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Behaviour Intention of Digital Banking Adoption
UTAUT2 and Covid-19 Pandemic as Factors 

Popy Novita Pasaribu1*, Auzi Naufal Rabbani2 

1 Universitas Ibn Khaldun Bogor 
2 Universitas Bina Nusantara 

*Corresponding author. Email: pnovita@yahoo.com

ABSTRACT 

This research studied the behaviour intention (BI) of adoption digital banking using UTAUT2 and covid-19 

pandemics as factors with sex and type of digital banking as control variables and the relations were moderated 

by education and frequency of using digital banking. The locus was DKI Jakarta. The total samples were 329 and 

used purposive methos as sampling procedure. Data analysis used regression analysis with the help of SPSS 26.0 

software, The factors that influence significantly were Effort Expectancy, Social Influence, Hedonic Motivation, 

Price Value and Habit. Only the Effort expectancy factor had a negative influence. While the Performance 

Expectancy factor and Facilitating conditions in using digital banking did not have a significant effect. Covid-19 

Pandemic with three indicators also did not affect BI. Adopting digital banking in the end of second year of 

pandemic era already became a new norm. Sex (female, male) and Digital banking type (mobile banking, internet 

banking or both) were proven as control variables. Frequency of using digital banking moderated Social Influence, 

Hedonic Motivation, Price Value and Habit towards behaviour intention in using digital banking.  Education 

background moderated Hedonic Motivation to behaviour intention and Habit to behaviour intention of adoption 

mobile banking by the residents of DKI Jakarta.     

Keywords: Digital Banking, Utaut2, Behaviour Intentions, Covid-19 Pandemic, Moderating variables 

1. INTRODUCTION

The digital banking industry offers many digital

facilities, including in the form of mobile banking and 

internet banking. This is in line with the National Non-

Cash Movement (GNNT) which was launched by Bank 

Indonesia since August 14, 2014. On the other hand, 

according to Deloitte Indonesia, in 2013, almost 60% of 

all Indonesians who should have used banking facilities, 

did not have a bank account [1]. McKinsey studies 

conclude that Indonesian consumer acceptance is very 

open to digital banking. Data from the 2017 survey 

results from 900 users of banking facilities, there was 

37.6% of non-digital respondents who would have used 

digital banking [2]. Internet penetration in Indonesia has 

shown a positive trend over the last decade. Starting from 

500,000 users in 1998 and reaching 196,714,070 internet 

users in the second quarter of 2020 with a growth of 8.9% 

from the previous year. Respondents who have mobile 

banking are 43.3% while respondents who have internet 

banking are 31.8%. Furthermore, in terms of the 

frequency of financial services and products using the 

internet, respondents with frequent use of financial 

services and products chose mobile banking by 7.4%, 

while for internet banking 3.9% and fintech 5.5% [3]. 

The penetration rate of internet users in Indonesia is 

high according to the APJII survey in 2020, which is at 

73.7% of the total population of Indonesia. Likewise, the 

percentage of internet users in DKI Jakarta based on the 

total population is the highest compared to other 

provinces in Java, which is 85% with a growth of 5.7% 

from the previous year. However, the results of the APJII 

survey show that in Indonesia there are still 56.7% of 

respondents who do not have a mobile banking 

application and 61.2% has no internet banking. Of the 

percentage who have mobile banking, 22% of them never 

use mobile banking applications and 26% from internet 

banking owners that are not using it [3].  

The COVID-19 pandemic that has hit the world and 

including Indonesia has accelerated digital society, 

including in finance and banking. Hamilton stated that 

there has been a digital banking trend in the new normal 

era [4]. During this pandemic, the use of mobile banking 

channels of Bank BNI year on year grew by almost 50 

percent. So the growth of people in the use of digital 

channels has reached 46 percent [5]. The adoption of 
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digital financial behaviour and changes in the behaviour 

of our society towards a digital economy have been 

accelerated by the Covid-19 pandemic. Sri Mulyani, 

Minister of Finance, said that the digital economy, 

including digital banking, is not talking about single-digit 

linear growth, but exponential growth. The total sales 

value of the digital economy merchandise value in 

Indonesia in 2021 will reach US$70 billion, which is the 

largest value in Southeast Asia [6].    

