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Abstract

Global transactions and technological developments have posed cashless transaction challenges for micro-, small-, and
medium-sized batik businesses in Indonesia. Financial literacy, social influence, and perceived enjoyment are the factors
that can influence the success of cashless transactions. Furthermore, facilitating conditions can support MSMES’ success
in implementing cashless transactions. Therefore, this study aims to analyse the effect of financial literacy, social influence,
and perceived enjoyment on cashless transactions in batik MSMEs in Indonesia. In addition, this study also analyses the
role of facilitating conditions as a moderating variable. This study uses SEM-PLS and is operated by WarpPLS 8.0. The
sample for this research consisted of 100 batik MSMEs from Pekalongan, Central Java, Indonesia. Data collection was con-
ducted over two months. The analysis shows that financial literacy has a significant positive effect on cashless transactions.
Moreover, perceived enjoyment also has a considerable positive impact. Furthermore, facilitating conditions can moderate
the influence of perceived enjoyment on cashless transactions. However, facilitating conditions fail to moderate both the
influence of financial literacy on cashless transactions and the influence of social influence on cashless transactions.
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Introduction

Micro, small, and medium enterprises (MSMEs) play an
essential role in Indonesia’s economic growth. There are 66
million MSME:s in Indonesia, accounting for 61% of gross
domestic product (GDP) [1]. Moreover, MSMEs employ
117 million workers, or 97% of Indonesia’s total workforce
in 2023 [1]. However, MSMEs in Indonesia face challeng-
es in entering the digital transaction era. The number of
MSMEs entering the digital ecosystem in 2022 was only
20.76 million [1]. In fact, the Central Bank of Indonesia
has facilitated digital transactions for MSMEs, for example,
through the Indonesian Quick Response Code Standard
(QRIS). Hence, this circumstance illustrates the low level
of cashless transaction use among MSMEs in Indonesia.
Several factors, such as financial literacy, social influence,
and perceived enjoyment, can contribute to the low level of
cashless transaction usage in Indonesia.

Financial literacy is the first factor that can affect cashless
behaviour in Indonesia. [2] found that MSMEs’ financial
literacy in Indonesia affects cashless behaviour. A high
level of knowledge of MSMEs’ understanding of financial
management drives their decision to use one of the finan-
cial technology products. Moreover, financial literacy can
change people’s mindsets in making financial decisions,
such as applying cashless transactions [3]. Furthermore,
financial literacy will increase the number of digital trans-
actions conducted by MSMEs and encourage the transition
from a conventional to a modern economy [4].

Besides financial literacy, social influence is another factor
that can affect cashless behaviour. According to [5], social
influence is the process by which an individual chang-
es their behaviour to adapt to the demands of the social
environment; for example, the more people around them
use electronic or digital payments, the greater their desire
to also use electronic payment tools [6]. Moreover, sever-
al parties, such as celebrities, family members, friends, or
colleagues, can influence consumer behaviour in adopting
cashless payments [5].

Perceived enjoyment can also affect cashless behaviour.
Perceived enjoyment is one of the factors influencing
behavioural intention to use mobile wallets for cashless
transactions in Vietnam [7]. The higher the perceived en-
joyment, the greater the intention to use mobile wallets in
Vietnam. Furthermore, [8] showed that the effect of the
user’s perception of enjoyment is more substantial as the
user gains more experience with the system over time. [8]
found that the more frequently a user uses a system, such
as OVO, the stronger the system’s influence on the user’s
intention. [9] found that perceptions of enjoyment influ-
ence the intention to use electronic money. The greater the
enjoyment of using electronic money, the greater the moti-
vation to use it as a payment instrument.

Facilitating conditions also play an essential role in sup-
porting cashless behaviour. The presence of devices, such
as internet-enabled smartphones, knowledge of how to
use mobile wallet services, and acceptance of mobile wal-
let service providers, may encourage the use of cashless
transactions [10]. Facilitating conditions are also among
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the factors that promote the use of e-wallets for cashless
transactions [10]. Facilitating conditions have proven to
be a significant factor in determining the performance
of payment systems [11]. Hence, the government should
focus on improving facilities that support cashless trans-
actions [12].

The batik industry is one of Indonesia’s growing sectors,
dominated by MSMEs. Currently, there are 3,159 batik
MSMEs in Indonesia. Furthermore, batik MSMEs also
make a significant contribution to Indonesia’s economy.
According to the Indonesian Ministry of Industry, batik
exports in 2020 reached USD 532.7 million, and this figure
increased by USD 157.8 million in the first quarter of 2021
alone. Given this economic significance, the digital trans-
formation of batik MSMEs becomes increasingly crucial
for sustaining growth. Financial digitalisation in Indonesia
encourages MSMEs to use non-cash transactions [13]. The
trend of buying and selling products through marketplaces
fosters the adoption of non-cash transactions [14]. Hence,
financial literacy can assist MSMEs in the batik industry to
develop cashless behaviour [15].

