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technology. However, mobile applications has limitation in consuming an online product or service. A
total of 1383 questionnaires were obtained from respondents of online transportation service users in
Jakarta, Bandung, Yogyakarta and Surabaya. Using PLS-SEM, it is found that the there are significant re-
lationships between technology acceptance model, physical risk, intention and behavior using mobile

applications, but no relationship between psychological risk and intention. This study also found that

the influence of intention on behavior using mobile applications is dependent on perceived usefulness,

perceived ease of use and perceived physical risk rather than perceived psychological risks.

Technology Acceptance Model, Pengaruh Sosial dan Persepsi
Risiko dalam Menggunakan Aplikasi Mobile: Bukti Empiris pada

Transportasi Online di Indonesia

Abstrak

Tujuannya adalah untuk menguji dampak model penerimaan teknologi yang terdiri dari kegu-
naan dan kemudahan penggunaan terhadap niat menggunakan, pengaruh sosial dan persepsi
risiko yang terdiri dari risiko fisik dan psikologis terhadap niat untuk menggunakan, dan men-
guji dampaknya terhadap perilaku menggunakan aplikasi mobile. Manfaat, kemudahan peng-
gunaan dan faktor sosial menjadi faktor penentu dalam menerima dan menggunakan suatu
teknologi. Namun, aplikasi seluler memiliki batasan dalam mengonsumsi produk atau layanan
online. Sebanyak 1383 kuesioner diperoleh dari responden pengguna jasa transportasi online di
Jakarta, Bandung, Yogyakarta dan Surabaya. Dengan menggunakan PLS-SEM, ditemukan
bahwa terdapat hubungan yang signifikan antara model penerimaan teknologi, risiko fisik, niat
dan perilaku menggunakan aplikasi mobile, tetapi tidak ada hubungan antara risiko psikologis
dan niat. Studi ini juga menemukan bahwa pengaruh niat terhadap perilaku menggunakan ap-
likasi seluler tergantung pada persepsi kegunaan, persepsi kemudahan penggunaan dan persepsi

risiko fisik daripada persepsi risiko psikologis.
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INTRODUCTION

The existence of internet has affect compa-
ny operations and individual behavior in consu-
ming products and service from conventionally
to online for primary or secondary products
(Porter, 2001). It’s supported by increasing on-
line marketplace and by increasing indonesian
user of internet in the last five years. Indonesian
users have been a significant growth each year,
particularly by using smartphones (APJII, 2016,
2017). It’s because smartphone is the most me-
dia often was used to access the internet network
with more than 50% of Indonesian user rather
than computers (APJIL, 2016, 2017). Further,
they also use technology for online transactions.
Online transactions by using mobile applications
is a new lifestyle for people who actively use in-
ternet technology (Natarajan et al., 2017). He-
donic benefit in the form of enjoyment and app
aesthetics are found to affect people’s intention in
using the mobile application (Xu et al., 2015). It
is explained that as they are having good time in
using the mobile app and enjoying visual inter-
face of the app, they are getting more satisfied and
have stronger willingness to use the mobile ap-
plication in the future. However, customers have
no physical contact with the products directly
such as touching, holding and testing the prod-
uct (Porter, 2001). Our study provides evidence
to support that technology acceptance model is
a models to understand how individuals receive
and use technology for economic purpose par-
ticularly using mobile applications.

We use technology acceptance model
(TAM) to explain individual behavior toward a
mobile applications that emphasize the role of
benefits (usefulness and ease of use) as internal
factor (Davis, 1989; Davis et al., 1989; Kim et
al,, 2016; Natarajan et al., 2017) and emphasize
social information (social influence) as external
factor (Venkatesh & Davis, 2000; Venkatesh et
al,, 2003, 2012; Pascual-Miguel et al.,, 2015).

Socialinfluence depends on social informa-
tion from the closest people who determine indi-
vidual behavior towards a technology (Venkatesh
etal, 2012), despite the encouragement will only
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affect individuals who have no direct experience
(Venkatesh & Davis, 2000). However, empirical
evidence shows an inconsistent result related to
the relationship between social influence and in-
tention to use technology. Some scholars find the
positive effect (Venkatesh et al.,, 2003; Pascual-
Miguel et al., 2015) and the other don’t find (Van
Raaij & Schepers, 2008; Chaouali et al., 2016;
Hsu & Lin, 2016). Therefore, this study provides
evidence related to the role of social influence on
intention to consume a product or service online
particularly by using a mobile application.

