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Abstract—e-SPPT is an online application for PBB-P2 (Rural and 
Urban Land and Building Taxes) which is used to register new 
data, mutations for combining tax objects, mutations for splitting 
tax objects, printing copies of SPPDT (Regional Tax Returns 
Payable), and data correction. There are not too many users of the 
e-SPPT application, so this study was conducted to measure the 
confidence of taxpayers in accepting the e-SPPT application. The 
model used in this study is the Technology Acceptance Model 
(TAM) with the addition of the trust variable. The data used are 
primary data obtained through distributing questionnaires to 180 
respondents using e-SPPT in Samarinda City, where the 
implementation of the results of the research on the main 
respondents aged 35-45 years. The questionnaire was designed 
with a Likert scale of 1 to 5, namely 1 = strongly disagree, 2 = 
disagree, 3 = neutral, 4 = agree, 5 = strongly agree. The data were 
analyzed by multivariate linear regression using the AMOS 
program package. There are five variables used in this study, 
namely perceived usefulness, perceived ease of use, intention to 
use, application use, and trust. The results obtained are Perceived 
Usefulness and Perceived Ease of Use have a significant influence 
on Attitude Toward Using to use the e-SPPT application. The 
Attitude Toward Using variable has a significant effect on 
Behavioral Intention To Use, and the Trust variable has a 
significant influence on Perceived Usefulness, Perceived Ease of 
Use, and Behavior Intention to Use. This means that Trust affects 
the use of e-SPPT online services every day and in the future. 

Keywords—trust, TAM Model, Online Service, e-SPPT 

I. INTRODUCTION (HEADING 1) 
Along with the advancement of Technology Information, 

also the rapid development of the internet, many people's daily 
activities are more helpful. The development of the internet has 
directly or indirectly affected the business system, transactions 
and money circulation so far, including providing convenience 
to the community in managing local taxes, namely the PBB-P2 
tax (Rural and Urban Land and Building Tax). 

e-SPPT is one of the online service applications provided by 
the Samarinda City Revenue Agency for people who need PBB-
P2 services, where online services from e-SPPT include: (1) 
registration of new PBB-P2 data, (2) merger mutations PBB-P2 
tax object, (3) transfer of PBB-P2 tax object, print a copy of (4) 

PBB-P2 SPPDT (Regional Tax Return), and (5) correction of 
PBB-P2 data consisting of incorrect data and double data.service 
can be accessed on the website of the Regional Revenue Agency 
of Samarinda City on the PBB-P2 Online Services menu 
(https://bapenda.samarindakota.go.id/formulir-online-pbb-p2/) 

 Although the online service can be accessed anywhere 
quickly and easily, there is an important factor that should be 
considered, namely Trust, because public trust in PBB-P2 online 
services will have an impact on the use of PBB-P2 online service 
applications that have been provided by the Regional Revenue 
Agency. Samarinda City. 

This study was conducted to analyze the behavior of 
taxpayers in Samarinda City as users of the e-SPPT online 
service application using the technology acceptance model 
(TAM) with the addition of an external variable, namely the 
Trust variable. Reinforcement of the results is done by testing 
the validity and reliability. The objectives of this study are: (1) 
to determine the effect of TAM on the use of e-SPPT online 
service applications, (2) to determine the effect of the Trust 
variable on the use of e-SPPT online service applications. 

II. LITERATURE REVIEW 

A. Technology Acceptance Model (TAM) 
Davis first presented the Technology Acceptance Model 

(TAM) in 1989; it was first used in Jogiyanto (2007). TAM is a 
theory of information systems that develops a model for how 
users accept and use technology. This model illustrates how 
users' decisions regarding the how and when to use an 
information system are influenced by a variety of factors.  

The Theory of Reasoned Action (TRA) model, specifically 
the theory of reasoned action created by Fishben and Ajzen 
(1975), is the source of the TAM model, which was based on the 
idea that a person's response and perception of something will 
shape that person's attitude and behavior. According to this idea, 
a person's conduct can be modeled as a function of their 
behavioral goals. The attitude toward the conduct determines the 
behavior's goal. 