Previous studies examined the effect of financial literacy
on cashless behaviour [4; 16-18]. Moreover, previous re-
searchers also analysed the impact of social influence on
cashless behaviour [5; 6; 19; 20]. Furthermore, the relation-
ship between perceived enjoyment and cashless behaviour
has also been discussed in previous studies [8; 9; 21; 22].
Nevertheless, these prior studies obtained different results.
Thus, another factor can moderate the effects of financial
literacy, social influence, and perceived enjoyment on
cashless behaviour. Hence, the novelty of this research lies
in applying facilitating conditions as a moderating varia-
ble. If digital infrastructure is available and easily accessi-
ble, individuals with high financial literacy will be more
encouraged to conduct digital transactions. Conversely, if
internet access is limited or digital payment systems are
unstable, insufficient financial literacy fails to encourage
cashless behaviour. The first part of this research discusses
the research background. The second part of this research
presents the literature review, including theory, prior stud-
ies, and hypotheses. Subsequently, the third part will ex-
amine the method. The fourth part of this research will
present the analysis results and the discussion. The final
part forms the conclusion of this research.

Literature Review

Unified Theory of Acceptance

and Use of Technology

This research employs the unified theory of acceptance
and use of technology (UTAUT), following the approach
of [14] and [11]. UTAUT emphasises that performance
expectations, effort expectations, social influence, and
supporting conditions are the four essential aspects that
influence technology acceptance [14]. UTAUT consists of
four elements. The first element is performance expectan-
cy, or the belief that applying technology can improve work
results and provide clear benefits. The second element is
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effort expectancy, or the perception of how easy it is to use
technology. The third element is social influence, which is
the degree to which a person feels that significant others
(friends, family, or co-workers) think they should use tech-
nology. Social influence refers to consumers’ perceptions
that important people in their lives consider this technolo-
gy necessary [14]. The fourth element is facilitating condi-
tions, which express the perception that infrastructure and
resources are available to support the use of technology.

The Effect of Financial Literacy
on Cashless Behaviour

According to the UTAUT theory, an increase in financial
literacy indicates a stronger tendency to understand the
advantages, perceive convenience, and believe in using
cashless payment systems. The OECD’s financial literacy
scale is measured across three main dimensions: knowl-
edge, behaviour, and attitude. Knowledge is an under-
standing of basic financial concepts, such as interest, infla-
tion, risk, and diversification. Behaviour is how individuals
manage money, save, budget, and make financial decisions.
Meanwhile, attitude is a perspective on future planning,
consumption versus saving tendencies, and long-term
orientation. Previous studies discuss the effect of financial
literacy on cashless behaviour. [16] discussed the impact
of financial literacy on cashless behaviour in the Blora
Regency Secretariat. They found that financial literacy
has a positive and significant effect on cashless behaviour.
Moreover, [17] analysed the relationship between financial
literacy and cashless behaviour of MSMEs in Bekasi City,
Indonesia. They found that financial literacy has a positive
and significant relationship with cashless behaviour. Fur-
thermore, [18] examined the impact of financial literacy
on cashless transactions among students in Yogyakarta.
They revealed that financial literacy and cashless transac-
tions move in the same direction. [19] discussed the effect
of financial literacy on digital financial transactions, such
as cashless transactions. As in [18], financial literacy posi-
tively affects cashless transactions.

H1: Financial literacy has a positive effect on cashless be-
haviour.

The Effect of Social Influence
on Cashless Behaviour

The UTAUT theory emphasises that cashless payment
behaviour is not solely driven by efficiency and conveni-
ence, but is also shaped by social support, peer pressure,
and emerging trends. Strong social influence will increase
the intention and implementation of cashless use. Social
factors are also among the factors that affect cashless trans-
actions. [20] discussed the impact of social influence on
cashless payments. Their study found that social influence
positively affects cashless transactions. Social influence
can increase an individual’s intention to apply and utilise
a technology. [5] analysed the influence of social influence
on cashless transactions in Malaysia. They found that so-
cial influence positively affects cashless transactions. Fur-
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thermore, [6] discussed the effect of social influence on
the cashless behaviour of Generation Z in Indonesia. They
found that social influence has a positive and significant
impact on cashless behaviour.

H2: Social influence has a positive effect on cashless behav-
iour.

