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Abstract:  
Background: House cleaning services are much needed in Indonesia, especially in big cities where people have 

many activities. With the development of technology, now, many mobile applications have house cleaning 

service feature. There has been no research regarding the factors that influence intention to use house cleaning 

service feature in mobile applications, even though this research is important to carry out because it can benefit 

mobile application companies that have house cleaning feature. This research aims to examine the factors that 

influence intention to use house cleaning service feature on mobile applications. 

Materials and Methods: This research uses quantitative method. The data type used in this research is primary 

data. The population used in this research were all people aged 20 to 59 years who had smartphones and lived 

in DKI Jakarta, Bogor, Depok, Tangerang, South Tangerang and Bekasi. The sampling method in this research 

used convenience sampling. The number of samples in this research was determined using the Isaac and 

Michael table, the result was 349 people. The tests carried out in this research were validity and reliability tests 

using SPSS software, and hypothesis test using Structural Equation Modeling (SEM) with AMOS software. 

Results: The results of the validity test and reliability test are that all the variables in this research and their 

indicators are valid and reliable. The results of hypothesis testing using SEM are that the perceived usefulness 

variable and the perceived security variable have a significant positive effect on the trust variable. The 

familiarity variable and the perceived ease of use variable do not have a significant effect on the trust variable. 

The trust variable has a significant effect on the intention to use variable. The familiarity variable and the 

perceived ease of use variable do not have a significant effect on the intention to use variable, either directly or 

indirectly through the trust variable as a mediator. Directly, the perceived usefulness variable and the perceived 

security variable do not have a significant influence on the intention to use variable, but indirectly through the 

trust variable as a mediator, the perceived usefulness variable and the perceived security variable have a 

significant influence on the intention to use variable. 

Conclusion: Recommendations for further research are to add other factors that are expected to influence the 

intention to use house cleaning service feature in mobile applications, expand the research area, and increase 

the number of research samples. 
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I. Introduction 
 House cleaning services are much needed in Indonesia, especially in big cities where people have many 

activities. Several years ago, house cleaning services could only be obtained by contacting them by telephone. 

With the development of technology, many application makers on smartphone are innovating by providing 

feature for searching and ordering house cleaning services, so that now house cleaning services can be obtained 

through feature in mobile applications. Marketing management is the art and science of selecting target markets, 

as well as acquiring, retaining, and growing customers through creating, delivering, and communicating superior 

customer value1. In marketing management, we can find out what factors can influence the intention to use 

house cleaning service feature on mobile application. Researches in marketing management have been carried 

out to find factors that have a significant influence on intention to use, such as research conducted by Hooda et 

al. (2022) using the meta-analytic structural equation modeling method found that intention to use e-government 

systems was significantly influenced by trust, performance expectancy, effort expectancy, social influence, and 

facilitating conditions2. Research conducted by Ramos et al. (2018) using the structural equation modeling 

method found that intention to use m-banking was influenced by trust, then trust was influenced by familiarity, 

perceived usefulness, perceived ease of use, perceived security, and perceived privacy3. Based on these 

researches, trust is expected to significantly influence intention to use. Then familiarity, perceived usefulness, 

perceived ease of use, and perceived security are expected to influence trust significantly. There has been no 

research regarding the factors that influence intention to use house cleaning service feature in mobile 

applications, even though this research is important to carry out because it can benefit mobile application 
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companies that have house cleaning feature. The Structural Equation Modeling method will be used in this 

research to find out whether the trust can significantly influence intention to use, whether familiarity, perceived 

usefulness, perceived ease of use, and perceived security can significantly influence trust, and whether 

familiarity, perceived usefulness, perceived ease of use, and perceived security can significantly influence 

intention to use. 

 

II. Literature Review 
Familiarity 

Familiarity is gained from knowledge accumulated through a customer's ongoing experience with a 

brand4. Brand familiarity refers to consumers' understanding of the product brand5. 

 

Perceived Usefulness 

Perceived usefulness refers to the extent to which users believe that a particular system can improve 

their job performance6. Perceived usefulness is the extent to which users believe that a particular social mobile 

application will help improve user performance7. 

 

Perceived Ease of Use 

Perceived ease of use is the extent to which a person believes that using a particular system will be free 

of effort8. Perceived ease of use is based on the extent to which the user believes that the system used is easy 

and free of effort to learn9. 

 

Perceived Security 
Perceived security is a user's subjective possibility that their personal information will not be accessed, 

stored, or manipulated illegally by others10. Perceived security can also be defined as preventing and 

anticipating threats that have the potential to pose economic challenges by causing damage to data sources or 

networks, data collection and manipulation, denial of service, fraud, and abuse of authority11. 

 

Trust 

Trust is a party's belief in the intentions and actions of another party12. Trust is a subjective tendency to 

believe in the occurrence of an action that is consistent with positive assumptions13. 

 

Intention to Use 

Intention is the direct antecedent of actual behavior14. Intention to use is a behavioral tendency to 

continue applying a technology9. 

 

Familiarity and Trust 
Familiarity significantly influences trust in IoT15. Consumer familiarity contributes positively to the 

formation of trust in the media16. 

