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ABSTRACT

The development of internet users and
technology has influenced the banking industry
to transform its services towards digital. XYZ
Sharia Bank is one of the banks that implements
a digital banking service strategy through
mobile banking. The purpose of this study is to
describe the characteristics of mobile banking
users, then analyze what influences the
behavioral intentions of users in increasing the
intensity of mobile banking use, and provide
recommendations for development strategies for
Islamic Bank XYZ to increase the intensity of
mobile banking use. The results of this study
qualitatively indicate that the characteristics of
XYZ Islamic Bank mobile banking users are
dominated by millennial generation males. XYZ
Syariah Bank is the choice for mobile banking
services because of its practical and flexible use.
In addition to general banking transactions,
XYZ Syariah Bank mobile banking is also an
option because it provides services to
complement people's lifestyles, namely for
digital wallet refills, online shopping payments
through the marketplace/e-commerce. The
results of the research quantitatively indicate
that all of the variables studied, namely
perceived usefulness, ease of use, interaction
needs, perceived risk, perceived cost of use,
trustworthiness, credibility, and compatibility
with lifestyle and needs have a significant
influence on the intensity of using Islamic Bank
mobile banking XYZ, where the biggest factor
in influencing the intensity of the use of XYZ
Islamic Bank's mobile banking is compatibility
with lifestyle and needs

Keywords: Digital Banking, Mobile Banking,
Intensity of Using, Sharia Bank

INTRODUCTION

In line with the development of
information  technology, the services
provided by the Bank are undergoing an
evolution that leads to digital banking
services.

Mobile banking services can answer
the demands of customers who want fast,
secure, convenient, cheap, and available
service at any time (24 hours non-stop), and
can be accessed from anywhere, simply via
mobile phone.

Bank Syariah XYZ as one of the
major Islamic banks in Indonesia, is also
committed to providing the best service to
customers by improving digital services.
Bank Syariah XYZ mobile banking feature
is expected to not only serve to help
customers in terms of financial transactions
but also nonfinancial. It is expected that the
mobile banking application of Bank Syariah
XYZ can become a super app for Muslims
today because in it there are zakat / waqf
payment features, the Qur'an, tracking the
location of the nearest mosque, prayer times
and hadith and spiritual quotes. In addition,
this application can also be used for
customer needs with various features
including digital payment services.

Although many benefits obtained by
customers, but in fact this service is very
rarely used by customers and tends not to be
in demand. Customers prefer to make
transactions via ATM or by queuing at the
bank. In fact, the number of mobile banking
users in Indonesia is less than internet users.
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Based on the results of the
Indonesian Polling Study in collaboration
with the Indonesian Internet Service
Providers Association (APJII) in 2018, out
of a total population of 264 million
Indonesians, there were 171.17 million
people or about 64.8 percent who were
already connected to the internet, while
internet users who accessed digital banking
services were only 7.39% or as many as
12.6 million in 2018. According to research
by social media management platform
HootSuite and social marketing agency We
Are Social titled "Global Digital Reports
2020", nearly 64 percent of Indonesians are
already connected to the internet network.
The research released at the end of January
2020 said that the number of internet users
in Indonesia has reached 175.4 million
people, while the total population of
Indonesia is around 272.1 million.

From the internal data of Bank
Syariah XYZ, it is known that as of June
2020, from 6.3 million customers of Bank
Syariah XYZ, the penetration of mobile
banking usage is 20% or 1.2 million
customers and those who actively make
transactions amount to 36% of total mobile
banking users or 7% of the total number of
customers.

In this regard, the intention of
mobile banking behavior becomes very
important to be studied in this study. The
technology acceptance behavior model
refers to the Technology Acceptance Model
(TAM) developed by Davis et al. (1989).
This model uses four main constructs, name
perceived usefulness, perceived ease of use,
attitude toward behavior or attitude toward
using technology (attitude toward using
technology), and behavioral intention
(Davis 1989).

Therefore, the purpose of this study
is to describe the characteristics of mobile
banking users of Bank Syariah XYZ, then
analyze what affects the intention of user
behavior in increasing the intensity of
mobile banking use to conduct banking
transactions, and recommend the
development that Can be done by Bank

Syariah XYZ to increase the intensity of
mobile banking use.

The development of information and
communication technology in the financial
industry has changed the way banks provide
services to their consumers (Hoehle et al.
2012).

Mobile banking is one of the
interactive distribution channels that allows
people to perform banking activities such as
checking balances, making payments, credit
applications and other banking transactions
through mobile devices (Al-Akhras et al.
2011). However, until now the level of
mobile banking usage is still lower than
expected (Yu 2012). As a result, the use of
mobile banking has become a core issue of
various studies around the world (Palani and
Yasodha 2012).

