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Abstract

A review of previous research on m-banking in developing countries reveals that research on the drivers of trust in mobile
banking is somewhat limited. Therefore, this study attempts to investigate the factors that influence the user's perception of
confidence in mobile banking services. This model was tested empirically using an online survey from a convenience
sampling of 95 respondents and analyzed using SEM PLS. This study estimates that six variables (perceived credibility,

perceived benefits, security risks, privacy risks, social influence, and perceived behavioral control) directly impact perceived
trust in mobile banking. The results, in particular, perceived benefits positively affect perceived trust in mobile banking,

Jollowed by social influence, security risk, and privacy risk has power on perceived trust in mobile banking. On the other
hand, perceived credibility and PBC show no significant effect on the belief of mobile banking users.
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INTRODUCTION

The rapid innovation in the digital era
cannot be separated from the influence of
increasingly sophisticated technology which
then leads to the massive use of cell phones
by the public (Putra et al., 2021). Cell phones
have unquestionably resulted in significant
changes in the lives of consumers and
enterprises. It has evolved into a device that
billions

of people worldwide rely on

(Laukkanen & Pasanen, 2008). Several
programs have been developed to serve the
public via a single device and a financial
application called mobile banking (Chigori et
al. 2020). The Central Bank estimates that by
the end of 2021, banking need worldwide, and
it is estimated that there will be one billion
device for this.

mobile users

(www.investor.id)

It's called mobile banking when
customers can manage their bank accounts,
deposit money, transfer money, and apply for
credit or insurance using their cell phone
(Malaquias and Hwang, 2016; Donner and
Tellez, 2008). Customer behavior in terms of
banking activities is significantly influenced
by mobile banking (Sulaiman et al. 2007).
Mobile banking may help banks compete in a
highly competitive financial business by
offering customers with a more convenient
way to communicate with the financial
institution (Barati & Mohammadi, 2009;
Mohammadi, 2015)

Clients using mobile banking are

given the flexibility to use their accounts from
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anywhere and at any time, thanks to the
convenience of their phone or other mobile
device (Crosman, 2011). People who reside in
with  limited internet

distant  place

connectivity can benefit from mobile
banking, according to Cruz et al. (2010) and
Al Khasawneh, Hujran and Abdrabbo, (2018).
Nevertheless, despite the rise of mobile
banking technology, industry observers claim
that the number of users remains restricted,
in by

particulary developing nations

Malaquias and Hwang (2016); and
Mohammadi (2015)

The number of people using mobile
banking in indonesia has increased. The
Covid-19 epidemic is one of the causes for the
rising use of this application. According to
the financial news portal bisnis.com, the
Covid-19 outbreak is expected to result in an
extra 5% of internet users adopting mobile
banking in 2020, bringing the total number of
users to 88 million (Vazquez-Martinez et al.
2021). According to a pilot study on 100
persons in Kupang, 75 people do not utilize
mobile banking. On the other hand, mobile
banking is used by 25 persons. This data
suggests that these individuals are quickly
adapting to new banking technologies. While
some banking industry users are fast to adopt
and trust new technologies, research has
shown that many others, notably those in the
financial services business, have difficulty

(Burucuoglu & Erdogan, 2016). Based on a

pilot study, 75 people do not want to use
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mobile banking, due to the fact they assume
this app is lack benefits, a few people declare
they can’t manage themselve in shopping for
online merchandise, so they decided to no
longer use mobile banking, some nonthelss
question the credibility of mobile banking
and some others afraid their information
might be scatterd. The dearth of mobile
banking in kupang is nearly similar to prior
studies in developing countries in mobile
banking, it is found that certain factors
influence the limitations and lack of focus in
understanding trust in mobile banking.
Therefore, this study investigates the main
determinants of mobile banking consumers
user intention and behavior in Kupang
LITERATURE REVIEW