 

Perceived Usefulness and Trust 

Perceived usefulness from online reviews has a positive impact on trust17. Perceived usefulness has a 

significant positive relationship with trust in m-commerce18. 

 

Perceived Ease of Use and Trust 
There is a significant influence between perceived ease of use and trust19. Perceived ease of use 

positively influences trust20. 

 

Perceived Security and Trust 
Perceived security has a significant influence on trust in using Tokopedia21. Perceived security has a 

significant positive relationship with trust in m-commerce18. 

Trust and Intention to Use 
Trust influences intention to use e-Government services22. Trust significantly influences intention to 

use chatbots and health product (service) applications23. 

 

Familiarity and Intention to Use 
Familiarity with WeChat wallet payment positively influences intention to use the Scan Merchant 

service24. User familiarity with e-payment services directly influences intention to use e-payment services25. 
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Perceived Usefulness and Intention to Use 
Perceived usefulness significantly influences Pre-Service Science Teachers' (PSSTs) intention to use 

Web 2.0 in learning in Indonesia26. Perceived usefulness has a positive influence on intention to use P2P mobile 

payment in Spain27. 

 

Perceived Ease of Use and Intention to Use 
Perceived ease of use influences intention to use food and drink delivery applications28. Perceived ease 

of use has a positive and significant influence on intention to use online platforms to watch films29. 

 

Perceived Security and Intention to Use 
Perceived security has a positive influence on intention to use e-Filing30. Perceived security has a 

positive effect on intention to use the learning system31. 

 

Hypothesis 

The hypotheses in this research are as follows: 

H1: Familiarity has a significant influence on trust. 

H2: Perceived usefulness has a significant influence on trust. 

H3: Perceived ease of use has a significant influence on trust. 

H4: Perceived security has a significant influence on trust. 

H5: Trust has a significant influence on intention to use. 

H6: Familiarity has a significant influence on intention to use. 

H7: Perceived usefulness has a significant influence on intention to use. 

H8: Perceived ease of use has a significant influence on intention to use. 

H9: Perceived security has a significant influence on intention to use. 

 

Figure 1: Shows hypothesis framework. 

 
 

III. Material and Methods 
Study duration 
The time to obtain data for this research is three months, September to November 2023.  

 

Study location 
This research was conducted in DKI Jakarta Province and its surroundings (Bogor, Depok, Tangerang, 

South Tangerang and Bekasi). 

 

Study design 
This research design uses quantitative method. 

 

Population and Sample 
The population used in this research were all people aged 20 to 59 years who had smartphones and 

lived in DKI Jakarta, Bogor, Depok, Tangerang, South Tangerang and Bekasi. The sampling method in this 

research used convenience sampling. Convenience sampling has proven to be fast, efficient, and convenient32. 
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The number of samples in this research was determined using the Isaac and Michael table, the result was 349 

people. 

 

Instrument Development 
The variables used in this research are familiarity, perceived usefulness, perceived ease of use, 

perceived security, trust, and intention to use. Each variable will be defined using five indicators. Each indicator 

uses a six-point Likert Scale. A six-point Likert scale is suitable for research that has several variables because it 

will make the overall test have a small number of indicators and will not burden respondents, while reliability is 

acceptable33. 

 

Data Collection Technique 

The data collection technique used in this research is Computer Assist Web Interview. The Computer 

Assisted Web Interview technique is the creation of a research questionnaire that will be displayed on a website 

in such a way that it is available online for respondents to complete34. The survey questionnaire was created in 

Google Forms and distributed via WhatsApp, Facebook, Instagram, and X applications. 

 

Data Analysis Methods 

The data analysis techniques used in this research are descriptive statistics, data validity testing, data 

reliability testing, and hypothesis testing. Descriptive statistics is a statistical tool that functions to describe or 

provide an overview of the object being studied through sample or population data as it is35. Validity test uses 

construct validity. Construct validity refers to whether test scores related to the concept being studied can be 

drawn conclusions, or the extent to which the instrument or research tool can measure the construct36. Units or 

variables can be said to be valid if the Corrected Item-Total Correlation value is greater than the value in R 

Table37. Reliability test uses Cronbach's alpha. Cronbach's alpha is used to measure the internal consistency of a 

set of units/variables that measure constructs/concepts38. A Cronbach's alpha value of 0.7 and above indicates 

that all dimensions of the variable index show acceptable reliability scores36,39. Descriptive statistics, validity 

and reliability tests were carried out using SPSS. The hypotheses were tested using SEM. SEM model 

hypothesize how sets of observed variables are related to each other, how sets of variables define constructs, 

and/or how different constructs are related to each other40. The Critical Ratio (C.R) value is greater than or equal 

to 1.96, meaning there is a significant influence on the indicator41. SEM tests were carried out using AMOS. 

 

IV. Result 
Descriptive Statistics 

Of the 349 selected respondents, 39.7% or 139 respondents were men and 60.3% or 210 respondents 

were women. Most respondents were in the 20-29 year age group, 83.1% or 291 respondents. Most respondents' 

last education was D3/D4/S1, 84% or 294 respondents. Most respondents' jobs were private sector employees, 

49.4% or 173 people. Most respondents had a monthly income of more than IDR 10,000,000, 34.9% or 122 

people. Most respondents live in South Jakarta City, 19.4% or 52 respondents. 

