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Abstract: This study aims to investigate the influence of usage barriers, risk barriers, tradition barriers,
product knowledge, attitude, and personal norms on the intention to use QRIS (Quick Response Code
Indonesian Standard) for almsgiving at temples in Bali. This research provides culturally grounded
recommendations for temple managers, QRIS service providers, and policymakers to promote QRIS
adoption in religious settings. A quantitative survey method was employed, involving 189 temple
devotees in Bali. Structural Equation Modeling (SEM) was used to analyze the relationships among
variables, including the effects of attitude and personal norms as mediators. The results reveal that
usage and tradition barriers significantly and negatively affect the intention to use QRIS, while risk
barriers show a minor negative impact. Conversely, product knowledge, attitude, and personal norms
positively and significantly influence QRIS adoption. Attitude and personal norms also serve as key
mediators. The findings highlight the importance of reducing technological and cultural barriers and
enhancing digital literacy. Practical implications include the need for consistent user education,
involvement of religious leaders, and the development of trust through transparent practices and better
user experiences. This study contributes original insights into the intersection of technology adoption
and religious-cultural practices, offering a roadmap for sustainable QRIS integration in similar contexts.
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1. Introduction

The adoption of technology in Indonesian society has accelerated significantly. The essential
transition from manual and traditional tasks to the adoption of technology. This phenomenon indicates
that Indonesia has entered a period of turmoil. QRIS is a QR Code standard for payment systems in
Indonesia, established by Bank Indonesia (BI) and the Indonesian Payment System Association (ASPI).
The introduction of QRIS exemplifies the ambition for the Indonesian Payment System by 2025. Bank
Indonesia (BI) reported 28.75 million Quick Response Code Indonesia Standard (QRIS) users in
Indonesia in 2022. QRIS represents a technological advancement in digital finance. The application's
usage evidences the acceptance of technical innovation; high utilization indicates successtul acceptance
of the innovation [17.

QRIS is anticipated to enhance its users' accountability. All organizations, especially religious
institutions like temples, must implement the principle of responsibility. Temples serve as places of
worship for Hindus and are distributed over Indonesia, with the highest concentration in the Province
of Bali. Pura is a non-governmental and non-profit organization operating within the religious sector.
To support its operational activities, a temple can collect financial contributions from the community,
known as dana punia, a voluntary donation given by devotees to express devotion and support for the
temple. Presently, QRIS can contribute to several temples in Bali in addition to cash. Utilizing QRIS
will expedite and enhance the transparency of donation activities. The donation comprises funds
gathered from contributions to the temple, which will thereafter be used for operational processes and
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the building of the temple. A method to assess the acceptance of this digital innovation is to determine
the desire to utilize QRIS for donations, referred to as usage intention.

Research by Atmika and Sulindawati [27] indicates that the devotees are unmotivated to embrace
changes in the contribution system and continue to choose traditional techniques. This scenario
indicates persistent community resistance inside the donation system. The theoretical framework
addressing rejection or resistance to technological innovation is the Innovation Resistance Theory
(IRT), initially established by Ram and Sheth [87. This idea aids in comprehending user behavior
characterized by resistance. Innovation resistance is characterized as behavior stemming from rational
cognition and decision-making concerning the acceptance and utilization of innovation, prompted by the
prospective alterations induced by current changes [47]. Consumer resistance significantly influences
the success or failure of innovation [37. According to IRT, one of the challenges that emerges is the
utilization barrier. A new product that breaks usage habits and introduces more problems than
convenience may encounter user rejection [57. This study indicates that the complexity of QRIS for the
“dana punia’ may present obstacles for users with limited technical abilities. This suggests that the
usage barrier could influence the desire to utilize QRIS for the “dana punia”. Alongside the challenges
posed by evolving usage contexts, the appearance of uncertainty constitutes an additional impediment
associated with new technologies.

Risk barriers pertain to opposition from uncertainty, an inherent aspect of any innovation. Dunphy
and Herbig [67 propose that adopting innovation is contingent upon the degree of uncertainty it
generates. Utilizing digital financial technology may expose customers to the risks of financial loss,
inadequate Internet access, or diminished smartphone battery life [77]. Alongside obstacles stemming
from uncertainty, tradition also serves as a hindrance when innovations emerge. Traditional barriers
describe obstacles arising from innovation when such innovation alters established user routines,
culture, and behavior [87. Traditional barriers negatively impact the intention to accept new
technologies [97. For instance, QRIS mandates customers to make donations electronically, which
contrasts with cash-based payment systems.

Implementing QRIS for donation funds is perceived as insufficiently socialized, resulting in
widespread unfamiliarity among individuals [27. Understanding a product is crucial in consumer
decision-making [107. Studies by Ningrum, et al. [117] and Deccasari, et al. [127 indicate that product
knowledge positively and significantly influences the intention to use.