Literature review on an adoption of internet banking 

in developing countries conducted by Hama Khan from 

28 articles which were selected from a total of 110 found 

that The Technology Acceptance Model, Theory of 

Reasoned Action, Theory of Planned Behaviour, Unified 

Theory of Acceptance and Use of Technology (UTAUT) 

and Self Designed models have been used by most of the 

researchers in this review with a higher frequency of the 

Technology Acceptance Model [7].  UTAUT has used for 

many researches for behaviour intention on adoption 

technology [8]–[13]. Acceptance of digital banking 

during covid-19 pandemic has been studied by [14]–[16] 

and [17].  This research was studied the behaviour 

intention of adoption digital banking using UTAUT2 and 

covid-19 pandemics as factors. The novelties of this 

research were the use of sex and type of digital banking 

(mobile banking, internet banking) as control variables 

and the relations were moderated by education and 

frequency of using digital banking. 

2. LITERATURE REVIEW

2.1. Digital Banking 

Mobile banking is one of the interface technology 

innovations that allows customers to access the banking 

system via mobile phones anywhere and anytime, 

whereas internet banking only need device with internet 

connection.   The advantage of mobile banking and 

internet banking facilities is that internet banking still 

requires a security number that is generated by tokens 

that function to authenticate banking transactions such as 

transfers, purchases, and payments. Therefore, in this 

case mobile banking is more practical than internet 

banking, however internet banking more secure. 

Furthermore, internet banking can be used outside the 

country of the bank due to no attachment to mobile phone 

number of customer [18]. 

2.2. UTAUT2 

The UTAUT model brings together the best 

characteristics derived from other theories of technology 

acceptance [19]. The extended UTAUT to UTAUT2 was 

adding three factors: hedonic motivation, price value and 

habit [20]. 

2.2.1. Performance Expectancy (PE) 

PE is composed of five variables from several 

previous models, namely: perceived usefulness, extrinsic 

motivation, job-fit, relative advantage, and outcome 

expectations. In terms of the use of digital banking 

applications, PE is the customer's perception of using 

digital banking which will increase banking activities. 

Customers will use digital banking services if they 

believe the system provides a positive impact on banking 

transaction activities and services. The researches shows 

that PE has a positive effect on behaviour intention to use 

digital banking [10], [11] and [21]. So that PE is expected 

to be a significant factor that directly affects the 

behaviour intention.  

2.2.2. Effort Expectancy (PE) 

EE is defined as the ease of use of a system that can 

reduce a person's effort in the form of energy and time in 

activities [19]. Research shows EE has a positive effect 

on behaviour intention [8]–[13]. 

2.2.3. Social Influence (SI) 

The use of certain technologies is influenced by social 

environmental factors such as the opinions of friends and 

family who use the technology. With a positive opinion 

or support will encourage users to start using the 

technology [19]. Previous research also explained that SI 

influences behaviour intention in using mobile banking 

[10] and [13].  

2.2.4. Facilitating Condition (FC) 

FC is an individual's level of comfort to use a system 

that is supported by technical and organizational 

infrastructure, namely explaining a person's perception 

that infrastructure in the form of equipment or knowledge 

supports the use of a system or technology [19]. FC 

features in digital banking such as demos or tutorials, 

online chat and customer care calls. Thus, FC has a 

positive effect on behaviour intention intention to use 

digital banking [10], [13].  

2.2.5. Hedonic Motivation (HM) 

HM is the extent to which a person gets pleasure from 

the technology he is currently using [20]. Research which 

states that hedonic motivation has a positive effect on 

interest in using digital banking by referring to the 

pleasant user experience or pleasure when using 

technology-based applications. The use of technology is 
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driven by the aspiration to engage in fun and entertaining 

activities [8], [9], [12], [13], [21], [22]. 