Confidence in an exchange partner
can be characterized as trust, according to
Moorman et al. (1992) define trust as a
tendency to depend on an exchange partner
in which one has trust. many studies have
examined the role of trust in both developed
and online banking (adoption (Burucuoglu
and Erdogan, 2016; Popoola, 2013; Efremidou,
Mihiotis and Tsoulfas, 2014; Mahadin and
Akroush, 2019). Also covered in depth are the
results of several studies on mobile banking
uptake and usage. Many scholars are focusing
on the factors that impact the use of
smartphones and other mobile devices. Risk
perceptions (excluding social hazards), trust
and comfort, and comparative strengths

impact the user’s interest in using mobile
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banking services in Bangladesh, according to
Kabir's (2013). Next research, by Anus et al.
(20m), the focal point of danger linked with
Pakistan’s early adoption of mobile banking,
which has been criticized. Risk perception
derived from eight separate components are
critical to the acceptance of new technology
in the first place, according to the study.
Alsoufi and Ali (2014) did a study in
Bahrain that found that people are a tendency
to utilize mobile banking because of the
advantages or beneficial and because it is easy
to use. There are other considerations that
have no impact on their decision to employ
this sort of bangking, such as the prospective
expenses and hazards. When it comes to
mobile banking, Yu (2012) looked at the
factors that impact people’s decisions.
People’s choice to utilize mobile banking was
tested using UTAUT (Unified Theory of
Informed and Use of Technology). Social
factors, cost estimations, and degree of
perception all have a key role in how likely
people are to wuse mobile banking.
Performance and trustworthiness are critical.
Cudjoe and colleagues (2015) studied the
factors that impact Ganaian customer’s
adoption of mobile banking. They focused on
what a bank calls the real effect on customer’s
adoption and use of mobile banking services,
rather than the perceived benefits and
simplicity of using mobile banking services,

for their research.
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According to Rumanyika and

Mashenene inadequate network

(2014),
range, lack of m-banking expertise, inability
to get sufficient float from mobile money
agents and ATMs, and thefts are major
impediments to the implementation of
mobile banking in Tanzania. This is followed
by an investigation of the perceived barriers
to mobile banking in Ghana by Iddris (2013).
Research shows that client should steer clear
of mobile banking because of the following
four reasons. M-banking requires knowledge
and understanding, which causes additional
costs in banking, a weak telecommunications
network in m-banking, and customers
preferring ancient banking methods over
mobile banking are some of the reasons why
this is happening. Govender and Sihlali
(2014) performed study to identify the factors
that influence the utilization of mobile
banking service by students’. Computer
technology student as a sample of the
continued use of TAM for smartphone
services in testing what things affect on the
process of adopting m-banking. - To design
TAM services for mobile services, ease of use
(see below), sanitation value, trust, and
incentives to use were deemed important.
discovered that

Researchers have

independent variables such as trust,

perceived values, simplicity of usage, and
social impact can predict the dependent
(the

variable intention to use mobile

banking) with 42 percent more apparent

235

G. Ch. Watu, Apryanus Fallo)

power than the dependent variable. Study:
Dineshwar and Steven (2013) conducted a
study in Mauritius to examine the use and
acceptance of mobile banking. Convenience,
time savings, energy conservation, privacy,
easy access to financial services, suitability for
one’s lifestyle, and banking requirements are
the primary factors driving m-banking

acceptance, according to the survey’s
findings. Research shows that security and
dependability concerns deter people from
using mobile banking services, according to
the findings of the study. According to
Khraim et al. (2o11) they're trying to figure out
what’s influencing Jordan’s adoption mobile
banking. The application of banking is
statistically influenced in Jordan are the six
consider  (self-traceability,

factors the

triability, complexity, risk and profit). In
addition to trust and security concerns, a new
factor in the TAM model, according to
Ouyang (2012), has a direct impact on the
desire to use m-banking. According to
theresult of the research, consumers'
confidence and safety concerns about the
Internet may have an indirect impact on
whether or not they use m-banking. The
research found that safety issues have a
significant negative influence on trust, but
that they do not have a direct impact on the
sense of greater accessibility.

In addition to trust and security
concerns, a new factor in the TAM model,

according to Ouyang (2012), has a direct
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impact on the intention to use mobile

banking. Based on research result,
consumers’ trust and safety concerns about
the Internet may have an indirect impact on
wether or not the use mobile banking.
Furthermore, the study found that safety
issues have a significant negative influence on
trust, but that they do not have a direct
impact on the sense of greater accessibility.
According to the findings of the research,
religion has a considerable impact on the
sense of ease of use, but has no significant
impact on the perception of benefits. Many of
the studies that have been conducted in the
past on mobile banking have sought to
determine what variables impact customers’
decision to utilize mobile banking. According
to the conclusions of the analysis, researchers
from a wide range of countries have looke at
factors that may encourage or discourage
clients from utilizing mobile banking. When
it comes to mobile banking adoption,
academics tend to focus on how trust affects
academics. However, little attention is paid to
how mobile banking customers feel about
their own trust in the industry. Mussels’s
adoption of mobile banking will be studied
using hypothetical research and development
models in this project. Figure 1 depicts a
theoterical framework based on a variety of
components observed in the literature that
has been presented. According to some, trust,

employment risks, security threats, privacy

concerns, social behavior, and behavioral
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control all have an influence on m-banking

usage and adoption.