Online transactions using technology have
two sides of a coin. First, it offers benefits such as
usefulness, ease of use, easy to transact (Natara-
jan et al., 2017), low price, comfortable and more
choices (Gupta & Arora, 2017). On the other
hand, it provides risks because individuals can not
ensure and anticipate the consequences of using a
product or service definitely (Cox & Rich, 1964;
Featherman & Hajli, 2016). Several evidences ex-
hibit that customers become a victim when they
used an online transportation service such as ha-
rassment, kidnapping, robbery and verbal vio-
lence. Therefore, the possibility of losses that could
them physically and psychologically tends to mo-
tivate individuals to avoid online media to use a
product or service (Cox & Rich, 1964; Amaro &
Duarte, 2015; Grob, 2016; Natarajan et al., 2017).

Previous study emphasize technology ac-
ceptance model as a model in determining and
explain individual behavior in adoption a tech-
nology, not to transaction by using a technol-
ogy. According to (Kim et al.,, 2016) both are
different. Therefore, in this study the authors
highlight technology acceptance model is con-
sisting of perceived usefulness and perceived
ease of use as a determinant factor of intention
to use a mobile applications. Social influence
also as a determinant factors and perceived risk
as an impediment factors of behaviors for using
mobile applications. Further, the authors also
add contributions by exploring perceived risk
in the violence consisting of perceived physical
and perceived physicological risks as a variables
influence intention to use and usage behavior in
using mobile applications.
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This study uses the setting of online trans-
portation service in Indonesia. In the context of
service, risks may be received by individuals will
be greater than the products, because of the in-
herent charateristics, such as lack of standards
and guarantees that can reduce consumer’s con-
fidence and increase risk (Mitchell, 1999; Cun-
ningham et al., 2005). In other words, it might
arise in the services will have a major impact and
directly to the users. Assuming that the benefits
and likelihood of a loss or danger in violence, the
authors raise the issue of usefulness, ease of use,
social influence and risk perception as the focal
of the variables in this research. However, studies
that have analyzed how perceived risk in the vio-
lence context affect the intention to use a service
with technology (mobile application) have not
been widely publicized.

The novelty of this research focused on the
analysis of the effect of perceived violence risk
components on the intention to use a service
with mobile application.

Hypothesis Development
Perceived Usefulness to Intention to Use
Mobile Applications

Perceived usefulness describes the bene-
fits of using mobile applications is expected to
increase the productivity of individual activities
(Davis, 1989; Davis et al., 1989). Using online
transportation services, for example, individuals
who don’t have private vehicles will be helped to
reach a certain location if compared to having to
use public transportation. Furthermore, individu-
als can cut travel time to a place if they use online
transportation services when compared to pub-
lic transportation. These conditions indicate that
using online transportation services will facilitate
their daily activities. Individuals who feel the be-
nefits from online transportation services mobile
applications, they tend to have greater intentions
to use the applications. It’s driven by their belie-
ve about the applications, that it will help their
daily activities greatly (Davis, 1989; Davis et al,,
1989). Therefore, the benefits of online transpor-
tation service mobile applications will appear the
intention and encourage individuals to use the
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applications. Our argument is supported by seve-
ral studies such as (Davis et al., 1989; Venkatesh
& Davis, 2000; Gefen et al., 2003; Van Raaij &
Schepers, 2008; Kim et al., 2016; Natarajan et al.,
2017) showing the positive effect of perceived
usefulness on intention to use.
HI1: DPerceived usefulness has a positive impact
on the intention to use mobile applications.

