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ABSTRACT

This study examined the determinants of e-payment usage behaviour using 
the UTAUT model influenced by the COVID-19 pandemic in Indonesia. 
This study focussed on e-payment applications used by Generation Z, the 
most significant portion of Indonesia’s population in the last five years. 
The SEM method was used to analyze the UTAUT framework as a system 
success model. The findings demonstrated that user behavior was strongly 
influenced by intention to use, determined by experience, voluntariness of 
use, and moderate experience in facilitating conditions, including other 
factors. The results also described how Generation Z had characteristics 
that valued enchanting experiences and their intention to utilise e-payments 
conveniently. The research findings also showed the pandemic behaviour of 
Generation Z, which tended to be adaptive and flexible in using e-payments. 
Therefore, companies that use e-payments and need to prioritise this without 
overlooking privacy and security. It can be an exciting focus for further 
research. This research focuses on the factors determining Generation Z’s 
use of e-payments and the efficient and effective practical characteristics 
inherent in post-pandemic behaviour.
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INTRODUCTION  

Innovation in information technology has been recognised as an important 
factor in achieving e-business strategy advantage, especially the capability 
to modify human behaviour in responding to their needs (Yu & Tao, 2009). 
Information technology development has provided convenience and 
simplicity for humans to maintain all aspects of their lives more efficiently 
and successfully. The critical success impact for IT is how to support 
sustainable usage behavior, resulting in behavioral factors becoming an 
increasingly crucial practical area (Hong et al., 2006). One of the most 
discussed topics in innovative financial technology (fintech) is how to 
reshape the intermediary financial structure based on the internet and 
improve financial services’ efficiency (Broby, 2021). 

Fintech improves the financial system process by integrating the 
technological features of various information and communication technology 
devices, such as smartphone cameras, near-field communication (NFC), 
barcodes, or QR codes (Haritha, 2022). Additionally, fintech encourages 
the development of new business models based on social networking, 
smartphone devices, credit ratings, mobile messaging, credit cards, and 
electronic bank accounts (Broby, 2021). Among these services, electronic 
payment, or e-payment, is widely recognized as critical to developing 
electronic financial services. Moreover, e-payments, also known as e-wallet 
and e-money, which usually refers to payment methods, are operated under 
financial regulations through advanced mobile devices to substitute cash, 
debit card, credit card, or check paper methods (Dahlberg et al., 2008). The 
e-payments used as an essential stage in financial activities are increasing 
because they provide flexibility anytime, anywhere, with any smartphone 
e-payment application. The importance of e-payment has consequences for 
security and privacy in addition to the system's success, so it needs to be 
prioritised (Kim et al., 2010; Thompson, 2017)

Several researchers have examined the factors influencing the success 
of e-payment applications with the information system success model (Kabir 
et al., 2015; Liébana-cabanillas et al., 2015; Hossain & Zhou, 2018; Liu et 
al., 2019). The study is interesting because of the sensitivity of e-payment 
applications to the daily practice of human life ( Hassan et al., 2020; 
Ardiansah et al., 2022)which is an element of an electric payment system, 
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to get the pattern of using this service. This research presents a review of 
131 research articles published on electronic payment between 2010 and 
2020 that uses a qualitative method of answering the research questions 
(RQ. A successful e-payment application system will enable people to 
have a better life. The most frequently studied is the Unified Theory of 
Acceptance and Use of Technology (UTAUT) model, which explains user 
behavior towards information technology (Venkatesh & Bala, 2008). In 
many empirical studies, usage behaviour is often considered a consequence 
of factors (Yousafzai et al., 2010; Putri et al., 2017)which combines UTAUT 
(Unified Theory of Acceptance and Use of Technology. The consequence is 
that system usage behaviour, such as e-payment use, indicates the existence 
of successful information technology acceptance.

