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INTISARI 

Tujuan penelitian ini adalah untuk menguji pengaruh perceived usefulness, 

perceived ease of use, perceived credibility, social influence dan customer awareness 

terhadap kepuasan dan niat penggunaan kembali aplikasi mobile payment OVO. 

Jumlah responden yang diteliti pada penelitian ini sebanyak 241 responden valid. 

Proses pengumpulan data menggunakan kuesioner yang didistribusikan secara online 

(google form) dan offline. Pengolahan data menggunakan aplikasi SmartPLS untuk 

analisis SEM. 

Hasil penelitian ini menunjukkan bahwa perceived usefulness, perceived ease 

of use dan perceived credibility berpengaruh positif signifikan terhadap kepuasan 

pengguna aplikasi mobile payment OVO. Sementara itu perceived usefulness, 

perceived ease of use, perceived credibility, social influence dan customer awareness 

juga berpengaruh positif signifikan terhadap niat penggunaan kembali aplikasi mobile 

payment OVO. 

Kata Kunci : perceived usefulness, perceived ease of use, perceived credibility, 

kepuasan, niat penggunaan kembali. 
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ABSTRACT 

  The purpose of this study is to examine the effect of perceived usefulness, 

perceived ease of use, perceived credibility, social influence and customer awareness 

toward satisfaction and intention to reuse mobile payment application OVO. A total 

of 241 valid respondent as sample of the study were collected. Data collected by 

distributed online questionnaire (google form) and offline questionnaire. Data were 

calculated by SmartPLS software fo SEM analysis. 

 The results show that there is significant positive relationship between 

perceived usefulness, perceived ease of use, perceived credibility and users’ 

satisfaction. Also there is significant positive relationship between perceived 

usefulness, perceived ease of use, perceived credibility, social influence, customer 

awareness and users’ intention to reuse mobile payment application. 

Keywords : perceived usefulness, perceived ease of use, perceived credibility, 

satisfaction, intention to reuse. 

 

 

 

 

 

 

 

 