Perceived Ease of Use to Intention to Use
Mobile Applications

Perceived ease of use describes a condi-
tion which is individuals can get a service easily
through a mobile applications without spending
much effort (Davis, 1989; Davis et al., 1989). This
condition is seen in the features provided by onli-
ne transportation services applications from easy-
to-understand usage guide to uncomplicated or-
dering stages. Further, it become an attraction for
individual because they don’t need a lot of effort
to gain the service. Generally, mobile applications
of online transportation services can be used easily
independently without any help from the others
operating and ordering the services. Therefore,
when people need transportation service they are
motivated to use mobile applications of online
transportation service. Our argument is supported
by several studies such as (Davis et al., 1989; Ven-
katesh et al., 2003; Van Raaij & Schepers, 2008;
Natarajan et al., 2017) showing the positive effect
of perceived ease of use on the intention to use.
H2: Perceived ease of use has a positive impact

on intention to use mobile applications.

Social Influence to Intention to Use Mobile
Applications

Social influence describe a condition that
determine intention and behavior of individuals
in using technology is influenced by the closest
people such as family and friends (Venkatesh et
al, 2003, 2012). According to them, the encoura-
gement are emerged from these people became a
social pressure for them to using mobile applica-
tions in order to gain status and influence within
their social groups. Therefore, they will follow
the recommendation from family and friends
voluntarily in using a technology particularly mo-
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bile applications of online transportation service
(French Jr. & Raven, 1959; Venkatesh et al., 2003,
2012). Our argument is supported by several stu-
dies such as (Venkatesh et al., 2003; Venkatesh et
al., 2012; Pascual-Miguel et al., 2015; Chaouali et
al,, 2016; Hsu & Lin, 2016), showing the positive
effect of social influence on the intention to use.

H3: Social influence has a positive impact on

intention to use mobile applications.

Perceived Risk to Intention to Use Mobile
Applications

Perceived risk is a multidimensional
construct in traditional (Cox & Rich, 1964;
Jacoby & Kaplan, 1972; Stone & Grenhaug,
1993; Mitchell, 1999) and online shopping con-
texts (Forsythe & Shi, 2003; Cunningham et al.,
200S; Yang et al,, 2015), researchers define per-
ceived risk in several term. This study focuses on
two type of risks, which consists of physical risk
and psychological risk.

Physical risk define as a “risk associated
with physical danger because of use of the pro-
duct” (Stone & Gronhaug, 1993). The possibility
of physical risk will encourage individuals to stop
using its service in the future (Stone & Greon-
haug, 1993; Mitchell, 1999; Carroll et al., 2014;
Featherman & Hajli, 2016). It’s caused by the
possibility of losses that could harm them phy-
sically such as harassment, kidnapping, robbery,
etc., so that they tend to stop using the service
anymore. Whereas psychological risk define as a
“consumer’s perception of any possible psycho-
logical frustration, pressure, or anxiety resulting
from the use” (Lim, 2003).

Psychological risk is related with a situati-
on which makes consumers feel uncomfortable
and psychological pressure from using a product
or service. Further, psychological risk is also rela-
ted to verbal and non verbal violence when using
a product or service such as flattery, terror, obser-
ve and comment on the appearance and the body
of individuals and so on. These conditions tend
to encourage individuals to stop using its service,
because they fell that they are not threaten well or
appropriate with the standard of its services (Sto-
ne & Grenhaug, 1993; Mitchell, 1999; Feather-
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man & Hajli, 2016). Therefore, both elements of
risk can deter individuals to use online transpor-
tation services through a mobile applications.

Previous studies suggest that, individual
perceptions on the possibility of negative conse-
quence can impede them for using a service as they
concern about the violence that might be accepted
(Mitchell, 1999). It arises because they have no in-
formation about the service completely (Bettman,
1973) and inherent characteristic such as lack of
standards and guarantees (Jia etal., 1999; Mitchell,
1999; Cunningham et al,, 2005), so they can’t an-
ticipate the consequences of using these services
(Cox & Rich, 1964; Jia et al., 1999; Featherman &
Hajli, 2016). Therefore, individuals tend to avoid
and will not use an online service when they felt
that risks in using these service too high (Cox &
Rich, 1964; Mitchell, 1999).

H4: Physical risk has a negative impact on in-
tention to use mobile applications.
HS: Psychological risk has a negative impact

on intention to use mobile applications.