The UTAUT model development is based on an extensive social, 
economic, environmental, and technological context; however, it does 
not apply to pandemic conditions (Alswaigh & Aloud, 2021). Pandemic 
conditions have created an economic depression atmosphere, such as the 
COVID-19 pandemic that happened at the beginning of 2020 and resulted 
in a significant change in consumer behaviour. Because of the economic 
depression affecting everyone, people have developed new behaviours that 
are not hedonistic and do not increase reliance on the price of a commodity. 
This research contextualized Generation Z in Indonesia, which has the 
second largest proportion after the millennial generation at 27.94% and 
will become the largest middle class in Indonesia, reaching 56.76% in the 
next five years (Ardiansah et al., 2022). 

Circumstance setting offers an interesting argument for investigating 
the appealing UTAUT model, which investigates the factors influencing 
consumer behaviour. However, studies on the implementation of the 
UTAUT model on the use of e-payment technology in Generation Z during 
the COVID-19 pandemic are relatively limited (Alswaigh & Aloud, 2021; 
Napitupulu et al., 2021; Ponsree et al., 2021). In the case of Indonesia, this 
is even more encouraging because the existence and potential of Generation 
Z as a demographic bonus in 2023 make it interesting to understand the 
determinants of their e-payment usage behaviour. This study examined 
the determinants of e-payment usage behaviour using the UTAUT model 
influenced by the COVID-19 pandemic in Indonesia. This research was 
designed to provide an additional empirical reference for e-payment use 
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behaviour research in the pandemic era, specifically about e-payment 
success system acceptance, in addition to the existing empirical relation. 
The findings can be used to review the e-payment issues and consider how 
it must be regarded efficiently and effectively.

LITERATURE REVIEW  

The UTAUT Model  

Technology acceptance model studies produced several competing 
models, each with different determinants. Venkatesh et al. (2003) emerged 
intending to review and discuss the literature on adopting new information 
technology from the main existing models, comparing them empirically, 
formulating a unified model, and validating it empirically. 

The UTAUT is a continuously evolving model that has been 
extensively studied (Rahman et al., 2017; Alswaigh & Aloud, 2021). 
UTAUT’s second model was created by adding hedonic motivation, price 
value, and habit, and UTAUT’s third model increased perceived innovation. 
UTAUT explains user behaviour towards information technology (Patil 
et al., 2017). The last model used in this study, combining the previous 
eight models, was developed successfully. This model showed that 
behavioural Intention (IB) and the behaviour to use (UB) were influenced 
by performance expectancy (PE), effort expectancy (EE), social Influence 
(SI), and facilitating conditions (FC). The supposed factors were moderated 
by gender (GR), age (AG), experience (EP), and voluntariness of use (VU). 
The few studies that have adopted the model showed mixed results findings, 
among others by Li (2010), Haryanti & Subriadi (2021) and  Napitupulu 
et al. (2021)many researchers have found that information technology is 
underutilized in many organizations, causing huge economic loss to their 
businesses. As a result, many technology acceptance theories and models 
have been developed or used to study information technology acceptance. 
These models include: The Theory of Reasoned Action (Fishbein et al., 
1975. The model is illustrated below:
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Figure 1: The Unied Theory of Acceptance and Use of Technology Model 
(Venkatesh et al., 2012) 

 
Hypothesis Development 
 

 The individual's perception that using e-payment will help to attain benefits in 

performing payment tasks may thus influence the behavioural intention to adopt e-payment. 

Figure 1: The Unified Theory of Acceptance and Use of Technology Model
(Venkatesh et al., 2012)

Hypothesis Development

The individual’s perception that using e-payment will help to attain 
benefits in performing payment tasks may thus influence the behavioural 
intention to adopt e-payment. Previous research has shown that the more 
the customer believes using e-payment will be helpful the more will be its 
use (Syafinaz et al., 2020; Falana et al., 2021; Alzoubi et al., 2022; Chen 
& Arkansas, 2023)e-payment systems have been introducing. So, the use 
of electronic payment systems is being increasing day by day for people to 
complete their task quickly ineffective way. The result of the study shows 
that there is a relationship between dependent variables (effort expectancy 
and social influence. Interestingly, empirical evidence from past literature 
confirmed that age and gender significantly moderated the influence of 
performance expectancy on behavioural intention. Theoretically, it assumed 
that gender will reduce the interaction between performance expectation 
and intention. According to researchers comparing the genders, males 
were typically more challenged than women. Therefore, the hypothesis 
developed was: 
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H1: Gender moderates the effect of performance expectations on 
behavioral intentions.