 

Validity Test 
The R Table value for a sample of 349 with probability (α) = 0.05 is 0.105 42. Based on Table 1, the 

Corrected Item-Total Correlation value for all indicators of the familiarity variable is greater than the Table R 

value, so that all indicators can be declared valid. 

 

Table 1: Shows validity test result for indicators of familiarity variable. 
No Indicator Corrected Item-Total Correlation R Table 

F1 

I think I will be familiar with the process of searching for 

and ordering house cleaning services through house 
cleaning feature in mobile application. 

0.760 0.105 

F2 
I will always order house cleaning services through house 

cleaning feature in mobile application. 
0.723 0.105 

F3 
My friends/relatives will say that I know house cleaning 

service feature in the mobile application very well. 
0.828 0.105 

F4 

If people ask me about how to find a good house cleaning 

service through house cleaning feature in mobile 

application, I will be able to provide useful advice. 

0.832 0.105 

F5 
I will spend a lot of time collecting information about 

house cleaning service feature in mobile application. 
0.551 0.105 

 

Based on Table 2, the Corrected Item-Total Correlation value for all indicators of the perceived 

usefulness variable is greater than the Table R value, so that all indicators can be declared valid. 
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Table 2: Shows validity test result for indicators of perceived usefulness variable. 
No Indicator Corrected Item-Total Correlation R Table 

U1 
The house cleaning feature in mobile application will 

allow me to order house cleaning services faster. 
0.848 0.105 

U2 
Using house cleaning feature in mobile application will 
increase my effectiveness in ordering house cleaning 

services. 

0.829 0.105 

U3 

In my opinion, the house cleaning feature in mobile 

application will make house cleaning services more 
accessible. 

0.806 0.105 

U4 

In my opinion, the specifications/profile of service 

providers in house cleaning feature in mobile application 
will be complete. 

0.731 0.105 

U5 
In my opinion, overall, the house cleaning feature in 

mobile application will be useful. 
0.778 0.105 

 

Based on Table 3, the Corrected Item-Total Correlation value for all indicators of the perceived ease of 

use variable is greater than the Table R value, so that all indicators can be declared valid. 

 

Table 3: Shows validity test result for indicators of perceived ease of use variable. 
No Indicator Corrected Item-Total Correlation R Table 

E1 
I'm sure the house cleaning feature in mobile application 

will be easy to use. 
0.839 0.105 

E2 
I'm sure the house cleaning feature in mobile application 

will be clear and understandable. 
0.821 0.105 

E3 
In my opinion, learning the house cleaning feature in 

mobile application will not require much thought. 
0.763 0.105 

E4 
It will be easy for me to get house cleaning services 

through house cleaning feature in mobile application. 
0.792 0.105 

E5 
It will be easy for me to become skilled in using house 

cleaning feature in mobile application. 
0.797 0.105 

 

Based on Table 4, the Corrected Item-Total Correlation value for all indicators of the perceived 

security variable is greater than the Table R value, so that all indicators can be declared valid. 

 

Table 4: Shows validity test result for indicators of perceived security variable. 
No Indicator Corrected Item-Total Correlation R Table 

S1 
When using house cleaning feature in mobile application, 

I am sure the payment transaction process is safe. 
0.583 0.105 

S2 
I'm sure the house cleaning feature in mobile application 

has a mechanism to ensure user data is safe. 
0.807 0.105 

S3 

I am sure that the house cleaning feature in mobile 

application will not use my personal information for any 

purpose, unless I allow it. 

0.785 0.105 

S4 
I believe the risk of information misuse when using house 

cleaning feature in mobile application will be low. 
0.817 0.105 

S5 
I'm sure the house cleaning feature in mobile application 

can prevent illegal access. 
0.790 0.105 

 

Based on Table 5, the Corrected Item-Total Correlation value for all indicators of the trust variable is 

greater than the Table R value, so that all indicators can be declared valid. 

 

Table 5: Shows validity test result for indicators of trust variable. 
No Indicator Corrected Item-Total Correlation R Table 

T1 
I will trust the house cleaning feature in mobile 

application until it gives me a reason not to. 
0.732 0.105 

T2 
I will not doubt the honesty of the house cleaning feature 

manager in mobile application. 
0.780 0.105 

T3 
I will trust the app to manage the risks associated with 

using the house cleaning feature in the app. 
0.855 0.105 

T4 
I am sure that orders made via house cleaning feature in 

mobile application will be safe. 
0.797 0.105 

T5 

I am sure the government will protect me from problems 

that may arise due to using house cleaning feature in 

mobile application. 

