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Wahyu Meiranto (Indonesia), Adi Firman Ramadhan (Indonesia),
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EXTENDING THE UTAUT3 MODEL:

THE INFLUENCE OF PERSONAL
INNOVATIVENESS ON
GENERATION Z'S BEHAVIORAL
INTENTION TO USE DIGITAL
BANKING IN INDONESIA

Abstract

In the context of the Industrial Revolution 4.0 and 5.0, continuous advances in in-
formation technology have redefined electronic banking by enabling the emergence
of fully digital banking services. Generation Z, characterized as digital natives due to
their upbringing in a technology-saturated world and their adeptness with emerging
digital technologies, represents a significant cohort in this shift. This study develops an
extended Unified Theory of Acceptance and Use of Technology 3 (UTAUT3) frame-
work by incorporating personal innovativeness to explain how various factors shape
both behavioral intention and actual utilization of digital banking services among
Generation Z in Indonesia. This research applied a quantitative methodology by sur-
veying 892 Generation Z individuals who actively use digital banking services during
the period from 1 April to 31 May 2025. The hypothesized model was evaluated using
Partial Least Squares—Structural Equation Modelling (PLS-SEM). The analysis reveals
that performance expectancy, facilitating conditions, habit, and personal innovative-
ness play a significant role in strengthening users’ intentions to adopt digital banking.
Moreover, behavioral intention has a significant effect on actual usage behavior and
serves as a mediating variable in the relationship between personal innovativeness and
usage behavior. This highlights the central role of technological considerations and in-
dividual innovativeness in Generation Z’s digital banking adoption. This study enrich-
es the technology adoption literature by empirically testing an augmented UTAUT3
model in the context of digital banking within a developing economy.

Keywords digital banking adoption, Generation Z, UTAUT3,
personal innovativeness, banking industry
JEL Classification G21, 033, D12, M15

INTRODUCTION

Technological progress has become a key driver of change in
Indonesia’s banking sector, leading institutions to gradually aban-
don traditional branch-focused services in favor of digitally trans-
formed service models. Digital-based service transformation pro-
vides solutions for national banking customers in Indonesia who
require speed, convenience, and low transaction costs through in-
formation technology. Digital banking services in Indonesia began
to take a more structured form in 2018, following the Financial
Services Authority’s (OJK) issuance of Regulation No. 12/2018
on Digital Banking Services for Commercial Banks, which estab-
lished a regulatory framework (OJK, 2018). According to Meiranto
et al. (2024a), digital banking transactions from five central na-
tional banks in Indonesia, namely Bank Mandiri (BMRI), Bank
Rakyat Indonesia (BBRI), Bank Central Asia (BBCA), Bank Negara
Indonesia (BBNI), and Bank Tabungan Negara (BBTN), have expe-
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rienced a consistent increase in transactions since 2021. In 2023, the Financial Services Authority
(OJK) promulgated Financial Services Authority Regulation (POJK) Number 21 of 2023, which
delineates the protocols for commercial banks in delivering digital services to clients, thereby safe-
guarding customer data security (OJK, 2023). Digital banking transactions escalated from 1,373.63
million in 2023 to 1,929.33 million in 2024, while transaction values surged from IDR 4,837.57
trillion in 2023 to IDR 7,492.93 trillion in 2024 (Antara, 2024). Demographic factors also contrib-
ute significantly to the expansion of the digital financial ecosystem in Indonesia. According to
the Indonesian Payment System Blueprint (BSPI) 2030, Generation Z represents the largest demo-
graphic group, comprising approximately 75.49 million individuals, followed by millennials and
Generation Alpha (Bank Indonesia, 2024). Generation Z has grown up in a highly digital environ-
ment, making them more familiar with technology-based financial services such as digital banking.
Their familiarity with digital platforms encourages openness to innovation, convenience, and inte-
grated financial services. One key factor explaining this behavior is personal innovativeness, which
reflects an individual’s willingness to experiment with new technologies. Individuals with higher
levels of personal innovativeness are more likely to recognize the functional benefits and efficiency
of digital banking services, thereby increasing their intention to adopt such platforms. In the con-
text of Generation Z, personal innovativeness becomes particularly relevant in explaining technol-
ogy adoption behavior in digital financial services. From a theoretical perspective, the UTAUT3
model conceptualizes technology adoption as a function of performance expectancy, effort ex-
pectancy, social influence, and facilitating conditions, while positing that individual characteris-
tics, particularly personal innovativeness, are fundamental antecedents shaping adoption behavior.
Personal innovativeness refers to a user’s tendency to try out new technologies, influencing both
behavioral intention and actual digital banking usage. Although UTAUT3 has been widely applied,
limited studies have examined behavioral intention as a mediating variable between personal inno-
vativeness and actual use. This mediating perspective strengthens understanding of how individual
innovativeness shapes adoption behavior, especially among Generation Z.