Individual performance expectations result from the expectation 
of improved performance when they have adopted the system in their 
organisation (Barnett et al., 2015). There is reason to expect that the 
relationship between performance expectancy and intention will be 
moderated by age (Lau et al., 2019; Haryanti & Subriadi, 2021). Hence,  
Lee et al. (2019) and Singh, et al. (2021) defined that younger generations 
will be highly concerned about their expectations of the performance of 
technology, which affects the intention to use technology. Consequently, 
the following hypothesis was formed : 

H2: Age moderates the effect of performance expectancy on behavioural 
intention.

Effort expectancy is the perceived ease of using a particular technology 
(Barnett et al., 2015; Ponsree et al., 2021; Slade et al., 2015). If an individual 
perceives using a particular technology as easy, they will be more inclined 
to use it. Previous research has shown that more customers believed that  
using e-payment was effortless (Yeh et al., 2015; Ardiansah et al., 2020). 
Prior research supports that constructs related to effort expectancy will be 
more robust determinants of individual intention for women (Li, 2010). 
Therefore, Barnett et al. (2015) and Dalla Via et al. (2019) suggested 
that effort expectations will differ between males and females, which is 
particularly critical for females because of the higher need for fulfillment. 
Consequently, the following hypothesis was conceived  : 

H3: Gender moderates the effect of effort expectancy on behavioural 
intention. 

Effort expectancy is interpreted as a realized ease of use of technology 
in a defined activity (Venkatesh et al., 2003; Dalla Via et al., 2019). Effort 
constructs are expected to accentuate effort in the early stages of new 
behaviour, when the process is challenging and complicated by measurement 
instrumentality issues (Davis et al., 1989; Slade et al., 2015). Prior research 
supports that constructs related to effort expectancy will be more robust 
determinants of individuals' intentions for older persons (Venkatesh et al., 



419

UNDERSTANDING DETERMINANTS OF USE BEHAVIOR OF E-PAYMENT

2003). Younger age will strongly influence the effort expectancy towards 
behavioural intention. As a necessary consequence, the following hypothesis 
was conceived: 

H4: Age moderates the effect of effort expectancy on behavioural intention.

If individuals perceive using a particular technology as convenient, 
they will adopt it, creating an experience that determines their subsequent 
behaviour (Haryanti & Subriadi, 2021; Melović et al., 2021). Based on the 
arguments, the influence of effort expectancy towards behavioural intention 
in the context of effort expectancy will be moderated by experience. People 
with experience using the system will make more effort to use the system 
(Rahman et al., 2017). This resulted in hypothesis 

H5: Experience moderates the effect of effort expectancy on behavioural 
intention. 

Social influence relates to the pressure placed on an individual by their 
close friends and family members who are a part of their social surroundings 
to adopt or not use a particular innovation (Syafinaz et al., 2020; Ponsree et 
al., 2021). This factor has proven its significance as a predictor of technology 
acceptance in various contexts. Research confirms that social comparison 
influences people's use of e-payment systems. According to the literature, 
women are more likely to keep in mind the opinions of others when deciding 
whether or not to adopt a new technology (Brown et al., 2008; Alswaigh 
& Aloud, 2021). Therefore, social influence on behavioural intention will 
be moderated by gender. Because of this, the hypothesis was developed : 

H6: Gender moderates the effect of social influence on behavioural 
intention.

Social influence is the degree to which an individual perceives that 
others believe they should use the new system innovation (Bugshan & Attar, 
2020; Syafinaz et al., 2020). A meta-analytic review of age effects concluded 
that affiliation needs to increase. This fact suggests that older workers are 
more likely to place increased salience on social influences, with the effect 
declining with experience (Brown et al., 2008). Therefore, social influence 
on behavioural intention will be moderated by age. In consideration of this 
that the hypothesis was created:
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H7:  Age moderates the effect of social influence on behavioural intention. 
 
