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Abstract: This research aims to analyze the influence of customer experience on the intention 

to reuse QRIS, with perceived ease of use and perceived usefulness serving as intervening 

variables. The study sample consists of 96 respondents, selected using the saturated sampling 

method or census research method. Data was collected through questionnaires and analyzed 

using SmartPLS software. The results indicate that customer experience does not have a 

positive and significant effect on perceived usefulness. However, customer experience, when 

mediated by perceived ease of use and perceived usefulness, significantly influences the 

intention to reuse QRIS among Trans Semarang service users. 

 

Keywords: Customer Experience, Perceived Ease of Use, Perceived Usefulness and Intention 

to Reuse QRIS. 

 

 

INTRODUCTION 

The adoption of financial technology within the Indonesian community has led to 

significant lifestyle changes, particularly in payment behaviors. This transformation is referred 

to as the cashless society phenomenon, where financial transactions are conducted not with 

physical cash or coins but through the digital transfer of information, typically representing 

electronic money, between parties (Swartz et al., 2006). To promote this shift, Bank Indonesia 

(BI) initiated the National Non-Cash Movement (GNNT) on August 14, 2014. The goal of this 

initiative is to establish a safe, efficient, and seamless payment system, which, in turn, is 

expected to enhance the effectiveness and efficiency of the national financial system. 

The Quick Response Code Indonesian Standard (QRIS) is a QR code developed by 

regulators in collaboration with the Indonesian Payment System Association (ASPI). The 

objective of QRIS is to make QR Code transactions easier, faster, and more secure. All Payment 

System Service Providers intending to use QR Code Payments are required to implement 

QRIS.  
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Table 1. Trans Semarang Consumer Payment Method Data 

Payment 

Method 

Year 2020 Year 2021 Year 2022 

Amount Percentage Amount Percentage Amount Percentage 

Cash 6,141,931 89.8% 5,653,549 91.1% 10,005,046 90.8% 

Card (e-money) 500,550 7.3% 464,878 7.5% 639,469 5.8% 

QRIS (e-wallet) 193,297 2.8% 89,247 1.4% 369,407 3.4% 

Total 6,835,778 100% 6,207,674 100% 11,013,922 100% 

Cash 6,141,931 89.8% 5,653,549 91.1% 10,005,046 90.8% 

 

Based on data from the Public Service Agency (BLU) of the Trans Semarang Technical 

Implementation Unit (UPTD), the majority of Trans Semarang users in Semarang City preferred to 

pay for tickets in cash rather than using non-cash methods, particularly QRIS scans, from 2020 to 

2022. The percentages of QRIS usage were notably low, ranging from only 1.4% to 3.4%. 

Consequently, it can be concluded that the adoption of QRIS as a ticket payment method among Trans 

Semarang users is still minimal and not yet popular. 

The customer experience is defined as the experience with the environment and the 

relationship between the customer and the service provider. The sustainability intention of 

users is determined by their satisfaction with the use of the Information System (IS) and the 

perceived benefits from the continued use of the IS. Ryu et al. (2012) stated in their research 

that perceived customer value is indeed a significant determinant of customer breadth, and 

customer satisfaction is a significant predictor of behavioral intention. 

This research focuses more on customer experience as a factor that can influence the 

intention to use QRIS continuously, with perceived usefulness, and perceived ease of use 

affecting the intention to use QRIS as a payment method, thus making consumers feel satisfied 

and ultimately willing to use QRIS as a continuous payment method. 

 

LITERATURE REVIEW 

Customer Experience 

Customer experience is defined as the overall interaction and impression that customers 

gain from a product or service. According to Arnould et al. (2002), it encompasses all aspects 

of consumer experiences in marketing, including emotional, physical, and intellectual 

perceptions. The broadest and most common area of research regarding experiences in 

marketing is consumer experience. The research by Ajzen and Fishbein (1980) highlights that 

there is a significant difference between experienced and inexperienced users in influencing 

the actual use of a technology. Experienced users tend to have more consistent and intense 

usage behavior. 

An engaging and immersive experience with a brand can influence customer loyalty 

(Brakus et al., 2009). Experience is the best variable for predicting future behavior. Customer 

experience in online purchasing has a significant influence on the intention to repurchase online 

(Huang et al., 2011; Monsuwe et al., 2004; Weisberg et al., 2011). 

