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ABSTRACT 

The mobile banking technology in Indonesia still in the growing stage. Even it is 

already available to the public since 2004, the adoption of the mobile banking is 

still far from 100% utilization. Based on the latest report from one private bank that 

becomes the pioneer in introducing mobile banking in Indonesia, their mobile 

banking channel adoption and usage showing an increasing trend from 2004 until 

2018. However, the usage by customers to conduct transactions still below 40% 

even after 14-year progress with continuous update and revamp in features offered. 

Therefore, there is a need to examine the factors that affecting the intention to use 

mobile banking service. Technology acceptance model to assess the factors that 

influence intention to use a particular technology has widely used in past studies, 

many researchers also integrated other factors based on their need with TAM model 

which later become the extended technology acceptance model. The result in this 

research showed that the perceived usefulness and the trust propensity had the 

strongest relation and significant effect in influencing the intention to use mobile 

banking service, while perceived ease of use, social influence and 

individualism/collectivism culture aspect had no significant effect toward intention 

to use mobile banking services. 

Keyword: Mobile Banking, Technology Acceptance Model, Intention to Use. 

  



 

 

 
 

ABSTRAK 

Teknologi perbankan mudah alih di Indonesia berada dalam fasa pertumbuhan, 

walaupun ianya telah disediakan untuk pengguna awam sejak tahun 2004 lagi. 

Perbankan mudah alih masih belum mencapai 100% penggunaan. Berdasarkan 

laporan terkini daripada salah satu bank persendirian yang menjadi perintis 

perbankan mudah alih di Indonesia, menyatakan bahawa terdapatnya peningkatan 

dalam penggunaan perbankan mudah alih sejak tahun 2004 sehingga tahun 2018, 

namun jumlah pelanggan yang menggunakan transaksi ini masih berada di bawah 

40% walaupun setelah 14 tahun, dengan penambahbaikan dan pengemaskinian 

dalam ciri-ciri yang ditawarkan. Oleh itu, terdapat keperluan untuk mengkaji 

faktor-faktor yang mempengaruhi niat pengguna untuk menggunakan perbankan 

mudah alih. Technology Acceptance Model (TAM) adalah satu kaedah yang 

digunakan secara meluas dalam penyelidikan untuk menilai faktor yang 

mempengaruhi niat seseorang meggunakan teknologi tertentu. Terdapat ramai para 

penyelidik menggabungkan faktor lain ke dalam TAM berdasarkan kesesuaian dan 

kemudiannya menjadi model lanjutan kepada TAM. Hasil kajian ini menunjukkan 

bahawa faktor kecenderungan penggunaan dan kepercayaan mempunyai 

hubungkait yang kuat serta mempunyai kesan utama yang mempengaruhi niat 

dalam menggunakan perbankan mudah alih. Justeru itu, faktor memudahkan 

penggunaan, pengaruh sosial dan aspek kolektif budaya mempunyai hubungkait 

dan kesan terhadap perbankan mudah alih. 

Keyword: Perbankan Mudah Alih, Technology Acceptance Model, Niat untuk 

Mengguna. 
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CHAPTER ONE  

INTRODUCTION 

1.0 Introduction 

Within banking industry, the financial institution has undergone many changes in 

term of delivering banking services like ATM, telephone banking, personal 

computer  banking, and internet banking. These innovations affected by the rapid 

innovation in IT industry then adapted by the banking industry practice in order to 

meet the customer demand and also to compete within the banking industry. In the 

past decades, the emergence of smartphone and electronic commerce, the banking 

industry need to adapt with new wireless technology and new demand by customer 

that wanted more flexible yet accessible banking services from anywhere. Also, 

with the competitiveness within the banking industry, the need to provide different 

service for customer need to be addressed to survive in the competition. With 

widespread usage of smartphone and the mobile telcos providing data link (3G and 

4G), it has become an opportunity for the banking industry to implement new 

service delivery channels. One of the favorable banking service channel is mobile 

banking service. 

Cambridge dictionary define mobile banking as act of sending, receiving or 

managing money using mobile phones. On the other hand, Shaikh & Karjaluoto, 

(2015) define mobile banking as application that enable bank customers able to 

access bank accounts to check account status, transfering funds, paying bills or 

other payments, and managing stock. Another definition of mobile banking by Luo, 

Li, Zhang, & Shim, (2010) stated that mobile banking is an creative method in 
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Dear Respondent, 

I am Ilham Rusdiansyah, student of Master of Science (Management) in Universiti 

Utara Malaysia. I hereby designed questionnaire to study the intention of banking 

employee to use mobile banking facility, evidence from a private bank branch in 

Medan, North Sumatera. 