The Effect of Perceived Enjoyment

on Cashless Behaviour

According to UTAUT theory, the enjoyment derived from
using digital payment technology serves as an internal
driver that strengthens user intentions and behaviour.
The higher the level of enjoyment, the greater the chance
of widespread and consistent cashless adoption. [21] dis-
cussed the effect of perceived enjoyment (affect) on the
cashless behaviour of MSMEs in Indonesia. They revealed
that emotional response has a positive and significant ef-
fect on cashless behaviour. Moreover, [23] discussed the
impact of MSMEs” emotional reactions on cashless behav-
iour in Indonesia. Furthermore, [9] examined the effect
of perceived enjoyment on the intention to use electronic
money for cashless transactions in Manado, Indonesia. The
study found that perceived enjoyment and the intention of
using electronic money have a positive influence. In addi-
tion, [22] discussed the effect of perceived enjoyment on
M-payment (digital payment) as a form of cashless trans-
action in West Papua. They found a significant effect of
perceived enjoyment on M-payment.

H3: Perceived enjoyment has a positive effect on cashless be-
haviour.

Facilitating Conditions as a Moderating
Variable of the Effect of Financial Literacy,
Social Factors, and Perceived Enjoyment
on Cashless Behaviour

Referring to UTAUT, the more optimal the technical sup-
port, infrastructure, and resources available, the greater the
opportunity for individuals to realise the use of non-cash
payments, rather than stop at intentions or motivation. [10]
discussed the relationship between facilitating conditions
and expectations regarding the use of cashless transactions
to implement cashless behaviour in Malaysia. They found
a relationship between facilitating conditions and cashless
transactions. [11] examined the impact of facilitating con-
ditions on payment system performance as a cashless ap-
plication. The study found that facilitating conditions are
significantly related to payment system performance. [12]
analysed the effect of facilitating conditions on the inten-
tion to use cashless transactions in Padang Panjang, West
Sumatra, Indonesia. They found that facilitating conditions
have a positive and significant effect on cashless transac-
tions. Hence, based on those previous studies, facilitating
conditions can affect cashless transactions.

Several previous studies also analysed the Quick Response
Code Indonesian Standard (QRIS) application as a sup-
porting facility for cashless transactions. [23] discussed
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the effects of QRIS on consumer behaviour in Indonesia’s
cashless society. The study revealed that QRIS is popular
because it is practical, fast, and secure, and supports trans-
actions in various denominations. However, this conven-
ience also encourages impulsive consumer behaviour, as
users find it easier to spend money without control. [24]
analysed the QRIS application for MSMEs in Denpasar
City. They discovered that facilitating conditions influence
behavioural intentions, suggesting that MSMEs in Den-
pasar City are encouraged to adopt QRIS due to adequate
facilities. While this study focuses on facilitating conditions
as a moderator, previous research has also examined oth-
er moderating variables, such as gender and awareness of
cybercrime. [25] examined the role of gender as a moder-
ating variable in shaping fintech users’ continuance inten-
tions in Indonesia. This study shows that gender moderates
the relationship between risk perception and continuance
intention for fintech use. In addition, [26] investigated the
role of cybercrime awareness as a moderating variable in
cashless transaction adoption in Indonesia. They showed
that awareness of cybercrime can successfully moderate
the influence of performance expectancy, effort expectan-
cy, social influence, facilitating conditions, hedonic moti-
vation, price value, and habit on the use of cashless trans-
actions. These findings highlight the multifaceted role of
enabling conditions in supporting cashless adoption across
different contexts.

UTAUT emphasises that facilitating conditions are a deter-
mining factor that strengthens the influence of financial lit-
eracy on cashless behaviour. With the support of appropri-
ate technology and facilities, digital payment adoption will
increase significantly. [27] explored the role of financial
access as a moderator variable of the effect of financial lit-
eracy on the performance of 155 MSMEs in Kuwait. Their
study found that financial access significantly moderates
the relationship between financial literacy and MSME per-
formance; greater access to financial services magnifies the
benefits of financial literacy.

Social factors can influence individuals to switch to cash-
less transactions. Still, this influence does not always trans-
late into actual behaviour if supporting facilities, such as
QRIS at merchants, are not readily available. According to
the UTAUT perspective, adequate supporting conditions
are crucial because they amplify social effects, making en-
vironmental pressure more effective in encouraging the use
of digital payments. [28] investigated the impact of organ-
isational facilitating conditions on technology acceptance
and the effectiveness of virtual communities of practice in
Spain. They used 110 non-governmental organisations as
a sample. [28] found that facilitating conditions positively
impact effectiveness and that virtual collaborative interac-
tions also play a significant role.

