Testing 

Based on simultaneous interaction model testing, it is 
found that the estimate path score (β) from perceived ease of 
use (PEU) on perceived usefulness (PU) is 0.60 with α = 1% 
(0.01). The statistical result also shows that perceive ease of 
use (PEU) significantly affects behavioral intention to use e-
money (INT), with estimate score (β) 0.19 (α = 1%) and 
perceive usefulness (PU) on intention to use e-money (INT) 
(β=0.36, α=1%). This results clearly support Technology 
Acceptance Model (TAM) in predicting intention to use e-
money. Therefore, H1, H2 and H3 are supported. 

TABLE III. HYPOTHESES TESTING RESULTS

Hypotheses β Scores Results

H1 PEU � PU 0.60**a Supported

H2 PEU � INT 0.19** Supported

H3 PU � INT 0.36** Supported

H4a KR moderates PEU � INT 0.17** Supported

H4b KR moderates PU � INT -0.20** Supported

Note: 
a. p-value < 0.05 

In moderation interaction test, the effect occurs if there is 
a significant effect of X1*Z to Y and X2*Z to Y. From the 
calculation, it is found that the interaction between PEU and 
KR significantly affect intention to use e-money (β=0.17, 
α=1%) and also interaction between PU and KR on intention 
to use e-money (β=-0.20, α=1%). These results give support 
for H4a and H4b. Complete results for hypotheses testing 
can be seen in Table III.

More insightful explanation toward the interaction test 
can be seen in figure 2. Knowledge about riba moderates the 
relationship between perceived ease of use on intention to 
use e-money by strengthening the relationship. Meaning that 
low perceived ease of use can significantly lower customers’ 
intention to use e-money, however, the consequence is 
depended by their level of knowledge about riba. Even they 
are perceiving low on e-money ease of use, but, high 
knowledge about riba has more power to influence their 
intention to use e-money. On the contrary, knowledge about 
riba dampened the relationship between perceive usefulness 
on intention to use e-money. It means that knowledge about 
riba plays the important role in determining customers 
intention to use e-money as it might cause customers to 
cancel the intention to use e-money. 

Figure 2. Interaction test.

D. Discussion and Limitation

The result show that perceives ease of use (PEU) and 
usefulness (PU) as the main predictor of intention to use e-
money (INT). The findings provide support for TAM to 
explain user acceptance and usage toward information 
system which has been proven by prior researchers such as 
[27], [12], [13], [28], [14], [15], [29], [16], [30], [31], [17], 
and [32]. Therefore, it can be implied that customers want to 
accept new technology or system if they perceive it is easy to 
operate and useful to improve customer performance.

Interestingly, this research also shows that customers’ 
intention to use e-money is not always predicted by their 
perception toward system easiness or usefulness but highly 
depended on the level of knowledge about riba. Knowledge 
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about riba moderates the TAM model as it is considered as 
unethical aspects for Muslims. Muslims consumer behavior 
is unique. Their life decision, including purchase decision, is 
highly regulated by the religious system. They may decide to 
purchase or not purchase a product based on the ethical 
aspect in accordance with religious principle. Riba is 
considered as unethical according to Islamic jurisprudence, 
therefore, knowing a product (read: system or technology) 
has a high association with riba will have a consequence on
intention to use it. The argument and finding are actually 
supported [35], [29], [31]. 

Knowing the important role of knowledge about riba as 
moderating variable in TAM model, it is really suggested for 
future research to conduct research to validate its’ scale 
measurement. The item measurement of knowledge about 
riba perhaps becomes one limitation in this research that can 
be addressed as an opportunity for future research to improve. 
Moreover, it is also really suggested for future research to 
consider subjective norm and religiosity in a single model. It 
can be presumed that customer intention to use e-money is 
highly influenced by social pressures. This research found 
that customer intention to use or not to use e-money is 
depended by their knowledge about riba. However, 
sometimes knowledgable customer about riba does not 
guarantee his/her level of religiosity, vice versa.  

V. CONCLUSION 

It can be concluded that TAM can explain customers 
willingness to accept and use electronic money (e-money). 
Their willingness are depended on knowledge about riba, 
since it significantly moderate all of the hypotheses. It can be 
infered that Muslim consumers in Indonesia are really aware 
and knowledgeable about riba. A deeper and wider research 
to explore what and how it affecting intention and behavior 
to use e-money need to be conducted.  