It can be concluded that the reactions and perceptions of IT 
users will affect their attitudes in accepting the use of IT. the use 

© The Author(s) 2022 
A. Azizah and E. D. Ariyani (Eds.): iCAST-SS 2022, ASSEHR 719, pp. 306–310, 2022. 
https://doi.org/10.2991/978-2-494069-83-1_55 

https://doi.org/10.2991/978-2-494069-83-1_55
http://crossmark.crossref.org/dialog/?doi=10.2991/978-2-494069-83-1_55&domain=pdf


 

of IT makes the person's actions acceptable to the use of IT. The 
TAM model consists of the following variables: 

1. Perceived Usefulness: is the degree to which a person 
believes that using a particular system can provide 
usefulness for the user in doing something. In other words, 
using a system can be useful to improve the work 
performance of that person. Perceived Usefulness indicators 
are Fast, Easy, Advantage. 

2. Perceived Ease of Use: is the perception that someone 
believes that using a certain system makes it easier to do 
something. Indicators of Perceived Ease of Use are Easy to 
Learn, Easy to Become Skillful, Clear and Understandable, 
Flexible, Easy to Apply. 

3. Attitude Toward Using: attitude towards the use of 
something according to Aakers and Myers (1997) is an 
attitude of liking or disliking the use of a product. The 
attitude of liking or disliking a product can be used to predict 
the behavior of a person's intention to use a product or not to 
use it. Attitude Toward Using, defined as the evaluation of 
the user about his interest in using technology (Davis, 1989). 
Indicators of Attitude Toward Using are the convenience of 
interacting, happy to use, enjoy using, simple 

4. Behavioral Intention to Use: is a behavioral tendency to 
continue using a technology (Davis, 1989). The level of use 
of a computer technology in a person can be predicted from 
the attitude of the user's attention to the technology, for 
example the desire to add supporting peripherals, the 
motivation to keep using it, and the desire to motivate other 
users. Arief Hermawan (2008) in Suseno (2009) defines 
behavioral intention to use as a person's interest (desire) to 
perform certain behaviors. Behavioral intention to use 
indicators are having helpful features, always trying to use, 
continuing use in the future. 

B. Trust 
Trust is a central aspect in many economic transactions 

because of the deep human need to understand the social 
environment, that is, to identify what, when, why, and how other 
people behave [2]. Lack of trust can prevent consumers from 
engaging in online transactions. Trust indicators are Belief, 
Keep Promises and Commitment, Meet The Expectations. 

C. Pelayanan Online e-SPPT 
The e-SPPT Online Service is one of the online service 

applications provided by the Samarinda City Revenue Agency 
for people who need PBB-P2 services, where online services 
from e-SPPT include: (1) registration of new PBB-P2 data, (2) 
mutation of the amalgamation of PBB-P2 tax objects, (3) 
mutation of the breakdown of PBB-P2 tax objects, printed 
copies of (4) SPPDT (Regional Tax Returns Payable) PBB-P2, 
and (5) correction of PBB-P2 data consisting of incorrect data 
and double data. The e-SPPT online service can be accessed on 
the website of the Samarinda City Regional Revenue Agency 
on the service menu.  

(https://bapenda.samarindakota.go.id/formulir-online-pbb-p2/) 

III. RESEARCH METHOD 
This study uses a survey research method with a quantitative 

research approach. The survey research in question is to explain 
causal relationships and test hypotheses. This type of survey 
research focuses on the disclosure of causal relationships 

between variables, namely a study directed at investigating 
causal relationships based on observations of the effects that 
occur, with the aim of separating the direct and indirect effects 
of a causal variable on the effect variable. The causal variables 
are Trust (X1), Perceived Usefulness (X2), Perceived Ease of 
Use (X3), Attitude Toward Using (Y1) on Behavior Intention 
(Y2). 

A. Types of Data 
The primary data used in the study comes from PBB-P2 

taxpayers who use the e-SPPT online service application, and 
was gathered through the distribution of questionnaires to 
respondents. sample determination utilizing the Hair theory with 
a 5% error rate. The sample size is set at 180 responders, which 
is equal to 18 indicators times a 10-point scale, or 180 responses. 
A maximum of ten times the number of indications are used to 
determine the sample. Data will be gathered via a survey with a 
Likert scale of 1 to 5 with the following response options: 1 for 
strongly disagree, 2 for disagree, 3 for neutral, 4 for agree, and 
5 for strongly agree. 