2.2.6. Price Value (PV) 

When the perceived benefits are greater than the costs 

incurred, consumers show a willingness to adopt a 

particular technology, in other words it is a trade-off 

between the costs paid and the benefits derived from 

using the technology [20]. Investigations related to the 

relationship between price value and behaviour intention 

have been carried out in several previous studies related 

to the adoption of digital banking technology. The results 

of studies state that PV has a positive effect on behaviour 

intention [12], [23], while other study find a negative 

effect [21]. 

2.2.7. Habits (HB) 

Habit shows the extent to which users tend to use 

technology automatically because of previous learning 

with the habit of using technology as an indicator. There 

is a significant influence of consumer habits on personal 

technology use as they face a diverse and ever-changing 

environment [20]. Researches shows that HB has a 

positive effect on behaviour intention [9], [12], [22]. 

2.2.8. Behaviour Intention (BI) 

Behaviour Intention (BI) is the behaviour intention to 

use technology which is the main concept in UTAUT 

[19] and UTAUT2 [20]. BI is defined as the extent to 

which a person has formulated a conscious plan of what 

behaviour to do with certain things in the future [8]. 

Researchers use BI as the dependent variable and or 

intermediate variable in the acceptance of technological 

innovation using the UTAUT model [8], [9], [12], [22], 

[23].   

2.3. Covid-19 Pandemic (Cov) 

The pandemic period encourages and changes 

conventional customers into digital banking customers 

and creates a new trend in the global banking ecosystem, 

customers going digital by using banking in the new 

normal era of the COVID-19 pandemic [4]. Several 

studies have been used the notion of pandemic era in 

adoption digital banking [15], [17]. Other studies use 

covid-19 pandemic as variable independent [24]–[26]. 

Covid-19 pandemic regarding adoption mobile 

banking  using three indicators: concerns about visiting 

bank branches or ATMs; the increase of payment online 

market or e-commerce and digital baking as life styles 

[16]. Concern on physical contact indicator of Cov is in 

line with the Cov fear variable in the study behaviour 

intention staying at home during covid-19 pandemic [24], 

[25].  The second indicator of Cov  is the increase in the 

use of online market places or e-commerce so that it 

requires mobile banking services in payments, as the 

awareness variable of the impact of Cov on online 

shopping [27].  The third indicator of Cov is the use of 

mobile banking as part of a lifestyle such as buying 

electricity tokens, cashless payments and others. This 

indicator as single indicator on the perception of Cov 

which is “Covid-19 pandemic affects my lifestyle” on the 

behaviour of mobile banking and internet banking 

adoption [14]. Cov also is being used as moderating 

variable between UTAUT2 and behaviour intention on 

mobile banking adoption [16]. 

2.4. Hypotheses 

Based on the framework, where performance 

expectancy (PE), effort expectancy (EE), social influence 

(SI), facilitating conditions (FC), hedonic motivation 

(HM), price value (PV), habit (HB) are the independent 

variables in the UTAUT2 model together with the covid-

19 pandemic (Cov) affect the behaviour intention (BI) of 

using mobile banking, so eight research hypotheses can 

be formulated. Sex of respondent and type of digital 

banking that being used (mobile banking, internet 

banking or both) was applied as control variables. 

Frequency of using digital banking and education 

background of respondent then added as moderating 

variables.  

Figure 1 Research Framework of Digital Banking 

Adoption using UTAUT2 and covid-19 pandemic. 

3. METHODS

This study was using quantitative approach. Object of 

the study was digital banking customer and locus at DKI 

Frequency 

Education 

Sex 

Type of 

Digital 

banking 
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Jakarta. The sampling technique used was the 

convenience sampling method with two criteria, first the 

respondents were residents in Jakarta and second 

respondent were digital banking users. Due to the 

pandemic conditions, the authors chose to use an online 

questionnaire using Google Form because it is easier to 

fill out, distribute and collect without any physical 

contact with the respondent. The questionnaires were 

distributed through social media, e-mail, and What’s 

App. groups, then applying snowball sampling 

technique, in which respondents who had filled out were 

asked to spread out to their communities and so on. The 

questionnaire for the model variables UTAUT2 and 

Behaviour Intention (BI)  was adopted [23] with an 

adaptation of the questionnaire which is specific for 

digital banking customer [9]. The measurement for each 

unit uses a six (6) point Likert scale from 1=“strongly 

disagree” to 6= "strongly agree".  