0.741 0.105 

 

Based on Table 6, the Corrected Item-Total Correlation value for all indicators of the intention to use 

variable is greater than the Table R value, so that all indicators can be declared valid. 
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Table 6: Shows validity test result for indicators of intention to use variable. 
No Indicator Corrected Item-Total Correlation R Table 

I1 
If I have the opportunity, I will use house cleaning feature 

in mobile application. 
0.776 0.105 

I2 
I intend to use house cleaning feature on mobile 

application in the near future. 
0.786 0.105 

I3 
I intend to increase the use of house cleaning feature in 

mobile application in the future. 
0.833 0.105 

I4 
I will frequently use house cleaning feature in mobile 
application when ordering house cleaning services. 

0.810 0.105 

I5 
I will recommend my friends to use house cleaning 

feature in mobile application. 
0.823 0.105 

 

Reliability Test 

Based on Table 7, all variables have a Cronbach's Alpha value greater than 0.7, so that all variables can 

be declared reliable. 

 

Table 7: Shows the reliability test results of all variables 
Variable Cronbach’s Alpha 

Familiarity 0.852 

Perceived usefulness 0.893 

Perceived ease of use 0.895 

Perceived security 0.867 

Trust 0.877 

Intention to Use 0.897 

 

Hypothesis Test 

The initial SEM model output from this research is in Figure 2. 

 

Figure 2: Shows the initial SEM model. 

 
 

The goodness of fit test result of the initial SEM model is shown in Table 8. Based on Table 8, the 

probability value is 0.000, the Goodness of Fit Index (GFI) is 0.805, the Adjusted Goodness of Fit Index (AGFI) 

is 0.767, the Tucker Lewis Index (TLI) is 0.883, the Normed Fit Index (NFI) is 0.850, and the Comparative Fit 

Index (CFI) is 0.895 indicating that the model is not fit. Only the Normed Chi-Square (𝜒2 𝑑𝑓⁄ ) value of 2.975 

and the Root Mean Square Error of Approximation (RMSEA) of 0.075 indicate that the model is fit. Therefore, 

adjustments are made to the model so that it fits. 
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Table 8: Shows the goodness of fit test result of the initial SEM model. 
Index Cut-off Value Output Conclusion 

Probability ≥ 0.05 0.000 Lack of fit 

𝜒2 𝑑𝑓⁄  ≤ 5.00 (Byrne, 2016) 2.975 Fitted 

GFI ≥ 0.90 (Hair et al., 2010) 0.805 Lack of fit 

AGFI ≥ 0.90 (Hair et al., 2010) 0.767 Lack of fit 

RMSEA ≤ 0.08 (MacCallum et al., 1996) 0.075 Fitted 

TLI ≥ 0.90 (Byrne, 2016) 0.883 Lack of fit 

NFI ≥ 0.90 (Bentler & Bonett, 1980) 0.850 Lack of fit 

CFI ≥ 0.90 (Hair et al., 2010) 0.895 Lack of fit 

 

The SEM model output after adjustment is shown in Figure 3. 

 

Figure 3: Shows the initial SEM model. 

 
 

The goodness of fit test result of the initial SEM model is shown in Table 9. Based on Table 9, the 

probability value is 0.146, the Normed Chi-Square (𝜒2 𝑑𝑓⁄ ) value is 1.158, the Goodness of Fit Index (GFI) is 

0.965, the Adjusted Goodness of Fit Index (AGFI) is 0.947, the Root Mean Square Error of Approximation 

(RMSEA) is 0.021, the Tucker Lewis Index (TLI) is 0.994, the Normed Fit Index (NFI) is 0.971, and the 

Comparative Fit Index (CFI) is 0.996 indicating that the model is fit. 

 

Table 9: Shows the goodness of fit test result of the initial SEM model. 
Index Cut-off Value Output Conclusion 

Probability ≥ 0.05 0.146 Fitted 

𝜒2 𝑑𝑓⁄  ≤ 5.00 (Byrne, 2016) 1.158 Fitted 

GFI ≥ 0.90 (Hair et al., 2010) 0.965 Fitted 

AGFI ≥ 0.90 (Hair et al., 2010) 0.947 Fitted 

RMSEA ≤ 0.08 (MacCallum et al., 1996) 0.021 Fitted 

TLI ≥ 0.90 (Byrne, 2016) 0.994 Fitted 

NFI ≥ 0.90 (Bentler & Bonett, 1980) 0.971 Fitted 

CFI ≥ 0.90 (Hair et al., 2010) 0.996 Fitted 

 

Next, a hypothesis test was carried out with the result in Table 10. The Critical Ratio (C.R) value is 

greater than or equal to 1.96, meaning there is a significant influence. 

 

Table 10: Shows hypothesis test result. 
Hypothesis Coefficient C.R P-value Conclusion 

F → T 0.005 0.133 0.894 Not significant 

U → T 0.256 2.700 0.007 Significant 

E → T 0.055 0.599 0.549 Not significant 
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S → T 0.681 11.065 *** Significant 

T → I 0.597 3.968 *** Significant 

F → I 0.057 1.215 0.224 Not significant 

U → I 0.246 1.850 0.064 Not significant 

E → I 0.033 0.272 0.786 Not significant 

S → I 0.007 0.056 0.955 Not significant 

 

After that, the intervening variable was tested using the Sobel Test to find out whether the intervening 

variable could mediate the influence of the independent variable on the dependent variable. The p-value is 

smaller than the α value (0.05), meaning there is a significant influence. Intervening variable test result is in 

Table 11. 

