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Abstract

The development of electronic money in Indonesia has made many people start to switch to digital
payment modes as an easy solution for conducting various non-cash transactions. The city of Bandung,
one of the most densely populated cities in Indonesia, is the city with the most digital payment users.
One of the digital payment applications used is LinkAja. This research was conducted to determine the
factors that influence the intention to continue the use of the LinkAja application in the city of Bandung.
These factors include e-service quality, customer satisfaction, perceived trust, perceived risk.
convenience, social value, attitude, and effort expectancy. This study used a quantitative method through
data collection by distributing questionnaires online to people who live in the city of Bandung as many
as 260 respondents. Data analysis techniques using Structural Equation Modeling (SEM), that is Partial
Least Square (PLS) with SmartPLS v.3.2.9 software. Based on the analysis that has been done, the
findings in this study indicate that perceived trust, convenience, and social value have a significant
positive effect on customer satisfaction. Then, customer satisfaction has a significant positive effect on
attitude. Besides that, e-service quality significant positive effect on perceived trust, customer
satisfaction, continuance intention, attitude, and effort expectancy LinkAja application users in the city
of Bandung. Meanwhile, Attitude also has a significant positive effect on continuance intention, the
perceived risk has no significant negative effect on continuance intention. However, effort expectancy
has no significant positive effect on continuance intention directly to LinkAja application users in the
city of Bandung. This study recommends that LinkAja application service providers must maintain its
service quality and create competitive advantages in service quality, so that the number of customer
satisfaction and continuance intention to continue the use of the LinkAja application in the city of
Bandung increase.
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1. Introduction

The development of electronic money in Indonesia has made many people start to switch to
digital payment modes as an easy solution for conducting various non-cash transactions. With
the various conveniences and solutions offered by digital payments that are starting to be liked
and not a few people prefer to use digital or non-cash financial services compared to using
paper money. The benefits obtained when using mobile payment compared to such
conventional payments, easy and practical, there are programs that benefit users mobile
payment, and minimize the risk of theft (Gianov, 2021).

The revenue of the digital payment industry in Indonesia reached US$ 63.6 billion and is
expected to continue to increase by US$ 52.3 billion or an increase of 72.55% in the next few
years. In addition, according to estimates in 2027, revenue will increase for ten consecutive
years to US$ 124.42 billion (Statista, 2022). Therefore, it is certain that digital payment
transactions in Indonesia will be increasingly favored by the public. The increase in digital
payments has stimulated companies in Indonesia to make mobile app server-based internet like
e-wallet to support the needs, wants and trends of consumers who are accustomed to speed,
efficiency and effectiveness when transacting through e-wallet.

According to data obtained from Statista (2020) regarding the payment methods that are often
used in Indonesia, the use of digital payment methods or mobile payment system the most
widely used in the city of Bandung, with a percentage of 36%, followed by the city of Surabaya
with a large 33% (Statista, 2020). In addition, according to the Bandung City Communication
and Information Service (Diskominfo), it revealed that as many as 2.1 million Bandung
residents actively use the internet, this number out of a total of 2.5 million Bandung city
residents (Vaujie, 2022). However, based on data obtained from Databoks (2021), LinkAja
occupies the last position as a digital payment application that is often used in Indonesia.
LinkAja obtained a brand awareness level of 75%, with 22% active users and only 4% of survey
respondents who made LinkAja the most frequently used brand. The percentage makes LinkAja
is in the lowest position among other digital payment platforms (Databoks, 2021).

This indicates LinkAja still has many tasks to be in the top position as the best digital payment
platform in Indonesia. According to Zhou quoted from Raman and Aashish (2021), the lack of
service quality can affect user satisfaction. The same research from Brusch et al. (2019), also
shows that providing superior service quality can increase customer satisfaction. Because
satisfied users tend to form a positive attitude and will make repeated use (Raman and Aashish,
2021).

2. Literature Review
2.1 Operations Management

Operations management consists of two words, namely management and operations. Operation
is a transforming activity input become output. Thus, operations management is an activity to
organize or manage resources in the transformation process input become output which will be
used to meet consumer needs (Chanif, 2016).
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2.2 Ten Strategic Operations Management Decisions

According to Heizer, Render, and Munson (2020) there are ten strategic decisions in operational
management, which are as follows:

1.

