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Abstract

The development of mobile Internet services allows more consumers to adopt smartphones as their primary communication device. This 
study focused on the application of the Technology Acceptance Model (TAM) to determine the willingness of batik and textile craftsmen to 
use smartphones. The population of this study was batik and textile craftsmen in the Bayat, Klaten, Central Java, Indonesia. A total sample 
of 243 people had answered 30 questions on the questionnaire with a 5-point Likert scale. The results of data analysis using GSCA software 
showed that, from eight hypotheses proposed, two hypotheses had not been supported. Technical support was not significant for the ease-of-
use. It is because the damage experienced can be easily resolved by a repair shop. The findings reinforce the importance of training during 
the implementation of new technology. This training can make the users understand how to use new technology. The findings of this study 
strengthen the theory of TAM. Management support further influences the usefulness. This finding supports the theory of Igbaria technology 
acceptance. However, social influence did not significant influence the usefulness. This was because this study was conducted when the 
smartphone was no longer said to be a new technology.
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This certainly caused the smartphone sales significantly 
increased worldwide (Pipitwanichakarn & Wongtada, 
2019). The operating system used on some phones can 
vary, but most use an operating system based on Android, 
iOS, and Windows Mobile. However, most of the operating 
systems currently used by various handsets from various 
manufacturers is the Android-based operating system, 
accounting for 50.9% of the world market (Marinkovic & 
Kalinic, 2017). 

Based on the data from the Indonesian Ministry of 
Communication and Information, cellular phone customers 
in Indonesia reached 435.19 million customers in 2017. 
Compared to the number of cellular phone users in 2011, 
which was 249.8 million, there was an increase of 49.6%. 
With the growing popularity of mobile phones, it is expected 
that more business transactions will also use smartphones. 
According to data from www.statista.com, the number of 
mobile applications (apps) registered on Google Play as of 
March 2019 was 2.6 million. There are various applications, 
such as games, books, chat, TV, magazines, banks, and 
music. Although the use of this technology is not free of risk 
(such as viruses, data theft, other kinds of theft, damage to 

1. Introduction

The growth of cellular business shows very rapid 
development (Park, Yap, & Makkar, 2019; Choi, 2018; 
eMarketer, 2017; Sagib & Zapan, 2014). Along with the 
development of mobile Internet services, more consumers 
consider smartphones as their primary communication device. 
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the device, the use of mobile phones as a proxy to establish 
virtual connections from the attacker to the internal network, 
Malformed Short Message Service), however, the role of 
mobile/smartphone users will be increasingly important in 
creating business excellence (Biljon & Kotze, 2009; Grob, 
2015; Choi, 2018).

Responding to the existing phenomenon explained 
above, Bank Indonesia has conducted a branchless banking 
trial by utilizing the optimal use of mobile phones as well as 
collaboration with local units/agent. The aim of this program 
is the unbanked and underbanked communities. Branchless 
banking was further expanded to be a digital financial 
service (DFS), which is a payment system and financial 
services carried out in collaboration with third parties where 
mobile and web-based technology devices in the framework 
of inclusive finance are used (PBI 16/ 8 /PBI/2014). DFS is 
the spearhead of financial inclusion. It is one of the efforts 
to increase technology-based economic activities. DFS has 
the potential to be developed based on a survey conducted 
by APJII. The results of the survey revealed that more than 
half of Indonesia’s population (132.7 million) is connected 
to the internet. 

Apart from the potential and the role of technology use 
from m-shopping, the field of m-shopping can still be further 
investigated (Grob, 2015). The available literature is mostly 
dominated by anecdotal discussions about the development 
of cellular technology, its functions and benefits, cellular 
marketing campaigns, and service provider business 
activities. The more systematic academic study usually 
focuses on consumer attitudes and m-shopping acceptance 
based on the Technology Acceptance Model (Davis, 1989; 
Kapoor et al., 2014). However, functional attributes such as 
the perceived benefits and ease-of-use (derived from TAM) 
do not exclusively encourage m-shopping. The motivation 
of consumer consumption can be embedded socially and 
culturally in the lives of consumers (Park, Yap, & Makkar, 
2019).