The Questionnaire is divided into two parts which is section 1, section 2. I would 

be thankful and fully appreciate if you could answer all the question carefully. All 

the answer and data given here will be very confidential and only used for the 

educational purposes. 

Thank you for your corporation and time spared, it is very appreciated. 

 

 

 

Sincerely, 

Ilham Rusdiansyah 

Master of Science (Management) 

Othman Yeop Abdullah Graduate School of Business 

Universiti Utara Malaysia 

06010 Sintok, Kedah. 
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Section 1 

Mobile Banking  

In this section the purpose of this questionnaire is to give you a chance to tell some aspect of intention to use 

mobile banking facility, what things you are agreed and what things you are disagree with. On the basis of 

the answer we hope to get better understanding of the intention to use mobile banking among banking 

employee. 

On next page you will find statement about some aspect of intention to use mobile banking. 

• Please read each statement carefully 

• Decide how agree you feel about the aspect of intention to use mobile banking described by each 

statement 

Keep the statement in mind: 

✓ If you feel that statement matches you completely tick the box 5 which is “Strongly Agree” 

✓ If you feel that statement matches you as it is or some of it tick the box 4 which is “Agree” 

✓ If you cannot make up your mind whether or not the aspect matches your preference tick the 

box 3 which is “Neutral” 

✓ If you feel that statement not in line with what you expected tick the box 2 which is 

“Disagree” 

✓ If you feel that statement very not in line with what you expected tick the box 1 which is 

“Strongly Disagree” 

• Please answer all statements to make sure we get whole image of your agreement/disagreement with 

aspects of intention to use mobile banking. 

• Be frank and honest while answering the statements, this will not affect your employment status, and 

the data is kept strictly confidential. 
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Guide: 

Ask yourself: How am I with this aspect of mobile banking? 

Strongly Agree means I’m strongly agree with this aspect of mobile banking 

Agree means I’m agree with this aspect of mobile banking 

Neutral means I can’t decide whether agree or not with this aspect of mobile banking 

Disagree means I’m disagree with this aspect of mobile banking 

Strongly Disagree means I’m strongly disagree with this aspect of mobile banking 

 

Please tick the appropriate box based on your choice 
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1 2 3 4 5 

1 Mobile banking would save my travelling expenses to the bank      

2 Mobile banking would be useful as it would save my time      

3 
Mobile banking would be useful because of its convenience to 

use anywhere 
     

4 Using mobile banking would improve my productivity      

5 
Using mobile banking would improve my effectiveness in 

utilizing banking services 
     

6 Learning to use mobile banking would be easy for me      

7 Mobile banking provides me with easy user interface      

8 
It would be easy for me to become skillful at using mobile 

banking 
     

9 Mobile banking would be flexible to interact with      

10 I would show/tell other that I use mobile banking      

11 I would use mobile banking if other uses it      

12 I would like to discuss the features of mobile banking with other      

13 
I would use mobile banking if people who are important to me 

would try convince me 
     

14 My privacy related to mobile banking would not be compromised      

15 My mobile banking transaction would be secure      

16 
My trust level on mobile banking would be the same as banking 

in person through a branch 
     

17 
While using mobile banking I think my information would be 

kept confidential 
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18 I intend to use mobile banking      

19 I predict that I shall use mobile banking      

20 
Being accepted as a member of a group is more important than 

having autonomy and independence  
     

21 
Being accepted as a member of a group is more important than 

being independent 
     

22 Group success is more important than individual success      

23 Being loyal to a group is more important than individual gain      

24 Individual rewards are not as important as group welfare      

25 

Its more important for a manager to encourage loyalty and a 

sense of duty in subordinates than it is to encourage individual 

initiatives 
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Section 2 

Background Profile 

Please tick ( √ ) on appropriate response 

1. Please indicate your gender  

[     ] Male [     ] Female 

2. Please indicate your age  

[     ] Below 25 Years 

[     ] 26 to 35 Years 

[     ] 36 to 45 Years 

[     ] 46 to 55 Years 

[     ] 56 Years and above 

3. Please Specify your last educational level 

[     ] High School 

[     ] Diploma (D1/D2/D3/D4) 

[     ] Undergraduate (S1)  

[     ] Master (S2) 

4. Please indicate your Years of working in 

current company 

[          ] Year 

5. Please indicate your echelon level: 

[     ] 7 

[     ] 6 

[     ] 5 

[     ] 4 

[     ] 3 and Above 

FINISHED 

THANK YOU VERY MUCH FOR THE RESPONSE AND ATTENTION GIVEN 
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Bahasa Indonesia Version 

Petunjuk: 

Tanyakan pada diri anda: bagaimana menurut saya aspek intensi penggunaan mobile banking ini? 