 

Table 11: Shows Intervening variable test result. 
Hipotesis P-value Hasil 

F → I 0.224 Not significant 

F → T → I 0.889 Not significant 

U → I 0.064 Not significant 

U → T → I 0.026 Significant 

E → I 0.786 Not significant 

E → T → I 0.550 Not significant 

S → I 0.955 Not significant 

S → T → I *** Significant 

 

V. Discussion 
The following is a discussion of the SEM model hypothesis test result. For Hypothesis 1, Table 10 

shows a C.R value of 0.133, which means Hypothesis 1 is rejected, so familiarity does not have a significant 

effect on trust. It can be concluded that familiarity with house cleaning service feature in mobile application 

does not influence trust in this feature. This result is in accordance with research conducted by Christianto et al. 

(2023), familiarity does not significantly influence trust43. 

For Hypothesis 2, Table 10 shows a C.R value of 2,700 and a coefficient value of 0.256, which means 

Hypothesis 2 is accepted, so perceived usefulness has a significant positive influence on trust. It can be 

concluded that the greater perceived usefulness of house cleaning service feature in mobile application, the 

greater trust in this feature. This result is in accordance with research conducted by Siagian et al., (2022), 

perceived usefulness positively influences trust11. 

For Hypothesis 3, Table 10 shows a C.R value of 0.599, which means Hypothesis 3 is rejected, so 

perceived ease of use does not have a significant influence on trust. It can be concluded that ease of using house 

cleaning service feature in mobile application does not affect trust in this feature. This result is in accordance 

with research conducted by Hu et al. (2019), perceived ease of use does not have a significant influence on 

trust44. 

For Hypothesis 4, Table 10 shows a C.R value of 11.065 and a coefficient value of 0.681, which means 

Hypothesis 4 is accepted, so perceived security has a significant positive influence on trust. It can be concluded 

that the greater perceived security of house cleaning service feature in mobile application, the greater trust in 

this feature. This result is in accordance with research conducted by Siagian et al. (2022), perceived security 

significantly influences trust11. 

For Hypothesis 5, Table 10 shows a C.R value of 3.968 and a coefficient value of 0.597, which means 

Hypothesis 5 is accepted, so trust has a significant positive influence on intention to use. It can be concluded 

that the greater trust in house cleaning service feature in mobile application, the greater intention to use this 

feature. This result is in accordance with research conducted by Sitthipon et al. (2022), trust significantly 

influences intention to use23. 

For Hypothesis 6, Table 10 shows a C.R value of 1.215, which means Hypothesis 6 is rejected, so 

familiarity does not have a significant influence on intention to use. Based on Table 11 with trust as an 

intervening variable, the p-value is 0.889, which means that trust cannot mediate the effect of familiarity on 

intention to use. It can be concluded that familiarity with house cleaning service feature in mobile application 

does not influence intention to use this feature. This result is in accordance with research conducted by Lazar et 

al. (2020), familiarity does not have a significant influence on intention to use45. 

For Hypothesis 7, Table 10 shows a C.R value of 1,850, which means Hypothesis 7 is rejected, so 

perceived usefulness does not have a significant influence on intention to use. Based on Table 11 with trust as 

an intervening variable, the p-value is 0.026, which means that trust can mediate the influence of perceived 

usefulness on intention to use, so that perceived usefulness indirectly has a significant influence on intention to 

use. It can be concluded that perceived usefulness of house cleaning service feature in mobile application 

indirectly through trust in this feature influences intention to use this feature. This result is in accordance with 



Factors that Influence Intention to Use House Cleaning Service Feature in Mobile Application 

DOI: 10.9790/487X-2601020716                         www.iosrjournals.org                                                   15 | Page  

research conducted by Ramli et al. (2021), perceived usefulness indirectly through trust has a significant 

influence on intention to use46. 

For Hypothesis 8, Table 10 shows a C.R value of 0.272, which means Hypothesis 8 is rejected, so 

perceived ease of use does not have a significant influence on intention to use. Based on Table 11 with trust as 

an intervening variable, the p-value is 0.550, which means that trust cannot mediate the influence of perceived 

ease of use on intention to use. It can be concluded that the perceived ease of using house cleaning service 

feature in mobile application does not influence intention to use this feature. This result is in accordance with 

research conducted by Octavika (2020), perceived ease of use does not have a significant influence on intention 

to use47. 

For Hypothesis 9, Table 10 shows a C.R value of 0.056, which means Hypothesis 9 is rejected, so 

perceived security does not have a significant influence on intention to use. Based on Table 11 with trust as an 

intervening variable, a p-value of 0.000 means that trust can mediate the influence of perceived security on 

intention to use, so that perceived security indirectly has a significant influence on intention to use. It can be 

concluded that perceived security of house cleaning service feature in mobile application indirectly through trust 

in this feature influences intention to use this feature. This result is in accordance with research conducted by 

Wong and Mo (2019), perceived security indirectly through trust has a significant influence on intention to 

use48. 