Research Model and Hypothesis
Development
Figure 1: Research Model

Perceived Benefit .

Perceived Credibility ”-’

Perceived
Behavioural Control |~

-~ Hz

3l Perceived Trust

H4 in Mobile

Social Influence e —

Privacy Risk —
W g

Security Risk |-

Source: Al Khasawneh et al. (2018)

Perceived Benefit

Perceived benefits may be described
as follow based on the degree of separation
between a new invention and its predecessor:
Hsu et al. (2011); Kim and Chao (2019). As far
as he was concerned, the banking industry
will continue to spend in the second quarter
of 2007. Somali customers’ attitudes of
mobile banking were studied by Sayid and
Echchabi (2013). Perceived convenience is
directly to the benefits of this style of
banking. Customers’ opinions on mobile
banking and their perceptions of its benefits
have had a considerable impact on their plans
to mbanking wusage, according to the
consequence of the poll. Mobile banking
adoption is influenced by users’ views of the
relative benefits, according to certain studies.
According to Behl and Pal (2016), cost,

convenience, and security are all deterrents
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to rural Indians using mobile banking.
According to some research, clients’ and non-
clients’ views of simplicity in use, ease of use,
and threat avoidance have an influence on
mobile and use.

banking acceptance

According to Susanto et al. (2013) relative
benefits are advantageous (which afe
benefits). Online banking study has found a
correlation between trust and perceived
benefits in another scenario (Moga et al. 2012;
Popoola, 2013). In the area of mobile banking,
only a tiny amount of research has been done
to evaluate the link. As a result of this, and
results with our discussion, consideration of
available options is

Hi: There is a positive influence between

perceived benefits and trust in m-banking

Perceived Credibility

As Luarn and Lin (2005) put it, how
much someone relizes by using m-banking
will not affect their security and privacy risk.
Finance believes that what affects is the
compony’s use of consumers towards m-
banking or online banking is definition of
impression credibility. Mauritius’s mobile
banking customers’ behavior is described in
detail by Ramlugun and Issuree (2014). In
their research, the researchers found that
there were five factors that influenced the
decision of customers to utilize extended tam
mobile banking. Most people use m-banking
when there is a belief that they trust the

services provided and if they find it easy to
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use and if they feel confident in their ability
to manage their finances.

The characteristics of more inclined
customers who utilize m-banking than those
who is less possible were also examined
(Koksal, 2016). In Jakarta interbank spot
market, he forecast that the rupiah will rise to
Rpg.100 per dollar, according to Reuters.
According to Kazi and Mannan (2013),
students’ perceptions of internet banking’s
legitimacy had a significant impact on their
opinions. There are, however, just a few
studies that show that trust in mobile
banking is based on a person’s perception of
credibility. Increased trust and desire to
collaborate with trustworthy internet
platforms is a result of an increase in
perceived credibility (Lowry et al. 2014). The
following theory is proposed as a result of the
previous debate:

H2: There is positive influence between
perceived credibility and perceived trust in
m-banking.

Perceived behavioral control

By “one’s views of how tough or easy
it is to participate in exciting conduct,” Ajzen
(1991) means “behavioral control” Several
studies have investigated the effect of
perceived behavioral norms on the uptake of
mobile banking and mobile merchandising in
general. In a research by Abadi et al. (2012),
participants were asked about their plans to
mobile Adolescent

utilize banking.

motivation theory, theory of parenting
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behavior, and risk perception all go into
building a model to study the significance of
mobile adoption. Behavioral controls and
subjective standards, among other things,
impact behavioral intentions for mobile
banking in a favorable way, according to the
study’s results. To see if clients in Yemen were
interested in adopting Internet banking,