The Theory of Planned Behavior (TPB) posits that attitude is a primary factor in elucidating
intention and conduct. Attitude is a primary element in the Theory of Planned Behavior (TPB). Human
behavior is shaped by newly developed or existing attitudes retrieved from memory. According to
research by Alifah and Kusumawati [137] usage restrictions diminish users' views towards a product.
Research conducted by An, et al. [147 indicates that usage restrictions negatively and significantly
influence perceptions.

Consumer attitudes will deteriorate if there are significant risk barriers [157. The impression of
significant risk barriers in transactions will deteriorate user attitudes [167]. The comprehension of
financial technology concerns affects user behavior, since enhanced knowledge of financial technology
promotes user understanding. Research by Sun and Wang [177] demonstrates that awareness of
ecologically friendly items is crucial in cultivating pro-environmental attitudes.

Product knowledge can alter attitudes and impact personal norms. Personal norms are a primary
element within the Norm Activation Model. The Norm Activation Model (NAM), proposed by
Schwartz [187] was developed from a pro-social viewpoint. NAM posits that individual behavior is
determined by personal norms (i.e., internal standards for specific activities) rather than subjective
norms that impose external regulations [197].

Personal norms are ethical standards or behavioral guidelines that individuals select according to
their ideas or values. Personal norms frequently diverge from societal norms. Personal norms are
influenced not only by product knowledge but also by traditional obstacles. The two concepts are
interrelated, as an individual's norms may occasionally collide with societal traditional restrictions.
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Tradition pertains to human behaviors within social contexts [207]. Habits can affect an individual's
norms [21, 227. When the perceived impediments of tradition are sufficiently robust, they will influence
the individual's norms [287. Personal norms may also affect behavioral intentions. In Schwartz [24]
Norm Activation Model, personal norms denote individual moral convictions on executing specific
behaviors. Personal norms are the primary determinants that elicit pro-social conduct [257]. Numerous
prior studies indicate that personal norms favor and significantly influence donation intentions [ 19, 26,
277].

In the Theory of Planned Behavior, intention is asserted to be affected by attitude. An individual's
attitude toward a specific activity is "the degree to which one holds a favorable or unfavorable
evaluation or assessment of the behavior in question" [287. A favorable disposition toward behavior
tfosters an inclination to partake in consumption activity [297]. Studies on consumer purchasing
intentions for healthy food indicate that attitude variables strongly predict customer buy intentions for
a product Yamoah and Acquaye [307] and Al Kurdi, et al. [317]. Mensah, et al. [327] showed that attitude
directly influences behavioral intentions toward using government e-services.

Personal norms can influence both intentions and an individual's attitudes. Jansson and Dorrepaal
[33] showed that personal norms correlate with attitudes, values, and beliefs. Research by Roos and
Hahn [847 indicates that elevated consumer morals and obligations towards the social environment
toster a good consumer attitude. Strong personal norms among customers will influence their opinions
[35].

Based on the theory and empirical studies conducted and the business phenomena in the field, this
study further explores the integration of innovation resistance theory and the theory of planned
behavior by adding product knowledge and personal norm variables. Therefore, this study discusses the
development of QRIS user intentions for Dana Punia Pura in Bali (based on Innovation Resistance
Theory, Theory of Planned Behavior, Product Knowledge, and Personal Norm).

2. Literature Review
2.1. Innovation Resistance Theory

Innovation resistance, an individual reaction that questions the legitimacy of changes brought about
by innovation, occurs when individuals perceive that new attributes will adversely affect their current
circumstances or contradict deeply held convictions [3, 367. This hypothesis, introduced by Sheth [37]
emphasizes tradition and risk variables as primary contributors to resistance across physical, social, and
economic risk dimensions. Innovation resistance is a dual phenomenon, comprising active resistance
arising from functional impediments (value, use, risk) and passive resistance resulting from
psychological barriers (tradition, image) [38, 397. Innovation Resistance Theory (IRT) is a theoretical
tramework that elucidates consumers' opposition to innovation [407]. Unlike acceptance theories such as
the Technology Acceptance Model (TAM), IRT emphasizes the adoption of technology and the actual
resistance to it Dwivedi, et al. [417]. Consequently, IRT is pertinent for identifying characteristics that
contribute to resistance towards new products, particularly in social contexts, and aids in elucidating
obstacles to usage that can significantly influence the success or failure of a technology [37].

2.2. Theory of Planned Behavior (TPB)

One of the most used behavioral theory frameworks to explain the link between intention and
human behavior is the Theory of Planned Behavior (TPB). The TPB posits that behavior intention
predicts behavior conditioned by three main factors: attitude toward behavior, subjective norm, and
perceived behavioral control [28, 427. Two of this theory's components are attitude and subjective
norm, where attitude is a positive or negative appraisal of behavior, and subjective norm is the social
pressure exerted by others. Additionally, perceived behavioral control is a crucial aspect of this theory,
referring to an individual's perception of how easy or difficult it would be to perform a behavior, based
on available resources, past experiences, and anticipated obstacles [437. In the scope of this research,
TPB was applied to investigate attitude as one of the major predictors of consumers' intention to use
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ORIS for dana punia, which can be valued to determine whether or not it is accepted as a user of this
technology, which measures good or bad results.