10.

Design of goods and services

Defining much of what operations require is in every other operations management
decision. For example, product design usually dictates a floor on cost and a ceiling on
quality, with major implications for sustainability and the human resources needed.
Managing quality and statistical control

Define customer quality expectations and establish policies and procedures to identify
and achieve that quality.

Process and capacity strategies

Determining how goods or services are produced (the production process) and carrying
out the management of specific technologies, quality, human resources, and capital
investments determine much of a company's basic cost structure.

Location strategies

Determine where the company will operate based on an assessment of its customers and
suppliers, while considering costs, infrastructure, and government regulations.

Layout strategies

Requires integration of capacity requirements, personnel levels, technology, and
inventory requirements to determine the efficient flow of materials, people, and
information.

Human resources, job design, and work measurement

Determine how to recruit, motivate, and retain personnel with the required talents and
skills. Humans are an integral and costly part of the total system design.

Supply chain management

Determining how to integrate the supply chain into the company's strategy, including
decisions regarding what to buy, from whom, and under what conditions.

Inventory management

Considers ordering and inventory holding decisions and how to optimize them as
customer satisfaction, supplier capabilities, and production schedules are considered.
Scheduling

Define and implement medium and short term schedules that effectively and efficiently
utilize personnel and facilities while meeting customer demands.

Maintenance

Make decisions considering facility capacity, production demands, and personnel
required to maintain a reliable and stable process.

2.3 Quality

According to ASQ (American Society for Quality) in Heizer, Render, and Munson (2020),
quality is the totality of features and characteristics of a product or service that depend on its
ability to satisfy stated or implied needs.

2.4 E-Service Quality
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Parasuraman et al. (2005) in Liu et al. (2019) defines e-service quality as a tool or instrument
to obtain a measure of the level of customer satisfaction from an internet-based service
consisting of shopping, and delivery of products or services.

2.5 Services

According to (Kotler and Keller, 2016) service is an action that can be offered by one party to
another, which basically has no form and there is no transfer of any ownership. The production
of services can be related to physical products or not.

2.6 Customer Satisfaction

Customer satisfaction refers to the satisfaction of needs, evaluation of the final and actual
results, desires and experience ratings in purchasing (Groonros, 2010). It focuses on
measurements that determine how happy customers are with the company's products and
competencies (Zeithaml & Bitner, 2013). Customer satisfaction is very important for businesses
because it can be used to identify potential market opportunities (Jawaad et al., 2019).

2.7 Continuance Intention

Continuance intention defined as the user's intention to continue using the technology
(Bhattacherjee, 2001). In addition, according to Chen (2015) continuance intention is the
intention to continue which refers to the intention of everyone to continue participating in an
activity after previously adopting it.

2.8 Conceptual Framework

The frame of mind is a conceptual model of how theory relates to various factors that have been
identified as important problems (Uma Sekaran in Sugiyono, 2021). Based on the theories
previously described, they will be analyzed critically and systematically, resulting in a synthesis
of the relationships between the variables studied. Therefore, the framework is also a synthesis
of the relationships between variables compiled from various theories that have been described
(Sugiyono, 2021).
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Figure 1. Research Conceptual Framework
Source: Raman and Aashish (2021)
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Based on research by Raman and Aashish (2021), currently many companies are focusing on
building long-lasting partnerships with consumers based on trust, especially in the early
adoption phase because it can encourage continuance intention or sustainable use. Shareeft et
al. (2018) in Raman and Aashish (2021). Trust has been considered a vital element by different
business entities. This acts as the foundation for a long-term and sustainable relationship.
Several previous studies have also confirmed a strong relationship between trust and
satisfaction (Liebana-Cabanillas et al., 2019). In addition, there is a convenience factor which
is basically a combination of place utilities, such as providing easy access to goods or services
to enable consumers to obtain or use them. Then there are time utilities, such as providing goods
and services to consumers when they are really in demand. These two factors can influence
users to adopt or reject certain technologies (Pal et al., 2015). Users anticipate that the company
providing the service will understand their requirements and be able to respond promptly.