To see if clients in Yemen were
interested in adopting Internet banking,
AlAjam and Md Nor (2013) utilized theory
to their

planned behavior. According

research, customers’ decisions to utilize
Internet banking in Yemen are heavily
influenced by their perceptions of behavioral
restrictions, subjective standards, and
attitudes. As part of their research in Bahir
Dar, Ethiopia, Takele and Sira (2011) looked at
how customers’ intentions to utilize the
banking service channel are affected by
several circumstances. According to one of
their studies, customers’ views of behavioral
restrictions influence their decision to utilize
e-banking services the most. There has been
limited study on the effect of theory planned
behavior on trust, but the relationship
between observation of explanation and
belief appears to have been established in
technology contexts as well. Consequently
(Taddei & Contena, 2013). Consequently, the
following assumption is advanced:

There is positive influence between
perceived credibility and perceived trust in

m-banking.
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H3: There is positive influence between PBC
and perceived trust in m-banking.
Social Influence

At the point where people believe that
others close to them encourage them to use
modern systems, this is what Davis (1989)
calls “level of social influence. More or less,
the findings examine the social effects of
online banking and mobile use. An
investigation into the social impact of mobile
adoption was conducted in Philippines,
India, Thailand, Sri Lanka, Pakistan (de Silva
et al. 2012). Mobile phone adoption is
influenced in two ways by the research
findings: first, by coercing customers to buy
handphone, and second, by leveraging social
network linked to business and economy
similarly to Kim and lee (2015) in Al
Khasawneh et al. (2018) conducted research
that review several aspects that influence
Mongolian smartphone banking adopters.
Based on the discoveries they made, social
influences influence consumer decisions to
use m-banking. According to Kazi and
Mannan (2013), possible aspects that affect
mbanking users’ by Pakistani clients are
examined in their research. Their research
focused on Pakistani low-income
neighborhoods. According to recent studies,
social consequences are a severe aspect of
influencing consumers’ willingness to use
mobile banking services. ‘Furthermore, the

invention found that when influential people

use mobile banking services, there is an
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increase in trust between friends and their

fellow.  Consequently, the following
hypothesis is advanced:

Hg4: There is positive influence between social
influence and perceived trust in m-banking
Privacy risks

Personal information can be shared
with other industries or use in cross-selling
other financial products when it comes to
banking, according to Aldas-Manzano et al.
(2009). Mobile banking and online banking
adoption have been studied in relation to
privacy concerns. Mobile banking adoption
in India is examined by Priya and Raj (2015)
considering the role of risk aspects. Concerns
about security with privacy have a significant
effect on mobile banking adoption in India,
according to their findings. According to
Abuga et al., considerable variations in
Rwandan commercial banks’ mobile banking
capatibilities were found (2015). In their
study, the majority of commercial banks that
were selected performed well when it came to
mobile banking.

According to the findings of the
study, privacy and security standards were
the two most effective mobile banking
features. In Pakistan, Arif et al. (2016)
conducted a research on consumer
reluctance to use smartphone banking, which
was published in the Journal of Consumer
Research. In one of their studies, they found
a negative correlation between consumer
toward mobile

attitudes banking
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technologies and consumer attitudes toward
privacy and financial risk. The following idea
is proposed in light of the previous debate
Hs: There is negative effect between privacy
risks and perceived trust in m-banking
Security Risks

will send the client's fear of losing
money to the other party without their rest In
the m-banking sector, security risk is a fear
that clients losing money would be
transmitted to another party without their
rest. Financial information and transaction
can be compromised by hackers, according to
Akturan and Tezcan (2012). An examination
of the elements that impact m-banking in
Kenya’s banks was undertaken by Abuga &
Manyange in 2015. A branch of a Kenyan bank
in Kilindini is the focus of the study (KBC).
People’s desire to utilize mobile banking has
been significantly influenced by their
perceptions of risk, according to one study. It
is possible for customers to feel uneasy about
providing personal information while using a
mobile banking app. Customers worry that if
the transaction goes awry, they won’t get
their money back. Customer happiness,
security, and risk are all included in Lim's
(2003) study on why customers choose
internet banking over traditional banking
methods. A study found that customers’
willingness to switch from tranditional to
online banking is strongly connected with

their level of security. Shao et al. (2019)

studied Turkish customers’ perceptions of
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online banking risk (Arslan et al. 2013).
According to some of their studies, there is a
strong correlation between current online
banking revenue levels and risk perception.
One of their research findings revealed that
the perceived safety risk was an essential
pioneer of trust. Based on these discussions,
the following hypotheses are suggested:

H6: There is negative effect between security
risks and perceived trust in m-banking.