 

Intention to reuse (Niat penggunaan secara terus menerus) 

Peneliti Anderson (1994) dan Henning-Thurau dan Klee (1997) telah mengakui bahwa 

pengalaman konsumen dalam membeli mempengaruhi pembelian kembali di masa yang akan 

datang (dalam Wangwiboolkij, 2011). Jadi niat menggunaan secara terus-menerus alat 

pembayaran QRIS dapat diartikan sebagai konsumen yang menggunakan terus-menerus 

terhadap alat pembayaran QRIS yang telah digunakan sbelumnya, hal ini dipengaruhi oleh 

persepsi kemudahan dalam menggunakan aplikasi QRIS sebelumnya.  

Kepuasan terhadap pengalaman sebelumnya dengan QRIS bisa mendorong intensi 

untuk menggunakannya lagi dan merekomendasikan untuk penggunaan QRIS. Arahita & 
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Hatammimi (2015) menunjukkan bahwa persepsi kemudahan penggunaan berkontribusi pada 

intention to reuse. Jika pengguna merasa bahwa QRIS mudah dan nyaman digunakan, mereka 

cenderung akan terus menggunakannya dan merasa lebih baik menggunakan QRIS daripada 

menggunakan metode pembayaran lainnya. 

 

Perceived Ease of Use  

Davis (1989) in his work stated that the perceived ease of application (Perceived Ease 

of Use) is the extent to which a person believes that using a particular system can reduce their 

effort in doing something. The frequency of use and interaction between the user and the system 

can also demonstrate ease of use. Perceived ease of use significantly influences a person's 

intention to reuse technology. Systems that are perceived as easy to use tend to be adopted 

more quickly and used continuously. 

 

Perceived Usefulness 

Thompson et al. (1991) also stated that individuals will use information technology if 

they have a good understanding of its benefits or usefulness. This directly correlates with the 

intention to reuse the technology. 

 

RESEARCH METHODOLOGY 

This study employs a quantitative method. The desire of Trans Semarang service users 

to reuse QRIS as a non-cash payment method is the object of this research. The population of 

this study includes Trans Semarang service users who have used the QRIS payment method, 

with the exact number unknown. The sampling technique used is purposive sampling. This 

study uses customer experience (X) as an independent variable and intention to reuse QRIS 

(Y) as a dependent variable, with perceived ease of use (Y1) and perceived usefulness (Y2) as 

intervening variables. The research period lasted approximately two months. The data source 

for this research is primary data obtained from questionnaire processing. 

The data analysis method involves descriptive and quantitative analysis. Descriptive 

analysis in this study is depicted in the form of respondent answer index calculations. 

Quantitative analysis in this study uses structural equation modeling (SEM) with a variance-

based approach, also known as Partial Least Squares (PLS), through SmartPLS version 3.9 

software. 

 

RESULTS 

Description of Research Variables 

This research was conducted by obtaining responses from all respondents as research 

data through answering statements in the form of a questionnaire related to the research 

variables to understand the general perceptions of the respondents. The use of this 

questionnaire serves as a means to determine the influence of customer experience on the 

intention to reuse QRIS, with perceived ease of use and perceived usefulness as intervening 

variables. The measurement scale used for scoring is a 7-point Likert scale. 

 

Outer Model Analysis 

The outer model analysis, also known as the measurement model test, is used to show 

the relationship between each block of indicators and their latent variables. In this study, the 

measurement model is illustrated in Figure 1 as follows: 
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Source: SmartPLS Output 2023 

Figure 1. Outer Model of the Study 

 

The measurement model test using SmartPLS 3.9 involves the following testing stages: 

 

Construct Reliability dan Validity 

Table 2 presents the indicator loading factor values for each variable, all of which are 

higher than 0.7. An indicator is considered valid if it has an AVE (Average Variance Extracted) 

value above 0.5 or shows that all the outer loading dimensions of the variable have loading 

values above 0.7. Therefore, it can be concluded that this measurement meets the criteria for 

convergent validity (Chin in Kalnadi, 2013). 

 
Table 2. Outer Loading Table
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Next, the reliability testing can be evaluated using Cronbach's alpha and composite 

reliability (CR) values. An item is considered reliable if Cronbach's alpha is above 0.6 and the 

composite reliability is above 0.7. The results of the reliability tests for each variable are 

presented in the construct reliability and validity table from the analysis conducted using 

SmartPLS 3.2.9, as shown in Table 3 below. 

 

Table 3. Construct Reliability and Validity Table 

 
 

Table 3 shows that each variable has a Cronbach's alpha value above 0.6 and a 

composite reliability value above 0.7, as well as an AVE value for each construct above 0.5. 