1. LITERATURE REVIEW
AND HYPOTHESES

The Unified Theory of Acceptance and Use of
Technology (UTAUT), developed by Venkatesh
et al. (2003), offers a comprehensive model
for explaining individual acceptance and use
of information technology in both voluntary
and mandatory settings. The proposed frame-
work explains behavioral intention through
four foundational constructs: performance ex-
pectancy, effort expectancy, social influence,
and facilitating conditions. Following this,
Venkatesh et al. (2012) expanded the model to
UTAUT?2 by integrating three supplementary
constructs: habit, hedonic motivation, and price
value. These novel constructs further affect be-
havioral intention and subsequent technology
adoption. Following this, Farooq et al. (2017)
expanded the framework to UTAUT3, integrat-
ing personal innovativeness, thereby providing
a more thorough understanding of behavioral
intention and technology adoption.

http://dx.doi.org/10.21511/bbs.21(1).2026.10

Previous research using the UTAUT, UTAUT2,
and UTAUT3 frameworks for digital bank-
ing adoption has yielded contradictory results.
Numerous studies validate the substantial impact
of core UTAUT constructs on behavioral inten-
tion (Guptaetal., 2019; Sobti, 2019; Widyanto etal.,
2021), while others indicate non-significant effects
of social influence, effort expectancy, facilitating
conditions, hedonic motivation, and price value
(Al-Okaily et al., 2022; Baptista & Oliveira, 2017;
Cera et al., 2020; Hussain et al., 2019; Papathomas
et al.,, 2025; Raza et al.,, 2019). Recent investiga-
tions using UTAUT3 indicate conflicting findings
about the influence of personal innovativeness
and supportive situations on behavioral intention
(Rahmatulloh et al., 2024; Wardana, 2023).

Hassaan et al. (2023) posit that performance ex-
pectancy reflects users’ assessments of the ad-
vantages associated with utilizing smart banking
services, including enhanced speed, convenience,
and accessibility. The intention of Generation Z to
use digital banking is strongly affected by perfor-
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mance expectancy, reflecting their preference for
fast, flexible, and technologically efficient finan-
cial services. The perception that digital banking
can efliciently facilitate real-time and practical
transactions increases Generation Z’s intention
to utilize such services. This finding aligns with
other studies that affirm the beneficial impact of
performance expectancy on the intention to uti-
lize digital banking services (Bhatnagr & Rajesh,
2023; Farzin et al., 2021; Jayarathne et al., 2022;
Salmasi et al., 2024).

Venkatesh et al. (2003) and Thongsri et al. (2018)
also note that effort expectancy is characterized
as the perceived ease of use and practicality as-
sociated with an information technology system,
representing the extent to which a user consid-
ers the system simple to use. Generation Z is
generally quite comfortable with computers and
has strong digital literacy. Therefore, how easy
something is to use becomes a significant factor
in determining behavioral intention. The like-
lihood that Generation Z customers use digital
banking increases when services are designed
to be easy to understand and use. A number of
prior studies have demonstrated that effort ex-
pectancy positively and significantly influences
behavioral intention to use digital banking ser-
vices (Apau et al., 2025; Meiranto et al., 2024a;
Mensah & Khan, 2024).