This questionnaire was distributed to the population 

of DKI Jakarta and got 355 respondents who gave their 

responses to this questionnaire. Of the 355 responses that 

were filled in by the respondents, there were 26 

respondents' responses that could not be processed due to 

the respondent's requirements that did not meet, so that 

329 respondents' response data were obtained which 

would then be processed for this research. 

The data was then processed using regression analysis 

using SPSS (Statistical Product and Service Solutions) 

version 26.0. Regression analysis was also carried out 

regarding the behaviour of mobile banking adoption 

using the UTAUT2 model in Vietnam [9]. Beforehand, 

instrument test was done regarding validity and 

reliability, the test of classical assumption test and then 

regression analysis. Regression analysis was done 

through couple steps. Firstly, with UTAUT2 factors and 

covid-19 pandemic, secondly as robustness test adding 

sex and type of digital banking as control variables. 

Lastly, adding moderating variables: frequency and 

education to relation of the significant factors towards 

behaviour intention. Moderating regression analysis 

(MRA) was done using the interaction of factors and 

moderating variables.  

4. RESULTS AND DISCUSSION

4.1. Results 

4.1.1. Demography of Respondents 

The demography of respondents can be seen at Table 

1. Female respondents were slightly dominant compared

to male respondents. Millennial respondents with age 25-

year-old below were dominant consist of 38.9%. 

Education background of respondent were most from 

undergraduate background which were 60.5%. 

Respondents were as workers 54.1% and next as students 

21.9%. South Jakarta was the place of resident most of 

respondents, the figure was 55%.  

Table 1 Demography of respondents. 

Characteristics N = 329 

Sum % 

Sex Female 185 56.2 

Male 144 43.8 

Age 15-20 50 15.2 

21-25 78 23.7 

26-30 30 9.1 

31-35 37 11.2 

36-40 33 10 

41-45 32 9.7 

46-50 43 13.1 

51-55 19 5.8 

>56 7 2.1 

Education Junior High 

School 

2 0.6 

High School 53 16.1 

D1/D2/D3 21 6.4 

Undergraduate 199 60.5 

Master Degree 42 12.8 

Doctoral 12 3.6 

Employability Students 72 21.9 

Housewife 24 7.3 

Self-employed / 

entrepreneur 

48 14.6 

Workers 178 54.1 

Retired 7 2.1 

Resident South Jakarta 181 55.0 

West Jakarta 44 13.4 

East Jakarta 72 21.9 

Central Jakarta 24 7.3 

North Jakarta 8 2.4 

Characteristics of respondents regarding digital 

banking adoption can be seen at Table 2. BCA digital 

bank was the most used product consist of 46.5%. Other 

banks that had less than 5% respondents used it were 

Bank Jenius BTPN, Bank CIMB Niaga, Bank Muamalat, 

Bank DKI, Bank Permata, MayBank, Bank Panin, BTN, 

BJB and Danamon Syariah.  Type of digital banking was 

dominated by mobile banking 75.4%, using both mobile 

banking and internet banking 9.7% and internet banking 

only 4.9%. Frequency of using the digital banking figures 

were seldom 12.5%, often 44.7% and always 42.9%.   

Table 2 Demography respondent based on digital 

banking behaviour. 