[29] explored how performance expectations, ease of use,
social influence, supporting conditions, and perceptions
of enjoyment influence user intentions and behaviour in
using online market applications among Tokopedia ap-
plication users in Denpasar City. They emphasised the
importance of optimising the features of online shopping
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applications to make the interfaces more interactive and
user-friendly. Improving the shopping experience and
making product discovery easier are believed to encourage
greater service usage, while simultaneously strengthening
distribution strategies and expanding market reach.

H4: Facilitating conditions can moderate the effect of finan-
cial literacy on cashless behaviour.

HS5: Facilitating conditions can moderate the effect of social
influence on cashless behaviour.

H6: Facilitating conditions can moderate the effect of per-
ceived enjoyment on cashless behaviour.

Method

Data and Research Sample

The sample of this research comprises batik MSMEs in
Central Java, Indonesia. Purposive sampling is used as a
sampling technique, following [30] and [31] . The sampling
criteria are batik MSMEs located in the city of Pekalongan
that have used non-cash transaction methods. The sample
size was determined using the Slovin formula, as described
by [2]. Thus, the total sample of this research was 100 batik
MSMEs in Pekalongan, Central Java, Indonesia. This re-
search uses primary data collected from respondents via a
questionnaire or Google Form.

Research Variables and Measurement

This research uses three independent variables: financial
literacy, social influence, and perceived enjoyment. The
dependent variable is cashless behaviour, and the moderat-
ing variable is facilitating conditions. In this study, control
variables were not used because the primary focus was to
examine the direct relationship between the independent
and dependent variables. Furthermore, the sample used
was relatively homogeneous (all batik MSMEs in the same
geographical region with similar business operations), so
the influence of external factors was considered minimal.
Table 1 presents the variables, definitions, and indicators of
all variables in this research.

Analysis Model

This research applies validity and reliability tests. The va-
lidity test consists of convergent validity and discriminant
validity. The loading factor is used to test convergent va-
lidity, and it must be greater than 0.4. Moreover, average
variance extracted (AVE) is applied to test discriminant
validity. Furthermore, composite reliability is employed to
test reliability of latent constructs. All constructs must have
composite reliability values greater than 0.6, indicating ad-
equate internal consistency.

This research employs WarpPLS 8.0 to test the research
hypotheses. Partial Least Squares (PLS) analysis is a var-
iance-based Structural Equation Modelling (SEM) sta-
tistical method designed to address multiple regression
problemswhenspecificissuesariseinthedata,suchasmiss-
ing data, small sample sizes, and multicollinearity [32].
The PLS evaluation model is used to assess the out-
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Table 1. Variable Definitions and Indicators

Variables Definitions IndiCators
o . 1.1 use non-cash payment methods because they make my job
Cashless behaviour is a habit of )
easier.
Cashless people making transactions without .
. ) . . o 2. Using non-cash payment methods makes me feel safer.
Behaviour using cash, but instead using digital .
i 3. Using non-cash payment methods makes my payment process
or electronic payment methods. )
faster/shortens the time.
Individual knowledge and ability to i
1.1 know the payment methods for non-cash transaction prod-
. . understand how to manage finances,
Financial o ) ucts.
) which is measured across three main o .
Literacy i . . 2.1 know the implications of non-cash transaction costs.
dimensions: knowledge, behaviour, )
) 3.1 know the benefits of non-cash transactions.
and attitude.
1. The government issues regulations that encourage the use of
. o non-cash transactions.
The influence of significant others o )
) . .... . 2.The use of non-cash transactions is reccommended by friends
. and social groups on an individual’s )
Social o ] and family.
decision to adopt particular be- .
Influence ) ) ) ) ) 3. The use of non-cash transactions is recommended by col-
haviours in a specific social environ- .
. leagues/supervisors at my workplace.
men
4.Non-cash transactions are recommended by the community to
which I belong.
1. Using non-cash payment methods creates a sense of practicality.
. . . 2. Using non-cash payment methods creates a sense of calm
Perceived  Direct emotional response to a . )
. i i because I can transfer money at any time to colleagues during
Enjoyment thought about a particular behaviour
an emergency.
3. Using non-cash payment methods does not cause concerns.
1. Availability of non-cash payment tools (debit cards, credit
cards, e-money, etc.) can be found in the surrounding area.
o ) . 2. The available communication network is stable when non-cash
Objective factors in an environment ) ]
. . . transactions are carried out.
Facilitating that can make a behaviour easier ) ) o
. ] ] 3.Non-cash transaction tools can be owned with conditions that
Conditions or more difficult, according to each

individual’s assessment

are easy to fulfil (internal)
4.Non-cash transaction tools are easy to use.
5.The system network for carrying out non-cash transactions

does not experience many disruptions.