2.8. Norm Actrvation Model (NAM)

One social-psychological model is the Norm Activation Model (NAM) [187] which tries to
characterize and explain pro-social behavior. A theoretical framework was applied based on personal
norms (an individual's internal preferences about specific acts, which are shaped by awareness of
consequences and a sense of personal responsibility) [447]. Personal norms motivate a person to engage
in moral behavior and can evoke feelings of pride when the standard is adhered to or remorse when the
norm is breached [24, 457. This study regards personal norms as endogenous variables that examine
pro-social behavioral intentions, such as QRIS for donations. In the temple, donations are not profit-
driven for business purposes, but rather pro-social, as the funds support initiatives that best serve the
community, including the temple's operations, development, and social activities. This model will
elucidate the influence of personal norms on the intention to utilize QRIS in this setting

2.4. Hypotheses and Research Model
2.4.1. Hypotheses Development
2.4.1.1. The Effect of Usage Barriers on Intention to Use

Usage barriers are defined as the complexity of the innovation or the difficulty associated with its
utilization [467. The intention to use a new system is frequently reduced due to the challenges
associated with adjusting to and relearning its utilization Sivathanu [477]. Khanra, et al. [487 have
confirmed that this barrier constitutes a significant impediment to adoption. Hameed, et al. [49]
established an inverse link between barriers to utilization and the intention to utilize digital payments.
Hypotheses are formulated as follows based on this:

H..Usage barriers negatively affect the intention to use.

2.4.1.2. The Effect of Risk Barriers on Intention to Use

Obstacles to risk encompass apprehensions regarding adverse outcomes, such as system failures or
data breaches, which may dissuade users from adopting an innovation [37. Users apprehend cyber
dangers or transactional inaccuracies within digital payment services Arif, et al. [97]. Memon, et al. [50]
and Behera, et al. [517] study how trust level factors diminish adoption and heighten resistance. The
lens I propose is:

H. Risk barriers have a negative effect on intention to use.

2.4.1.3. The Effect of Traditional Barriers on Intention to Use

Traditional barriers emerge when innovation conflicts with established customs [97]. Consumers
tend to reject technology essential for services that impose new expectations or challenge their
perspectives, such as digital payments and e-learning [52, 537. High traditional barriers can obstruct
the adoption of technology. Consequently, we put up the following hypothesis:

H. Traditional barriers have a negative effect on intention to use.

2.4.1.4. The Effect of Product Knowledge on Intention to Use

Product knowledge is critical in developing the intention to implement an innovation. A more
comprehensive comprehension of the product fosters adoption and enhances user confidence [54].
Intention to use is positively influenced by product knowledge, according to research on digital services
[11, 127]. Consequently, the hypothesis that has been put forth is as follows:
H.Intention to use is positively influenced by product knowledge.
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2.4.1.5. The Effect of Usage Barriers on Attitudes

Usage barriers are associated with perceiving the complexity or difficulty of utilizing an innovation
[55]. This obstacle can have a detrimental impact on an individual's mindset, particularly if users
perceive the new system as excessively intricate or incompatible with their existing routines. Ashraf
[56] conducted research indicating that usage barriers adversely affect attitudes. In light of this, the
hypothesis that has been put forth is as follows:

H. Attitude is negatively influenced by usage barriers.

2.4.1.6. The Impact of Risk Barriers on Attitudes

The perception of risk to the security or reliability of technology that can negatively affect user
attitudes is reflected in risk barriers Nel and Boshoft [577]. Sivathanu [47] conducted research
demonstrating the substantial detrimental eftects of risk barriers on attitudes toward digital technology.
In light of this, the hypothesis that has been suggested is as follows:

H. Attitude is negatrvely influenced by risk barriers.

2.4.1.7. The Impact of Product Knowledge on Attitudes

Situmorang, et al. [587] demonstrate that product knowledge can ultimately influence positive
attitudes toward a product by increasing user understanding and trust. As indicated by pertinent
research, user attitudes are positively and significantly associated with product knowledge [597. In
light of this, the hypothesis that has been suggested is as follows:

H:. Attitude is positively influenced by product knowledge.

2.4.1.8. The Influence of Product Knowledge on Personal Norm

Product knowledge can shape personal norms by increasing an individual's moral responsibility
[607]. Deeper knowledge of a product or service encourages individuals to develop personal norms that
support adoption [617]. Based on this, the proposed hypothesis is:

H. Product knowledge has a positive effect on personal norms.

2.4.1.9. The Influence of Traditional Barriers on Personal Norm

Traditional barriers often conflict with an individual's norms, especially in the context of
innovations that are inconsistent with old values [237]. When traditional barriers are strong enough,
personal norms tend to be negatively aftected [627]. Based on this, the proposed hypothesis is:

H., Traditional barriers have a negative effect on personal norms.