Several researchers have identified a positive effect of convenience on user satisfaction levels
(Liebana-Cabanillas et al., 2019). Then research Mahapatra taken from Raman and Aashish
(2021), reveals that convenience is the main reason for doing online transactions. This is
contrary to one of the issues in the LinkAja application where the customer service provided is
very slow, thus making the transaction process uncomfortable (Handoyo, 2022). Basically,
convenience is a combination of place utility and time utility, namely providing easy access to
goods or services and providing goods or services to consumers when they really need them.
Furthermore, according to research Abdennebi and Debabi taken from Raman and Aashish
(2021), social value is the benefit obtained due to persuasion from the community, relatives, or
family members to use MPS. If a user uses an MPS service that offers a superior image and
creates acceptance among other users and can strengthen his social affiliation among friends,
relatives, and family, it is likely to motivate that user to continue using the service. Therefore,
social value can create a huge effect on the level of user satisfaction (Chang taken from Raman
and Aashish, 2021).

According to Chen's research (2018), the experiences that users encounter during the early
stages of using a product will ultimately determine their response to future continuance
intentions and loyalty to a product or service. This is also in accordance with the research of
Deng et al taken from Raman and Aashish (2021), where satisfied users will repeat purchasing
behavior and start using the service continuously. Patil et al revealed in the research of Raman
and Aashish (2021), that service quality helps service providers to instill trust among users by
assessing their ability to comply with the terms and conditions promised. Conversely, if a
system has a bad user interface, requires a lot of time to respond, and does not provide
guarantees to act according to the promised requirements, then the user's trust in the system will
decrease (Raman and Aashish, 2021). This is in line with the issues that are owned by the
application LinkAja, where the LinkAja application's customer service was less responsive in
solving 31 problems experienced by users and the solutions provided were inappropriate and
burdensome for application users (Raharjo, 2022).

According to Bhattacherjee in Raman and Aashish (2021), continuance intention is described
as a consumer's desire to continue using a service even after the adoption stage. Soebandhi's
research in Raman and Aashish (2021) also reveals that e-service quality and continuance
intention are positively related. When users realize that a system offers flawless service, the
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according to Lin in Raman and Aashish (2021) revealed that, when a technology offers good
service quality, users can easily learn the technology in a fast period of time. Praveena in Raman
and Aashish (2021) reveals that attitude is expressed as the positive or negative feelings that
users have towards certain technologies or services. When users have a good opinion about a
new service or technology, they can apply it in their daily life (Lee in Raman and Aashish,
2021). Then, Cox in Raman and Aashish (2021) states that perceived risk is a function of two
important things. First, the level of loss if the action results are unfavorable or not what the user
wants. Second, the consequences are associated with unfavorable purchase outcomes.
Therefore, the level of risk perception differs with the magnitude of the money involved and
the ambiguity associated with the transactions carried out in the MPS (Raman and Aashish,
2021).

According to He et al in Raman and Aashish (2021) regarding expectations, users tend to like
technology that is simple and comfortable to learn and can offer optimal benefits. This means
that the more complicated the use of technology, the more things will be used (Raman and
Aashish, 2021). This statement is also related to research conducted by Senaratne et al (2019)
where he revealed that when learning new technology requires less effort, users tend to adopt
the technology more easily. This study adopts theories based on research that has been
conducted by Raman and Aashish (2021). Where previous research found that service quality,
attitude, effort expectancy, and perceived risk significantly affect continuance intention.
Meanwhile, perceived trust, convenience, and social value do not have a significant effect on
continuance intention. The satisfaction that users get when buying or using products and
services is very important, especially during the initial product pre-adoption phase. The
experience that the user encounters during the initial stages of using a product will ultimately
determine his response towards continued use, continuation intention and future loyalty towards
a particular product or service (Chen, 2018).

A positive attitude will be formed towards the companies providing the services when the users
are happy with the services offered by them. Users will then repeat their buying behavior and
start using the service continuously for a longer period. Research in consumer behavior has
established that prior to the adoption of any service, service quality acts as an important
determinant in influencing user attitudes (Chen and Tan in Raman and Aashish, 2021). Based
on previous observations, superior service quality creates favorable attitudes among users. This
positive attitude not only helps in spreading positive word of mouth but also beneficially
influences the attitudes of other users regarding the use of MPS (Raman and Aashish, 2021).