er model and the inner model. Evaluation of the out-
er model with reflective indicators is assessed through
validity, mainly convergent validity. A reflective in-
dicator is said to have high convergent validity if the
correlation is (> 0.60). On the other hand, the evalua-
tion of the inner model (structural model) is done by
the percentage of variance explained by the R? value.
If R? > 0.70, this indicates a strong model; if R* > 0.45,
this denotes a moderate model, and if R? > 0.25, this re-
veals a weak model. Moreover, a partial significance test
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(t-test) is conducted to determine the extent to which
the independent variable influences the dependent vari-
able. The hypothesis is considered accepted if the p-value
is < 0.05. Furthermore, the Variance Accounted For
(VAF) value is used to evaluate the extent to which the
mediation effect influences the whole, based on the in-
direct effect. Model fit testing is carried out using good-
ness-of-fit measures. In addition, bootstrap analysis is
used to test the significance of the path and estimate the
confidence interval of the parameter estimates.
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Table 2. Convergent Validity

Cashless Financial Social Perceived Facilitating "
Behaviour  Literacy Influence Enjoyment Conditions M2
Y1 0.915 -0.162 0.014 0.075 -0.035 -0.073 <0.001
Y2 0.943 -0.016 -0.036 0.095 -0.046 -0.017 <0.001
Y3 0.890 0.184 0.024 -0.177 0.085 0.093 <0.001
X1_1 0.162 0.814 0.029 -0.183 -0.010 0.011 <0.001
X1_3 -0.162 0.814 -0.029 0.183 0.010 -0.011 <0.001
X2 1 0.192 -0.069 0.022 -0.138 -0.144 0.134 <0.001
X2 2 0.135 -0.077 -0.025 -0.085 0.058 0.019 <0.001
X2 3 -0.303 0.140 0.011 0.204 0.047 -0.127 <0.001
X3 2 0.214 -0.126 0.669 0.141 0.058 0.092 <0.001
X3 3 -0.021 0.074 0.871 -0.169 -0.017 -0.081 <0.001
X3 4 -0.135 0.022 0.921 0.057 -0.026 0.010 <0.001
X4 1 0.359 0.137 -0.028 0.734 0.003 -0.003 <0.001
X4 2 -0.266 -0.092 0.081 0.896 -0.040 -0.030 <0.001
X4 3 -0.030 -0.021 -0.061 0.847 0.040 0.034 <0.001
M1 0.311 0.062 -0.109 -0.217 -0.178 0.054 <0.001
M2 -0.190 0.016 0.099 0.067 0.070 -0.023 <0.001
M3 -0.045 -0.063 -0.018 0.098 0.065 -0.018 <0.001
72 0.106 -0.135 -0.098 0.017 0.803 0.019 <0.001
VA 0.065 -0.200 -0.192 0.070 0.403 0.432 <0.001
74 0.351 0.371 0.079 -0.172 0.456 0.004 <0.001
Z5 -0.390 0.029 0.172 0.053 0.697 -0.276 <0.001
M*Z 0.000 0.000 0.000 0.000 0.000 1.000 <0.001

Source: Output of WarpPLS 8.0.

141

Higher School of Economics



Journal of Corporate Finance Research / New Research

Vol. 20 [ N 2 | 2026

Results and Discussion

Results

Validity Test

Table 2 presents the results of the convergent validi-
ty test. Table 2 demonstrates that all factor loadings are
above 0.4 and the p-values are < 0.001; thus, all indicators
meet the requirements for convergent validity. Further-

Table 3. Discriminant Validity

more, the results above indicate that each indicator has a
cross-loading value greater than the loading factor value
of the other constructs.

Discriminant Validity

Table 3 presents the results of the discriminant validity
analysis. According to Table 3, all variables have AVE val-
ues above 0.5 (the critical value). Hence, these results indi-
cate that the discriminant validity in this research is valid.

AVE Critical Value
Cashless Behaviour 0.916 0.5 Valid
Financial Literacy 0.814 0.5 Valid
Social Influence 0.827 0.5 Valid
Perceived Enjoyment 0.828 0.5 Valid
Facilitating Conditions 0.613 0.5 Valid
M*Z 1.000 0.5 Valid

Source: Qutput of WarpPLS 8.0.

Table 4. Composite Reliability

Variable Composite Reliability

Cashless Behaviour 0.940
Financial Literacy 0.797
Social Influence 0.865
Perceived Enjoyment 0.867
Facilitating Conditions 0.690
M*Z 1.000

Source: Output of WarpPLS 8.0.

Composite Reliability

Table 4 presents the results of composite reliability. Table 4
demonstrates that the composite reliability for all variables
exceeds 0.6. These results indicate that all constructs have
adequate internal consistency.