2.4.1.10. The Influence of Personal Norm on Intention to Use

Strong personal norms, such as a sense of moral responsibility, encourage individuals to
demonstrate pro-social intentions, including the adoption of relevant innovations [637]. Research
supports that personal norms have a significant effect on behavioral intentions [647. Based on this, the
proposed hypothesis is:

H.o Personal norms have a positive effect on intention to use.

2.4.1.11. The Influence of Attitude on Intention to Use

A positive attitude toward innovation is an important predictor of intention to adopt technology
[65]. Research shows that a more positive attitude significantly increases intention to use [667]. Based
on this, the proposed hypothesis is:
H... Attitude has a positive effect on intention to use.

2.4.1.12. The Mediating Role of Attitudes and Personal Norms
Attitudes and personal norms serve as important mediators in the relationship between various
barriers (usage barriers, risk barriers, tradition barriers) and intention to use. Research shows that
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attitudes and personal norms can significantly explain this influence [43, 567. Strong personal norms,
such as a sense of moral responsibility, can positively influence an individual's attitude, which in turn
influences their intention to use a service or technology [67]. Attitude has been shown to be a
significant mediator in the relationship between personal norms and intention to use [687].
Based on the results of previous studies, the mediation hypotheses are:

H... Attitude can mediate the effect of usage barriers on intention to use.

H.s Attitude can mediate the effect of risk barriers on intention to use.

H.. Personal norms can mediate the effect of traditional barriers on intention to use.

H.: Attitude can mediate the effect of product knowledge on intention to use.

H.« Personal norms can meduate the effect of product knowledge on intention to use.

H.: Attitude can mediate the effect of personal norms on intention to use.

H... Attitude can mediate the influence of personal norms on intention to use

2.4.2. Research Model

H2

HI
Usage Barrier

Attitude H12

Risk Barrier T

Intention to Use>

_/L

Product
Knowledge

Personal Norm Hil

H9

Tradition

Barrier
H3

H4

Figure 1.
Research Framework.

3. Methods

This study uses a quantitative approach with a positivist paradigm to analyze the causal relationship
between variables such as usage barriers, risk barriers, tradition barriers, and product knowledge on
attitudes, personal norms, and intentions to use QRIS for “dana punia’. The study was conducted in Bali
Province, known as the Island of a Thousand Temples, because the adoption rate of QRIS for “dana
punia’ at temples in Bali is still low. Data collection was carried out using a combination of online and
offline questionnaires to maximize practicality and efficiency. The population of the study was the
temple devotees in Bali, with sample criteria including individuals who have mobile banking services,
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have never used QRIS for “dana punia’, but know information related to QRIS. The sample was
determined using a non-probability sampling method, namely purposive sampling, with the number of
samples calculated based on the number of indicators in the study. Based on the calculation of the theory
of Hair, et al. [697 this study involved 189 respondents. The research variables include endogenous
variables (attitudes, personal norms, and intentions to use) and exogenous variables (usage barriers, risk
barriers, tradition barriers, and product knowledge). Each variable is measured using indicators that
have been compiled based on relevant literature and using a five-point Likert scale. The collected data
were tested for validity and reliability before being analyzed. The validity test showed that all
instruments had a correlation coefficient above the minimum limit of 0.361.

In contrast, the reliability test showed a Cronbach's Alpha value above 0.6 for all variables, which
means that the instruments are valid and reliable. Data analysis was carried out using the Structural
Equation Modeling (SEM) technique based on Partial Least Squares (PLS). This method is used to test
the measurement model to evaluate validity and reliability, as well as the structural model to test the
causal hypothesis. Descriptive analysis was also carried out to describe the characteristics of
respondents and their perceptions of the research variables using percentages and averages. The results
of this study are expected to provide an in-depth understanding of the factors that influence the
intention to use QRIS for “dana punia” in Bali.

4. Results
4.1. Respondent characteristics

The characteristics of respondents in this study describe the criteria of 189 respondents based on
gender, age, education, occupation, and income. The detailed characteristics of the respondents are
presented in Table 1.