According to Nandru etal. (2023) and Venkatesh
et al. (2003), social influence refers to the extent
to which an individual’s decisions are affected
by members of their social network, including
family, peers, and colleagues, in adopting a so-
cially accepted technology such as digital pay-
ment platforms. Generation Z, characterized
by strong social networks and frequent interac-
tion with digital media, tends to regard social
influence as an important factor shaping their
intention to adopt digital banking services. Peer
recommendations, social media trends, and
digital environment social norms can augment
Generation Z’s trust and inclination towards
using digital banking services. Numerous prior
studies using the UTAUT paradigm have shown
that social influence positively and significantly
affects behavioral intention to adopt digital fi-
nancial services (Khan et al., 2023; Samsudeen
et al., 2020; Saprikis et al., 2022).
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Facilitating conditions describe the presence of
supportive and adequate resources, such as online
tutorials, that increase the likelihood of adopt-
ing mobile banking (Baptista & Oliveira, 2017).
In digital banking, facilitating conditions such as
steady internet connectivity, device compatibility,
accessible applications, and sufficient technical
support from service providers. For Generation Z
consumers, extensive reliance on digital technolo-
gies in financial activities means that the presence
of adequate support systems strongly determines
not only their intention to use digital banking but
also its actual use. Prior research has shown that
facilitating conditions significantly influence the
intention to utilize digital banking services (Igbal
et al., 2022; Meiranto et al., 2024a; Mohamad
Yusof & Anthonysamy, 2024; Mohd Thas Thaker
et al.,, 2021) and the actual utilization of digital
financial technologies (Meiranto et al., 2024a;
Nguyen et al., 2024; Tariq et al., 2024). Facilitating
conditions, including technological readiness, de-
vice accessibility, and technical support, contrib-
ute to Generation Z’s adoption of digital banking
by strengthening both usage behavior and adop-
tion intention. Behavioral intention subsequently
serves as a mediating factor that connects these fa-
cilitating conditions with actual service use. Prior
studies consistently provide empirical evidence
that behavioral intention serves as a mediating
variable between facilitating conditions and ac-
tual use of information technology (Manrai et al.,
2021; Meiranto et al., 2024b).

Habit describes the degree to which consumers
repeatedly use a particular payment method au-
tomatically, without actively evaluating other al-
ternatives (Raj et al., 2024). Habit describes the de-
gree to which members of Generation Z routinely
integrate digital banking services into their every-
day routines. Users who become familiar with dig-
ital banking through repeated use tend to show a
stronger intention to continue using it. In addition,
habit also encourages actual usage behavior, as the
services are used routinely with minimal cogni-
tive effort. In other words, a higher level of habit
increases the likelihood that Generation Z will
intend to use and continue using digital banking
services. These findings are consistent with previ-
ous studies showing that habit has a positive effect
on both behavioral intention and usage behavior
of digital banking services (Meiranto et al., 2024a;
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Riza & Wijayanti, 2024). Generation Z users who
are familiar with interacting with digital services
are more likely to form stronger behavioral inten-
tions, which in turn lead to the actual adoption
and use of digital banking services. Behavioral in-
tention acts as an intervening variable, connecting
habit to usage behavior, in line with the UTAUT2
and UTAUT3 frameworks, which emphasize be-
havioral intention as a crucial predictor of tech-
nology adoption. Previous research has shown
that habit strongly influences both behavioral
intention and usage behavior in the adoption of
digital services (Manrai et al., 2021; Meiranto et
al., 2024b).

Hedonic motivation refers to the feelings of en-
joyment or pleasure an individual experiences
when using information technology (Venkatesh et
al., 2003). Generation Z members demonstrate a
strong propensity to engage with and enjoy tech-
nology-related activities, leading to greater behav-
ioral intention when such tools provide emotional
satisfaction. Previous research consistently identi-
fies hedonic motivation as a significant determi-
nant of behavioral intention, especially among
younger demographics (Gupta & Kiran, 2024;
Meiranto et al., 2024a; Riza & Wijayanti, 2024).
Price value reflects a user’s cognitive evaluation
of the balance between the benefits received and
the costs incurred when using an information
system (Dodds et al., 1991; Venkatesh et al., 2012).
Generation Z, characterized by a high sensitivity to
cost efficiency, is more likely to develop strong be-
havioral intention when a technology is perceived
to offer value that outweighs the associated sacri-
fices. Prior empirical studies consistently identify
price value as a key determinant of behavioral in-
tention to adopt technology (Gupta & Kiran, 2024;
Meiranto et al., 2024a; Riza & Wijayanti, 2024).