METHOD

For this study, we used an online poll
of mobile banking consumers to gather
quantitative evidence. Based on available
research and subsequent random sampling, a
questionnaire was develop and sent to a small
number of participants. There was no
financial incentive for taking part in this
study, and it was entirely a matter of choice.
It was necessary to conduct an online poll to
ensure the questions were clear and correct.
Questionnaires were used to get information
from respondents. There are two components
to the questionnaire’s design. The research
model’s independent and dependent variable
have been assessed by a series of scale
questions in this first phase. In the second
segment, multiple-choice questions are used

to gather information about respondents

included are yes/no questions to screen out
participants at the beginning of this section
of questionnaire (e.g., whether they use
mobile banking or not). With a Likert-type
scale of 1 to 7 (strong disagreement to strong
agreement), the building project was
evaluated on every level. Individual questions
are split from one another in order to make
the survey clearer.

Thus, the second component of the
questionnaire comprised demographic and
yes/no question that were utilized to develop
the respondent’s profile. Prior research has
been used to build an acceptable set of
metrics for assessing consumers’ trust in
mobile banking services, as mentioned in the
poll. Benefits, credibility, impact, social
influence, security risks, privacy risks,
behavioral control perception, and belief in
m-banking are just a few of the intriguing
constructs explored in this study.

RESULT AND DISCUSSION

A sample of 125 people who
participated in an online survey provided the
data. In order to get a clear picture of the
data, it is recommended that respondent
tabulated. Thus, the

profile data be

demographic profile of the respondents was

based on factors such as gender, age,

(i.e., demographic information). Also educational attainment, and marital status.
Table 2. Sample Characteristic
Variable Frequency Percentage
Gender
Female 56 44,8%
Male 69 55,2%

Age
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<20
20-29

30-39

40-49

50-59

Last Education
SHS

Diploma

S1

S2/S3

Other
Profession
Housewife
Student
Government employees
Private employees
Entrepreneurs
Other

Marital Status
Single

Marry

Divorced

60
40
13

18

77
26

12
25
55
10
20

72
52

5,6%
48%
32%

10,4%
4%

14,4%
2,4%
61,6%
20,8%
0,8%

2,4%
9,6%
20%
44%
8%
16%

57,6%
41,6%
0,8%

Source: data processed by researchers

Table 2 shows that male respondents
are the majority with a sample (69%) and the
majority of respondents are less than 29
(53,6%). Concerning education level, 77%
reported attaining a bachelor’s degree. For
marital status, single respondents constitute
the majority of the sample (57,6%).

Tables 3 and 4 show the outcomes of
the measuring model. A composite
dependability (CR) of more than o.70
indicates that internal consistency is present.
Table 3 shows the results of this experiment.
With a reliability indicator value greater than
or equal to 0.07 in Table 3, the instrument is

clearly reliable. To evaluate if a model is

convergent, the Average Variance Extracted

(AVE) test can be employed to do so. A latent
variable that account for at least half of the
variance in an indicator must have an AVE
above zero in order to be considered
significant (Fornell and Larcker, 1981; Hair et
al. 2012; Henseler et al. 2009). Table 3 shows
that all of the constructions met the criteria.
The average (AVE) and critical (CR) values
are both over the 0.5 percent and 0.7 percent
recommended  standards,  respectively
(Bagozzi and Yi, 1988; Gefen et al. 2000).
With that in mind, it is possible to conclude
that the construct is legitimate since it has

the ability to assess conceptual models.

Table 3. Validity and Reliability

Construct Factor

Loading

AVE Composite

Reliability
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Perceived Benefit PB1
PB2
PB3
PBC1

PBC2

PBC3

PBC4

Perceived Credibility PC1

PC2
PC3
PCy4
Social Influence Shi
Sl2
SI3
Privacy Risk PR1
PR2
PR3
Security Risk SR1
SR2
SR3
Perceived Trust In Mobile PT1
PT2
PT3
PT4
PTs

Perceived Behavioral
Control

0,765
0,844
0,554
0,908
0,885
0,949
0,923
0,890
0,926
0,949
0,914
0,937
0,931
0,908
0,849
0,918
0,908
0,825
0,842
0,747
0,857
0,841
0,848
0,903
0,882

0,535

0,839

0,846

0,856

0,796

0,649

0,751

0,770

0,954

0,956

0,947

0,921

0,842

0,938

Source: data processed by researchers with smart PLS

Discriminant validity was assessed
using the square root of the AVE for each idea
to verify that it was greater than the

correlation with all constructs (Boudreau et

al. 2001; Fornell and Larcker, 1981). This is
seen in Table 4 by the fact that AVE has a
square root bigger than the correlation

between the two constructs.