Overall, these data show that the intention to use QRIS as a payment method for temple ofterings in
Bali is mostly found in women aged 18-26, with a bachelor's degree, working as a student or college
student, and domiciled in Denpasar. This phenomenon indicates that digital payment technology, such
as QRIS, is increasingly accepted by the community, especially the younger generation and the
educated, as a modern solution to support religious traditions in Bali.
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Table 1.
Characteristics of Respondents.
Number of Percentage of
No Characteristics Classification Respondents (people) Respondents
(%)
) Gender Man 79 41,8
Woman 110 58,2
Total 189 100
18 - 26 years old 97 51.82
. 27 - 85 years old 62 32.80
2 Age
36 - 44 years old 21 11.11
45 - 53 years old 6 3.17
> 54 years old 3 1.59
Total 189 100
Education Highschool 54 28.6
3 Background Bachelor 117 61.9
Master/PhD 18 9.5
Total 189 100
Civil Servant 43 22.8
State-Owned Enterprise Employees 8 4.2
4 Occupation Private Sector Employees 42 22.2
Students 75 39.7
Entrepreneurs 14 7.4
Others 7 3.7
Total 189 100
5 Income > 25.000.000 6 3.2
>15.000.000 — 25.000.000 11 5.8
> 5.000.000 — 15.000.000 49 25.9
2.000.000 — 5.000.000 84 44 4
Less than 2.000.000 39 20.6
Total 189 100
6 Domicile Badung 28 14.8
Bangli 3 1.6
Buleleng 43 22.8
Denpasar 61 32.3
Gianyar 27 14.3
Jembrana 4 2.1
Karangasem 7 8.7
Klungkung 4 2.1
Tabanan 12 6.3
Total 189 100

4.2. Results of Measurement Model Evaluation (Outer Model)

The outer model, namely the specification of the relationship between latent variables and their
indicators, or also called the outer relation or measurement model, defines the characteristics of the
construct with its manifest variables.
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Table 2.
Results of Convergent Validity Test, Discriminant Validity, and Construct Reliability.
Cross-
Loading Composite
Convergent Validity Validity AVE RSAVE (> Cronbach's Reliability
Variable (Loading Factor) (>0.5) (>0.5) Correlation) Alpha (>0.7) (>0.7)
Usage Barrier
(X1) 0.770-0.938 Valid 0.796 0.892 0.913 0.94
Risk Barrier (X2) 0.770-0.852 Valid 0.668 0.817 0.884 0.889
Tradition Barrier
(X3) 0.851-0.918 Valid 0.786 0.887 0.909 0.936
Product
Knowledge (X4) 0.865-0.937 Valid 0.832 0.912 0.932 0.952
Attitude (Y1) 0.846-0.930 Valid 0.817 0.904 0.925 0.947
Personal Norm
(Y2) 0.755-0.928 Valid 0.75 0.866 0.888 0.923
Intention to use
(Y3) 0.890-0.957 Valid 0.859 0.927 0917 0.948

Based on the results of the outer model test, the validity and reliability of all constructs in this study
have met the established criteria. Convergent validity is shown through the loading factor value on each
indicator, which is in the range of 0.770-0.957, exceeding the minimum threshold of 0.60. This indicates
that all indicators have a significant and strong correlation with their respective latent variables. In
addition, the discriminant validity tested using cross-loading shows that the cross-loading value of the
indicator on each latent variable is greater than that of the other variables, so that all indicators are
declared valid in distinguishing each construct.

Further testing using the Average Variance Extracted (AVE) value also shows that all constructs
have an AVE value of more than 0.5, with a range of 0.668 to 0.859. This confirms that the latent
variables can explain more than half of the variance of their indicators on average. The root square of
average variance extracted (RSAVE) value for each construct is also greater than the correlation
between other constructs, indicating good discriminant validity.

In terms of reliability, the Cronbach's Alpha and Composite Reliability values of all latent variables
are above the minimum threshold of 0.7, with a range of 0.834-0.932 and 0.889-0.952, respectively.
This indicates that the internal consistency of the indicators for each construct is very good, so that the
data is declared reliable. Thus, the measurement model (outer model) in this study can be concluded as
valid and reliable to support further analysis.

5. Results of Hypothesis Testing
5.1. Results of the Direct Effect Test

The outcomes of the direct effect assessment utilizing Partial Least Squares (PLS) indicated that 12
hypotheses were evaluated by the bootstrap method to mitigate data irregularity issues. Several
significant findings were derived from the test results.
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Figure 2.
Structural Model.
Table 3.
Results of Direct Influence Test.
Path Coefficient | t statistics P Values Description
Usage Barrier (X1) -> Intention to Use (Y3) -0.141 2.108 0.036 Significant
Risk Barrier (X2) -> Intention to Use (Y3) -0.012 0.262 0.798 Not Significant
Tradition Barrier (X3) -> Intention to Use (Y3) -0.225 2.129 0.034 Significant
Product Knowledge (X4) -> Intention to Use (Y3) 0.118 2.767 0.006 Significant
Usage Barrier (X1) -> Attitude (Y1) -0.258 3.859 0.001 Significant
Risk Barrier (X2) -> Attitude (Y1) -0.164 2.945 0.008 Significant
Product Knowledge (X4) -> Attitude (Y1) 0.146 2.244 0.025 Significant
Product Knowledge (X4) -> Personal Norm (Y2) 0.284 4.595 0.000 Significant
Tradition Barrier (X3) -> Personal Norm (Y2) -0.580 10.584 0.000 Significant
Personal Norm (Y2) -> Intention to Use (Y3) 0.185 2.417 0.016 Significant
Attitude (Y1) -> Intention to Use (Y3) 0.414 6.320 0.000 Significant
Personal Norm (Y2) -> Attitude (Y1) 0.439 6.719 0.000 Significant