Personal innovativeness describes the extent to
which a person is open to trying out or engaging
with new ideas or experiences (Patil et al., 2020).
Generation Z grew up with digital technology;
therefore, they see personal creativity as a major
factor in their decision to use digital banking ser-
vices. People who are more inventive are more in-
terested, open to new features, and willing to try
out new digital financial technologies. Previous
research shows that personal innovativeness posi-
tively affects behavioral intention and actual use
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(Bhatnagr & Rajesh, 2023; Mulazid et al., 2024; Pal
et al., 2025). Personal innovativeness enables users
to overcome uncertainty and risk associated with
new technologies, accelerating the transition from
intention to usage, often with behavioral inten-
tion serving as a mediating variable. Behavioral
intention denotes an individual’s degree of readi-
ness and dedication to engage in a specific behav-
ior (Patil et al., 2020). Behavioral intention plays
a significant role in determining the actual uti-
lization of digital banking services. This finding
aligns with the results of research by Meiranto
et al. (2024a), Nandru et al. (2023), Hassaan et al.
(2023), and Wu and Liu (2022), which provide em-
pirical evidence that behavioral intentions influ-
ence usage behavior.

Prior studies utilizing the UTAUT framework
have consistently shown its effectiveness in ex-
plaining individuals’ behavioral intention to adopt
digital information systems, especially in the
banking context. As the largest demographic co-
hort in Indonesia, Generation Z significantly con-
tributes to the expansion of digital banking trans-
actions, driven primarily by their strong personal
innovativeness. Positioned as an extension of the
UTAUTS3 framework, personal innovativeness has
been shown to affect both users” behavioral inten-
tions and their actual adoption of digital banking
services.

The purpose of this study is to analyze the de-
terminants of digital banking adoption among
Generation Z by applying the Unified Theory of
Acceptance and Use of Technology 3 (UTAUT3)
model. This study also examines the role of per-
sonal innovativeness as an individual character-
istic influencing behavioral intention and actual
use of behavior, as well as the mediating effect of
behavioral intention in explaining the relation-
ship between personal innovativeness and usage
behavior. Drawing on this theoretical framework,
the following hypotheses are proposed:

HI  Performance expectancy positively influ-
ences Generation Z’s intention to use digital
banking services.

H2  Effort expectancy positively influences

Generation Z’s intention to adopt digital
banking services.
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Social influence  positively — impacts
Generation Z’s behavioral intention to use
digital banking services.

Facilitating conditions positively influence
Generation Z’s intention to use digital
banking services.

Facilitating conditions positively affect
Generation Z’s actual use of digital bank-
ing services.

Generation Z’s behavioral intention medi-
ates the relationship between facilitating
conditions and actual use of digital bank-
ing services.

Habit among Generation Z positively in-
fluences their intention to use digital bank-
ing services.

Habit positively influences Generation Z’s
actual usage of digital banking services.

Behavioral intention mediates the rela-
tionship between habit and Generation Z’s
digital banking usage.

Hedonic motivation positively contributes
to Generation Z’s intention to use digital
banking services.

Price value has a positive effect on
Generation Z’s intention to use digital
banking services.

Personal innovativeness positively influ-
ences Generation Z’s intention to use digi-
tal banking services.

Personal innovativeness positively affects
Generation Z’s actual use of digital finan-
cial services.

Generation Z’s behavioral intention to use
digital banking positively affects their ac-
tual usage of digital banking services.

Behavioral intention to use digital banking
positively influences actual usage of digital
banking services.

2. METHODOLOGY

The study adopted a quantitative survey design to
investigate the factors contributing to Generation
Z’s intention to engage with digital banking ser-
vices in Indonesia. This method is appropriate for
testing UTAUT3-based theoretical relationships
and for enhancing the generalizability of the find-
ings. The study targeted Indonesian Generation
Z participants who had prior experience using
digital banking services. Data were gathered be-
tween 1 April and 31 May 2025, through a struc-
tured online questionnaire employing purposive
sampling. The respondents for this study consist
of Indonesian Generation Z individuals, aged
17 to 26, who have prior experience with digital
banking services. The study collected 892 valid
questionnaire responses, including 30 that were
returned seven days after the deadline. An inde-
pendent samples t-test confirmed no significant
differences between early and late responses, and
all data were therefore retained for analysis. The
respondent profile shows a predominance of fe-
male participants (65.1%), with 20-year-olds rep-
resenting the largest age group (30.9%), as summa-
rized in Tables 1 and 2.

Participation in the study was entirely voluntary,
and the researchers provided full explanations and
obtained informed consent from all respondents
before they completed the questionnaire. This
study received ethical clearance from the Research
Ethics Committee for its questionnaires and re-
search materials. Additionally, the Vice Dean for
Academic and Student Affairs of the Faculty of
Economics and Business, Universitas Diponegoro,
granted formal authorization to conduct the sur-
vey, as documented in Research Permit No. 5953/
UN7.F2.1/AK/111/2025, enabling the researchers
to approach the respondents.