B. Analysis Method 
The collected data was then analyzed by multivariate linear 

regression using the Structural Equation Model (SEM) which 
was operated through the AMOS 23 program with the following 
stages:  

• The result of r > 30 indicates the instrument's validity and 
reliability when utilizing a valid measure. If an instrument's 
reliability coefficient is at least 0.60, it is considered 
dependable. According to the opinion stated above, it is 
possible to draw the conclusion that an instrument is 
deemed dependable if the value of negligence is greater than 
0.60 and is deemed unreliable if the value of negligence is 
less than 0.60. 

• The normality, linearity, and multicollinearity tests are all 
included in the structural equation model (SEM) assumption 
test. The most dominating factor in a group of variables is 
identified using a confirmatory analysis test on SEM. Test 
the model's applicability and the hypothesis. 

C. Variables and Indicators 
The first exogenous variable used in this study is the Trust 

variable (X1), which refers to the Belief indicator (X1.1), Keep 
Promises and Commitment (X1.2), and Meet The Expectations 
(X1.3). The second exogenous variable is Perceived Usefulness 
(X2) with indicators Fast (X2.1), Easy (X2.2), Advantage 
(X2.3). The third exogenous variable is Perceived Ease of Use 
(X3) with indicators Easy to Learn (X3.1), Easy to Become 
Skillful (X3.2), Clear and Understandable (X3.3), Flexible 
(X3.4), Easy to Apply (X3.5). While the intervening variables 
are Attitude Toward Using (Y1) with indicators of comfort 
interacting (Y1.1), happy to use (Y1.2), enjoy using (Y1.3), 
simple (Y1.4). The endogenous variables are Behavioral 
intention to use (Y2) as measured by indicators having helpful 
features (Y2.1), always trying to use (Y2.2), continued use in the 
future (Y2.3). 

IV. RESULTS AND ANALYSIS 

A. Validity and Reability 
With a sample of 30 respondents, a trial was undertaken to 
evaluate the accuracy and dependability of the research 
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instrument. The test results show that on average the three Trust 
indicators have a correlation coefficient of 0.624 which is 
greater than 0.30. Additionally, the correlation coefficient value 
for the three Perceived Usefulness indicators as a whole is 
0.804, which is higher than 0.30. The correlation coefficient 
value for the average of the five Perceived Ease of Use 
indicators is 0.862, which is higher than 0.30. While the average 
correlation coefficient for the indicator of Attitude Toward Use 
(0.810) is higher than 0.30 and the average correlation 
coefficient for the indicator of Behavior Intention (0.876) is 
higher than 0.30. As a result of each instrument's correlation 
coefficient being more than 0.30, it is determined that they 
accurately represent the variables employed in this study. 

Each research tool is trustworthy due to its Cronbach alpha 
value of greater than 0.60. According to the established sample 
size, the instrument can represent the study variables, allowing 
the questionnaire to be administered to up to 180 additional 
samples. 

B. Asumtion SEM Model Test 
The Monte Carlo Sig (2-tailed) test results using the One-

Sample Kolmogorov-Smirnov test reveal a value of Sig > 0.05, 
indicating that the data is normally distributed. This value is 
0.264. Consider the variance inflation factor (VIF) for each of 
the following variables: trust (2.626), perceived usefulness 
(2.310), perceived ease of use (2.420), attitude toward use 
(2.701), and behavioral intention to use (3.462), where each 
number is greater than 10.00, indicating that there is no 
multicollinearity between the variables. 

While the Linearity Test results between the variables Trust, 
Perceived Usefulness, Perceived Ease of Use, and Attitude 
Toward Using on Behavior Intention show a Sig value of 0.490 
where the Sig value is > 0.05, this indicates that there is a linear 
relationship between the studies variable and behavior 
intention. The data are therefore normally distributed, there is 
no multicollinearity between exogenous factors, and the 
relationships between study variables are linear, according to 
the results of the SEM assumption test. This demonstrates that 
it has done all necessary to keep using multivariate linear 
regression to test the hypothesis. 