 

VI. Conclusion 

All variables and their indicators in this research are valid and reliable. The SEM model test result 

shows that perceived usefulness and perceived security have a significant positive effect on trust. Familiarity 

and perceived ease of use do not have a significant effect on trust. Trust has a significant positive effect on 

intention to use. Directly, familiarity, perceived usefulness, perceived ease of use, and perceived security do not 

have a significant effect on intention to use. Indirectly, through trust as a mediator, perceived usefulness and 

perceived security have a significant effect on intention to use. 

 

References 
[1]. Kotler, P. T. ., & Keller, K. L. (2011). Marketing Management (14th Ed.). Pearson. 

[2]. Hooda, A., Gupta, P., Jeyaraj, A., Giannakis, M., & Dwivedi, Y. K. (2022). The Effects Of Trust On Behavioral Intention And Use 
Behavior Within E-Government Contexts. International Journal Of Information Management, 67. 

[3]. Ramos, F. L., Ferreira, J. B., Freitas, A. S. De, & Rodrigues, J. W. (2018). The Effect Of Trust In The Intention To Use M-Banking. 

BBR. Brazilian Business Review, 15, 175–191. 

[4]. Kuo, C.-H., & Nagasawa, S. (2020). Deciphering Luxury Consumption Behavior From Knowledge Perspectives. Journal Of 

Business & Management, 26(1), 1–21. 
[5]. Li, G., & Sun, X. (2022). The Impact Of Green Brand Crises On Green Brand Trust: An Empirical Study. Sustainability, 14(2), 611. 

[6]. Wang, X., Lu, A., Lin, T., Liu, S., Song, T., Huang, X., & Jiang, L. (2022). Perceived Usefulness Predicts Second Language 

Learners’ Continuance Intention Toward Language Learning Applications: A Serial Multiple Mediation Model Of Integrative 
Motivation And Flow. Education And Information Technologies, 1–17. 

[7]. Akdim, K., Casaló, L. V, & Flavián, C. (2022). The Role Of Utilitarian And Hedonic Aspects In The Continuance Intention To Use 

Social Mobile Apps. Journal Of Retailing And Consumer Services, 66, 102888. 
[8]. Davis, F. D. (1989). Perceived Usefulness, Perceived Ease Of Use, And User Acceptance Of Information Technology. MIS 

Quarterly, 13(3), 319–340. 

[9]. Setiawan, M., & Setyawati, C. Y. (2020). The Influence Of Perceived Ease Of Use On The Intention To Use Mobile Payment: 
Attitude Toward Using As Mediator. Journal Of Accounting And Strategic Finance, 3(1), 18–32. 

[10]. Flavián, C., & Guinalíu, M. (2006). Consumer Trust, Perceived Security And Privacy Policy: Three Basic Elements Of Loyalty To 

A Web Site. Industrial Management & Data Systems. 
[11]. Siagian, H., Tarigan, Z., Basana, S., & Basuki, R. (2022). The Effect Of Perceived Security, Perceived Ease Of Use, And Perceived 

Usefulness On Consumer Behavioral Intention Through Trust In Digital Payment Platform. International Journal Of Data And 

Network Science, 6(3), 861–874. 
[12]. Daabseh, T., & Aljarah, A. (2021). The Relationship Between Online Sale And Customer Value Co-Creation: The Mediating Role 

Of E-Satisfaction And E-Trust. International Journal Of Data And Network Science, 5(2), 97–106. 

[13]. Köksal, Y., & Penez, S. (2015). An Investigation Of The Important Factors Influence Web Trust In Online Shopping. Journal Of 
Marketing And Management, 6(1), 28. 

[14]. Ajzen, I., Fishbein, M., Lohmann, S., & Albarracín, D. (2018). The Influence Of Attitudes On Behavior. The Handbook Of 

Attitudes, 197–255. 
[15]. Alraja, M. N., Farooque, M. M. J., & Khashab, B. (2019). The Effect Of Security, Privacy, Familiarity, And Trust On Users’ 

Attitudes Toward The Use Of The Iot-Based Healthcare: The Mediation Role Of Risk Perception. IEEE Access, 7, 111341–111354. 

[16]. Legendre, T. S., Jo, Y. H., Han, Y. S., Kim, Y. W., Ryu, J. P., Jang, S. J., & Kim, J. (2019). The Impact Of Consumer Familiarity 
On Edible Insect Food Product Purchase And Expected Liking: The Role Of Media Trust And Purchase Activism. Entomological 

Research, 49(4), 158–164. Https://Doi.Org/Https://Doi.Org/10.1111/1748-5967.12342. 

[17]. Ventre, I., & Kolbe, D. (2020). The Impact Of Perceived Usefulness Of Online Reviews, Trust And Perceived Risk On Online 
Purchase Intention In Emerging Markets: A Mexican Perspective. Journal Of International Consumer Marketing, 32(4), 287–299. 

Https://Doi.Org/10.1080/08961530.2020.1712293. 