Table 4. Latent Variable Correlation

PBC 0,916

PB 0,533 0,731

PC 0,419 0,504 0,920

PT 0,543 0,676 0,688 0,866

PR 0,586 0,631 0,790 0,851 0,892

SR 0,460 0,532 0,653 0,813 0,785 0,806

SI 0,465 0,487 0,389 0,527 0,637 0,415 0,925
Source: data processed by researchers with smart PLS

Our investigators matched the greater than the common variance,

combined variance between interpretations
with the AVE for each construct in order to
establish discriminant validity evidence

between them. If the respective AVE is

discriminant validy between two constructs is
established (Hair et al., 2012; Sarstedt et al.,
2017). As a result, comparing the joint

variance and the AVE value provides evidence
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discriminantly valid (see Table 4).
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Table 5. PLS Estimation Results

Predicted Prodictor Hypothesis Path R> t-Value  P-Value
Variable Variable
PB Hi 0,205 2,312 0,021
PC H2 0,006 0,056 0,955
Perceived PBC H3 0,018 0,250 0,803
Trust in SI Hy4 0,256 2,022 0,044
Mobile PR Hs -0,433 2,084 0,003
SR H6 -0,354 0,805 5,234 0,000

Source: data processed by researchers with smart PLS

For the purposes of this study, we’ll
look at how users’ perceptions of trust in
mobile banking services are affected
quantitatively. It is hoped that this study will
make a significant contribution to the
literature on online consumer trust and
internet banking by combining factors from
the trust literature and applying them to the
context of mobile banking.

The  present study model’s
explanatory ability is bolstered by the
empirical evidence, which is backed by the
literature. There are six variables that affect
consumers’ trust in mobile banking:
perception of social influence; and perception
of privacy and security risk. For each
independent variable however, there is a
unique beta (standard coefficient).

Privacy risk has the highest negative
effect on perceived trust in mobile banking
(B = 0,433), followed by security risk (8 =
—0,354), while perceived credibility has the
lowest effect (8 = 0,006) and perceived

behavioral control (8 = 0,018). On the other
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hand, perceived benefit and social influence
positively affect perceived trust in banking.
Research in the area of online and
mobile banking has validated this result,
which is in accordance with earlier research.
Several online banking studies have found a
statistically significant positive correlation
between perceived utility and trust by users
in the usage of technology. This study
confirms that perceptions of usefulness and
trust have a favorable impact on online
banking users (Gu et al. 2009; Gefen, 2000;
Pavlou, 2003). Trust in e-services was shown
to be closely linked to the perceived
usefulness of the service (Gefen et al. 2000).
Another case is internet banking, where
studies have shown a link between belief and
reported benefits (Moga et al. 2012; Popoola,
2013). A lack of research on this relationship
in the context of mobile banking has added to
the knowledge base in this area. Consumer
trust and motivation are influenced by
perceived benefits in this study’s data
analysis. Consumers who use mobile e-

helpful bank capabilities are more likely to
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gain faith in the system when they find it (Gu
et al. 2009)

The results of the study show that
PBC does not affect perceived trust in
banking. The majority in this study are over
the age of 17, meaning that they belong to the
millennial generation and generation Z who
make technology a part of their lives. They
have wused banking more than once,

automatically there is no perception that

using banking is challenging or accessible. In

terms of education, the majority of
respondents in this study were above
undergraduate graduates because they

considered the use of banking to be
something easy, so it did not require more
effort to find out banking because their daily
lives were never far from things related to
technology, this is supported by the journal
(Linnes, 2017; Ramlugun and Issuree, 2014;
Malaquias and Hwang, 2016).

The results of perceived credibility do
not affect perceived trust in banking because
the original sample value is 0,006. As long as
one believes that the use of mobile banking
will not bring a security or privacy threat does
not necessarily affect consumer perceptions
of trusting banking. Most respondents from
this study have used banking. The majority of
single means that the level of consumer
confidence already exists in the banking they
use. Some they do not think about whether
the information about him will be safe or not.