3. Research Method
3.1 Research Design

This research uses a causal descriptive research type with quantitative methods. Descriptive
research is research that is used to gather information about existing phenomena, namely the
conditions as they were at the time the research was conducted without the intention of making
general conclusions or generalizations (Hikmawati, 2017). Causal research according to
Sugiyono (2021) is a cause and effect relationship in which the independent (exogenous)
variable affects the dependent (endogenous) variable. In addition, this study uses PLS-SEM
with SmartPLS v.3.2.9 software in analyzing data by assessing model measurement results,
evaluating structural models and testing hypotheses using non-parametric bootstrapping
techniques to test the effect between constructs or variables (Ghozali, 2021).
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3.2 Population and Sample Size

According to Sugiyono (2021), population is a generalized area consisting of research objects
and subjects that have certain qualities and characteristics determined by researchers to study
and then draw conclusions. The population in this study are users of the LinkAja application,
which currently has 83 million registered users (LinkAja, 2022). Because this research uses
software SmartPLS, according to Cohen (1992) in Hair et al.(2016) there is a requirement to
consider and determine sample size based on the number of independent variables belonging to
the research model. So, based on this opinion with the number of independent variables in this
study, namely as many as four and a significance level of 5% and a minimum R? equal to 0.10,
then the number of samples required in this study is as many as 113 respondents.

3.3 Data Collection

The questionnaire technique was carried out by giving several written statements or questions
to the respondent to answer. This questionnaire is very suitable for collecting data from many
respondents spread across many regions. This technique is efficient if the researcher already
knows the variables to be measured and what is expected of the respondents. The questionnaire
in this study using Google Form and distributed to 113 people who use the LinkAja application
and are domiciled in the city of Bandung.

3.4 Validity and Reliability Test

The reliability and validity of the measures was ensured before the start of the actual data
collection process. A pretest was conducted to test the clarity of the questionnaire and items. A
pilot study was then conducted to test the validity of the measure. In total, three domain experts
in the field of mobile marketing were identified and asked to validate the content and evaluate
the applicability, understanding, and ambiguity of scale. The suggestions received were
included in the questionnaire. The updated questionnaire was then used for pretesting and the
questionnaire was distributed to 30 respondents. After feedback was received from participants,
the questionnaire was again modified to ensure that all questions were legible and easy to
understand.

The suitability of the adapted scale is verified by conducting reliability and validity tests. The
researchers conducted trials (N 5 100), and data were examined using PLS-SEM. The internal
consistency of the constructs is measured through Cronbach's alpha. All constructs exceed the
suggested value of 0.5. Factor loading and average extracted variance (AVE) were calculated
for set convergent validity. All factor loadings are greater than 0.5 and all AVE values are
greater than 0.7. Hence, convergent validity was established (Fornell and Larcker, 1981). The
square root of the AVE for all constructs over the correlation between constructs establishes
discriminant validity (Fornell and Larcker, 1981). The actual data collection process was carried
out only after acceptable results were achieved in the trials.

3.5 Data Analysis Technique

According to Tobias (2020) Partial Least Square (PLS) is defined as a method for predicting
constructs in models with many factors and relationships collinear. PLS is designed to solve
multiple regression problems that have problems with data such as small sample sizes, data not
normally distributed multivariate, missing values, and multicollinearity problems between
exogenous variables. The purpose of PLS is to predict the effect of X on Y and to explain the
theoretical relationship between the two variables.
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3.5.1 Measurement Model Evaluation

Santosa (2018) explains that outer model is a measurement model that explains the relationship
between lateral changes and their indicators. Assessment of the measurement model for
reflective latent variables is based on loading indicators into the corresponding latent variables.
Outer model This is used to assess the validity and reliability. Outer model or model
measurement is the relationship between indicators and their latent variables. The measurement
model or outer model involves (1) estimating the accuracy of the instrument in providing
numbers without random errors and (2) assessing convergent and discriminant validity.
Convergent validity was examined by three methods: Cronbach's alpha coefficient, composite
reliability, and AVE. For convergent validity to be true, Cronbach’s alpha coefficient and
composite reliability must be greater than 0.7, and the AVE value is greater than 0.5.
Discriminant validity was checked in three ways: (1) cross-loading, which requires factor
loading on the assigned construct over cross-loading with other constructs, (2) Fornell-Larcker
criterion, which checks whether the square root of the AVE is more than the correlation between
dimensions or no and (3) heterotrait-monotrait correlation ratio (HTMT) (Henseler et al., 2015),
which examines whether the correlation ratio HTMT between the two constructs is less than
one or not.