This study utilized a questionnaire adapted from
validated instruments developed by Bhatnagr and
Rajesh (2023) and Meiranto et al. (2024a), and
carefully refined to align with the research objec-
tives. The survey was conducted anonymously and
consisted of two sections. The first section collect-
ed respondents’ demographic and background de-
tails, including gender, age, prior experience, and
the digital banking applications they had used.
The second section assessed the UTAUT3 con-
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Table 1. Independent sample t-test

Banks and Bank Systems, Volume 21, Issue 1, 2026

Participant’s Levene’s Test : t-test
N Means T s * H—— .
Responses F Sig : t Sig (2-tailed)
Late : 30 : 130.47 : - : - -0.969 : 0.340
Table 2. Profile of participants
Classification Group Total Percentage
 Male 305 34.1%
o7 S
Total 892 100%
o7 T
20 years 276
Age N

21 years 241
Total 892
MyBCA 225
Brimo 202
Digital banking tvin_ 189
Wondr 155
oo 121
Total ) 892
1-3 Year 725
Experience 3-5 Yeé:r 167
: Total 892

structs: performance expectancy, effort expec-
tancy, social influence, facilitating conditions,
hedonic motivation, price value, habit, personal
innovativeness, behavioral intention, and ac-
tual usage behavior, with three questions for
each construct. All items were measured on a
five-point Likert scale, ranging from 1 (strongly
disagree) to 5 (strongly agree). Data were ana-
lyzed using Partial Least Squares - Structural
Equation Modeling (PLS-SEM) with SmartPLS
version 4.112. PLS-SEM was chosen because of
its strong predictive power, its suitability for an-
alyzing complex models involving multiple la-
tent variables and mediation relationships, and
its resilience when dealing with non-normally
distributed data. The analysis followed a two-
step procedure: first, the measurement model
was evaluated for reliability and validity; second,
the structural model was examined through
path coeflicients, R? values, predictive relevance
(Q?), and hypothesis testing using bootstrap-
ping (Hair et al., 2022; Hair et al., 2019).

3. RESULTS

This study analyzed data from 892 respondents,
consisting of 305 men and 587 women. In terms

http://dx.doi.org/10.21511/bbs.21(1).2026.10

of age distribution, 375 participants (42%) were
19 years old, followed by 276 individuals (30.9%)
aged 20 and 241 individuals (27.1%) aged 21.
Regarding digital banking systems, 200 re-
spondents (22.4%) used Livin, 155 respondents
(17.4%) used Wondr, 231 respondents (25.9%)
used Brimo, 290 respondents (32.5%) used
MyBCA, and 16 respondents (1.8%) used Bale.
Furthermore, 725 respondents (81%) utilized
digital banking services for 1 to 3 years, and
167 respondents (19%) employed them for 3 to
5 years. Descriptive statistics condense study
data by providing key details, such as the mini-
mum, maximum, average, and standard devia-
tion for each variable. The mean values for all
variables in this research are nearly at the maxi-
mum score of 15, with effort expectancy having
the highest mean. The standard deviations for
each variable are lower than the means for those
variables. This suggests that the data are largely
concentrated around the mean, as presented in
Table 3.

The indicators’ outer loadings are all above 0.7,
while composite reliability (CR) values range from
0.7 to 0.9 and average variance extracted (AVE)
values exceed 0.5. These results indicate that the
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Table 3. Variable summary

Std. Deviation

Variables N

measurement model satisfies the criteria for both
convergent validity and internal consistency, as
presented in Table 4. Discriminant validity was
evaluated using the Fornell-Larcker criterion
alongside the Heterotrait-Monotrait (HTMT) ra-
tio. As shown in Table 5, the square root of the
AVE for each construct is greater than its correla-
tions with other constructs, and Table 6 indicates
that all HTMT values are below the recommended
threshold of 0.85 or 0.90 (Hair et al., 2022).

Table 4. Outer loading, CR, and AVE

As shown in Table 7, all VIF values are below 3,
indicating no multicollinearity issues. Table 8 re-
ports R? values of 0.556 for behavioral intention
and 0.452 for behavior, reflecting moderate and
low-to-moderate explanatory power, respectively.
The corresponding Q? values (0.403 for behavioral
intention and 0.301 for behavior) confirm strong
predictive relevance for behavioral intention and
moderate predictive relevance for behavior (Hair
et al., 2022; Hair et al., 2019).