MSMEs are economic agents that make a large contribution 
to the economy. However, their ability to access formal 
financial institutions is often constrained by various procedures 
and requirements that cannot be met, which hamper business 
development. The implementation of DFS in MSMEs will 
increase opportunities to obtain financial services, reach 
broader markets, and be able to accommodate small-value, 
high-frequency transactions. For micro-small entrepreneurs 
vulnerable to cash transfers, DFS is a non-cash payment device 
that can avoid leakage of funds. One of the most reliable and 
developing MSMEs in Indonesia is Batik and textile products, 
one of which is located in Klaten Regency.

Bayat is a village located in Klaten Regency, Central 
Java Province. It is one of the centers of traditional batik 

and textiles which have been marketed abroad to the 
United Kingdom, Italy, America, and Asia. Since the scope 
of its business is global, the use of global technology in 
transactions has to be further developed. If the marketing 
strategy has been carried out using the web and exhibitions, 
then the transaction and payment technology needs to be 
developed. The problem of this study was the factors that 
affect craftsmen’s willingness to use a smartphone in their 
business transactions.

2. Literature Review and Hypotheses 

This study focused on the application of TAM to determine 
the willingness level of craftsmen to use smartphones and the 
variables in TAM that affect the willingness. To be able to 
use technology properly as well as to improve the quality of 
its work, technical support is needed in the form of guidance, 
training, and consultation in using technology (Ardiansah, 
Chariri, Rahardja, & Udin, 2020; Lee, Becker, & Potluri, 
2016; Marakarkandy, Yajnik, & Dasgupta, 2017; Igbaria, 
1994; Igbaria et al., 1997). The high level of technical 
support is expected to increase confidence about the benefit 
of applying technology among individuals (Igbaria et al., 
1997). Also, technical support has a significant positive 
effect on perceived ease of use (Barhoumi, 2016; Kwak  
et al., 2012).

H1: Technical support affects the ease-of-use.

Training is defined as a broader and deeper explanation 
related to systems intended for users and presented by 
internal and external sources. Training is an important factor 
affecting the acceptance of technology in organizations 
(Cheney et al., 1986). Appropriate training will increase the 
likelihood, and IT implementation will be acceptable because 
training provides a better understanding and experience of 
technology (Raymond, 1988; Venkatesh & Morris, 2000). 
Training has a significant positive impact on perceived ease 
of use (Igbaria et al., 1997; Son et al., 2012; Kwak et al., 
2012). 

H2: Training affects the perceived ease-of-use.

In context of IT use, job suitability is defined as an 
individual’s perception of the extent to which new technology 
is appropriate for his work (Venkatesh & Morris, 2000). 
Individual attitudes towards new technology are influenced 
by the characteristics of their work (Son et al., 2012). 
Empirical studies found that Job Relevance has a significant 
positive effect on perceived usefulness (Venkatesh & Morris, 
2000; Pérez et al., 2004).
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H3: Job relevance affects usefulness.

Management support is defined as the individual’s 
perception of the extent to which top management 
understands the importance of IT and the extent to which top 
management is involved in IT implementation (Ragu-Nathan 
et al., 2004). Top management support is an important factor 
in acceptance technology (Igbaria, 1994; Igbaria, 1997). 
A strong commitment from leadership is very important 
to ensure the acceptance of technology by creating an 
environment that supports IT in organizations. The previous 
study had found that management support significantly 
influences perceived usefulness (PU) (Igbaria et al., 1997; 
Lewis, Agarwal, & Sambamurthy, 2003; Son et al., 2012). 

H4: Management support affects usefulness.