Sangat Setuju berarti saya sangat setuju pada aspek intensi penggunaan mobile banking ini 

Setuju berarti saya setuju pada aspek intensi penggunaan mobile banking ini 

Netral berarti saya tidak yakin apakah setuju atau tidak setuju pada aspek intensi penggunaan mobile 

banking ini 

Tidak Setuju berarti saya tidak setuju pada aspek intensi penggunaan mobile banking ini 

Sangat Tidak Setuju berarti saya sangat tidak setuju pada aspek intensi penggunaan mobile banking 

ini 

 

 

Tolong untuk mencentang pada kotak sesuai dengan pilihan anda 

 

S
an

g
at

 T
id

ak
 

S
et

u
ju

 

T
id

ak
 S

et
u
ju

 

N
et

ra
l 

S
et

u
ju

 

S
an

g
at

 S
et

u
ju

 

1 2 3 4 5 

1 Mobile banking dapat menghemat biaya pergi ke bank      

2 Mobile banking bermanfaat karena menghemat waktu saya      

3 Mobile banking bermanfaat karena mudah diakses dimana saja      

4 
Mengunakan mobile banking dapat meningkatkan produktivitas 

saya 
     

5 
Menggunakan mobile banking dapat mengefektifkan penggunaan 

fasilitas dari perbankan 
     

6 
Saya dengan mudah mempelajari cara untuk menggunakan 

mobile banking 
     

7 
Mobile banking menyediakan antarmuka/interface yang mudah 

dimengerti 
     

8 
Saya dapat dengan mudah menguasai penggunaan mobile 

banking 
     

9 Mobile banking menyediakan interaksi yang cukup fleksibel      

10 
Saya suka memberitahu/menunjukkan pada orang lain bahwa 

saya menggunakan mobile banking 
     

11 
Saya akan menggunakan mobile banking jika orang lain 

menggunakannya  
     

12 
Saya akan berdiskusi tentang fitur yang ada pada mobile banking 

dengan orang lain 
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13 
Saya akan menggunakan mobile banking apabila orang terdekat 

saya meyakinkan saya untuk menggunakannya  
     

14 Penggunaan mobile banking tidak mengganggu privacy saya       

15 Keamanan transaksi mobile banking saya akan selalu terjamin       

16 
Kepercayaan saya pada mobile banking sama dengan jika saya 

pergi langsung ke bank 
     

17 
Ketika saya menggunakan mobile banking, saya rasa kerahasiaan 

informasi tetap terjamin 
     

18 Saya berniat untuk menggunakan mobile banking      

19 
Saya mengira bahwa sudah seharusnya saya menggunakan 

mobile banking 
     

20 
Diterima oleh suatu kelompok lebih penting daripada memiliki 

kemandirian dan kebebasan individual 
     

21 
Diterima pada suatu kelompok lebih penting daripada kebebasan 

diri saya 
     

22 
Keberhasilan secara berkelompok lebih penting daripada 

keberhasilan individu 
     

23 
Loyalitas pada suatu kelompok lebih penting daripada 

kepentingan secara individu 
     

24 Kepentingan individu tidak sepenting kemaslahatan bersama      

25 
Bagi seorang atasan, dorongan kesetiaan dan rasa tanggung 

jawab bawahan lebih penting daripada dorongan inisiatif individu 
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Section 2 

Background Profile 

Please tick ( √ ) on appropriate response 

1. Gender:  

[     ] Laki-laki [     ] Perempuan 

2. Umur:  

[     ] Dibawah 25 Tahun 

[     ] 26 - 35 Tahun 

[     ] 36 - 45 Tahun 

[     ] 46 - 55 Tahun 

[     ] 56 Tahun keatas 

3. Pendidikan terakhir: 

[     ] Sekolah Menengah Atas 

[     ] Diploma (D1/D2/D3/D4) 

[     ] Sarjana (S1)  

[     ] Pasca sarjana (S2) 

4. Masa kerja di perusahaan ini [          ] Tahun 

5. Posisi eselon terakhir: 

[     ] 7 

[     ] 6 

[     ] 5 

[     ] 4 

[     ] 3 dan keatas 

FINISHED 

THANK YOU VERY MUCH FOR THE RESPONSE AND ATTENTION GIVEN 
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Appendix B 

Descriptive statistics, Reliability, Correlation and Regression results 

gender 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Perempuan 132 53.4 53.4 53.4 