3.5.2 Structural Model Evaluation

Assessment inner model or structural model is a test of the influence of one latent variable on
another latent variable. This test is carried out by looking at the T value of the path value to see
the significant level, as well as the R2 value for the dependent variable in the model to get the
influence of the independent variable. With a view to achieving statistical inference, a bootstrap
with 5000 samples was used. The structural model is evaluated in three steps. First, the R2
values of all constructs were assessed. Falk and Miller (1992) state that any value up to 0.1 is
considered appropriate. Second, standard path coefficients are analyzed, and as suggested by
Chin (1998) values above 0.2 are considered preferable. Third, the effect size f? is measured to
study the effect of independent latent variables on dependent latent variables. Effect sizes
greater than 0.35, 0.15 and 0.02 were considered “strong”, “moderate” and “weak” respectively.
Fourth, Standardized Root Mean Square Residual (SRMR) values were calculated, and
according to Henseler et al. (2015) a value below 0.08 is considered sufficient.

3.5.3 Hypothesis testing

H1: Perceived trust has a significant positive effect on customer satisfaction
H2: Convenience has a significant positive effect on customer satisfaction

H3: Social value has a significant positive effect on customer satisfaction

H4: Customer satisfaction has a significant positive effect on attitude

H5: E-service quality has a significant positive effect on perceived trust

H6: E-service quality has a significant positive effect on customer satisfaction
H7: E-service quality has a significant positive effect on continuance intention
H8: E-service quality has a significant positive effect on attitude

H9: E-service quality has a significant positive effect on effort expectancy

H10: Attitude has a significant positive effect on continuance intention
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H11: Perceived risk has a significant negative effect on continuance intention
H12: Effort expectancy has a significant positive effect on continuance intention
4. Findings and Discussions

Respondents in this study are people who use the LinkAja application as a means of payment
in transactions with a total of 260 respondents. By collecting the characteristics of respondents
based on gender, age, last education, occupation, and income per month. The following are the
results of the research model that has been inputted into the software SmartPLS which can be

seen in figure 2.
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Figure 2. Research Conceptual Framework

Based on figure 4.1 results of outer loadings there are three indicators that do not meet the
convergent validity criteria because of the value loading factor which is less than 0.5. These
indicators are EE1 of 0.499; PR2 of 0.360; and ESQ5 of 0.439. The indicators that have a value
of less than 0.5 are processed dropping i.e., removing the indicator from the variable. According
to Hairet al (2017) stated that indicators have a value loading factor 0.4 — 0.7 can be removed
if the indicator can increase AVE and composite reliability. The following is figure 3 of the
research model after it has been carried out.
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Figure 3. Research Conceptual Framework

The researchers followed the procedure set out by Hair et al. (2016) to evaluate measurement
models. Table 4 shows the statistics of the measurement model. All items used in the study had
adequate external loading scores, well above the prescribed standard (0.500). For construct
reliability and validity, researchers have assessed the following: Cronbach's alpha, Composite
Reliability, and AVE. All test scores have been reported in Table 1 and are also well above the
prescribed threshold of 0.700. For discriminant analysis, we used all major tests: Fornell—
Larcker criterion, cross-loading, and ratios HTMT. One of the newest approaches to testing
discriminant analysis is through ratio scores HTMT. The score is well below one (Hair et al.,
2016), and analysis of the data indicates that discriminant validity has been established. Based
on the results above, the researcher moves to the next evaluation stage, the evaluation of the
structural model.
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Table 1. Measurement model evaluation