Characteristics Sum % 
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Bank* BCA 155 46.5 

N=333 Mandiri 52 15.6 

BNI 37 11.1 

BSI 31 9.3 

BRI 16 4.8 

Bank Sumut 8 2.4 

DBS 7 2.1 

Others 27 8.2 

Digital 

Banking 

Mobile 248 75.4 

N=329 Internet 16 4.9 

Mobile & 

Internet 

65 9.7 

Frequency Seldom (1/week) 41 12.5 

N=329 Often (2-5/week) 147 44.7 

Always 141 42.9 

*Respondent can answer more than one

4.1.2. Instrument Tests 

Instrument test showed the validity and reliability 

test. Validity test to measure whether the question items 

or instruments of each variable on the questionnaire were 

valid. The result of validity test proofed that all items 

were valid. Table 3 presented the covid-19 pandemic 

validity test, where all value of r (inter item correlate) 

above r table which was 0.11 that meant the three 

indicators were valid. 

Table 3 Validity test for covid-19 pandemic variable. 

Cov1 Cov2 Cov3 Cov._Total 

Cov1 1.000 0.595 0.685 0.547 

Cov2 0.595 1.000 0.606 0.688 

Cov3 0.685 0.606 1.000 0.534 

Cov_Total 0.547 0.688 0.534 1.000 

Reliability test is to measure how consistent an 

instrument is in measuring a concept. The reliability all 

variables were 0.6 and were declared reliable. The 

Cronbach alpha of variable covid-19 pandemic was 

0.861. 

4.1.3. Test of Classical Assumption 

Multiple linear regression model can be called a good 

model if it meets the classical assumption test, therefore 

the classical assumption test is needed before performing 

regression analysis. Classical assumption test consists of: 

Normality test, Multicollinearity test and Heteroscedastic 

test. Normality Test based on the Kolmogorov-Smirnov 

showed sig alpha less than 0.05 which meant the data did 

not distribute normally. Samples with large data should 

be normally distributed. Some experts in research also 

argue that the normality test is not a requirement for 

multiple regression tests, but only as a test of 

assumptions. As long as the results of the model test, 

namely the F test, are fulfilled, the results of the 

normality test with the Kolmogorov Smirnov test that are 

not met can be ignored [28]. The F test results found that 

F test was accepted that meant the model was good.  

To find out whether there is a high correlation 

between independent variables, a multicollinearity test is 

carried out. If there is multicollinearity between the 

independent variables, the regression coefficient for that 

variable cannot be determined. Based on the tolerance 

value, there were no variable with a tolerance value 

below 0.10; namely Performance Expectancy of 0.502, 

Effort Expectancy of 0.574, Social Influence of 0.576, 

Facilitating Condition of 0.611, Hedonic Motivation of 

0.337, Price Value of 0.613, Habit of 0.424, and Covid-

19 Pandemic of 0.752. This showed that there was no 

multicollinearity. 

The Spearman Rank Correlation Test is done by 

looking for a correlation between the residual value and 

the independent variable. Heteroscedasticity can be 

concluded to occur if there is a correlation between the 

independent variables and the residual value. Based on 

the results, the sig value in the eight independent 

variables had a value greater than 0.05, it meant no 

heteroscedasticity problem. After the Classical 

Assumption Test met the criteria, then the Multiple 

Regression Test can be carried out. 

4.1.4. Regression Analysis 

F test gave result that sig F below 0.05, meant that 

model was good fit and all the factors of Utaut2, and 

covid-19 pandemic simultaneously had a significant 

effect towards behaviour intention in adopting digital 

banking. The model gave R square 71.2% that meant only 

28.8% behaviour intention of adoption digital banking 

was explained by other than Utaut2 and Covid Pandemic 

factors.  Partially test form t test showed that performance 

expectancy, facilitating conditions and covid-19 

pandemic did not give significant effect on behaviour 

intentions (Table 4). 

Table 4 Regression Analysis Based Model. 

Variable Coefficient 

Regression 

Sig. Decision of 

Hypotheses 

Constant 7.033 0.007 Significant 

PE 0.047 0.370 Not Significant 

EE -0.130 0.006 Significant 

SI 0.106 0.002 Significant 

FC -0.045 0.292 Not Significant 

HM 0.266 0.000 Significant 

PV 0.089 0.002 Significant 

HB 0.511 0.000 Significant 

Cov 0.037 0.233 Not Significant 
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F sig = 0.0000 

R Square = 71.2% 

Next step was the robustness of model test by adding 

two control variables, sex (male and female) and type of 

digital banking (mobile banking, internet banking and 

respondent using both). Based model was the eight 

factors (Utaut2 and covid-19 pandemic) and second 

model was based model with sex and digital banking type 

as control variables. Robustness test using the value of F 

change that should not gave significant result (F change 

sig above 0.05), while the F test was good, R square was 

the same and all the significant factors were not changed. 