C. Goodnest of fit Model Test 
According to the test results, the GFI model's goodness fit 

value is 0.788, or nearly 1.00, and a cut of 0.90 indicates an 
excellent fit. The cut is good if RMSEA is less than 0.08, AGFI 
is near to 1.00 at 0.90, TLI is close to 1.00 with a cut-off of 0.95, 
and CFI is close to 1.00 with a cut-off of 0.95, all of which 
indicate that the cut is adequate. The test findings show that the 
research model developed is appropriate for evaluating and 
demonstrating the relationship between the variables under 
investigation. The findings of the AMOS analysis demonstrate 
that the path coefficients and the loading factor of each 
interaction between the variables have an impact on one 
another. The influence between variables is shown in Table 1. 

Table 1 : The influence among Research Variables 

Influence 
of 

variables 

 
Standard 

Path 
Coefficie

nt 
 

CR 
(Critic

al 
Ratio) 

Probabil
ity 

Explanati
on 

X1  à 
X2 

0,509 4,532 *** Significan
t 

X1  à 
X3 

0,402 3,268 0.025 Significan
t 

X1  à 
Y1 

0,531 4,938 *** Significan
t 

X2  à 
Y1 

0,678 6,570 *** Significan
t 

X3  à 
Y1 

0,962 8,204 *** Significan
t 

X2  à 
X3 

0,318 3,210 0.038 Significan
t 

Y1  à 
Y2 

0,668 6,226 *** Significan
t 

Source: Data processed by researchers, 2022 

 

On the basis of Table 1, it is clear that the influence between 
variables can be employed to address the study's hypothesis. 
According to the results of the hypothesis testing, one of the 
seven hypotheses that were put up has been shown to have a 
substantial positive impact. 

H1 : Trust has a significant effect on Perceived Usefulness, as 
evidenced by the CR value of 4.532 which is greater than CR-
table 2.26 and with a probability value of 0.000 less than 0.05. 

H2: Trust has a significant effect on Perceived Ease of Use, as 
evidenced by the CR value of 3.268 which is greater than the 
CR-table of 2.26 and with a probability value of 0.025 which is 
smaller than 0.05. 

H3: Trust has a significant effect on Attitude Toward Using, as 
evidenced by the CR value of 4.938 which is greater than CR-
table 2.26 and with a probability value of 0.000 less than 0.05. 

H4: Perceived Usefulness has a significant effect on Attitude 
Toward Using, as evidenced by the CR value of 6.570 which is 
greater than CR-table 2.26 and with a probability value of 0.000 
less than 0.05. 

H5: Perceived Ease of Use has a significant effect on Attitude 
Toward Using, as evidenced by the CR value of 8.204 which is 
greater than CR-table 2.26 and with a probability value of 0.000 
less than 0.05. 

H6: Perceived Usefulness has a significant effect on Perceived 
Ease of Use, as evidenced by the CR value of 3.210 which is 
greater than CR-table 0.038 and with a probability value of 
0.025 which is smaller than 0.05. 

H7: Attitude Toward Using has a significant effect on Behavior 
Intention, as evidenced by the CR value of 6.226 which is 
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greater than CR-table 2.26 and with a probability value of 0.000 
less than 0.05. 

In this study, the relationship between Trust, Perceived 
Usefulness, and Perceived Ease of Use with Behavior Intention 
is significantly mediated by Attitude Toward Using. The effect 
of exogenous and endogenous variables can be effectively 
moderated by Attitude Toward Using, which also contributes 
significantly to the overall effect. This suggests that Trust, 
Perceived Usefulness, and Perceived Ease of Use encourage 
taxpayers to use the Samarinda City Regional Revenue 
Agency's e-SPPT online service application and feel interested 
in doing so in the future. This condition is expected to increase 
the number of taxpayers' interest in accessing online services. 
The modified research model is illustrated in Figure 1. 

 
Figure 1. Research Model Modification 

 

V. CONCLUSION 
Based on the results of this study, it can be concluded that the 
e-SPPT application can create positive behavior from users as 
an application that can be used to make payments for Rural and 
Urban Land and Building Tax payments online. This is evident 
from the results of testing Hypotheses 1 to 7, there is a 
significant positive effect of each relationship being tested, as 
evidenced by the calculated value of CR 1.96 and probability 
value 0.005. 

This means that behavioral intention will be created and shown 
by the attitude of users of the e-SPPT application. Attitude here 
is then built by a sense of perceived usefulness and perceived 
ease of use. These variables are formed from the trust that arises 
from the minds of application users to make online payment 
transactions. 

It can be concluded that the results of this study support the 
TAM theory which has been tested by previous researchers. 
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