HTMT
Latent Out'er AVE  Cronbach’s  Composite Confidence
Variable ~ \temCode  Loading 5o e Reliabiliy  rerval
>0.5 ) Does Not
Include 1
Attitude ATT2 0.766 0.580 0.775 0.734 Yes
ATT3 0.757
Continuance CI1 0.808 0.665 0.797 0.799 Yes
Intention CI2 0.823
Convenience CON2 0.819 0.631 0.816 0.773 Yes
CON4 0.769
Customer CS2 0.667 0.580 0.786 0.731 Yes
Satisfaction CS3 0.846
Effort EE1 1.000 1.000 1.000 1.000 Yes
Expectancy
E-Service ESQ4 0.730 0.564 0.728 0.721 Yes
Quality ESQ6 0.772
Perceived PR1 0.817 0.544 0.767 0.702 Yes
Risk PR3 0.619
Perceived PTI1 0.697 0.584 0.894 0.736 Yes
Trust PT2 0.826
Social Value SV1 0.740 0.591 0.785 0.743 Yes
SV2 0.704
Sv4 0.656

Hypothesis testing is done by comparing the values of the original sample, t-statistics, and p-
values (Haryono, 2017). Mark original sample aims to see the direction of hypothesis testing,
if the value of the original sample is positive then the direction is positive and vice versa, if the
value of the original sample negative, the direction is negative. Then rate t-statistics aims to
determine the effect of significance between the variables in the study, while the value p-values
to show statistical significance so as to provide results that can determine whether the research
hypothesis statement can be accepted or not. The criteria for accepting the hypothesis are
accepted if t-statistics > t-table and for value p-values < 0.05. Testing Direct effect (one-tailed)
was performed with a significance level of 5% using t-statistics of 1.65. The following is table
4.5 which is a presentation of the results of hypothesis testing.

Table 2. Structural relationships and hypothesis testing

Path {2 Effect T- Original
Coefficient Size Statistics Sample

Hypothesis Path

H1 Perceived Trust 0.038 0.020 2,081 0.341
Customer Satisfaction

Convenience =

H2 ) ) 0.003 0.050 2,830 0.207
Customer Satisfaction
H3 Social Value = 0.020 0.026 2,326 0.344
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. Path {2 Effect T- Original

Hypothesis Path Coefficient Size Statistics Sample
Customer Satisfaction

H4 Customer Satisfaction = 0.000 0.131 5230 0.228
Attitude

H5 E-Service Quality > 0.000 0283 9928 0.168
Perceived Trust

H6 E-Service Quality > 0.002 0.046 3,128 0212
Customer Satisfaction

H7 E-Service Quality > 0.011 0.031 2737 0.374
Continuance Intention

HS E-Service Quality > 0.000 0.058 3,746 0.470
Attitude
E-Service Quality >

HO Effort Expootancy 0.000 0.162  7.250 0.070

H10 Attitude > Continuance 0.000 0.135 5.193 0.178
Intention

HI1 Perceived Risk > 0.002 0.040 3,000 0.146
Continuance Intention

HI2 Effort Expectancy = 0216 0.060 1,157 0.161

Continuance Intention

Hypothesis 1 states that perceived trust has a significant positive effect on customer satisfaction.
Based on the results of hypothesis testing in table 4.5, p-values get a value of 0.038 which is
smaller than 0.05 which means perceived trust has influence over customer satisfaction. Then
look at the value of the original sample obtained by 0.341, which means a positive effect. If you
see valuet-statistics obtained by 2.081 are greater than 1.65, it is said to be significant. Based
on these results it can be concluded that hypothesis 1 is accepted, that is perceived trust has a
significant positive effect on customer satisfaction. Hypothesis 2 states that convenience has a
significant positive effect on customer satisfaction. Based on the results of hypothesis testing
in table 4.5, p-values get a value of 0.003 which is smaller than 0.05 means convenience has
influence over customer satisfaction. Then looking at the value of the original sample obtained
by 0.207 means a positive effect. If you see value t-statistics obtained at 2.830 is greater than
1.65, it is said to be significant. Based on these results it can be concluded that hypothesis 2 is
accepted, that convenience has a significant positive effect on customer satisfaction.