Intention to Use to Usage Behavior Mobile
Applications

Previous studies suggest that individual
behavior in using a product or service through
technology depends on their intention to use
(Davis, 1989; Davis et al., 1989; Venkatesh
& Davis, 2000; Venkatesh et al., 2003, 2012).
Moreover, individual behavior in using online
transportation service through mobile applica-
tions depends on their intention to use. When
individuals have a high intention to use they will
tend to exhibit the real behavior such as down-
load the applications, order and giving feedback
towards the online transportation service. The-
refore, the intention would encourage and de-
termine behavior to use online transportation
service through mobile applications.
H6: Intention to use has a positive impact on

usage behavior mobile applications.

METHOD

This study conducted in online transporta-
tion service customers in several cities in Indone-
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sia, particularly in Jakarta, Bandung, Yogyakarta
and Surabaya, and those that had been using for
at least three months as our criteria for purposi-
ve sampling (judgement) (Cooper & Schindler,
2014). These cities have a majority internet
technology user, particularly in smartphone or
mobile (APJII, 2016, 2017). Moreover, the ma-
jority of users from these cities are also a produc-
tive users, so that users from these cities could
represent customers perception about online
transportation service in Indonesia. An online
questionnaire using a five-point Likert scale was
conducted to collect the data from respondents.
We adopted and adapted all measurements from
previous literatures. Items of percieved useful-
ness and perceived ease of use were adapted from
(Davis, 1989; Natarajan et al, 2017). Items of
perceived usefulness reflect the benefits of using
a service with mobile application such as “online
transportation service mobile application will be
useful in my life”. Items of perceived ease of use
reflect the easily to get a service using mobile ap-
plication such as “It is easy to find a transporta-
tion service with using an online transportation
service mobile application”.

Table 1 presents the profiles of respon-
dents, it can be seen that most of the respondents
are male (62%) whom their age are between
21-3S years old and live in Jakarta with income
less than 2 million rupiahs. Most of the respon-
dents use motorcycle and taxi online as their
main transportation since motorcycle is the most
owned vehicle of the respondents. Most of them
have used the mobile applications for 1-2 months
and use it almost everyday.

Items of percieved social influence and
intention to use were adapted from (Venkatesh
et al,, 2012). Items of social influence reflect the
social information from the closest people to use
mobile application such as “People who influ-
ence my behavior think that I should use online
transportation service mobile application”. Items
of intention to use reflect the intention to use a
service with mobile application in future such as
“In the future, I will always try to use online trans-
portation service mobile application in my daily
life”. Items of perceived physical risk were adapt-
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ed from (Carroll et al., 2014). Items of perceived
physical risk reflect the possibility of physical vio-
lence of using a service with mobile application
such as “Using online transportation service mo-
bile application makes me worry becoming a vic-
tim of harassment”. Items of perceived psycholog-
ical risk were adapted from (Stone & Grenhaug,
1993). Items of perceived psychological risk re-
flect the possibility of psychological violence of
using a service with mobile application such as
“Using online transportation service makes me
feel anxious or agitate or worry because the driv-
er observe on my appearance and body shape”.
Items of usage behavior were adapted from (van

Table 1. Profiles of Repondent

Persen-
Characteristics Item tase (%)
Sex Male 62
Female 38
Age < 20 Years 34.9
21-35 Years 61.8
> 35 Years 3.3
Income No income 12.7
< 2 milion
rupiah 35.1
2.1-3.5 milion
rupiah 24.9
> 3.5 milion
rupiah 273
Transportation ~ Online motor-
services used cycle 25.2
Online taxi 2.1
Motorcycle &
taxi online 72.7
Experience < 6 months 11.1
(length of use) 712 months 19.9
1-2 months 44.8
> 2 months 24.2
Habit (frequen-  Everyday 73.8
cy of use) Every week 10.2
Every month 7.9
Rarely 8.1
LOC&tiOIl Jakarta 5 1
Bandung 10.3
Yogyakarta 28.8
Surabaya 9.9
Owned vehicle ~ Motorcycle 61.4
Car 11.7
Motorcycle and 2.3
car
none 24.6
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Raaij & Schepers, 2008). Items of usage behavior
reflect the behavior in using an online service with
mobile application such as “In the last 3 months, I
have already ordered more than five times online
transportation services on mobile applications”
All questions were related to issues at in-
dividual level in using online transportation ser-
vice by mobile applications. The questionnaire
was distributed over 3 days in Jannuary 2018
through advertising in 3 Instagram account of
the community from transportation online in
Indonesia such as @gojek24jam, @dramaojol.
id and @jogjafood, which is each account has
hundreds of thousands followers in Indonesia.
These ads appear on instastory each account for
24 hours. We received 1449 complete question-
naires. After eliminating 66 unusable response,
we verified 1383 valid questionnaires coming