Koenig-Lewis et al. (2010) states
that young people are more likely to use
mobile banking because it suits their
lifestyle, as is Howcroft et al. Sangle and
Awasthi (2011) state that people who have a
dense and dynamic life like in big cities use
mobile banking more often than people who
do not have many activities or settle in the
suburbs.

Koenig-Lewis et al. (2010) asserts
that the interest in using customers becomes
the main barrier that hinders the
development of mobile banking. It is
unlikely that banks will increase their
investment in mobile banking if customers
do not see profits in it and if the way of use
is not widely socialized (Koenig-Lewis et
al. Thus, understanding what is hindering
customers from using mobile banking
becomes very important (Koenig-Lewis et
al. 2010).

Banking apps that allow online
access to banking services are the main way
in which banks offer mobile banking
services (Cruz et al. Suoranta (2003), argues
that mobile banking allows its users to
check account balances, make transaction
history questions, transfer funds, pay bills,
trade stocks and manage asset portfolios.
Wilcox (2009) also predicts that the reach
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and users of mobile banking services are

likely to increase in the future.

Arahita and Hatammimi (2015)
argue that the successful performance of a
service system should not be based on
simple and instant use, but on the intention
of continuous reuse. Reuse intention is
defined as the level of subjective preference
of consumers to use the service again and to
recommend this service to family and
friends. Before customers use this service,
they have special requirements. On the basis
of these needs and after tracing the relevant
information provided initial experience, the
customer filters, evaluates and compares the
information/services and then makes a
rational decision to re-select the same online
service.

The technology acceptance model
(TAM) (Davis 1989) is one of the
acceptable and widely used models in the
field of information technology. This model
explains the nature of beliefs-attitude-
intention-behavior and its relationship to the
level of acceptance of information
technology. Mobile banking has become a
new business model influenced by many
types of factors (Sheng et al. Among
various theories and models, many are
presented in literature (e.g., Chang et al.
(2012); Dimitriadis and Kyrezis (2010);
JinBaek et al. (2013); JinBaek and Sungmin
(2012); Susanto et al. (2012); Zhenhua et
al. (2009) use TAM or one different
variation to investigate the use of mobile
banking worldwide.

Based on the TAM (Davis 1989)
model and developed by Hanafizadeh
(2014), given are factors that affect the
intensity of mobile banking use, namely:

1. Perceived Usefulness is defined as the
subjective  probability  that  using
technology will improve an individual's
performance (Davis et al. 1989).

2. Perceived ease of use is defined as the
user's willingness to use the system
(Davis et al. 1989).

3. Need for personal interaction is defined
as a private exchange between a client

and a bank officer
Drennan 2010).

4. Perceived risk is defined as consumers'
consideration of potential risks in their
adoption decisions, such as personal
data or identity theft during online
transactions (Sheng et al. 2011).

5. The perception of use (perceived cost
of wuse) is defined as financial
considerations prior to adopting mobile
banking services, including handset fees,
subscriptions, services and
communication fees, which may affect
consumer intentions to use the services
(Wang et al. 2003).

6. Trust is defined as the intention of trust
that makes a person feel safe enough to
be willing to rely on a trustee (Lee and
Chung 2009).

7. Credibility is defined as the personal
belief that consumers have the
technology to  securely  conduct
transactions by maintaining the privacy
of personal information (Daud et al.
2011)

8. Compatibility with lifestyle and needs is
defined as the extent to which mobile
banking services are in line with
consumers' lifestyles and current needs
(Kleijnen et al. 2004; Wu and Wang
2005).

(Wessels and

METHOD

The type of data used in this study
consists of primary data and secondary data.
Primary data is obtained from the spread of
online surveys through google form to be
able to reach a wider range of respondents
in Indonesia. Secondary data obtained from
literature studies (journals, books, the
internet, and other literature) related to the
matters discussed in this study for use in
helping answer research questions and
hypotheses, as well as to understand
primary data in more depth.

Based on this research, the data
collection and data analysis conducted is
qualitative  research  with  descriptive
analysis and quantitative research with
Structural Equation Model SEM analysis.
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Qualitative  research  with  descriptive
analysis is used to describe identifying
respondent characteristics and identifying
respondents’ behavior in wusing mobile
banking.