Thus, it can be concluded that the variables used are valid and reliable. 

. 

Inner Model Analysis 

The relationships between variables in this study, as presented in Figure 2, can be 

understood using inner model analysis. The structural model in PLS is evaluated using R² for 

the dependent variables and the path coefficient values for the independent variables, which 

are then assessed for significance based on the t-statistic for each path. The structural model of 

this study can be seen in Figure 2 as follows: 

 

 
Source: SmartPLS Output 2023 

Figure 2. Inner Model of the Study 
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To assess the significance of the prediction model in the structural model testing, we 

look at the t-statistic values between the independent and dependent variables in the Path 

Coefficient table from the SmartPLS output, as shown in Table 4 below: 

 

Table 4. Path Coefficient (Mean, STDEV, t-value) 

 

Simultaneous hypothesis testing in SmartPLS can be seen in the indirect effect results, 

not only in the coefficients because, in moderation effects, both direct effects (independent 

variables to dependent variables) and interaction effects between independent and dependent 

variables are tested. 

 
Tabel 5. Specific Indirect Effect 

 

Table 5 shows that the T-statistic value for the moderation variable is significant only 

for the relationship between Customer Experience and Intention to Reuse with Perceived 

Usefulness as an intervening variable, with a value less than 1.96. With a T-statistic value of 

6.204, it can be concluded that Customer Experience's influence on Intention to Reuse is fully 

mediated by Perceived Ease of Use and Perceived Usefulness as intervening variables. 

 

Hypothesis Testing 

Hypothesis testing in this study uses bootstrapping. The results of this bootstrapping 

test can be seen from the T-statistics and P-values to determine the significance level of the 

influence of independent variables on dependent variables. 

  

H1: Customer experience has a significant positive effect on perceived ease of use. 

The first hypothesis tests whether customer experience has a significant effect on 

perceived ease of use. The test results show a T-statistic value of 4.897 and a P-value of 0.000. 

From these results, the T-statistic is significant because it is greater than 1.96 with a P-value 

less than 0.05, thus the first hypothesis is accepted. This proves that the customer experience 

has a significant effect on perceived ease of use. 

 

H2: Customer experience does not have a significant positive effect on perceived 

usefulness. 

The second hypothesis tests whether customer experience has a significant effect on 
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perceived usefulness. The test results show a T-statistic value of 0.515 and a P-value of 0.606. 

From these results, the T-statistic is not significant because it is less than 1.96 with a P-value 

greater than 0.05, thus the second hypothesis is rejected. This proves that the customer 

experience does not have a significant effect on perceived usefulness. 

 

H3: Perceived ease of use has a significant effect on the intention to reuse QRIS. 

The third hypothesis tests whether perceived ease of use has a significant effect on the 

intention to reuse QRIS. The test results show a T-statistic value of 6.079 and a P-value of 

0.000. From these results, the T-statistic is significant because it is greater than 1.96 with a P-

value less than 0.05, thus the third hypothesis is accepted. This proves that perceived ease of 

use has a significant effect on the intention to reuse QRIS. 

 

H4: Perceived usefulness has a significant effect on the intention to reuse QRIS. 

The fourth hypothesis tests whether perceived usefulness has a significant effect on the 

intention to reuse QRIS. The test results show a T-statistic value of 6.204 and a P-value of 

0.000. From these results, the T-statistic is significant because it is greater than 1.96 with a P-

value less than 0.05, thus the fourth hypothesis is accepted. This proves that the perceived 

usefulness has a significant effect on the intention to reuse QRIS. 

 

H5: Perceived ease of use has a significant effect on perceived usefulness. 

The fifth hypothesis tests whether perceived ease of use has a significant effect on 

perceived usefulness. The test results show a T-statistic value of 6.777 and a P-value of 0.000. 

From these results, the T-statistic is significant because it is greater than 1.96 with a P-value 

less than 0.05, thus the fifth hypothesis is accepted. This proves that perceived ease of use has 

a significant effect on perceived usefulness. 

  

Discussion 

The Influence of Customer Experience on Perceived Ease of Use 

H1: Customer experience has a significant positive effect on perceived ease of use. 

The results of this study indicate that the customer experience variable has a significant 

positive effect on perceived ease of use. This assessment is derived from respondents' 

perceptions of the ease of use or application of QRIS for purchasing Trans Semarang tickets. 