According to the diffusion of innovation theory developed 
by Rogers (1995), an individual’s decision to adopt a new 
type of technology in influenced by social forces to fulfill 
one’s desires or because of others’ opinions. Social influence 
is the key to the emergence of IT acceptance theories, such 
as reason action theory (Fishbein & Ajzen, 1975), planned 
behavior theory (Ajzen, 1985), technology acceptance model 
(Davis, 1989), and the unified theory of acceptance and use 
of technology (Venkatesh et al., 2003). Social influence has 
a positive impact on perceived usefulness (Venkatesh & 
Morris, 2000; Lee, Lee, & Lee, 2006; Son et al., 2012). 

H5: Social influence affects usefulness.

Someone’s positive or negative attitude on cellphone 
use is based on their valuation of the usability and ease of 
use (Nguyen & Luu, 2020; Taylor & Todd, 1995). Previous 
studies had shown that there is a significant and positive 
influence between perceived ease of use and perceived 
usefulness (Chtourou & Souiden, 2010; Pai & Huang, 2011; 
Maier, Laumer, & Weitzel, 2013; Son et al., 2012; Mariani, 
Curcuruto, & Gaetani, 2013). 

 
H6: Ease-of-use affects usefulness. 

The technology acceptance model (TAM) proposed by 
Davis (1989) and Davis, Bagozzi, and Warshaw (1989) as an 
instrument to predict the acceptance level of new technology 
by an organization or group developed based on the theory of 
reasoned action (TRA) stated by Fishbein and Ajzen (1975). 
Technology Acceptance Model (TAM) uses the usefulness 
and the perceived ease of use as independent variables to 
predict the actual use (Davis, 1989; Nguyen, 2020; Phan, 
Nguyen, & Bui, 2019). 

H7: Ease-of-use affects the use of smartphones 
H8: Usefulness affects the use of smartphones

3. Research Methods

This study examined the relationship between variables 
that influence the Ease-of-Use and Usefulness of Davis’s TAM 
model (1989). a hypothetical model presented in Figure 1 was 
obtained from previous studies. This study is an explanatory 
research with populations of batik craftsmen and textiles 
in the Bayat region, Klaten, Central Java. A questionnaire 
consisting of  30 questions with answers measured on a 
5-point Likert scale ranging from (1) strongly disagree to  
(5) strongly agree  was employed to obtain the data. From 
251 sets of data obtained, eight were not included in this 
study because they were considered incomplete or were 
disallowed due to incomplete entries. Thus, the samples 
involved in this study were 243. 

The age of the respondents who were smartphone users 
were ranging from the most users aged 21-30 years old 
(50.2%), followed by 31-40 years old (46.1%), over 40 years 
old (3.3%), and less than 20 years old (0.4%). Based on their 
education, 91.4% of users were high school graduates, 5.8% of 
them were diploma graduates, 2.9% of them were S1 graduates.

4. Results and Discussion

Descriptive analysis was carried out with SPSS 17 for 
Windows to find a general description of respondents’ 
responses about the indicators contained in the variables. 
Hypothesis testing in this study was conducted using the 
Generalized Structured Component Analysis (GSCA) 
method. The obtained results were presents as follows:

According to Table 1, it can be seen that all indicators 
used in the study had a significance of less than 0.05. Thus, 
it can be concluded that all indicators were valid and feasible 
to be used in the study. Reliability testing showed that all 
variables had a Cronbach’s Alpha value greater than 0.60. 
Therefore, it can be said that all concepts measuring the 
variables used in this study were reliable.

Test indexes in the GSCA analysis included Fit, Afit, 
GFI, and SRMR. The criteria for using GFI stated that if 
the value of goodness of fit is ≥ cut value (0.90), then the 
construct formed is appropriate (fit or good fit). Meanwhile, 
if the GFI value is in the range of 0.8-0.9, then the construct 
formed is  declared marginal fit (quite feasible). Moreover, 
the criteria for using SRMR stated that if SRMR cut cut-off 
value (0.08), then the construct formed is appropriate (fit or 
good fit). However, if one of the goodness of fit has been 
fulfilled, then the model can be declared feasible. The results 
of the construct feasibility test were summarized in Table 2. 
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Table 1: Validity and Reliability Test Results

Variable / Indicator Symbol
Instrument Measurement Results

Pearson 
Correlation

Sig. 
(2-tailed)