The use barrier exerts a negative and substantial influence on the intention to utilize QRIS (f = -
0.141; p = 0.036), hence validating the hypothesis that the usage barrier adversely affects the desire to

use. In contrast, the risk barrier exhibits a negative albeit minor impact on the intention to use (8 = -
0.012; p = 0.793), leading to the rejection of the associated hypothesis.
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Moreover, the tradition barrier demonstrates a negative and substantial impact on the intention to
utilize QRIS (B = -0.225; p = 0.034), corroborating the proposed hypothesis. Conversely, product
knowledge exerts a positive and significant influence on the intention to use (f = 0.118; p = 0.006),
indicating that increased product knowledge correlates with a greater intention to utilize QRIS.

Furthermore, the usage barrier exerts a negative and substantial impact on attitude (f = -0.258; p =
0.001), while the risk barrier similarly demonstrates a negative and significant effect on attitude (f = -
0.1645 p = 0.003). The hypothesis concerning the influence of product knowledge on attitude is accepted,
demonstrating a positive and significant effect (f = 0.146; p = 0.025).

Subsequent testing revealed that product knowledge exerted a positive and substantial influence on
personal norms (f = 0.284; p = 0.000), while the tradition barrier demonstrated a negative and
significant impact on personal norms (f = -0.580; p = 0.000). Personal norms exert a positive and
significant influence on the intention to use QRIS (B = 0.185; p = 0.016). Additional data indicate that
attitudes exert a positive and substantial influence on the intention to utilize QRIS ( = 0.414; p =
0.000), whereas personal norms positively and significantly affect attitudes (B = 0.439; p = 0.000). The
results indicate that factors such as usage hurdles, traditional obstacles, product knowledge, personal
norms, and attitudes significantly influence the intention to utilize QRIS for punia money.

5.2. Testing of Direct, Indirect, and VAF Effects

This study will examine the mediating role of attitude and personal norm variables. The
examination of indirect effects in this study can be seen in the explanation of the analysis results in
Table 4.

Table 4.
Recapitulation of Mediating Variable Test Results.
Effect
Variable Relationship ?Z) (B) © D) ®) Description
Usage Barrier (X1) -> Attitude (Y1) -> Intention -0.107 -0.141 -0.258 0.414 | Partial
to Use (Y3) (Sig.) (Sig.) (Sig.) (Sig.) | Mediation
Risk Barri < Attitude (Y I . -0.068 -0.012 -0.164 0.414 | Full
ke g;‘;r (X2) -> Attitude (Y1) -> Intention (Sig) | (NonSig)| (Sig) (Sig.) | Mediation
Traditi Barri (XS) - P IN (YZ) -0.078 -0.225 -0.580| 0.185 | Partial
radition Barrier -> Personal Norm (Y2) - : . . . S
Sig. Sig. Sig. Sig.) | Mediat
> Intention to Use (Y3) (Sig) (Sig.) (Sig) | (Sig.) edration
0.061 0.118 0.146 0.414 | Partial
Product Knowledge (X4) -> Attitude (Y1) -> Si Si Si Si Mediati
Intention to Use (Y3) (Sig) (Sig) (Sig) (Sig) ediation
Product K led (X‘l*) P IN (YQ) 0.038 -0.141 0.284 0.135 | Partial
roduct Knowledge -> Personal Norm Sio. Sio Sic. Sio) | Mediati
-> Intention to Use (Y3) (Sig) (Sig) (Sig) | (Sig) eduation
P 1 N (YQ) >~ Attitud (Yl) - 0.182 -0.012 0.439 0.414 | Partial
ersona orm - itude - . » - . S
Sig. Sig. Sig. Sig.) | Mediat
Intention to Use (Y3) (Sig) (Sig) (Sig) (Sig) ediation

The hypothesis testing results indicate that the indirect effect of usage barrier on intention to use
via attitude demonstrates that attitude partially mediates this relationship, evidenced by a regression
coefficient of -0.107. The usage barrier has a strong direct influence on intention to use (-0.141) and on
attitude (-0.258), as does attitude on intention to use (0.414). The findings suggest that an increased
barrier to using diminishes favorable views, hence reducing the intention to use. In the context of risk
barriers, the indirect effect via attitude results in complete mediation, with a coefficient of -0.068. The
risk barrier does not directly influence the intention to use (- -0.012, not significant); rather, it can
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diminish intention to use indirectly by reducing attitude (-0.164 on attitude). The examination of the
impact of traditional barriers on usage intention via personal norms indicates partial mediation, with a
coefficient of -0.078. The direct impact of the tradition barrier on the intention to use (-0.225) and on
personal norm (-0.580) is significant, as is the effect of personal norm on intention to use (0.185). This
affirms that an increase in conventional barriers will diminish personal norms, hence decreasing the will
to utilize. Conversely, product knowledge exhibits partial mediation via attitude (0.061) and personal
norm (0.038). Product knowledge enhances positive attitude (0.146 to attitude) and personal norm
(0.284), so finally augmenting the intention to utilize (0.118 to intention).