Outer Loading

Variable

Performance
Expectancy

Price Value

Personal
Innovativeness

Behavioral Intention :

Behavior

Cronbach Alpha : CR

0.889
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Table 5. Fornell-Lacker criterion
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Bl EE

FC HM

PE Pl PV SI

Table 6. Heterotrait-monotrait ratio (HTMT)

Bl EE

FC HM

PE Pl PV N |

N 0.667

Table 7. VIF values

Variable

Inner VIF Values

Outer VIF

Behavioral Intention Behavior

Performance Expectancy

Behavior

PE1

2.111

http://dx.doi.org/10.21511/bbs.21(1).2026.10
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Table 8. R and Q-squared values

. Adjusted
Variable : R-Squared : i Q-Squared
: 9 : R-Squared §Q 9
Behavioral 0.560 0.556 0.452
lntenhon ...................................................
Behavior 0.454 0.452 0.301

The results of the structural model indicate that
performance expectancy has a significant posi-
tive effect on behavioral intention (B = 0.181,
p < 0.001), thereby supporting H1. Conversely,
effort expectancy exhibits a positive but non-
significant relationship with behavioral inten-
tion (B = 0.025, p = 0.333), leading to the rejec-
tion of H2. Social influence is found to have a
negative and non-significant effect on behav-
ioral intention (f = —0.019, p = 0.549), result-
ing in H3 being unsupported. Facilitating con-
ditions significantly influence both behavioral
intention (f= 0.210, p < 0.001) and actual usage
behavior (f = 0.116, p = 0.004), thus confirm-
ing H4 and H5. Habit also shows a significant
positive impact on behavioral intention (B =

PE1

0.094, p = 0.033) and usage behavior (B = 0.450,
p < 0.001), providing support for H7 and HS.
Moreover, behavioral intention partially medi-
ates the effects of facilitating conditions on us-
age behavior (B = 0.046, p = 0.004) and habit
on usage behavior (B = 0.180, p < 0.001), there-
by validating H6 and H9.

In contrast, hedonic motivation and price value
demonstrate positive but non-significant effects
on behavioral intention (f = 0.008, p = 0.803; f =
0.006, p = 0.857), thereby rejecting H10 and HI1.
Personal innovativeness significantly and posi-
tively affects both behavioral intention (f = 0.087,
p = 0.010) and usage behavior (f = 0.147, p < 0.001),
supporting H12 and H13. Additionally, behavioral
intention partially mediates the relationship be-
tween personal innovativeness and usage behavior
(B =0.059, p < 0.001), confirming H14. Finally, be-
havioral intention emerges as a significant predic-
tor of usage behavior ( = 0.402, p < 0.001), thereby
supporting H15, as summarized in Table 9 and il-
lustrated in Figure 1.

HM T
2 2
0.000 =¥
PE2 <000 HM?2
40.000
PE3 BI1 BI2 BI3 HM3
Performance Expecta T edonic Motivation
i 0.181 (0.000).\ /o'.[}oa (0.803) o
0.000 pooo 0000 o000
EE2 0000 PV2
42000 0.025 {0.333) 0.006 (0.857)
PV3
EES Effort Expectancy Price Value
si -0.019 (0.549) 0.450 (0.000) H1
¥ 0.000 =¥
Sz 40000 H2
0,402 (0.000
40000 0.116 (0.004) 000 5 147 0000y L D
N H3
313 Social Influence 0.094 (0.033) Habit
FC1
PI1
0000~
0.210 (0.000) 0.087 (0.010) ‘
FC2 0000—» P12
0.000
&« T
FC3 PI3

Facilitating Condition

0.000 pooo 0000

!