Most respondents believed that using QRIS is easier, simpler, and safer, and many felt more 

comfortable and had a pleasant experience. However, some respondents mentioned difficulties 

when making payments on the bus due to network issues or the instability of the vehicle's 

motion, which made scanning QRIS challenging. 

This finding aligns with the research by Tenggiano and Mauritsius (2022), which found 

that experience significantly affects perceived usefulness and perceived ease of use according 

to the UTAUT model, which states that experience moderates behavioral intentions. Their 

research showed that experience influences the perceived usefulness and ease of use of QRIS 

payments. This result also corresponds with the study by Grover and Yi (2003), which found 

that system experience is significantly related to perceived ease of use. 

 

The Influence of Customer Experience on Perceived Usefulness 

H2: Customer experience does not have a significant positive effect on perceived 

usefulness. 

The results of this study indicate that the customer experience variable does not have a 

significant positive effect on perceived usefulness. This assessment is derived from the 

experiences of respondents who used QRIS to purchase Trans Semarang tickets. While some 

believed that QRIS was very helpful for payments and found it more practical as it eliminates 
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the need for cash, others, especially those unfamiliar with QRIS, such as the elderly, suggested 

the need for assistance from staff. 

Respondents, mostly over 36 years old, stated that the usefulness of QRIS was mainly 

as an alternative payment method if they did not have cash or the exact amount. However, if 

there were additional benefits beyond being a payment tool, the results might have differed. 

This finding contradicts the research by Tenggiano and Mauritsius (2022), which found 

that experience significantly affects perceived usefulness and perceived ease of use according 

to the UTAUT model. Their study indicated that experience does not influence the perceived 

usefulness of using QRIS. 

 

The Influence of Perceived Ease of Use on Intention to Reuse QRIS 

H3: Perceived ease of use has a significant effect on the intention to reuse QRIS. 

The results of this study show that respondents agreed they found it easy and simpler 

to make payments using QRIS, which increased their interest and willingness to reuse QRIS as 

a payment method for Trans Semarang tickets. This finding aligns with research conducted by 

Primandari et al. (2022), Prabawa and Aminah (2023), Oroh and Rumokoy (2015), Wiwoho 

(2019), Shandy (2020), and Arahita and Hutammimi (2015). However, it contradicts the 

findings of Sialen et al. (2020), Pratama Putri (2021), and Humbani and Wiese (2019). 

 

The Influence of Perceived Usefulness on Intention to Reuse QRIS 

H4: Perceived usefulness has a significant effect on the intention to reuse QRIS. 

The results of this study show that respondents agreed that they found QRIS useful and 

easy to use, which increased their intention to reuse QRIS as a payment method for Trans 

Semarang tickets. However, some respondents mentioned occasional issues with network 

problems or vehicle instability. This finding aligns with the research conducted by Wiwoho 

(2019) but contradicts the findings of Sialen et al. (2010), Oroh and Rumokoy (2015), Pratama 

Putri (2021), Shandy (2020), Humbani and Wiese (2019), and Arahita and Hutammimi (2015). 

Research by Sandy and Firdausy (2020) mentioned that perceived usefulness does not 

significantly influence the intention to reuse GoPay. 

 

The Influence of Perceived Ease of Use on Perceived Usefulness 

H5: Perceived ease of use has a significant effect on perceived usefulness. 

Respondents in this study believed that using QRIS for purchasing Trans Semarang 

tickets is very easy, practical, and helpful for the payment process. Users do not need to prepare 

cash, making it safer and more convenient. This finding aligns with the research conducted by 

Humbani and Wiese (2019), which found that perceived ease of use of mobile payment 

applications positively affects perceived usefulness. 

 

CONCLUSION 

The findings of this study indicate that perceived ease of use and perceived usefulness 

effectively mediate the impact of customer experience on the intention to reuse QRIS among 

Trans Semarang users who have previously used QRIS for ticket payments. As more 

consumers adopt QRIS as a payment method, it is expected that the performance and service 

quality of Trans Semarang will improve, thereby attracting a larger user base. To further 

promote the use of QRIS, Trans Semarang could implement promotional activities to 

incentivize users to opt for QRIS payments. In the event that non-cash payments, such as QRIS, 

become mandatory, it is anticipated that Trans Semarang users will adapt and fully transition 

to this payment method. Nonetheless, additional comprehensive research is necessary to ensure 

that such policies, if enforced, will be accepted by all demographic groups residing in and 

around Semarang. 
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