Ultimately, personal norm partially mediates its influence on the intention to use via attitude, with a
regression coefficient of 0.182. The direct effect of personal norm on attitude (0.439) and the effect of
attitude on intention to use (0.414) are significant. However, the direct effect of personal norm on
intention to use is not significant (-0.012). Consequently, elevated personal norms enhance good
attitudes, which ultimately augment the purpose to utilize. These findings validate the significance of
attitude and personal norm as mediators in diverse variable correlations.

6. Discussions

This study identifies multiple elements that affect the intention to utilize QRIS for donation monies
in Balinese temples, encompassing usage hurdles, risk barriers, traditional barriers, product knowledge,
personal norms, and attitudes. The results demonstrate a multifaceted link among these elements,
corroborated by theoretical frameworks including Innovation Resistance Theory (IRT), Norm
Activation Model (NAM), and Theory of Planned Behavior (TPB).

The investigation results indicate that usage barriers adversely and significantly impact the
intention to utilize QRIS for donation funds in Balinese temples. This research suggests that increased
perceived usage obstacles correlate with a diminished inclination to utilize QRIS. Conversely,
diminished barriers correlate with an increased inclination to utilize this technology as a way of giving.
The barriers to utilization encompass the belief that QRIS is challenging to utilize, impractical,
ineffective, and features ambiguous directions. These factors affect users' intention to use QRIS for
digital donations in temples.

These results theoretically corroborate the Innovation Resistance Theory (IRT) proposed by Ram
and Sheth [37. IRT elucidates that resistance to innovation frequently arises from a discord between
new technology and people's perceptions of its intricacy. Within the framework of QRIS, perceptions of
ambiguous instructions and convoluted processes establish functional impediments, hence diminishing
the intention to utilize it. Prior research by Moorthy, et al. [707] and Khanra, et al. [487] corroborates
that perceived usage obstacles would substantially influence technology adoption.

Alongside utilization obstacles, risk barriers were also identified as having a negative impact on the
desire to utilize QRIS, but this effect was not statistically significant. Users consider transaction risks,
including incorrect amounts, erroneous payment destinations, account breaches, and interrupted
connections. Nevertheless, our findings suggest that these worries are insufficiently robust to impede
user intentions substantially. Research conducted by Rahmayanti, et al. [717] indicates that the younger
generation, which constitutes the majority of respondents in this study, exhibits greater confidence in
managing digital hazards. This aligns with the findings of Nurlaily, et al. [727] which indicate that the
younger generation possesses superior risk management skills.

Simultaneously, traditional hurdles were identified as having a detrimental and significant impact on
the intention to utilize QRIS. This obstacle stems from consumer inclinations towards conventional
procedures, the belief that digital transactions contradict cultural values, and the challenges associated
with adapting to new techniques. Within the IRT paradigm, this barrier is classified as a psychological
barrier that signifies the discord between innovation and tradition. Studies by Tandon, et al. [157] and
Himel, et al. [787 indicate that traditional hurdles frequently impede the adoption of new technology.

Conversely, product knowledge exerts a favorable and considerable influence on the inclination to
utilize QRIS. A comprehensive grasp of the advantages of QRIS, including efficiency and transparency,
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enhances the user's intention to adopt this technology. Within the framework of the Cognitive-
Affective-Conative (CAC) Theory, product knowledge establishes a robust foundational understanding,
subsequently leading to a favorable attitude towards the technology. Research conducted by Khan, et al.
[747] indicates that product knowledge enhances attitudes and intentions towards the adoption of new
technology.

Moreover, utilization restrictions exert a detrimental and substantial impact on user attitudes
towards QRIS. Increased impediments to usage correlate with a more negative user attitude. This
pertains to IRT, where functional impediments like perceived complexity affect resistance to innovation.
Studies conducted by An, et al. [147; Lee and Kim [757] and Das and Ray [[767] indicate that perceptions
of usability can influence adverse attitudes towards emerging technology.

Risk barriers exert a detrimental and substantial influence on user attitudes. Concerns over
transaction risks foster adverse impressions of QRIS, as evidenced by the studies conducted by Mathew,
et al. [77] and Hameed, et al. [497]. In contrast, product knowledge exerts a favorable and considerable
influence on user views toward QRIS. Comprehensive knowledge establishes the notion that QRIS is an
effective contemporary answer, as evidenced by the research conducted by Tarigan and Aldama [787].

Personal norms were identified as having a favorable and significant impact on the intention to
utilize QRIS. Heightened moral awareness regarding the openness and efficiency of donations enhances
users' propensity to use QRIS. Research conducted by Schwartz [247 and Chuah, et al. [79]
demonstrated that robust personal norms can promote pro-social behaviors, including technology
adoption.