Social influence was reported by research to impact behavioural 

intentions significantly (Hong et al., 2006; Haritha, 2022). It's believed that 
the significance of social influence as a driver of technology acceptance 
arises from the presumption that individuals tend to consult with essential 
people in their environment to reduce the anxiety attached to the use of 
innovation (Slade et al., 2013). Therefore, social influence on behavioural 
intention will be moderated by the voluntariness of use and because of this, 
the hypothesis was created :  

H8: Voluntariness of use moderates the effect of social influence on 
behavioural intention.

Social influence is the pressure exerted by members of the social 
surroundings of an individual to perform or not perform the behaviour 
in question (Moreno et al., 2016; Zakaria et al., 2019). Social factors 
influence customers' behaviour in three ways: identification, internalization, 
and compliance. While the earlier two factors refer to alterations in an 
individual's belief structure in the hope of a potential status gain, compliance 
refers to a change in an individual's belief structure caused by social pressure 
(Robertson, 2015; Lai et al., 2016). Experience will be a moderating factor 
in the relationship between social influence and behavioural intention.The 
hypothesis  developed was: 

H9: Experience moderates the effect of social influence on behavioural 
intention.

Facilitating conditions refers to consumers' perceptions of the 
resources and support available to perform a behaviour (Brown et al., 2008). 
As technology adoption is a technology-specific domain, the abundance 
and ubiquity of mobile technology would be considered essential for the 
adoption process, emphasizing facilitating conditions as a predictor of 
behavioural intention. Organizational psychologists have noted that older 
workers attach more importance to receiving help and assistance on the 
job. Therefore, the influence of facilitating conditions on use behaviour 
will be moderated by age.
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In this context, the hypothesis was created: 

H10: Age moderates the effect of facilitating conditions on use behaviour.

Facilitating conditions are defined as the degree to which an individual 
believes that an organizational and technical infrastructure exists to support 
the system (Alswaigh & Aloud, 2021; Napitupulu et al., 2021; Haritha, 
2022). The effect is expected to increase with experience as technology 
users find multiple avenues for help and support throughout the organization, 
thereby removing impediments to sustained usage. These arguments align 
with empirical evidence from Venkatesh et al. (2003). Therefore, when 
moderated by experience, facilitating conditions will significantly influence 
use behaviour. Because of the above, the hypothesis was developed : 

H11: Experience moderates the effect of facilitating conditions on use 
behaviour 

Consistent with the underlying theory for all intention models 
discussed, we expect behavioural intention to influence technology usage 
significantly. Because of this, the hypothesis was developed in: 

H12: Behavioral intention influences use behaviour.

This study used the UTAUT model, which integratively suggested 
that usage behavior and intention are presumed to be determined by a 
combination of several factors: performance expectancy, effort expectancy, 
social influence, and facilitating conditions, moderated by gender, age, 
experience, and voluntary usage.

METHODOLOGY 

This quantitative research focussed on the determinant factors of e-payment 
use behaviour. The e-payment application used as a study object was not 
limited to specific brands but was regularly used by consumers, including 
Ovo, Dana, Link Aja, and Go-Pay. The population was college students 
from the Z generation who use e-payment for their daily purchases. The 
sample was obtained online using snowballing techniques over September 
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– December 2020 to fulfill data analysis requirements. The instrument 
was  provided online to respondents with initial consent and an obligation 
to maintain confidentiality. These instruments were distributed to measure 
five Likert scales of variables in the UTAUT origin model: behavioural 
intention and use behaviour as endogen, performance expectancy, effort 
expectancy, social influence, and facilitating condition as exogen, and age, 
gender, experience, and voluntariness of use as moderating variable.