B1 B2

Personal Innovativeness

B3

Figure 1. Structural model (inner model)
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Table 9. Hypothesis testing outcomes
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Hypothesis Path Coefficient t values p values Decision Mediation
EE - BI
EY-
AR Bl 0210 e _..oupported
H5 FC—>B 0.116 2.882 Supported -
B T T S " supported
H8 H->B 0.450 12.342 Supported
B B T I  Suportea
LHI0 L HMBL 0008 0249 ....Not Supported
LD PVOBL 0006 1 0180 .Not Supported
H13 PI->B 0.147 4.509 Supported
e wsmssoms U aes " supported o
H15 Bl > B 0.402 10.851 Supported ; -
4. DISCUSSION

By extending the UTAUT3 framework, this study
demonstrates that performance expectancy, facili-
tating conditions, habit, and personal innovative-
ness play central roles in driving digital banking
adoption among Generation Z in Indonesia. The
positive and significant effect of performance ex-
pectancy suggests that Generation Z evaluates
digital banking primarily based on its functional
value, such as transaction speed, time manage-
ment efficiency, ease of access, and service accu-
racy. These perceived benefits strengthen their be-
havioral intention to rely on digital banking for
everyday financial activities. This is also in line
with previous research stating that performance
expectancy has a significant positive influence on
behavioral intention (Bhatnagr & Rajesh, 2023;
Salmasi et al., 2024). Although effort expectancy
is positively related to behavioral intention, the re-
lationship is not statistically significant, implying
that Generation Z users, who are accustomed to
digital technologies, do not consider ease of use
a critical driver when deciding to adopt digital
banking services. This finding is consistent with
previous research suggesting that for young and
experienced users, effort expectancy acts as a hy-
giene factor and loses its predictive power toward
behavioral intention (Al-Okaily et al., 2022; Pal
et al., 2025). Moreover, social influence exhibits
a negative and non-significant effect, indicating
that Generation Z’s adoption of digital banking
is largely unaffected by social norms or peer pres-
sure. This result aligns with prior studies, which

http://dx.doi.org/10.21511/bbs.21(1).2026.10

found a weakening influence of social norms
in the context of financial technology adoption
among the younger generation, where personal
evaluation and usage experience are more domi-
nant than social recommendations (Cera et al.,
2020; Papathomas et al., 2025).

Facilitating conditions positively and significant-
ly influence both behavioral intention and actual
usage of digital banking among Generation Z in
Indonesia. Technological readiness, including in-
frastructure quality, internet accessibility, device
compatibility, and provider support, is a key de-
terminant of both adoption intention and actual
usage of digital banking services. Generation Z
generally maintains elevated expectations for sys-
tem reliability and sufficient technical support;
when these conditions are met, adoption and sus-
tained use of digital banking increase significant-
ly. These findings are consistent with the empirical
evidence reported by Meiranto et al. (2024a) and
Mohd Thas Thaker et al. (2021), which found em-
pirical evidence that facilitating conditions signif-
icantly affect behavioral intention and actual use.

Habit is proven to have a positive and significant
influence on both the behavioral intention and the
actual use of digital banking among Generation
Z. Repeated use of digital banking has formed an
automatic behavior pattern, such that the deci-
sion to use the service no longer depends entirely
on rational consideration, but is instead driven by
daily routines. Generation Z, with the intensity
of their early interaction with digital technology,
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accelerates the formation of digital financial ser-
vice usage habits. Consequently, the stronger the
habit, the higher the behavioral intention and the
more consistent the actual use of digital banking.
This finding is consistent with previous studies
that have found that habit has a significant posi-
tive effect on both behavioral intention and actu-
al usage behavior (Meiranto et al., 2024a; Riza &
Wijayanti, 2024).

The findings indicate that behavioral intention
partially mediates the relationships between facili-
tating conditions, habit, and digital banking usage
behavior among Generation Z in Indonesia. This
suggests that adequate supporting infrastructure
and habitual usage not only exert a direct influ-
ence on actual digital banking use but also indi-
rectly shape usage behavior by strengthening us-
ers’ behavioral intentions. In other words, while
Generation Z may continue to use digital banking
due to established habits and accessible facilitating
conditions, their intention to use these services re-
mains a crucial mechanism that enhances and re-
inforces actual usage behavior (Manrai et al., 2021;
Meiranto et al., 2024b).

Hedonic motivation and price value have a posi-
tive but insignificant effect on Generation Z’s
behavioral intention to use digital banking in
Indonesia. This indicates that although the enjoy-
ment of use and the perception of cost-benefits
are appreciated by Gen Z, these two factors have
not yet become primary considerations in shap-
ing usage intention. This is likely because Gen Z
prioritizes functional utility, efficiency, and ease
of access to digital banking services over emo-
tional aspects and price considerations. This re-

sult is consistent with previous studies stating
that hedonic motivation and price value do not
influence behavioral intention (Mulazid et al.,
2024; Negm, 2023).