Goodness-of-Fit Test

Table 5 presents the results of the goodness-of-fit (GoF)
evaluation of the structural equation model generated by
WarpPLS software version 8.0. Based on Table 5, the Av-
erage Path Coeflicient (APC) value of 0.192 and p-value
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of 0.007 indicate a statistically significant relationship be-
tween the paths in the structural model, as the p-value is be-
low 0.05. This means that the average path coefficient indi-
cates that this model is structurally suitable. Moreover, the
Adjusted R-Squared (ARS) value is 0.593 (p-value < 0.01),
which is also statistically significant (p-value < 0.05), in-
dicating that the model has sufficient ability to explain
the variability of the dependent variable based on its in-
dependent variables. Furthermore, the Average Adjusted
R-Squared (AARS) is 0.571 (p-value < 0.01); this value is
significant (p-value < 0.05), indicating that, after adjusting
for the number of predictors, the independent variables
remain strong enough to explain the dependent variable.

According to Table 5, the Average Block Variance Inflation
Factor (AVIF) value of 1.427 is within the acceptable range
(less than 5), and ideally below 3.3. This means that multi-
collinearity among independent variables is not significant
in the model. The Average Full Collinearity (AFVIF) value
of 1.825 also indicates that there is no serious multicollin-
earity problem, as this value is below the accepted limit of
5 (ideally < 3.3). Furthermore, the GoF value of 0.681 is
categorised as large, with small values below 0.1, medium
values between 0.1 and 0.25, and large values above 0.36.
This indicates that the model has sufficient predictive pow-
er in explaining the dependent variable. A Simpson’s Par-
adox Ratio (SPR) value of 0.833 indicates that there are no
cases where Simpson’s paradox occurs, meaning that all
relationships in the model are in the theoretically expected
direction. This value is within the ideal range of > 0.7.
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Table 5. Evaluation of Goodness-of-Fit in Structural Equation Models

Parameter Coefficient Rule of Thumb Conclusion
Average Path Coefficient (APC) 0.192, p = 0.007 Acceptable p < 0.05 Accepted
Adjusted R-Squared (ARS) 0.593, p < 0.010 Acceptable p < 0.05 Accepted
Average Adjusted R-Squared (AARS) 0.571, p < 0.010 Acceptable p < 0.05 Accepted
Average Block VIF (AVIF) 1.427 Acceptable if < 5, ideally < 3.3 Accepted
Average Full Collinearity VIF (AFVIF) 1.825 Acceptable if < 5, ideally < 3.3 Accepted
Tenenhaus GoF (GoF) 0.681 small 2 0.1, medium = 0.25, Accepted
large > 0.36
Simpson’s Paradox Ratio (SPR) 0.833 Acceptable if > 0.7, ideally = 1 Accepted
R-Squared Contribution Ratio (RSCR) 0.982 Acceptable if > 0.9, ideally = 1 Accepted
Statistical Suppression Ratio (SSR) 1.000 Acceptable if > 0.7 Accepted
Nonlinear Bivariate Causality 0.750 Acceptable if > 0.7 Accepted

Direction Ratio (NLBCDR)

The R-Squared Contribution Ratio (RSCR) value of 0.982
is very close to the ideal value of 1, indicating that almost
all the R-Squared contribution comes from the expect-
ed relationships, indicating a strong and reliable model.
Moreover, the value of Statistical Suppression Ratio (SSR)
is 1.00, which is higher than 0.7. In addition, the Nonlin-
ear Bivariate Causality Direction Ratio (NLBCDR) value
of 0.750, which exceeds 0.7, indicates that the direction of
causality in this model’s bivariate relationship is consistent
with the theory’s predictions.

Table 6 describes the estimated relationship across varia-
bles. According to Table 6, financial literacy has a positive
and significant influence on cashless behaviour. The co-
efficient value is 0.20, which is significant at the 1% level
(p = 0.01). Moreover, social influence also positively influ-

Table 6. Estimated Relationship Across Variables

ences cashless behaviour, with a coefficient of 0.06. Nev-
ertheless, this value is not significant. Similar to financial
literacy, perceived enjoyment also has a positive and sig-
nificant effect on cashless behaviour; the coeflicient is 0.59
and is significant at the 1% level (p = 0.01). Comparing the
coeflicient values, perceived enjoyment (8 = 0.59) is the
most influential predictor of cashless behaviour, followed
by financial literacy (8 = 0.20), while social influence
(8 = 0.06) shows a weak, non-significant effect. This sug-
gests that hedonic factors play a more prominent role than
cognitive factors in driving cashless transaction adoption
among batik MSMEs.