Hypothesis 3 states that social value has a significant positive effect on customer satisfaction.
Based on the results of hypothesis testing in table 4.5p-values get a value of 0.020 which is less
than 0.05, that is social value have influence over customer satisfaction. Then look at the value
of the original sample obtained by 0.344 means a positive effect. If you see value t-statistics
obtained at 2.326 is greater than 1.65, it is said to be significant. Based on these results it can
be concluded that hypothesis 3 is accepted, that is social value has a significant positive effect
on customer satisfaction. Hypothesis 4 states that customer satisfaction has a significant
positive effect on attitude. Based on the results of hypothesis testing in table 4.5p-values get a
value of 0.000 which is less than 0.05, that is customer satisfaction has an influence over
attitude. Then look at the value of the original sample obtained by 0.228 means a positive effect.
If you see value t-statistics obtained at 5.230 is greater than 1.65, it is said to be significant.
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Based on these results it can be concluded that hypothesis 4 is accepted, that is customer
satisfaction has a significant positive effect on attitude.

Hypothesis 5 states that e-service quality has a significant positive effect on perceived trust.
Based on the results of hypothesis testing in table 4.5p-values get a value of 0.000 which is less
than 0.05, that ise-service quality has influence overperceived trust. Then look at the value
original sample obtained by 0.168 means a positive effect. If you see valuet-statistics obtained
at 9.928 are greater than 1.65, it is said to be significant. Based on these results it can be
concluded that hypothesis 5 is accepted, that e-service quality has a significant positive effect
on perceived trust. Hypothesis 6 states that e-service quality has a significant positive effect on
customer satisfaction. Based on the results of hypothesis testing in table 4.5p-values get a value
of 0.002 which is less than 0.05, that is e-service quality has influence over customer
satisfaction. Then look at the value of the original sample obtained by 0.212 means a positive
effect. If you see value t-statistics obtained at 3.128 are greater than 1.65, it is said to be
significant. Based on these results it can be concluded that hypothesis 6 is accepted, that e-
service quality has a significant positive effect on customer satisfaction.

Hypothesis 7 states that e-service quality has a significant positive effect on continuance
intention. Based on the results of hypothesis testing in table 4.5p-values get a value of 0.011
which is less than 0.05, that is e-service quality has influence over continuance intention. Then
look at the value of the original sample obtained by 0.374 means a positive effect. If you see
valuet-statistics obtained at 2.737 are greater than 1.65, it is said to be significant. Based on
these results it can be concluded that hypothesis 7 is accepted, that e-service quality has a
significant positive effect on continuance intention. Hypothesis 8 states that e-service quality
has a significant positive effect on attitude. Based on the results of hypothesis testing in table
4.22p-values get a value of 0.000 which is less than 0.05, that ise-service quality has influence
over attitude. Then look at the value of the original sample obtained by 0.470 means a positive
effect. If you see value t-statistics obtained at 3.746 are greater than 1.65, it is said to be
significant. Based on these results it can be concluded that hypothesis 8 is accepted, that is e-
service quality has a significant positive effect on attitude.

Hypothesis 9 states that e-service quality has a significant positive effect on effort expectancy.
Based on the results of hypothesis testing in table 4.5p-values get a value of 0.000 which is less
than 0.05, that is e-service quality has influence over effort expectancy. Then look at the value
of the original sample obtained by 0.070 means a positive effect. If you see valuet-statistics
obtained at 7.250 is greater than 1.65, it is said to be significant. Based on these results it can
be concluded that hypothesis 9 is accepted, that is e-service quality has a significant positive
effect on effort expectancy. Hypothesis 10 states that attitude has a significant positive effect
on continuance intention. Based on the results of hypothesis testing in table 4.5p-values get a
value of 0.000 which is less than 0.05, that is attitude have influence over continuance intention.
Then look at the value of the original sample obtained by 0.178 means a positive effect. If you
see valuet-statistics obtained by 5.193 is greater than 1.65, it is said to be significant. Based on
these results it can be concluded that hypothesis 10 is accepted, that is attitude has a significant
positive effect on continuance intention.