REFERENCES

[1] DailySocial (2017). E-money survey 2017, retrieved from 
https://dailysocial.id/report/post/e-money-in-indonesia-survey-2017

[2] Bank Indonesia. (2018). Bank Indonesia amends e-money regulation, 
retrieved from https://www.bi.go.id/en/ruang-media/siaran-
pers/Pages/sp_203918.aspx 

[3] Ayudya, A.C., and Wibowo, A. (2018). The Intention to Use E-
Money using Theory of Planned Behavior and Locus of Control, 
Jurnal Keuangan dan Perbankan, 22(2), 335-349

[4] Wulandari, D., Soseco, T., & Narmaditya, B. S. (2016). Analysis of 
the use of electronic money in efforts to support the less cash society. 
International Finance and Banking, 3(1). 

[5] Trinugroho, I., Sawitri, H. S. R., Toro, M. J. S., Khoiriyah, S., & 
Santoso, A. B. (2017). How ready are people for cashless society? 
Jurnal Keuangan dan Perbankan, 21(1), 105-112.

[6] Farida, N., and Ardyan, E., and Nuryakin. (2016). Gender Differences 
in Interest in Using Electronic Money: An Application of Theory 
Planned Behavior, International Review of Management and 
Marketing, 6(4), pp. 898-903

[7] Prayidyaningrum, S., and Djamaludin, MD. (2016). Theory of 
Planned Behavior to Analyze the Intention to Use the Electronic 
Money, Journal of Consumer Sciences, 1(2), pp. 1-12

[8] Amin, M.K., Azhar, A., Amin, A., and Akter, A. (2015). Applying 
the Technology Acceptance Model in examining Bangladeshi 
consumers’ behavioral intention to use Mobile Wallet: PLS-SEM 

Approach, 18th International Conference on Computer and 
Information Technology (ICCIT), 21-23 December, 2015

[9] Sumerta, I.K., and Wardana, I.M. (2018). Analysis of intention to use 
electronic money in Denpasar city: TAM Approach, Archives of 
Business Research, 6(10), pp. 86-103

[10] Davis, F. 1989. “Perceived Usefulness, Perceived East of Use, and 
User Acceptance of Information Technology,” MIS Quarterly (13:3), 
pp. 319–340.

[11] King, W. R., & He, J. (2006). A meta-analysis of the technology 
acceptance model. Information & Management, 43(6), pp 740–755.

[12] Legris, P., Ingham, J., & Collerette P. (2003). Why do people use 
information technology? A critical review of the technology 
acceptance model. Information and Management, 40(3), pp 191-204. 

[13] Lee, Y., Kozar, K.A., & Larsen, K.R.T. (2003). The technology
acceptance model: Past, present, and future. Communications of the 
Association for Information Systems, 12(50), pp 752-780 

[14] Wang, W. T., & Liu, C. Y. (2005). The application of the technology 
acceptance model: A new way to evaluate information system success. 
In J. D. Sterman (ed.), N. P. Repenning (ed.), R.S. Langer (ed.), J. I. 
Rowe (ed.), & J. M. Yanni (ed.) Proceedings of the 23th International 
Conference of The System Dynamics Society. Albany: System 
Dynamics Society. 

[15] Chang, S., and Tung, F. 2008. “An Empirical Investigation of 
Students’ Behavioural Intentions to Use the Online Learning Course 
Websites,” British Journal of Educational Technology

[16] Bradley, J. (2012). If we build it they will come? The technology 
acceptance model. In Y. K. Dwivedi, M. R. Wade, & S. C. 
Schneberger (Eds.), Information system theory (pp. 19-36). New 
York, NY: Springer. 

[17] Hussein, Z. (2017). Leading to intention: The role of attitude in 
relation to technology acceptance model in e-learning. Procedia 
Computer Science. 105, pp 159-164. 

[18] Pavlou, P. A. (2003), Consumer acceptance of electronic commerce: 
Integrating trust and risk with the Technology Acceptance Model, 
International Journal of Electronic Commerce, 7(3), pp 69-103.

[19] Plouff e, C.R., Vandenbosch, M. and Hulland, J. (2001). 
Intermediating technologies and multi-group adoption: a comparison 
of consumer and merchant adoption intentions toward a new 
electronic payment system. The Journal of Product Innovation 
Management, 18(2), pp 65-81.

[20] Hanafizadeh, P., Behboudi, M., Koshksaray, A. A., and Tabar, M. J. 
S. 2012. “Mobile-Banking Adoption by Iranian Bank Clients,” 
Telematics and Informatics (31:1), Elsevier Ltd, pp. 

[21] Mugo, D. G., Njagi, K., Chemwei, Bernard., & Motonya, J. O. (2014). 
The technology acceptance model (TAM) and its application to the 
utilization of mobile learning technologies. British Journal of 
Mathematics & Computer Science, 20(4), pp 1-8.

[22] Taherdoost, H. (2018). A review of technology acceptance and 
adoption models and theories. Procedia Manufacturing, 22, pp 960-
967. 