Table 6 also presents the role of facilitating conditions as
a moderating variable. According to Table 6, facilitating
conditions can only moderate the influence of perceived

Description Path Path Coefficient

Financial Literacy on Cashless Behaviour 0.20%**
Social Influence on Cashless Behaviour 0.06
Perceived Enjoyment on Cashless Behaviour 0.59%**
The Role of Facilitating Conditions as a Moderating 0.09
Variable of Financial Literacy on Cashless Behaviour ’
The Role of Facilitating Conditions as a Moderating 0.03
Variable of Social Influence on Cashless Behaviour '
The Role of Facilitating Conditions as a Moderating 0.19%

Variable of Perceived Enjoyment on Cashless Behaviour
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enjoyment on cashless behaviour; the coefficient is -0.19
and is significant at the 5% level (p = 0.05). This result also
shows that facilitating conditions weaken the influence of
perceived enjoyment on cashless behaviour. Meanwhile,
facilitating conditions do not moderate the impact of fi-
nancial literacy on cashless behaviour. Indeed, facilitating
conditions do not moderate the relationship between so-
cial influence and cashless behaviour.

Discussion

The Influence of Financial Literacy

on Cashless Behaviour

The SEM-PLS analysis shows that financial literacy has a
positive and significant effect on cashless behaviour. This
positive result is consistent with UTAUT. A high level of
financial literacy improves MSMEs’ understanding of the
benefits and available support, thereby increasing their
confidence and sense of security when using digital pay-
ment systems. Financial knowledge makes them more con-
fident, better able to minimise risks, and ultimately more
open to engaging in cashless behaviour. Moreover, this
positive effect aligns with [3; 16-19], . The higher the finan-
cial knowledge, the greater the confidence in using cash-
less or non-cash transactions, for example, via QRIS [3]
or digital wallets [19].

The Influence of Social Influence
on Cashless Behaviour

The results of the SEM-PLS analysis also indicate that so-
cial influence has no significant effect on cashless behav-
iour. Social influence is not significant in shaping the cash-
less behaviour of batik MSME:s, as decisions to adopt it are
more determined by operational needs, practical benefits,
and infrastructure support than by trends or environmen-
tal pressures. This result is contrary to those obtained by
[5; 6; 20]. The finding that social influence does not sig-
nificantly affect cashless behaviour may be attributed to
several factors. The financial literacy of batik MSMEs re-
mains low, so the use of cashless behaviour is not yet op-
timal. Furthermore, most batik MSMEs in Indonesia are
still accustomed to conventional cash transactions, which
is slowing the transition to cashless behaviour.

The Influence of Perceived Enjoyment
on Cashless Behaviour

Similar to financial literacy, perceived enjoyment also
positively affects cashless behaviour. This result aligns
with UTAUT. Perceived enjoyment plays a significant role
in driving the adoption of digital payments among batik
MSME:s in Indonesia. A pleasant experience with cashless
behaviour encourages both consumers and businesses to
adopt cashless payment systems, thereby accelerating the
digitalisation of the batik sector. Furthermore, this posi-
tive impact is consistent with the findings of [9; 21; 22].
Perceived enjoyment, as manifested in emotional respons-
es, can help MSME actors make decisions by guiding their
feelings when choosing to use digital transactions [21]. The
happier and more excited someone feels about using elec-
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tronic money, the more motivated they are to use it as a
means of payment for goods or services, as it is one of the
cashless transaction forms [9].

The Role of Facilitating Conditions as a Moderating
Variable of the Effect of Financial Literacy on Cashless
Behaviour

The SEM-PLS analysis shows that facilitating conditions
do not moderate the effect of financial literacy. Supporting
facilities for cashless behaviour cannot strengthen or weak-
en the influence of financial literacy on cashless behaviour.
This condition may occur due to the level of financial liter-
acy. Although supporting facilities for cashless behaviour
are available, if financial knowledge about their use is still
low, the likelihood is that their availability will not increase
or decrease the interest in cashless behaviour.

The Role of Facilitating Conditions as a Moderating
Variable of the Effect of Social Influence on Cashless
Behaviour

Support for cashless behaviour cannot strengthen or weak-
en the influence of social factors on cashless behaviour.
This situation is likely due to batik MSMEs’ cash-based
practices. Generally, batik businesses in Indonesia are he-
reditary. This situation sometimes affects company man-
agement, especially its financial management, which re-
mains conventional and reluctant to adapt to the evolution
of current digital transactions. Therefore, the existence of
supporting facilities for cashless behaviour does not have a
role in the relationship between social influence and cash-
less behaviour.