Quantitative research with SEM
analysis is used to analyze what factors
affect the intensity of mobile banking use of
Bank Syariah XYZ. The population in this
study is customers of Bank Syariah XYZ
throughout Indonesia who have used mobile
banking services. The sampling technique
used in this study is nonprobability
sampling. The type of sampling in the
nonprobability sampling technique chosen is

purposive  sampling. Malhotra (2014)
recommends the number of samples that
must be met for SEM estimate is 5 times the
parameter to be estimated, then with 31
variables observed the minimum required
155 respondents. In this study the number of
samples studied was as many as 200
respondents so that it met the minimum
number of samples needed. The variable
approach is used with reference to the TAM
by model (Davis et al. (1989) and
Hanafizadeh (2014). In general, the image
of the intensity model of the use of mobile
banking Bank Syariah XYZ developed by
researchers.

Persepsi Kegunaan

Persepsi Kemudahan penggunaan

Kebutuhan Interaksi
— Intensitas
Persepsi Risiko Penggunaan Mobile
— Banking Bank
Persepsi Biaya Syariah XYZ
Kepercayaan
Kredibilitas

Kompatibilitas dengan gaya hidup

Source: Hanafizadeh et, al. (2014)
Figure 1 Model of the intensity of mobile banking use of Bank Syariah XYZ

Based on figure 1, it can be

explained that:

1. HO: It is suspected that there is no
influence between usability perception
variables (X1), ease of use (X2),
interaction needs (X3), risk perception
(X4), cost of use perception (X5), trust

(X6), credibility (X7), and compatibility

variable (X2), with the intensity of
mobile banking use of Bank Syariah
XYZ (Y)

4. H3: It is suspected that there is an
influence between the interaction needs
variable (X3) and the intensity of use
(YY) of mobile banking of Bank Syariah
XYZ

with lifestyle and needs (X8) with the 5. H4: It is suspected that there is an
intensity of use (Y) of mobile banking influence between the risk perception
of Sharia Bank XYZ variable (X4) and the intensity of use
2. H1: It is suspected that there is an (YY) of mobile banking of Bank Syariah
influence  between  the  usability XYZ
perception variable (X1) and the 6. H5: It is suspected that there is an
intensity of use (YY) of mobile banking influence  between  the  variable
of Bank Syariah XYZ perception of cost of use (X5), with the
3. H2: It is suspected that there is an intensity of use (YY) of mobile banking
influence between the ease of use of Bank Syariah XYZ
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7. H6: It is suspected that there is an
influence between the trust variable
(X6) and the intensity of use (Y) of
mobile banking of Bank Syariah XYZ

8. H7: It is suspected that there is an
influence  between the credibility
variable (X7) and the intensity of use
(YY) of mobile banking of Bank Syariah
XYZ

9. H8: It is suspected that there is an
influence between the compatibility
variable with lifestyle and needs (X8)
with the intensity of use (Y) of mobile
banking of Bank Syariah XYZ

RESULT
Based on the characteristics of
respondents of mobile banking users of

Bank Syariah XYZ can be submitted the

results of the following research:

1. Based on research data submitted that as
many as 138 (71%) respondents have a
bank rekening other than Bank Syariah
XYZ, 135 (68%) respondents make >10
transactions in a month, and as many as
178 (92%) respondents have used
mobile banking Bank Syariah XYZ for
> 1 year.

2. Respondents to mobile banking users of
Bank Syariah XYZ chose mobile
banking is because of its practical and
flexible use (43.8%), then the next
reason is the transaction facilities owned
(28.4%) and can be used at any time
(17.5%).

3. The most widely made transactions on
bank Syariah XYZ mobile banking are
transfer /transfer transactions (96.4%),
followed by  balance  checking
transactions (91.8%) and purchases of
HP vouchers, PLN Prepaid, and data
packages (84.5%). While the fewest
transactions are open an account (14%)
and block the card (10%).

4. From the respondent data it is known
that mobile banking users of Bank
Syariah XYZ have digital wallets Ovo
(67%), Gopay (61%) and e-money
(53%). While e-commerce that is often
used for online shopping is Shopee (62),

Tokopedia (46%) and Bukalapak (28%).
This is in accordance with the digital
wallet top up service and e-commerce
payments owned by mobile banking
Bank Syariah XYZ. However, there are
35.6% of shopee pay users who do not
have a top-up service in mobile banking
Bank Syariah XYZ.

5. Respondents to mobile banking users of
Bank Syariah XYZ most (99%) know
and consider the importance of Islamic
service content. The most important
types of Islamic content/services are the
prayer schedule (38%) and qibla
directions (25%).

6. Mobile banking users of Bank Syariah
XYZ also make ZISWAF (Zakat, Infaq,
Shodagoh, Waqgf) payments through
mobile banking (90%).