Table 2. Loading and Cross Loading

from different cities (705 from Jakarta, 143
from Bandung, 398 from Yogyakarta, and 137
from Surabaya).

RESULT AND DISCUSSION

Evaluation of the Measurement Model

To test construct validity of all variables
(technology acceptance model-two variables,
social influence, perceived risk-two variables) in
this research using confirmatory factor analysis
(CFA); to ensure all of measured items reflected
the variables that those items were designed to
measured (Hair etal,, 2014). We used convergent
and discriminant validity to assess the construct
validity (Hair etal., 2010; Hair etal,,2014). Table
2 shows all item measurements with loadings and
cross-loading greater than 0.7 (Hair et al., 2014).

Perceived  Perceived Social Physical Psychologi- Intentionto  Usage
Usefulness Ease of Use Influence Risk cal Risk Use Behavior
PU1 835 -.009 -.085 015 -012 -.010 036
PU2 811 019 -.053 -.021 004 -014 -.013
PU3 874 -.020 -.026 .006 .008 -012 049
PU4 .836 -.096 071 048 -.026 067 022
PUS 720 125 .107 -.058 .031 -.036 -112
PEU1 -.047 691 -.047 016 002 .003 .046
PEU2 -.041 .877 -.071 .030 -015 -.011 .097
PEU3 -.005 .887 -.032 017 -.005 -.050 028
PEU4 .093 813 043 -014 .002 025 -116
PEUS -.059 .808 084 -012 -.002 056 -.031
PEU6 054 .850 024 -.037 019 -.017 -.026
SI1 053 -.027 .861 -.002 -.006 084 .005
SI2 -.081 -.001 903 010 -.021 -.031 -014
SI3 030 027 .890 -.008 028 -.049 010
PHRI1 026 -.011 056 .878 -.102 .006 -.056
PHR2 -.006 -016 .008 902 048 .029 -.033
PHR3 .000 .003 -.003 910 -.044 .009 -013
PHR4 -.007 016 -.030 .889 .103 018 -.005
PHRS -.033 -.004 -.009 .872 -.076 -.002 050
PHR6 .020 013 -.022 .868 .070 -.061 059
PSR1 -.006 -.018 010 -.024 .886 -.015 018
PSR2 -018 037 .009 -.048 919 -.008 -.008
PSR3 012 -013 -.002 .050 928 .006 -.002
PSR4 011 -.006 -016 021 931 016 -.006
U1 .078 .084 -072 010 -.016 .872 .008
102 -.037 -.026 .000 .005 011 .940 .039
U3 -.037 -.054 071 -015 004 .899 -.048
USE1 123 093 .031 -012 -011 -.059 .832
USE2 -.032 -.054 -.039 .002 -.001 026 927
USE3 -.080 -.030 011 .009 011 028 911

Notes: bold values are loading for items are above the recommended value of .7
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CFA of all items in this research had loading abo-
ve 0.720, with correlation among variables below
0.590. From Table 2, we can observe each loading
and cross-loading from all item measurements,
thus confirming construct validity.

To test discriminant validity, we used
Fornell-Larcker criterion as suggested by (Hair
et al, 2014). We compare the square root of the
average variance extracted (SRAVE) from every
variables to correlations among variables in the
model. If the SRAVE’s value of each variable is
greater than the correlation between that variable
and other variables, it suggest that the variables
in this research are distinct from one another.
Table 3 shown that all variables have a SRAVE’s
value greater that the correlation between them
and all other variables. These result indicate that
all variables are truly distinct from other variables
by empirical standards. Based on these result, the
measurement model exemplify adequate conver-
gent validity and discriminant validity.