Performance expectancy is the degree to which an individual believes 
that using the system will help them attain gains in job performance 
(Venkatesh et al., 2003; Smith, 2008). Effort expectancy is the perceived ease 
of using a particular technology (Venkatesh et al., 2003). Social influence 
is the degree to which an individual perceives those essential others believe 
they should use the new system (Venkatesh et al., 2003; Lee et al., 2019)
each with different sets of acceptance determinants. In this paper, we (1. 
Facilitating conditions are the degree to which an individual believes that 
an organizational and technical infrastructure exists to support the system 
(Venkatesh et al., 2003; Alswaigh & Aloud, 2021). Moderating variables 
in this research were age, gender, experience, and voluntariness of use. All 
the concepts concluded that different ages or genders would be another 
intention towards new technology. Experience and voluntariness of use 
can have an effect.

This study used PLS-SEM to investigate the determinants of 
e-payment use behaviour, which followed these  steps: (1) Outer model 
analysis was used to examine the validity and reliability of each construct. 
Validity testing can be performed on a valid construct if each indicator’s 
loading and cross factors are comparatively higher than 0.70 or if the average 
variance extracted is higher than 0.5 for each indicator. The reliability testing 
on the Cronbach Alpha was more significant than 0.6, and the composite 
reliability was greater than 0.7 for a reliable construct. (2) Inner model 
analysis examines the structural relationship construct based on theory, 
which is evaluated using R-Square. (3) The significance of hypothesis testing 
can be seen in the t-statistics and the probability value for 5 %. Testing 
for moderating and mediating relationships is conceivable because SEM 
directly analyses the value and significance of their structural relationship.
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RESULTS AND DISCUSSION

Result

Respondents who completed the online survey in its entirety within 
the given deadline were 196 individuals, and their character descriptions 
are shown in Table 1.

Table 1: Characteristics of Respondents 
Characteristics N Percentage (%)

Gender Male 84 43.00
Female 112 57.00

Age 18 - 19 49 25.00
20 - 21 69 35.00
22 - 23 78 40.00

E-Payment app Go-Pay 86 44.00
Ovo 70 36.00
Dana 27 14.00

Link Aja 13 6.00
Source: primary data, 2020

Most respondents were women (57%). Most respondents were between 
the ages of 22 and 23, representing 40 percent, which indicated that they 
were representatives of Generation Z. The Go-Pay application was used 
as an e-payment method by most respondents (44 percent). Incorporated 
within the Gojek application, a web-based delivery business had expanded 
to include various other services such as food delivery, courier products, 
prescription drug delivery, cleaning services, and other offerings. Ovo, 
Dana, and Link Aja are independent e-payment applications compatible 
with various financial services systems, making them suitable for payment.

SEM analysis began  with evaluating the outer model, considering 
loading and cross-loading factors. Testing showed the value of all cross-
loading indicators against the construction was more than 0.7; subsequently, 
it was concluded that each indicator supported each valid structure. The 
valid result in cross-loading was also supported by the AVE value of each 
construct that was more than 0.5. Further reliability tests as shown in Table 3 
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also showed that Cronbach alpha construct values were more than 0.6 except 
for effort expectancy constructs. However, this was acceptable because the 
Composite Reliability value of each construct, including Effort Expectancy, 
was more than 0.7. Both Tables supported the outer model result that each 
construct was valid and reliable in the UTAUT model.

 
Table 2: AVE Test & Reliability Test

Construct AVE Cronbach’s 
Alpha

Composite 
Reliability

Performance Expectancy (PE) 0.587 0.768 0.850

Effort	Expectancy	(EE) 0.689 0.566 0.815

Social	Influence	(SI) 0.783 0.862 0.915

Facilitating Condition (FC) 0.817 0.783 0.899

Experience (EP) 0.750 0.889 0.923

Voluntariness of Use (VU) 0.694 0.852 0.901

Behavioral Intention (BI) 0.688 0.849 0.898

Use Behavior (UB) 0.656 0.824 0.884
Sources: primary data, 2020

The outputs of the inner model’s evaluation, considered necessary 
in the goodness of fit model, showed that the R2 values in endogenous 
variables, Behavioral Intention was 0.718 and Use behaviour was 0.654, 
respectively. The R2 values of the two constructs mainly supported the 
equation model, which was a significant finding. The result was substantiated 
by the model’s SRMR value of 0.085, its d ULS value of 3.141, its chi-square 
value of 745.684, and its NFI value of 0.636, all of which were affirmative. 
Such empirical results supported the conclusion that the equation model 
could be used for further investigation. 