Alpha 
Cronbach Description

Technical Support X1 0.860 Reliable
X11 0.821 0.000 Valid
X12 0.797 0.000 Valid
X13 0.746 0.000 Valid
X14 0.877 0.000 Valid
X15 0.782 0.000 Valid

Training X2 0.882 Reliable
X21 0.805 0.000 Valid
X22 0.888 0.000 Valid
X23 0.886 0.000 Valid
X24 0.859 0.000 Valid

Job Relevance X3 0.836 Reliable
X31 0.934 0.000 Valid
X32 0.926 0.000 Valid
X33 0.755 0.000 Valid

Management Support X4 0.887 Reliable
X41 0.897 0.000 Valid
X42 0.939 0.000 Valid
X43 0.873 0.000 Valid

Social Influence X5 0.685 Reliable
X51 0.938 0.000 Valid
X52 0.929 0.000 Valid
X53 0.390 0.013 Valid

Ease of Use X6 0.906 Reliable
X61 0.983 0.000 Valid
X62 0.838 0.000 Valid
X63 0.927 0.000 Valid

Usefulness X7 0.869 Reliable
X71 0.584 0.000 Valid
X72 0.949 0.000 Valid
X73 0.870 0.000 Valid
X74 0.935 0.000 Valid

Use smartphone Y1 0.839 Reliable
Y11 0.930 0.000 Valid
Y12 0.697 0.000 Valid
Y13 0.874 0.000 Valid
Y14 0.504 0.001 Valid
Y15 0.825 0.000 Valid

Table 2: Results of the Feasibility Model Test

Index Value
Fit 0.638
Afit 0.633
GFI 0.972
SRMR 0.247
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The results of the Generalized Structured Component 
Analysis (GSCA) of the hypothesis model were as shown 
in Figure 1.

Test criteria stated that if the critical ration (CR) was 
asterisked or critical ratio (CR) table ≥t-table (t=2.00, 
alpha=5%). It could be said that there was a significant 
influence of exogenous variables on endogenous variables. 
The results of the analysis were served through the summary 
in Table 3.

Critical ratio (CR) between Technical Support and 
Ease-of-Use was 1.13. It means that CR < t-table (t=2.00. 
alpha=5%). It can be interpreted that there was no significant 
direct effect of Technical Support on Ease-of-Use. This 

finding was in contrast to previous studies (Sanchez & 
Hueros, 2010; Kwak et al., 2012). However, this finding 
supported the other previous findings (Son et al., 2012). 
Critical ratio between Training and Ease-of-Use was  
4.66* > t-table (t=2.00, alpha=5%). It means that Training 
had a significant positive effect on Ease-of-Use of supporting 
findings (Costa et al., 2016; Son et al., 2012; Kwak et al., 
2012; Cascio, Mariadoss, & Mouri, 2010). Behavior change 
is easily realized if the leader can create a supportive 
environment (Weill, 1992; Bajwa, Rai, & Brennan, 1998). 
Critical ratio (CR) between Social influence and Usefulness 
was 1.0. CR value < t-table (t=2.00, alpha=5%) means that 
social influence does not significantly influence Usefulness. 