[18]. Sarkar, S., Chauhan, S., & Khare, A. (2020). A Meta-Analysis Of Antecedents And Consequences Of Trust In Mobile Commerce. 
International Journal Of Information Management, 50, 286–301. Https://Doi.Org/Https://Doi.Org/10.1016/J.Ijinfomgt.2019.08.008. 

[19]. Anifa, N., & Sanaji, S. (2022). Augmented Reality Users: The Effect Of Perceived Ease Of Use, Perceived Usefulness, And 

Customer Experience On Repurchase Intention. Journal Of Business And Management Review, 3(3), 252–274. 

https://doi.org/https:/doi.org/10.1111/1748-5967.12342
https://doi.org/10.1080/08961530.2020.1712293
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2019.08.008


Factors that Influence Intention to Use House Cleaning Service Feature in Mobile Application 

DOI: 10.9790/487X-2601020716                         www.iosrjournals.org                                                   16 | Page  

[20]. Keni, K. (2020). How Perceived Usefulness And Perceived Ease Of Use Affecting Intent To Repurchase? Jurnal Manajemen, 24(3), 

481–496. 

[21]. Dhiranty, A., Suharjo, B., & Suprayitno, G. (2017). An Analysis On Customer Satisfaction, Trust And Loyalty Toward Online Shop 
(A Case Study Of Tokopedia.Com). Indonesian Journal Of Business And Entrepreneurship (IJBE), 3(2), 102. 

[22]. Zahid, H., Ali, S., Abu-Shanab, E., & Javed, H. M. U. (2022). Determinants Of Intention To Use E-Government Services: An 

Integrated Marketing Relation View. Telematics And Informatics, 68, 101778. 
[23]. Sitthipon, T., Siripipatthanakul, S., Phayaphrom, B., Siripipattanakul, S., & Limna, P. (2022). Determinants Of Customers’ 

Intention To Use Healthcare Chatbots And Apps In Bangkok, Thailand. International Journal Of Behavioral Analytics, 2(2), 1–15. 

[24]. Matemba, E., Li, G., & Maiseli, B. (2019). Influence Of Word-Of-Mouth And Familiarity On Diffusion And Adoption Of Wechat 
Wallet In South Africa. Https://Doi.Org/10.25236/Isrme.2019.098. 

[25]. Pei, Y., Wang, S., & Archer, N. (2021). Reputation, Familiarity And Use Intention For E-Payment Services: A Comparison Of 

Pure-Play And Click-And-Mortar E-Payment Services. International Journal Of Services Technology And Management, 27(1–2), 
72–103. Https://Doi.Org/10.1504/IJSTM.2021.113575. 

[26]. Muhaimin, H., Mukminin, A., Pratama, R., & Asrial, H. (2019). Predicting Factors Affecting Intention To Use Web 2.0 In 

Learning: Evidence From Science Education. Journal Of Baltic Science Education, 18(4), 595. 
[27]. Liébana-Cabanillas, F., Molinillo, S., & Japutra, A. (2021). Exploring The Determinants Of Intention To Use P2P Mobile Payment 

In Spain. Information Systems Management, 38(2), 165–180. Https://Doi.Org/10.1080/10580530.2020.1818897. 

[28]. An, S., Eck, T., & Yim, H. (2023). Understanding Consumers&Rsquo; Acceptance Intention To Use Mobile Food Delivery 
Applications Through An Extended Technology Acceptance Model. In Sustainability (Vol. 15, Issue 1).  

Https://Doi.Org/10.3390/Su15010832. 

[29]. Basuki, R., Tarigan, Z. J. H., Siagian, H., Limanta, L. S., Setiawan, D., & Mochtar, J. (2022). The Effects Of Perceived Ease Of 
Use, Usefulness, Enjoyment And Intention To Use Online Platforms On Behavioral Intention In Online Movie Watching During 

The Pandemic Era. International Journal Of Data And Network Science, 6(1), 253–262. 

[30]. TAHAR, A., Riyadh, H. A., Sofyani, H., & PURNOMO, W. (2020). Perceived Ease Of Use, Perceived Usefulness, Perceived 
Security And Intention To Use E-Filing: The Role Of Technology Readiness. The Journal Of Asian Finance, Economics And 

Business, 7, 537–547. Https://Doi.Org/10.13106/Jafeb.2020.Vol7.No9.537. 

[31]. Farooq, A., Ahmad, F., Khadam, N., Lorenz, B., & Isoaho, J. (2020). The Impact Of Perceived Security On Intention To Use E-
Learning Among Students. 2020 IEEE 20th International Conference On Advanced Learning Technologies (ICALT), 360–364. 

Https://Doi.Org/10.1109/ICALT49669.2020.00115. 

[32]. Sarker, M., & AL-Muaalemi, M. A. (2022). Sampling Techniques For Quantitative Research BT  - Principles Of Social Research 
Methodology (M. R. Islam, N. A. Khan, & R. Baikady (Eds.); Pp. 221–234). Springer Nature Singapore.  

Https://Doi.Org/10.1007/978-981-19-5441-2_15. 

[33]. Chomeya, R. (2010). Quality Of Psychology Test Between Likert Scale 5 And 6 Points. Journal Of Social Sciences, 6(3). 
Https://Doi.Org/10.3844/Jssp.2010.399.403. 