The hypothesis testing stage was done by assessing the significance 
of the t value, as presented in Table 3. That Table describes the t value of 
the direct relationship and the moderating of each determinant to behaviour 
intention and uses behaviour.
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Table 3: Hypothesis Testing
 t p

PE →	BI 0.331 0.741
EE →	BI 0.443 0.658
SI →	BI 0.726 0.468
EP →	BI 0.2691  0.007*
VU →	BI 4.940  0.000*
AG →	BI 0.321 0.748
GR →	BI 0.792 0.429
FC →	UB 0.409 0.683
EP →	WEB 1.393 0.164
AG →	UB 0.816 0.414
BI →	UB 7.099   0.000*

PE*GR →	BI 1.054 0.292
PE*AG →	BI 0.796 0.426
EE*GR →	BI 0.026 0.979
EE*AG →	BI 0.122 0.903
EE*EP →	BI 0.908 0.364
SI*GR →	BI 0.929 0.353
SI*AG →	BI 0.491 0.624
SI*VU →	BI 0.374 0.708
SI*EP →	BI 0.018 0.985
FC*AG →UB 1.046 0.296
FC*EP →UB 2.931   0.003*
PE*GR →	BI 1.054 0.292
PE*AG →	BI 0.796 0.426

Sources: primary data, 2020

As shown in the Table  significant behavioural intention determinants 
included experience (0.2691 p=0.007) and voluntariness of use (4,940 
p=0.000). The direct effect of behavioural intentions on behavioural use 
was significant, with t= 7,099 (p=0.000). The moderating impact indicated 
that only the moderation facilitating condition (FC) to experience (EP) was 
effective at 5% alpha (2,931, p=0.003). Gender and age did not significantly 
moderate behavioural intention.



426

MANAGEMENT AND ACCOUNTING REVIEW, VOLUME 23 NO 1, APRIL 2024

DISCUSSION

The finding showed that the e-payment use behaviour by Generation Z was 
determined by its intention; however, the supporting facilities had no effect. 
This finding emphasises that the identified characteristics of Generation Z 
are more determined by convenience and understandable perceptions of 
the use of information technology (Ponsree et al., 2021). The decision to 
use e-payment by Generation Z can be understandably determined by a 
preference based on experience and the perceived voluntariness of use. The 
desire to make payments with e-payments is influenced by the comfortable 
conditions experienced and the awareness of voluntariness of use (Alswaigh 
& Aloud, 2021). The Z generation’s intention to use e-payment significantly 
considered experience and voluntariness of use. They will intensively utilize 
e-payment empirically influenced by previous experience and voluntariness 
of use. Following that, this experience delivers a human benchmark for 
performing activities or reacting to everything in the future (Rahman et 
al., 2017).

Interestingly, facilitating conditions did not affect desire but 
strengthened the good experience received. It is understood from these 
findings that various support structures, technological infrastructure 
facilities, and practical regulations to increase the use of e-payments in 
various transactions in Indonesia had less impact on the behaviour of 
using e-payments directly. The various support facilities form a better 
understanding and experience in use and support the desire to use in 
the future. Regarding e-payments, the organizational and technological 
infrastructure support of e-payment did not impact the decisions to utilize 
e-payment. This finding follows Hossain and Zhou (2018). Generation Z 
considers the development and advancement of information technology that 
supports e-payment transactions a reasonable precondition for providing 
convenience. This condition is an appropriate development of payment 
technology (Dahlberg et al., 2008). Still, do not necessarily take advantage 
of it because there are several other alternatives: credit cards, debit cards, 
mobile banking, SMS banking, and other digital payments.

Many scholars have argued that one of the most critical factors in 
determining actual behavior is the intention to perform a specific behaviour. 
Zhou (2016) specifically argued that the user’s intention is the most crucial 
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factor determining user acceptance and use of technology such as mobile 
payment. Although the issue of behavioral intention has received much 
interest in the background, mainly in the field of information systems 
research, more investigation is still required to comprehend the phenomenon 
correctly. In most cases, expanding the scope of the various models found 
in prior research improves the predictive validity of those models beyond 
their initial design.