Hypothesis 11 states that perceived risk has a significant negative effect on continuance
intention. Based on the results of hypothesis testing in table 4.5p-values get a value of 0.002
which is less than 0.05, that is perceived risk have influence over continuance intention. Then
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valuet-statistics obtained by 3,000 is greater than 1.65, it is said to be significant. Based on
these results it can be concluded that hypothesis 11 is rejected, that is perceived risk does not
have a significant negative effect on continuance intention. Hypothesis 12 states that effort
expectancy has a significant positive effect on continuance intention. Based on the results of
hypothesis testing in table 4.5p-values get a value of 0.216 which is greater than 0.05, that is
effort expectancy has no effect on continuance intention. Then look at the value of the original
sample obtained by 0.161 means a positive effect. If you see valuet-statistics obtained by 1.157
is smaller than 1.65, it is said to be insignificant. Based on these results it can be concluded that
hypothesis 12 is rejected, that is effort expectancy does not have a significant positive effect
on continuance intention.

5. Conclusion

This research was conducted with the aim of identifying the influencing factors continuance
intention LinkAja application users in the city of Bandung significantly. As for these factors
such ase-service quality, customer satisfaction, attitude, perceived trust, convenience, social
value, effort expectancy, and perceived risk. This research obtained 260 respondents who are
users of the LinkAja application in the city of Bandung. In analyzing the relationship between
variables, this study uses data analysis techniques Partial Least Square (PLS) with software
SmartPLS v. 3.2.9. Based on the analysis that has been done previously, several conclusions
were obtained. Consumer perception of e-service quality in the LinkAja application can be
concluded based on the descriptive analysis of the variables e-service quality, where the average
score reaches 4.15 and is included in the good criteria. So, it can be said that according to
consumer perceptions, the application LinkAja provide timely and personalized services
according to the needs of the users. Based on the results of the analysis of hypothesis 1 it can
be concluded that perceived trust has a significant positive effect on customer satisfaction
LinkAja application users in the city of Bandung. Based on the results of the analysis of
hypothesis 2, it can be concluded that convenience has a significant positive effect on customer
satisfaction LinkAja application users in the city of Bandung. Based on the results of the
analysis of hypothesis 3, it can be concluded that social value has a significant positive effect
on customer satisfaction LinkAja application users in the city of Bandung.

Based on the results of the analysis of hypothesis 4, it can be concluded that customer
satisfaction has a significant positive effect on attitude LinkAja application users in the city of
Bandung. Furthermore, the results of the analysis of H5, H6, H7, H8, and H9 state that e-service
quality has a significant positive effect on perceived trust, customer satisfaction, continuance
intention, attitude, and effort expectancy LinkAja application users in the city of Bandung. Then
the results of the analysis of hypothesis 10 stated that attitude has a significant positive effect
on continuance intention LinkAja application users in the city of Bandung. Based on the results
of the analysis of hypothesis 11, it can be concluded that perceived risk does not have a
significant negative effect on continuance intention LinkAja application users in the city of
Bandung. While based on the results of the analysis of hypothesis 12, it can be concluded that
effort expectancy does not have a significant positive effect on continuance intention directly
to LinkAja application users in the city of Bandung.

Based on the results of data analysis and hypothesis testing it was found that customer
satisfaction acts as an important determinant that indirectly affects continuance intention. When
users are satisfied with the LinkAja application, then they can form a positive attitude and in
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decreases, it can cause the user to stop using the LinkAja application. Therefore, the LinkAja
application service provider must always carry out certain initiatives such as implementing a
simpler payment system with a user interface or easy-to-use app interface. This will not only
enrich the user experience but also increase the satisfaction level of LinkAja application users
in the city of Bandung. Though perceived risk does not have a significant negative effect on
continuance intention for LinkAja application users in the city of Bandung, it is a good idea for
LinkAja application service providers to always ensure the security of data or transactions made
by users. There are several strategies that companies can implement. First, display a video
illustrating the use of the LinkAja application for payments which is shown to users for the first
time so they can understand various features related to security in using the application. Second,
the LinkAja application may consider including security features such as biometric
identification or a multi-level authentication process for logging in, so that LinkAja application
users feel safe. Third, the company must have a proper complaint handling mechanism in place
to resolve issues quickly. The LinkAja application can add an easily accessible “Help” button
feature, so that it will reduce the user's anxiety level when there is a problem. The most
important factor in this study is the quality of service or e-service quality. It is very important
for LinkAja application service providers to offer quality services, so that users have confidence
in the capabilities and responsiveness of service providers. However, if service providers
provide slow service, the satisfaction level of LinkAja application users tends to decrease and
even stop using the application.
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