Attitudes about QRIS exert a positive and significant influence on the intention to utilize it.
Individuals with favorable opinions towards QRIS are more likely to intend to utilize this technology.
This discovery corroborates 287 Theory of Planned Behavior (TPB), which posits that attitude is the
primary predictor of behavioral intention. Moreover, personal norms exert a favorable and considerable
influence on user sentiments. Robust personal norms foster favorable assessments of QRIS, thus
affecting the intention to utilize it. Research conducted by Schwartz [247] and Liu, et al. [687 indicates
that robust personal norms enhance favorable views towards pro-social action.

In a mediation framework, attitude may mediate the impact of usage barriers on the intention to
utilize QRIS. Significant usage constraints foster adverse sentiments, thus diminishing the intention to
utilize QRIS. This pertains to the Theory of Planned Behavior, wherein attitude serves as a cognitive
process linking negative judgments to behavioral intentions. Ashraf [567 study indicates that usage
restrictions influence unfavorable sentiments, thereby diminishing the inclination to adopt technology.

Attitude modulates the impact of risk barriers on the intention to utilize. Risk barriers initially
influence unfavorable attitudes, thereby diminishing user intentions. Chaveesuk, et al. [807] demonstrate
that perceived risk influences unfavorable attitudes, which subsequently impact the intention to utilize
technology.

Personal norms affect the impact of traditional restrictions on the intention to utilize. Traditional
barriers diminish personal norms, thereby decreasing the intention to utilize QRIS. Research by
Schwartz [247] and Sholehuddin, et al. [20] indicates that traditional barriers can diminish personal
norms, thereby lowering behavioral intentions.

Product knowledge influences intentions by fostering favorable sentiments. A comprehensive
comprehension of QRIS fosters a favorable disposition, thus enhancing the intention to utilize it. The
research by Kusumaningtyas and Mujiasih [817] indicates that product knowledge fosters the
development of positive sentiments.

Ultimately, personal norms mediate the influence of product knowledge on the intention to utilize
ORIS. Comprehensive information stimulates personal norms, thereby enhancing user intentions.
Research by Wu, et al. [607] indicates that robust personal norms can enhance the intention to adopt
novel technology.

This study's findings underscore the necessity of surmounting obstacles to usage, mitigating
hazards, and addressing traditions while enhancing users' digital literacy. Efficient educational and
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socialization tactics can cultivate favorable attitudes and reinforce users' norms, thereby enhancing the
acceptance of QRIS as a contemporary giving method in Balinese temples.

6.1. Implication

This study's results possess substantial theoretical and practical ramifications, particularly
regarding the adoption of digital payment technology within cultural and religious contexts. These
findings theoretically enhance the examination of obstacles to technology adoption, including usage,
risk, and tradition barriers, while underscoring the significant influence of product knowledge, personal
norms, and attitudes on the intention to utilize QRIS. This study offers a novel viewpoint on the
dynamics of QRIS adoption within the framework of Balinese culture, which steadfastly upholds
tradition, emphasizing the interplay of psychological, social, and technological aspects in consumer
decision-making.

Temple administrators and QRIS service providers might leverage the findings of this study to
formulate initiatives aimed at enhancing QRIS adoption. Measures such as socialization that highlight
the compatibility of QRIS with tradition, ongoing education by religious leaders, and straightforward
usage instructions might mitigate obstacles to acceptance. IFurthermore, enhancing the application's
user-friendliness and ensuring transparency in transaction security would bolster the congregation's
confidence and convenience in utilizing QRIS. Enhanced product knowledge can be conveyed via social
media, pamphlets, and educational sessions at temples to augment congregational comprehension.
Highlighting the principles of virtue and moral responsibility in the support of temples via
contemporary technologies can enhance individual standards and cultivate favorable attitudes within the
congregation towards QRIS. This stage aims to enhance the adoption of QRIS while respecting current
cultural and traditional values.

7. Conclusion

The study's results demonstrate that usage barriers and traditional barriers significantly negatively
impact the intention to utilize QRIS for temple funds in Bali. In contrast, the risk barrier has a negative
but no effect. Conversely, product knowledge exerts a favorable and considerable influence on the
inclination to utilize QRIS. Attitudinal and personal normative elements significantly influence
intention, with favorable attitudes and robust personal norms demonstrated to enhance the intention to
utilize QRIS. Moreover, usage barriers and risk barriers exert a considerable negative influence on
attitude, but product knowledge positively impacts both attitude and personal norm. Personal norms
exert a considerable favorable influence on attitudes and intentions to utilize QRIS. Multiple variables
exhibit a mediating relationship, including attitude mediating the effects of use barrier, risk barrier, and
product knowledge on the intention to use, as well as personal norm mediating the effects of tradition
barrier and product knowledge on the intention to use. These findings affirm that attitude and personal
norm significantly influence the intention to utilize QRIS within the Balinese cultural setting.
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