The Role of Facilitating Conditions as a Moderating
Variable of the Effect of Perceived Enjoyment on
Cashless Behaviour

The analysis found that facilitating conditions weaken the
effect of perceived enjoyment on cashless behaviour. In
UTAUT, strong facilitating conditions make cashless adop-
tion among batik MSMEs more dependent on functional
aspects and system support, thereby reducing the influence
of perceived enjoyment on user behaviour. This negative
moderating effect suggests that when technological infra-
structure is robust and reliable, users shift their focus from
hedonic motivations to utilitarian benefits, aligning with
the instrumental perspective of technology acceptance. In
other words, when the facilitating conditions are in place,
enjoyment is no longer the primary factor in determining
digital payment usage.

Conclusion

The digital transformation of Indonesias economy
presents both opportunities and challenges for batik
MSMEs, particularly in adopting cashless transaction
systems. Technological developments have facilitated the
emergence of cashless transactions, creating new imper-
atives for traditional businesses to adapt. Therefore, this
study examines the influence of financial literacy, social
influence, and perceived enjoyment on cashless transac-
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tions among batik MSMEs in Indonesia. Moreover, the
SEM-PLS analysis shows that financial literacy and per-
ceived enjoyment have a significant positive influence,
whereas social influence does not. Facilitating conditions
as a moderating variable weaken the influence of per-
ceived enjoyment on cashless transactions. Meanwhile,
this moderating variable cannot moderate the effects of
financial literacy and social influence on cashless trans-
actions.

Specifically, two of the three main hypotheses were sup-
ported: H1 (financial literacy positively affects cashless
behaviour) and H3 (perceived enjoyment positively affects
cashless behaviour). In contrast, H2 (social influence pos-
itively affects cashless behaviour) was rejected. Regarding
the moderation effects, only H6 (facilitating conditions
moderate the impact of perceived enjoyment on cashless
behaviour) was supported, whereas H4 and H5 were not
supported.

This study contributes theoretically by introducing facil-
itating conditions as a moderating variable, thereby pre-
senting a novel perspective in the literature. Facilitating
conditions, such as infrastructure, regulations, and ac-
cessibility, have been shown to strengthen or weaken the
influence of perceived enjoyment, financial literacy, and
social influence on cashless behaviour. Thus, the literature
is expanded by understanding that facilitating conditions
act not only as direct predictors but also as interacting
factors. This finding enriches the UTAUT framework by
demonstrating that contextual factors play a more complex
role than previously understood, particularly in traditional
MSME:s in developing economies.

This research provides a practical contribution, incentiv-
izing MSMEs, consumers, regulators, and financial service
providers to accelerate the adoption of digital payments.
By emphasising the importance of financial literacy, social
influence, and enjoyment, and considering the moderating
role of facilitating conditions, all stakeholders can design
more effective strategies to support the creation of a cash-
less society. Specifically, policymakers should prioritise
infrastructure development, educators should enhance fi-
nancial literacy programmes tailored to MSMEs, and tech-
nology providers should focus on creating enjoyable user
experiences while ensuring robust system reliability.

For batik MSME owners and managers, these findings sug-
gest that enhancing financial literacy through training pro-
grammes and creating enjoyable user experiences should
be prioritised. Additionally, collaboration with technology
providers to ensure reliable infrastructure and user-friend-
ly payment systems can facilitate smoother transitions to
cashless operations. Government agencies and industry as-
sociations should work together to provide comprehensive
support systems that address both the knowledge gaps and
the infrastructural requirements necessary for successful
cashless adoption.

This study focuses exclusively on batik MSMEs; therefore,
further research can examine cashless transactions in oth-
er company sectors to enhance the generalisability of the
findings. In addition, this study uses only financial literacy,
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social influence, and perceived enjoyment as variables in-
fluencing cashless transactions. In fact, other factors, such
as perceived ease of use and perceived usefulness, can also
influence cashless transactions. Furthermore, additional
factors, such as financial technology capabilities and reg-
ulations governing non-cash transactions, can serve as
moderator variables.

Furthermore, this study is limited by its geographical focus
on Pekalongan, Central Java, and its cross-sectional design,
which limits causal inferences. The reliance on self-report-
ed data may also introduce response bias. Future research
should employ longitudinal designs to capture temporal
dynamics in cashless adoption patterns and to observe how
facilitating conditions evolve. Additionally, future studies
could employ mixed methods approaches to gain deeper
insights into the barriers and enablers of cashless adoption.
Comparative studies across different regions or countries
could enhance the generalisability of the findings and re-
veal cultural or contextual factors that influence the rela-
tionships examined in this study. Expanding the sample
to include larger enterprises or different industry sectors
would also provide valuable insights into how firm size and
industry characteristics affect the adoption of cashless be-
haviour.
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