The result showed that F change sig was above 0.05, R 

square of second model and significant factors were the 

same which meant sex and digital banking type were 

control variables (Table 5). While the multicollinearity 

test gave no collinearity of control variable (value of 

tolerance > 0.1) 

Table 5 Robustness test with control variables. 

Based (1st ) 

Model* 

2nd Model** 

R square 0.712 0.712 

Sig F Change 0.000 0.925 

Sig F Model 0.000 0.000 

Sig T 

EE, SI, HM, PV, HB < 0.05 < 0.05 

PE, FC, Cov > 0.05 > 0.05 

Sex, Digital Banking - > 0.05 

Independent variables: 

*PE, EE, SI, FC, HM, PV, HB, Cov

** PE, EE, SI, FC, HM, PV, HB, Cov, Sex, Digital Baking 

MRA was used with the interaction of significant 

independent variables (EE, SI, HM, PV, HB) and 

moderating variables, frequency, and education.  F 

change of based model with control variables and MRA 

model was exhibited at Table 6. The results showed that 

R square of model with moderating variables was 76.2%, 

five-percent higher than second model, therefore Sig F 

change was below 0.05 which meant there was 

significant different with moderating variables. 

Table 6 MRA F Change with interaction with frequency 

and education as moderating variables. 

2nd Model MRA model 

R square 0.712 0.762 

Sig F Change 0.000 0.000 

Sig F Model 0.000 0.000 

The result of t test from MRA model found that 

frequency of using digital banking significantly 

moderating the relations of SI, HM, PV and HB, 

correspondingly education background moderating 

significantly HM and HB. Frequency negatively 

moderated the nexuses of SI, HM and PV, but positively 

on HB towards BI. Education background moderated 

negatively between HB and BI, while positively on HM 

and BI. The test of multicollinearity of the interaction 

variables resulted that the tolerance values were above 

0.1, meant no collinearity (Table 7). 

Table 7 T test of MRA and multicollinearity test of 

moderating variables. 

Beta Sig t Decision of 

Hypotheses 

Tolerance 

EExF -0.032 0.575 Not 

Significant 

.699 

SIxF -0.105 0.020 Significant .628 

HMxF -0.149 0.049 Significant .679 

PVxF -0.103 0.013 Significant .547 

HBxF 0.380 0.000 Significant .607 

EExEd 0.037 0.345 Not 

Significant 

.800 

SIxEd 0.031 0.298 Not 

Significant 

.648 

HMxEd 0.131 0.020 Significant .770 

PVxEd -0.024 0.501 Not 

Significant 

.601 

HBxEd -0.170 0.001 Significant .649 

F: frequency 

Ed: Education background 

4.2. Discussion 

The model showed that effort expectancy (EE) had 

negative influence towards behavior intention (BI) on 

adopting mobile banking among DKI Jakarta residents. 

Research conducted in Gauteng, South Africa on 

millennials in adopting mobile banking applications, 

gave the same result, although the result was not 

significant [22]. The significant negative relationship 

between EE and BI can be explained by the 

demographics of the respondents, where the respondent's 

education was dominated by higher education (bachelor, 

master and doctoral degree), 76.9%. It was suspected that 

the complexity of an innovation increases intention 

behavior to adopt new innovations such as mobile 

banking applications and internet banking because with 

higher education, respondents were already accustomed 

to solving complex problems.  

The influence of others or social influence (SI) in 

adopting digital banking also found positively 

significant. It was also supported by research in adopting 

mobile banking in Indonesia [10] and Vietnam [13]. 