[34]. Mider, D. (2013). Dylematy Metodologiczne Badań Kultury Politycznej W Internecie. Przegląd Politologiczny, 2, 23–34. 

[35]. Pandiangan, S. M. T., Oktafiani, F., Panjaitan, S. R., Shifa, M., & Jefri, R. (2022). Analysis Of Public Ownership And Management 
Ownership On The Implementation Of The Triple Bottom Line In The Plantation Sector Listed On The Indonesia Stock Exchange. 

Budapest International Research And Critics Institute-Journal (BIRCI-Journal), 5(1), 3489–3497. 

[36]. Heale, R., & Twycross, A. (2015). Validity And Reliability In Quantitative Studies. Evidence Based Nursing, 18(3), 66 LP – 67. 

Https://Doi.Org/10.1136/Eb-2015-102129. 

[37]. Mustanir, A., Yusuf, M., & Sellang, K. (2022). What Determines The Implementation Of Development Planning Deliberations In 
The Village? IOP Conference Series: Earth And Environmental Science, 1105(1), 12029.  

Https://Doi.Org/10.1088/1755-1315/1105/1/012029. 

[38]. Ahmed, V., Opoku, A., Olanipekun, A., & Sutrisna, M. (2022). Validity And Reliability In Built Environment Research: A 
Selection Of Case Studies (1st Ed.). Routledge. 

[39]. Adeniran, A. O. (2019). Application Of Likert Scale’s Type And Cronbach’s Alpha Analysis In An Airport Perception Study. 

Scholar Journal Of Applied Sciences And Research, 2(4), 1–5. 
[40]. Whittaker, T. A., & Schumacker, R. E. (2022). A Beginner’s Guide To Structural Equation Modeling (5th Ed.). Routledge. 

[41]. Winarno, A., Prasetio, A. P., Dudija, N., Pratami, C. N., & Liu, R. (2021). The Impact Of Perceived Organizational Support On 

Knowledge Sharing: A Meditation Analysis Through An SEM Approach. Journal Of Eastern European And Central Asian Research 
(JEECAR), 8(4 SE-Manuscripts), 570–584. Https://Doi.Org/10.15549/Jeecar.V8i4.723. 

[42]. Zaiontz, C. (2023). Pearson’s Correlation Table. Https://Real-Statistics.Com/Statistics-Tables/Pearsons-Correlation-Table/. 

[43]. Christianto, F., Raharja, J., Afif, R. K., & Hendriana, E. (2023). The Dimensionality Of Trust In The Relationship Between 
Familiarity, Reputation, And Continuance Intention To Use An On-Demand Ridesharing Platform. International Journal Of 

Electronic Business, 18(4), 392–417. Https://Doi.Org/10.1504/IJEB.2023.134129. 

[44]. Hu, H., Zhang, D., & Wang, C. (2019). Impact Of Social Media Influencers’ Endorsement On Application Adoption: A Trust 
Transfer Perspective. Social Behavior And Personality: An International Journal, 47(11), 1–12. 

[45]. Lazar, I. M., Panisoara, G., & Panisoara, I. O. (2020). Digital Technology Adoption Scale In The Blended Learning Context In 

Higher Education: Development, Validation And Testing Of A Specific Tool. PLOS ONE, 15(7), E0235957.  
Https://Doi.Org/10.1371/Journal.Pone.0235957. 

[46]. RAMLI, Y., HARWANI, Y., SOELTON, M., HARIANI, S., USMAN, F., & ROHMAN, F. (2021). The Implication Of Trust That 

Influences Customers’ Intention To Use Mobile Banking. The Journal Of Asian Finance, Economics And Business, 8(1), 353–361. 
[47]. Octavika, A. M. (2020). The Influence Of Perceived Usefulness, Ease Of Use, Behavioral Control, Security And Trust Towards The 

Behavioral Intention To Use Go-Pay (A Case Study On Accounting Students In Universitas Brawijaya). Jurnal Ilmiah Mahasiswa 

FEB, 8(2). 
[48]. Wong, W. H., & Mo, W. Y. (2019). A Study Of Consumer Intention Of Mobile Payment In Hong Kong, Based On Perceived Risk, 

Perceived Trust, Perceived Security And Technological Acceptance Model. Journal Of Advanced Management Science Vol, 7(2), 

33–38. 

https://doi.org/10.25236/isrme.2019.098
https://doi.org/10.1504/IJSTM.2021.113575
https://doi.org/10.1080/10580530.2020.1818897
https://doi.org/10.3390/su15010832
https://doi.org/10.13106/jafeb.2020.vol7.no9.537
https://doi.org/10.1109/ICALT49669.2020.00115
https://doi.org/10.3844/jssp.2010.399.403
https://doi.org/10.1136/eb-2015-102129
https://doi.org/10.1088/1755-1315/1105/1/012029
https://doi.org/10.15549/jeecar.v8i4.723
https://real-statistics.com/statistics-tables/pearsons-correlation-table/
https://doi.org/10.1504/IJEB.2023.134129
https://doi.org/10.1371/journal.pone.0235957