In the theory of acceptance of information systems, the voluntariness of 
users to use the approval system is one of the variables that can moderate the 
use of the system. Still, its role as a moderator is challenging to avoid (Antwi 
et al., 2015)the interest and patronage seem to have waned drastically. 
The study examines the effectiveness of that form of electronic payment 
system in the Tamale metropolis in Ghana. The study adopts questionnaire 
administration to ascertain the common types of e-payment systems, the 
level of adoption of e-ZWICH, and the factors affecting its effectiveness. 
This study reveals that there is low patronage of the e-ZWICH smart card 
due to frequent link failures, long queues in banking halls and limited 
point-of-sale devices. This has stalled the effective adoption and use of the 
system. The study recommends that the innovators and regulators introduce 
measures to renew the interest of stakeholders through sensitization 
workshops, making the point-of-sale devices more available and enhancing 
the smooth operation of the devices. 1.0 Introduction The rapid development 
in information and communication technology (ICT. Voluntariness is how 
someone uses technology at his own will without coercion. Voluntariness 
on an environmental basis refers to the freedom to adopt an information 
system. Meanwhile, volunteerism on the user base focuses on space, which 
refers to the user’s perception of adopting the system and its intrinsic nature. 
According to Sumak et al. (2016), the use of technology in education is not 
mandatory. Still, it is voluntary; namely, its use depends on the volunteerism 
of its users and the situation that is happening. Volunteerism of users can 
moderate other factors in the use of the system.

The facilitating condition is the degree to which an individual believes 
that an organizational and technical infrastructure exists to support the 
system (Venkatesh & Bala, 2008) like UTAUT’s facilitating conditions 
in past models and theories, TPB’s perceived behavioural control, 
DOI’s compatibility, and TAM-TPB’s facilitating conditions. Ironically, 
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performance and effort expectancies diminish the influence of facilitating 
conditions on behavioural intentions. However, empirical evidence proved 
that the impact is more substantial for experienced older workers; thus, age 
and experience are hypothesized to moderate the effect (Venkatesh et al., 
2003). Human sensing of the environment will produce experience. This 
experience becomes a human benchmark for doing activities or responding 
to everything in the future (Tamunomiebi & Miebaka, 2021). The experience 
is like a reference containing everything needed to be used as a foundation 
for human beings’ intake attitude and decisions in every segment of life. In 
the theory of acceptance of information systems, experience is one of the 
variables that can moderate the use of the system.

CONCLUSION

This study showed that in a pandemic, Generation Z’s decision to use 
e-payments is directly determined by behavioural intention while facilitating 
conditions do not significantly affect the use behaviour. Behavioural 
intention was found to be directly influenced by experience and willingness 
to use e-payments, which showed the character of Generation Z, whose 
use perception was shaped by experience. In addition, Generation Z had 
flexibility in their choices and wasnot single-oriented towards a feature that 
supports the voluntariness of use to form behavioural intention. Performance 
expectation variables and the results of using e-payment and social influence 
in the UTAUT model were not determinants of behavioural intention directly 
or use behaviour indirectly.

  
This study provides important insights that the study of the successful 

use of e-payments as a form of fintech innovation trends needs to pay 
attention to the user context, in this instance, Generation Z, which will 
dominate the proportion of the Indonesian population in the future. 
Practically, this study can obtain some essential points of policies that 
support the implementation of e-payments for Generation Z, which need to 
provide experience, freedom of use, and infrastructure that supports it. Based 
on the results, the suggestions that could be given are as follows: The sample 
for further research can be expanded for its age level from adolescence 
to adulthood. The sample in this study was only college students 18 – 24 
years old. However, nowadays, e-payment is used by children, teenagers, 
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and adults. Further research can use a variance age sample. The objects 
from e-payment can be more specified. There are so many e-payments in 
Indonesia and further research can focus on only one e-payment because 
the result may be more specified.
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