(Koksal, 2016). Online banking users are
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generally highly educated and relatively
young from this study that most Y and Z
generations are used to using mobile banking
(Akturan & Tezcan, 2012).

The younger generation in Brazil,
according to Cruz et al. (2010), believes that
mobile banking is easier to use than it is for
the older generation. According to Akturan
and Tezcan (2012)’s findings, ettitudes toward
mobile banking were not significantly
influenced either positively or negatively by
perceptions of security and privacy risks. The
authors point out that the age range of their
sample participants, who were between the
ages of 18 and 25, can be linked to these
results. Mobile banking should be more
trusted by people in their 20s and 30s based
on these findings, since they are less
susceptible to the influence of perceived
threat on technology.

Based on the results of the hypothesis
testing shown in table 5, it was found that
there was a significant positive effect of social
influence on perceived trust in banking of
0,256. The more substantial social impact will
affect the high level of confidence in banking.
Therefore, if you want to increase the use of
banking you need consumers who are
familiar with technology, such as the younger
generation. The ways to improve the use of
banking are: (1) providing up to date
socialization through social media such as
Instagram, TikTok, and others for young

people; (2) the banking sector invites the



Determinant Factors Of ... (Hedwig H. T. Lejap, Maria Augustin Lopes Amaral, Selfiana Goetha, Engelbertus

younger generation who are the target of
banking users to use banking to facilitate
transactions. The results of this study are
relevant to the results of research from
Ramlugun and Issuree (2014) that social
influence, especially at an age who
understands about the internet banking will
affect other people’s intentions to use
banking.

The results show that privacy and
security risk have a close and adverse
relationship with online banking.
Respondents with most office workers are
already familiar with all work related to the
internet; of course, the respondents
understand the risks that arise from these
services very well. Same thing with banking.
Because banking users know very well what
risks will emerge from the use of banking,
trust in banking also increases. Consumers
believe in banking because consumers believe
in the bank. Consumers have experience with
the bank. Consumers have not had the
experience of being disappointed by the Bank
in terms of money security, information and
technology used so that consumers have a
modern level of trust in mobile banking (Kim
et al 2009; Boudreau et al. 2001; Gu et al.
2009)

CONCLUSION

This study investigates the main
determinants of mobile banking consumers
user intention and behavior in Indonesia as a

developing county. Aftar processing the data
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with Smart PLS, the results obtained that
perceived benefit positively affects perceived
trust in banking. On the other hand,
perceived  credibility and  perceived
behavioral control do not affect perceived
confidence in banking. Then, social
influence, privancy risk, and security risk
positively affect perceived trust in m-
banking. As a result, it is possible to conclude
that the bank can effectively build customer
trust by spreading the benefits of mobile
banking be continuously demonstrated
through advertising and marketing events.
These marketing actions can enhance a

customers’s positive impression, build trust,

and  ultimately  encourage  potential
customers to adopt mobile banking.
Furthermore, to convince potential

customers of minimal privacy concerns,
banks should design and advertise privacy
protection policies and technology support
banking anti-fraud procedures. The results of
this study can be a reference for the
government in developing policies to provide
telecommunication infrastructure evenly in
order to facilitate the public in using financial
technology services, one of which is mobile
banking. In addition, the government can
also participate in ensuring the security of
customers transacting using mobile banking
so0 as to increase public confidence in the use
of banking applications, because banking
institutions play an active role in helping the

movement of the economy.
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The latest research, like previous
ones, has its share of drawbacks a broader
examination of factors that may impact user
trust in mobile banking beyond those
explored so far is proposed as an extension of
the current investigation. In addition, future
studies should examine if the findings of the
recent study can be replicated by using other
samples, locations, and dates. People in
Indonesia may have different views of their
own well-being than those in other countries,
for example, since this study was conducted
there. Research in other developed and
developing countries is important to
corroborate the findings. This widens the
scope of the findings.

As a result, this study employed a
cross-sectional survey in order to investigate
the acceptance of mobile banking service.
Customers’ views of a firm may alter over
time as they gather more knowledge and
experience. Because of this, more
investigations are needed to reproduce and
confirm the results. To get a more realistic
picture of how customers make decisions
about m-banking, these studies should be
undertaken across time, allowing for a more
in-depth analysis of m-banking adoption at

numerous periods in time.
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