To test the reliability of this measurement,
researcher used the cronbach’s alpha coefficient
and composite reliability with the rule of thumb
of 0.7 (Hair et al.,, 2014). Table 4 summarizes
the cronbach’s alpha and composite reliability.
Cronbach’s alpha value ranged from 0.861 to
0.946 and composite reliability value ranged from
0.909 to 0.957. Based on these result, researcher
can conclude that this measurement are reliable.

Evaluation of the Structural Model

To test H1, H2 and H3, partial least squa-
re structural equation modeling (PLS-SEM,
WarpPLS 6.0) was used, with technology ac-
ceptance model, social influence, perceived risk,
intention to use and usage behavior being seven
variables (Figure 1). The model fit statistics was
satisfactory (ARS = 0.315, AVIF = 1.474, and
APC = 0.221). The R? values were 0.44 and
0.19, suggesting that 44% variance in extent of
intention to use can be explained by technolo-

Table 3. Descriptive Statistics and Correlations of the Variables (N = 1383)

Variabel Mean SD AVE SRAVE PU PEU SI PHR PSR 1IU USE
PU 4.622 507 .667 817 1

PEU 4702 472 678 .823 5900 1

SI 3924 893 .783 .885 491° 348 1

PHR 2.608 1.117 .786 .887 -118 -117¢ -0S81¢ 1

PSR 2.363 1.303 .839 916 -042  -.060° .051¢ S75 1

IU 4243 789 817 904 .561° .503* 4874 -147¢  -01S 1

USE 4.532 772 793 .891 .507¢ 448° 3640 -095*  -.023 4317 1

Note: significance: *p-value < .001. *p-value < .0S. °p-value < .1. AVE = average variances extracted; SRAVE = square root of average
variances extracted; PU = Perceived usefulness; PEU = Perceived ease of use; SI = Social influence; PHR = Physical risk; PSR = Psy-

chological risk; IU = intention to use; USE = usage behavior.

Table 4. Result of Reliability Test

Variables Measurement Items Cronbach’s A Cor.np(_)s_ite Number of
Reliability Items

Perceived usefulness PUI1, PU2,PU3, PU4, PUS -.874 -.909 5(5)

Perceived ease ofuse ~ PEUI, PEU2, PEU3, PEU4, -.903 -.926 6 (6)
PEUS, PEU6

Social influence SI1, S12, SI3 -.861 -91§ 3(3)

Physical risk PHRI, PHR2, PHR3, PHR4, -.946 -.957 6(6)
PHRS, PHF6

Psychological risk PSR1, PSR2, PSR3, PSR4 -936 -954 4(4)

Intention to use U1, 102,103 -.888 -931 3(3)

Usage behavior USE1, USE2, USE3 -.869 -920 3(3)

Note: final items numbers (initial numbers)
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Figure 1. Research Model

gy acceptance model, social influence and per-
ceived risk and 19% variance in extent of usage
behavior can be explained by intention to use.
Path coeflicient from perceived usefulness to
intention to use (p = 0.29, p-value < 0.01), per-
ceived ease of use to intention to use (f = 0.23
p-value < 0.01) and social influence to intention
to use (P = 0.24, p-value < 0.01) were significant
(Table 4). Based on these result, H1, H2, H3 are
supported.

Further, to test H4 and HS the relation-
ship between perceived risk, intention to use
and usage behavior. Path coeflicient from phy-
sical risk to intention to use (p = -0.10, p-value

Table S. Path Coefficients and Hypothesis Testing

p=0.44
{P<.01)

R’=0.19

< 0.01) and intention to use to usage behavior
(B = 0.44, p-value < 0.01). Unfortunately, we
find a non significant path coeflicient (p = -
0.02, p-value<0.25). The f-squared effect size
value was 0.003 (Table S), suggesting percei-
ved psychological risk has a small effect size in
order to affect intention to use online transpor-
tation service (Hair et al., 2014). Based on the-
se result, H4, HS are supported, whereas H6
is not.