Figure 1: Path Diagram of the Research Findings

Table 3: Hypothesis Analysis of Direct Effect

Hypothesis Relationships among Variables Estimate SE CR Description
H1 Technical Support à Ease of Use 0.133 0.118 1.13 Not Significant
H2 Training à Ease of Use 0.399 0.086 4.66* Significant
H3 Job Relevance à Usefulness 0.253 0.076 3.31* Significant
H4 Management Support à Usefulness 0.350 0.099 3.54* Significant
H5 Social Influence à Usefulness 0.064 0.064 1.0 Not Significant
H6 Ease of Use àUsefulness 0.252 0.065 3.87* Significant
H7 Ease of Use à Use smartphone 0.204 0.063 3.22* Significant
H8 Usefulness à Use the smartphone 0.732 0.052 14.0* Significant
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These findings were following mobile device research by 
Biljon and Kotze (2009), Montazemi and Saremi (2013), Son 
et al., (2012), Rodriguez and Trainor (2016). The test results 
served that the value of the critical ratio (CR) between the 
usefulness of the use of m-SFA was 3.87*. It was greater 
than t-table (t=2.00, alpha=5%), which means that there was 
a significant relationship between the Ease-of-Use variable 
and the Usefulness variable. Ease-of-Use and Usefulness are 
the main variables in TAM (Davis & Warshaw, 1992). They 
are the main divers for someone to use TAM. The findings of 
this study supported the research conducted by Davis (1992), 
Son et al. (2012), Maier, Laumer, and Weitzel (2012), Kwak 
et al. (2012), Alqudah (2014), Rajan and Baral (2015), 
Escobar-Rodriguez and Bartual-Sopena (2015), Costa et al. 
(2016), and Kapoor et al. (2014). Critical ratio (CR) between 
Ease-of-Use and Smartphone Use was 3.22*, where CR > 
t-table (t=2.00, alpha=5%). 

This condition indicates that there was a significant 
influence on the Ease-of-Use variable on Smartphone Use. 
This finding supported the research conducted by Ngai, 
Poon, and Chan (2005), Sánchez and Hueros (2010), Lin, 
Fofanah, and Liang (2011), Kwak et al. (2012), Abeka 
(2012), Montazemi and Saremi (2013), Mariani, Curcuruto, 
and Gaetani (2013), Rodriguez and Trainor (2016), and Rajan 
and Baral (2015). Applications that run on smartphones have 
simple features to make it easy for users. This will increase 
the perception of smartphone users that applications run on 
smartphones are easy and convenient to use. The value of the 
critical ratio (CR) between Usefulness to Use smartphone 
was 14.0*. It was greater than the value of t-table (t=2, 
Alpha=5%), meaning that there was a significant direct effect 
between the Usefulness variable. The increasing number of 
business applications that can be run through smartphones 
made smartphone use even higher. This finding supported the 
research conducted by Rajan and Baral (2015), Karjaluoto et 
al. (2014), Kwak et al. (2012), Venter, van Rensburg, and 
Davis (2012), Davis (1989), and Venkatesh et al. (2003). 

5. Conclusion

Based on the findings of data analysis conducted using 
the GSCA software, it can be inferred that, of the eight 
hypotheses proposed, two hypotheses were not supported. 
Technical Support was not statistically significant for the 
ease-of-use. It is because the damage experienced can be 
easily resolved by a repair shop. Thus, they never worry 
about Technical Support. The findings of this study reinforce 
the importance of training during the implementation of new 
technology. This training can make the users understand how 
to use new technology. According to Venkatesh and Davis 
(2000), job relevance is a part of what they call the Cognitive 
Instrument variable, which influences eliciting perceptions 
of usefulness.

The findings in this study support the theory of acceptance 
of TAM2 technology. Management support influences the 
usefulness. This finding is following or reinforces the theory 
of acceptance of Igbaria technology (1997), which stated that 
management support as part of intra-organizational factors is 
a determinant of the perception of ease-of-use and perception 
of usefulness. Social influence has no significant effect on 
usefulness. However, the results of this study do not support 
the theory of acceptance of TAM technology. This is because 
this study was conducted when the smartphone was no longer 
said to be a new technology. According to Venkatesh (2003), 
Social Influence is an individual’s perception that he or she 
always uses the latest technology. Ease-of-Use has a significant 
effect on usefulness. The finding of this study also supported 
the theory of technology acceptance of TAM2 proposed by 
Venkatesh and Davis (2000), which means that the TAM2 
model is still relevant for knowing technology acceptance. 
Ease-of-Use has a significant effect on smartphone use. 

The results of this study are in line with the Igbaria 
Technology Acceptance Model (1997), where the ease-of-use 
variable has a positive influence on technology acceptance 
and use. Usefulness has a significant effect on smartphone 
use. These findings reinforce the theory of acceptance of 
Igbaria technology (1997).
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