However, frequency of using digital banking moderated 

negatively in relation of SI and behavior intention. It 

332 



The 4nd  International Conference on Business and Banking Innovations (ICOBBI) 2022 

7 

means, SI gives strong effect at the starting of adoption 

digital banking. 

The pleasure of using digital banking or hedonic 

motivation (HM) affected BI significantly and it was in 

line with other studies [8], [9], [12], [21], [22]. Frequency 

of using digital banking and education background found 

significant as moderating variables, but frequency’s 

effect was negative and education background’s effect 

was positive. HM affects BI more strongly with higher 

education. The implication of this, that innovation of user 

interface and user experience (UI/UX) can be maximized 

to get higher desire.  

The nexus between price value (PV) and BI was 

positive, as the same result of previous studies [12], [23]. 

Frequency was moderated negatively towards BI. It 

means PV becomes less significant along the more 

frequent using of digital banking. The implication of this, 

bank can improve features that provide added value 

without worrying about trade off with fees that will be 

imposed. 

Habit (HB) influenced positively BI and it was also 

found in other researches [9] and [12]. Frequency of 

using digital bank gave habit more effect towards BI, but 

education background of customer bank moderated 

negatively the nexus of HB and BI. The conveniency of 

using digital banking as habit becomes more stronger 

when customers use it, However, with higher education 

adoption of digital banking already as habit because it is 

a necessity. It can be explained also from the demography 

of respondents in digital banking characteristic where 

respondents have more than one bank in using digital 

bank, therefore higher education background customer 

are more familiar with digital technology.  

Two other UTAUT2 factors, namely performance 

expectancy (PE) and facilitating condition (FC) did not 

significantly affect the Behavioral Intention of using 

mobile banking for the residents of DKI Jakarta. The 

results of this study are supported by other researches 

[12], [23] where PE has no significant effect on 

Behavioral Intention (BI). FC has no significant effect on 

BI, which is in line with the results of these studies [8]–

[11].  

The Covid-19 pandemic (Cov) factor did not 

significantly affect the Behavioral Intention of using 

mobile banking for the residents of DKI Jakarta. This is 

not in line with the research in Romania [14]. This can be 

explained by the research results where the results show 

that teleshopping does not make a significant 

contribution to reducing activities outside the home due 

to the COVID-19 pandemic [29] and the research where 

the perception of the emergency of the Covid-19 

Pandemic (Cov) does not significantly affect the desire to 

stay at home [25]. The research data was taken at the end 

of June 2021, which is a year and three months since the 

COVID-19 pandemic with the first case in Indonesia, in 

contrast to the research which was carried out in 2020 

when the covid-19 pandemic was still at the start [14]. It 

is suspected that the residents of DKI Jakarta are already 

used to the Covid-19 Pandemic and becoming a new 

normal in using mobile banking, so the results show that 

it is not significant.  

R square of MRA model gave 76.2%, which meant 

Utaut2, perception of covid-19 pandemic, the interaction 

of frequency and education could explain the behavior 

intention of mobile banking adoption. Other factors that 

may include on the model to give higher R square are 

trust [9], [10]; risk [11], [12], [21] and perceived 

usefulness [13]. 

5. CONCLUSIONS

The UTAUT2 development model with the Covid-19 

pandemic perception variable in using digital banking 

affected behavioral intention. The factors that influence 

significantly were Effort Expectancy, Social Influence, 

Hedonic Motivation, Price Value and Habit. Only the 

Effort expectancy factor had a negative influence. While 

the Performance Expectancy factor and Facilitating 

conditions in using digital banking did not have a 

significant effect. Covid-19 Pandemic with three 

indicators also did not affect BI. Adopting of digital 

banking in the end of second year of pandemic era 

already became a new norm. 

Sex (female, male) and Digital banking type (mobile 

banking, internet banking or both) were proven as control 

variables. Frequency of using digital banking moderated 

Social Influence, Hedonic Motivation, Price Value and 

Habit towards behavior intention in using digital 

banking.  Education background moderated Hedonic 

Motivation to behavior intention and Habit to behavior 

intention of adoption mobile banking by residents of DKI 

Jakarta.  
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