This study provides support on the in-
fluence of technology acceptance model such as
perceived usefulness, perceived ease of use and
social influence in using mobile applications in

. . . Coeffi- > Standard  Effect
Hyphotesis  Relationship cient R error Size Supported
H Perceived usefulness = Intention 290 44 .030 167

1 to use Yes
H Perceived ease of use = Intention 23° .027 118
2 to use Yes
H Social influence = Intention to 24 .028 119
3 use Yes
H, Physical risk = Intention to use -10° 023 030 yes
i i i -.024 .023 .003
H, Psychological risk = Intention to b s No
use .
H Intention to use = Usage 44 .19 .028 .194
. Yes
s Behavior
Goodness of Fit ARS=.315% AVIF=1.474¢; APC=.221°

Note: significance: *p-value < 0,001, *p-value < 0,05, ‘Good if < S, ‘non-significance.
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the online transportation service in Indonesia.
Using partial least square structural equation
modeling (PLS-SEM) technique to test the
hypothesis. We also examine the impact of in-
tention to use on usage behavior in using mo-
bile applications. As an extension of the percei-
ved risk study, we explore the role of perceived
risk physical and psychological in the violence
context to predict intention to use. By using the
PLS-SEM Approach, we also examine the qua-
lity of measurements assessed by looking at the
validity and reliability of the measures carried
out. The results shows that our measurements
are at par with the criteria set up by other estab-
lished researchers. As such, the measures in the
model are valid and reliable.

Our study provides evidence to support
that technology acceptance model is a models
to understand how individuals receive and use
technology for economic purpose particular-
ly using mobile applications. Individual beha-
vior in using an online service through a mo-
bile applications is depends on their intention
to use it and its determined by internal beliefs
(Davis, 1989; Davis et al., 1989; Venkatesh &
Davis, 2000; Venkatesh et al., 2003, 2012). Ho-
wever, our assumptions is different from others
perspectives saying that internal beliefs only af-
fect intention to use through attitudes (Davis et
al,, 1989; Hu et al., 1999). We argue that both
beliefs are determinants of intention to use a
technology directly because cognition or ratio-
nal judgment can affect individual intentions
(Bagozzi, 1982; Venkatesh & Davis, 2000). In
other words, the motivation or encouragement
of individual feelings and other non-affective
processes tend to dominate their intentions and
behaviors (Bagozzi, 1982).

More importantly, our study provides
new evidence on how individuals accept and
use a technology particularly in the context of
online services. In this paper, we examine the
effect of technology acceptance model that is
consisted of perceived usefulness, perceived
ease of use and social influence on intention
to use, and intention to use on usage behavior
of mobile applications. The finding of this pa-
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per confirm that three variables in technology
acceptance model have a significant impact on
intention to use, and intention to use also has a
significant impact on usage behavior. In despi-
te of perceived usefulness has a greater impact
rather than perceived ease of use (Davis et al,,
1989; Davis, 1993; Hu et al., 1999; Venkatesh
& Davis, 2000). This makes sense because indi-
viduals more emphasize benefits gained when
using a technology, after that individuals consi-
der the ease or difficulty of using the technology
(Davis, 1989; Hu et al., 1999). We also exami-
ne the effect of social influence on intention to
use an online service with mobile applications.
The finding of this paper confirm that social in-
fluence has a significant impact on intention to
use. It’s because individuals emphasize desire to
gain status and influence within social groups
when using a technology so that their behavior
depends on their belief in the other people’s
opinions (French & Raven, 1959; Venkatesh
& Davis, 2000; Venkatesh et al., 2003, 2012).
Furthermore, this paper also confirm that usage
behavior toward online transportation services
mobile applications depends on their intention
to use them (Davis et al., 1989; Venkatesh &
Davis, 2000; Venkatesh et al., 2003, 2012). It’s
because when individuals have a high intenti-
on to use online transportation services mobile
applications they will tend to exhibit the real be-
havior such as download the applications, order
and giving feedback towards the service.