[23] Schere, R., Siddiq, Fazilat., & Tondeur, J. (2019). The technology 
accepteance model (TAM): A meta-analytic structural equation 
modeling approach to explaining teachers’ adoption of digital 
technology in education. Computer and Education, 128, pp 13-35.

[24] Leng, G.S. (2011). An exploration of social networking sites (SNS) 
adoption in Malaysia using technology acceptance model (TAM), 
theory of planned behavior (TPB) and instrinsic motivation. Journal 
of Internet Banking and Commerce, 16(2), pp 1-27.

[25] Chen Shih-Chih, Li Shing-Han, Li Chien-Yi. (2011). Recent related 
research in technology acceptance model: A literature review. 
Australian Journal of Business and Management Research,1(9), pp 
124.

[26] Lemay, D. J., Morin, M. M., Bazelais, P., & Doleck, Tenzin. (2018). 
Modeling students’ perceptions of simulation-based learning using 
the technology acceptance model. Clinical Simulation in Nursing, 20, 
pp 28-37.

592



[27] Koufaris, M. (2002). Applying the technology acceptance model and 
flow theory to online consumer behavior. Information Systems 
Research, 13, pp 205-224.

[28] Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in 
online shopping: an integrated model. MIS Quarterly, 27, 51-90.

[29] Md Johar, Md G., & Awalluddin, J. A. (2011). The role of technology 
acceptance model in explaining effect on e-commerce application 
system. International Journal of Managing Information Technology, 
3(3), pp 1-14.

[30] Fayad, R., & Paper, D. (2015). The technology acceptance model e-
commerce extention: A conceptual framework. Procedia Economics
and Finance, 26, pp 1000-1006. 

[31] Renko, S., & Popovic. (2015). Exploring the consumers’ acceptance 
of electronic retailing using technology acceptance model. Poslovna 
Izvrsnost Zagreb, 9(1), pp 29-41.

[32] Yunus, A. R., Abu, F., Jabar, Juhaini., & Ahmad, A. (2015). 
Empowering smart customer to participate in electricity system. 
Australia Journal of Basic and Applied Sciences, 9(4), pp 110-114 

[33] Farlex (2015), The Free Dictionary, available at: http://financial-
dictionary.thefreedictionary.com/TimeþValueþofþMoney 

[34] Aji, H. (2017). “Examining the moderating role of high-versus-low 
scepticism toward Halal labels: findings from Indonesia”, 
International Journal of Islamic Marketing and Branding, Vol. 2, No. 
4, pp. 278–303 

[35] Pijpers, G. G. M., Bemelmans, T. M. A., Heemstra, F. J. and van 
Montfort, K. A. G. M. (2001). Senior executives’ use of information 
technology. Information and Software Technology, 43, pp 959-971. 

[36] Oppong, S. H. (2013). The problem of sampling in qualitative 
research. Asian journal of management sciences and education, 1-9.

[37] Dörnyei, Z. (2007). Research methods in applied linguistics. New 
York: Oxford University Press. 

[38] Hooper, D., Coughlan, J., Mullen, M.R. (2008). Structural Equation 
Modelling: Guidelines for Determining Model Fit, Electronic Journal 
of Business Research Methods, Vol. 6, No. 1, pp. 53-60

[39] Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator 
variable distinction in social the moderator-mediator variable 
distinction in social psychological research: Conceptual, strategic, 
and statistical considerations. Journal of Personality and  Social 
Psychology, 51(6), 1173–1182 

[40] Davis, F., Bagozzi, R., Warshaw, P. (1989). User acceptance of 
computer technology: a comparison of two theoretical models. 
Management Science, 35(8), 982 

[41] Moore, G. C. and Benbasat, I. (1991). Development of an instrument 
to measure the perceptions of adopting an information technology 
innovation. Information Systems Research, 2(3), 192-222.

[42] Venkatesh, V., Davis, F. (2000). A theoretical extension of the 
technology acceptance model: four longitudinal field studies. 
Management Science, 46(2), 186-204

[43] Morris, M. G., Venkatesh, V., and Ackerman, P.L. (2005). Gender 
and age differences in employee decisions about new technology: an 
extension of the theory of planned behavior. IEEE Transactions on 
Engineering Management, 52(1), 69-84

[44] Nunnally, J.C. (1978), Psychometric Theory, 2nd ed., McGraw-Hill, 
New York, NY, p. 245 

[45] Hair, J., Black, W., Babin, B., Anderson, R. and Tatham, R. (2006), 
Multivariate Data Analysis, 6th ed., Pearson Education, New York, 
NY.

[46] Roscoe, J.T. (1975). Fundamental Research Statistics for the 
Behavioural Sciences, 2ndedition. New York: Holt Rinehart & 
Winston

593