7. Sumber information media that has an
important role in the dissemination of
information mobile banking services
Bank Syariah XYZ is through customer
service (76%), friends / co-workers /
family (50%) and social media
Instagram (33%).

The data analysis in this study used
linear structural relationship (LISREL)
program software. The first step is the
analysis of the measurement model. The
measurement model match test in SEM uses
validity and reliability tests. The results of
the validity test per dimension on each
factor changer are described in detail using
standardized loading factor (SLF) criteria.
Ramadiani (2010) explains that to obtain the
meaning of the dimensions extracted in
forming latent variables, it can be obtained
from the SLF value of each dimension. If an
SLF value greater than 0.50 is obtained, it
indicates that the dimension is good enough
to be extracted to form a latent variable.

Ramadiani (2010) also explained
that the validity test of the measurement
model can be checked by looking at the
values of t-values > 1.96 and SLF > 0,50 of
the variables observed in the model. As for
testing reliability according to Hair et al.
(2014), can use construct reliability (CR)
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and variance extracted (VE). A
measurement is said to have high reliability
when CR values > 0,7 and VE > 0,5

Based on the measurement model
tests carried out on each variable in the
research model, it is conveyed that the
validity and reliability for all indicators on
each latent variable is good. This is because
each indicator qualifies the validity
indicator with an SLF value of >0,50 and a
t-value > 1,96

Based on the results of structural
models to answer the research hypothesis, it
can be delivered the output of structural
models consisting of t calculation and SLF.
Figure t calculate structural model Factors -
Factors That Affect the Intensity of Mobile
Banking Use of Bank Syariah XYZ can be
seen in Figure 2, while the SLF image of the
structural model of Factors Affecting the
Intensity of Mobile Banking Use of Bank
Syariah XYZ can be seen in Figure 3 as
follows:

2.01 X11
2.20 X12
2.2T X13
2.34 X21
2.52 X2.2
3.00 X23
2.09 X351
2.32 X3.2
2.89 X33
2.70 X41
2.97 X42
3.08 X4.3
o]
2.34 X5.2
2.50 X53
3.30 X6.1

3.087] X6.3

2.097 X171

X7.2
3.107 X7.3
2.917 X81
3.45] X82
3.40 X83

Figure 2 Results of structural model t-values
Source: Lisrel (2021)

Chi-Square=421.01, df=254,

P-value=0.00000, RMSEZ=0.033

0.10 X1

0.27 X1z

0.18 X13

0.22 X221

0.47 X22

0.18 X23

0.08 x3.1

0.01 x3.2

0.11 X33

0.10 X4.1

0.18 X4.2

0.50 X4.3

0.32% X5.1

0.19 X52
0.28 X53
0.18 X61

0.37™] X6.2

0.20 X63

0.22 X71

0.18 X72

0.18 X7.3

0.19 X8.1

0.25 X8.2

0.10 XB.3

Chi-Square=421.01, df=254, P

-value=0.00000, RMSEZ=0.033

Figure 3 Standardized loading factor (SLF) structural model
Source: Lisrel (2021)

It can be conveyed that each
variable, namely usability perception, ease
of use, interaction needs, risk perception,
cost of use perception, trust, credibility, and
compatibility with lifestyle and needs has a
significant influence on the intensity of use
variables.

The most influential factor in
increasing the intensity of the use of mobile
banking Bank Syariah XYZ is compatibility
with lifestyle and needs, with an SLF value
of 0.89. While the least influential factor in
increasing the intensity of the use of mobile
banking Bank Syariah XYZ is the need for
interaction, with an SLF value of 0.31.

CONCLUSION

Based on the results of the research
conducted, the conclusions obtained from
this study are:

1. The characteristics of mobile banking
users of Bank Syariah XYZ are mostly
young millennials who have been
actively using mobile banking for more
than 1 year. The main consideration of
respondents in using mobile banking
Bank Syariah XYZ is due to its practical
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and flexible use. The types of
transactions that are often carried out on
mobile banking Bank Syariah XYZ in
addition to general banking transactions
such as transfers, transfer and balance
checking are bill payment transactions,
online shopping and e-wallet top-ups.
Islamic service content such as prayer
schedules and qibla directions are
considered important in mobile banking
Bank Syariah XYZ. ZISWAF payments
(Zakat, Infaq, Shodagoh, Wagqf) are also
one of the many transactions made on
mobile banking bank Syariah XYZ.

The overall variables studied, namely
usability perception (X1), ease of use
(X2), interaction needs (X3), risk
perception (X4), cost of use perception

directions, Quran), increased awareness
of online account opening features that
have existed today through mobile
banking but not widely known and
disturbed.
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