Personal innovativeness shows a positive and sta-
tistically significant effect on both behavioral in-
tention and actual usage of digital banking among
Generation Z in Indonesia. This indicates that in-
dividuals with a greater tendency to explore and
adopt new technologies are more likely to form
stronger intentions and subsequently use digital
banking services. These findings align with prior
studies indicating that personal innovativeness
positively affects both behavioral intention and
actual usage (Bhatnagr & Rajesh, 2023; Mulazid
et al.,, 2024; Pal et al., 2025). This study shows that
behavioral intention mediates the relationship be-
tween personal innovativeness and actual usage of
digital banking among Generation Z in Indonesia,
affirming that innovative tendencies do not di-
rectly influence actual usage without a robust in-
tention. This finding’s novelty lies in analyzing the
mediating role of behavioral intention within the
UTAUTS3 framework in a developing country con-
text, suggesting that Generation Z’s adoption of
digital banking continues to follow an intentional
process grounded in benefit assessment and trust.
Behavioral intention significantly influences the
actual use of digital banking among Generation
Z in Indonesia, indicating that stronger intentions
are associated with a greater probability of adopt-
ing and continuously using digital banking servic-
es. These results are aligned with previous studies,
which state that behavioral intention influences
actual behavior (Meiranto et al., 2024a; Mulazid
et al., 2024).

CONCLUSION

The purpose of this study is to investigate the adoption of digital banking among Generation Z by em-
ploying the UTAUT3 model, extended to include personal innovativeness as an individual factor. The
findings confirm that the extended model offers meaningful explanatory power for both behavioral
intention and actual usage behavior, reinforcing the relevance of UTAUT3 in contemporary digital fi-
nance contexts. The results highlight that performance expectancy, facilitating conditions, habit, and
personal innovativeness play a central role in shaping behavioral intention, while facilitating conditions,
habit, and personal innovativeness directly drive actual usage. Notably, behavioral intention operates
as a key mediating mechanism through which personal innovativeness is translated into real usage be-
havior, thereby strengthening the theoretical robustness of UTAUT3. This mediation effect represents
a novel empirical contribution and underscores the importance of individual-level innovativeness in
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technology acceptance research. From a practical perspective, digital banking providers should priori-
tize system usability, supportive infrastructure, and innovation-oriented features to foster habitual use
and enhance adoption among Generation Z consumers.
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APPENDIX A

Table Al. Research survey instrument

Variable Indicators Reference
; Digital banking services are applications that enhance my professional activities :

Bhatnagr and Rajesh

(2023), Meiranto et al.
; Digital banking services enable me to perform my tasks more efficiently than (2024a)
i conventional banking transactions

Bhatnagr and Rajesh
(2023), Meiranto et al.
(2024a)

Performance
Expectancy

Bhatnagr and Rajesh
(2023), Meiranto et al.

¢ Individuals in my vicinity who use digital banking services are perceived as more (20243)
. prestigious than those whodonot ettt
i | possess the requisite resources (computer/smartphone/ internet) to utilize the
| digital banking services i Bhatnagr and Rajesh
Facilitati o . o : RN . H .
ca;ldfﬁonng Digital banking services are interoperable with other systems | utilize. The (2023), Meiranto et al.
feature offered in digital banking services is beneficial to me H (2024a)

| find utilizing digital banking services pleasurable. banking services is highly

: i engaging and elevate my status . Bhatnagrand Rajesh
Hedonic MOBVation & e e B 2l (2023), Meiranto et al.

(2024a)

Bhatnagr and Rajesh
(2023), Meiranto et al.
(2024a)

i store

i Utilizing digital banking services has become a routine for daily banking

A N transactions {  Bhatnagr a}nd Rajesh
Habits 2. ilexperience satisfaction when utilizing digital banking services (2023), (l\;lg;;to etal

Personal Bhatnagr and Rajesh
Innovativeness (2023)
Behavioral 2. il will utilize digital banking services in my daily routine Bhatnagr and Rajesh

: : | will utilize digital banking services in my daily routine i (2023), Meiranto et al.
Intention i Given that | possess a computer and smartphone for internet access, | will (2024a)

i persist in utilizing digital banking services

Use Behavior b 2. :lfrequently utilize digital banking services for daily transactions Meiranto et al. (20243)
3 | consistently utilize digital banking services for all my financial transactions and
" ipurchases
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