Laki-laki 115 46.6 46.6 100.0 

Total 247 100.0 100.0  

 

umur 

 Frequency Percent Valid Percent Cumulative Percent 

Valid Dibawah 25 Tahun 27 10.9 10.9 10.9 

26 - 35 Tahun 56 22.7 22.7 33.6 

36 - 45 Tahun 47 19.0 19.0 52.6 

46 - 55 Tahun 117 47.4 47.4 100.0 

Total 247 100.0 100.0  

 

pendidikan 

 Frequency Percent Valid Percent Cumulative Percent 

Valid SMA Sederajat 33 13.4 13.4 13.4 

Diploma (D1~D4) 29 11.7 11.7 25.1 

Sarjana (S1) 169 68.4 68.4 93.5 

Pascasarjana (S2) 16 6.5 6.5 100.0 

Total 247 100.0 100.0  
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level eselon 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 3 dan diatasnya 13 5.3 5.3 5.3 

4 34 13.8 13.8 19.0 

5 72 29.1 29.1 48.2 

6 72 29.1 29.1 77.3 

7 56 22.7 22.7 100.0 

Total 247 100.0 100.0  

 

masa bekerja 

 Frequency Percent 

Valid 1 4 1.6 

2 16 6.5 

3 20 8.1 

4 2 .8 

5 4 1.6 

6 2 .8 

7 1 .4 

8 5 2.0 

9 6 2.4 

10 9 3.6 

11 7 2.8 

12 6 2.4 

13 7 2.8 

14 5 2.0 

15 6 2.4 

16 1 .4 

17 2 .8 

18 3 1.2 

19 8 3.2 

20 16 6.5 

21 5 2.0 

22 19 7.7 

23 6 2.4 

24 6 2.4 

25 9 3.6 

26 5 2.0 

27 8 3.2 

28 20 8.1 

29 12 4.9 

30 16 6.5 

31 6 2.4 

32 3 1.2 

33 1 .4 

34 1 .4 

Total 247 100.0 
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Reliability  

PU 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.813 .844 5 

 

PEoU 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.869 .877 4 

 

SI 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.711 .698 4 

 

TP 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.878 .878 4 

CU 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.854 .854 6 

 

 

BI 

Reliability Statistics 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based on 

Standardized 

Items N of Items 

.851 .851 2 
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Correlation 

 

Correlations 

 PU PEoU SI TP CU BI 

PU Pearson Correlation 1 .636** .185** .599** .200** .688** 

Sig. (2-tailed)  .000 .004 .000 .002 .000 

N 247 247 247 247 247 247 

PEoU Pearson Correlation .636** 1 .225** .680** .269** .635** 

Sig. (2-tailed) .000  .000 .000 .000 .000 

N 247 247 247 247 247 247 

SI Pearson Correlation .185** .225** 1 .269** .377** .236** 

Sig. (2-tailed) .004 .000  .000 .000 .000 

N 247 247 247 247 247 247 

TP Pearson Correlation .599** .680** .269** 1 .281** .730** 

Sig. (2-tailed) .000 .000 .000  .000 .000 

N 247 247 247 247 247 247 

CU Pearson Correlation .200** .269** .377** .281** 1 .197** 

Sig. (2-tailed) .002 .000 .000 .000  .002 

N 247 247 247 247 247 247 

BI Pearson Correlation .688** .635** .236** .730** .197** 1 

Sig. (2-tailed) .000 .000 .000 .000 .002  

N 247 247 247 247 247 247 
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Multiple regression 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .799a .638 .631 .23958 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 24.394 5 4.879 84.996 .000b 

Residual 13.833 241 .057   

Total 38.227 246    

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) .762 .232  3.284 .001 

PU .429 .064 .352 6.692 .000 

PEoU .096 .050 .111 1.921 .056 

SI .019 .019 .043 1.007 .315 

TP .331 .042 .445 7.919 .000 

CU .021 .020 .045 1.038 .301 
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Appendix C 

 

Hypothesis statement 
Method of 

analysis 
Results 

H1 

Perceived usefulness has a 

positive and significant effect 

toward intention to use mobile 

banking 

Pearson 

correlation 
Moderate 

Multiple 

regression 

Positive and 

significant effect, 

H1 supported 

H2 

Perceived ease of use has a 

positive and significant effect 

toward intention to use mobile 

banking 

Pearson 

correlation 
Moderate 

Multiple 

regression 

Positive but not 

significant effect, 

H2 not supported 

H3 

Social influence has a positive 

and significant effect toward 

intention to use mobile banking 

Pearson 

correlation 
Low 

Multiple 

regression 

Positive but not 

significant effect, 

H3 not supported 

H4 

Trust propensity has a positive 

and significant effect toward 

intention to use mobile banking 

Pearson 

correlation 
High 

Multiple 

regression 

Positive and 

significant effect, 

H4 supported 

H5 

Collectivism culture has a 

positive and significant effect 

toward intention to use mobile 

banking 

Pearson 

correlation 
Very low 

Multiple 

regression 

Positive but not 

significant effect, 

H5 not supported 
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