Our study also sheds new light on how
individuals reject a technology in the context of
online services. In this study, we examined the
effect of perceived risk in the context of violence
that is consisted of physical risk and psycholo-
gical risk on intention to use online transporta-
tion service mobile applications. The finding of
this paper confirm that physical risk has a signi-
ficant effect on intention to use, while psycholo-
gical risk does not. This makes sense because of
lack of standards and guarantees that can reduce
consumer’s confidence and increase risk in the
context of services (Mitchell, 1999; Cunning-
ham et al., 2005). The possibility of physical vi-
olence such as harassment, kidnapping, robbery
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and so on has a greater impact, while psycho-
logical violence in verbal or non-verbal such as
ﬂattery, terror, observe and comment on the
appearance and the body of individuals and so
on, are not. Therefore, individuals tend to avoid
and stop to use online transportation services
because they feel that physical violence that may
arise from using these services has a greater risk
than psychological violence (Cox & Rich, 1964;
Mitchell, 1999). In addition, it may be due to
the Indonesian people’s view of psychological
violence verbally is not a threat that can harm
personal safety, so they will continue to use the-
se services to travel anywhere such as to offices,
schools, colleges, tours and so on. Further, ma-
jority respondents of this study are men, so they
tend not to feel that flattery, terror, observe and
comment on the appearance and the body of in-
dividuals and so on is a threat.

Practically, this research indicates that any
Indonesia companies, especially in the trade
sector of products and services to utilize the in-
ternet technology system, namely mobile app-
lications to support the company’s operations.
The mobile applications is expected to be able to
encourage companies offer and sell products or
services conventionally and online at the same
time. The benefits provided by these technolo-
gies are expected to motivate users to have the
desire to transact online and to shape in the real
behavior, even though their opinions on the
risks of using it can hinder their intentions. In
addition, the technology plays an important role
for companies to adapt and competitive in the
digital age because it will provide opportunities
for companies to create better strategic positions
by applying them to the company’s value chain
(Porter, 2001). This way, decision makers must
adopt a mobile applications in order to be able
to serve more users from various regions and be
aware of the risks that may arise and can harm
their users, especially in the violence context.

CONCLUSION AND RECOMMENDATION

We conceptualized technology acceptan-
ce model, social influence and perceived risk
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and examined its impact on intention to use and
usage behavior in using a mobile applications of
online transportation services in Indonesia. This
research exhibits a positive and significant im-
pact of technology acceptance model and social
influence on intention to use and positive and
signiﬁcant impact of intention to use on usage
behavior, particularly for economic purpose by
using mobile applications. It also shows a negati-
ve and significant of physical risk on intention to
use, whereas psychological risk not. This means
that usage behavior depends on their intention
toward the technology (mobile applications)
and intention to use depends on internal beliefs
about the technology. Technology acceptance
model emphasized the benefit and ease of use to
motivate individual to use a technology. Social
influence emphasized social information from
the closest people that depends on their belief in
the others opinion to motivate individual to use
a technology, meanwhile perceived risk empha-
sized uncertainty and consequences which be-
come the determinant factors that deter of using
the technology.

This study provides guidance for future re-
search. First, this research only focuses on service
industries in Indonesia. Future research should
extend this research by conducting comparati-
ve studies between service and consumer goods
industries to test the effects of technology accep-
tance model and perceived risk. Second, this re-
search only focuses on the perceived risk in the
context of physical and psychological violence as
a barrier factor for individual intention to use a
mobile application. Future research can extend
this research by conducting comparative studies
between countries with significant cultural dif-
ferences such as high context and low context to
examine the effect of perceived risk. Finally, this
study only focuses on perceived risk in the physi-
cal and psychology, whereas risk perception itself
is a multidimensional construct (Taylor, 1974;
Peter & Tarpey Sr., 1975; Stone & Grenhaug,
1993; Mitchell, 1999; Forsythe & Shi, 2003;
Cunningham et al., 2005; Carroll et al,, 2014;
Yang et al,, 2015). Future research is expected to
extend the other forms of perceived risk such as
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performance, financial, social and time risks in
the context of violence and testing its influence
on intention to use a mobile applications.

This paper has its limitation in the con-
text of perceived risk particularly in physical and
psychological violence. Future research could ex-
tend perceived risk in the other context and with
the other form such as financial, time, social and
product risks. Moreover, future research could
perhaps conduct comparative study on a custo-
mer who come from the different culture such as
high context and low context culture so that de-
terminant and impediment factors in using appli-
cation mobile could be better understood.
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