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ABSTRACT 

Electronic banking services have developed and are implemented by the banking sector in providing services to 

customers. It is interesting to study the drivers of customer behavior in using electronic banking services. Therefore, 

this study seeks to determine the drivers of consumer attitudes in using services of bank. The number of customers 

who became research respondents was 164 people. The side technique used was purposive sampling. The findings of 

the study explain that bank credibility is not a driving force for customers’ attitude to act in using banking services. 

Then, the convenience of banking services felt by customers becomes a trigger customers’ attitude for using banking 

services. These findings are expected to contribute to knowledge, especially in the banking sector. 
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1. INTRODUCTION 

Dramatic changes have been experienced by the 

banking business sector in the last few decades. The 

development of technology, especially computer, 

communication and information technology, has 

encouraged changes in banking services to consumers. 

Electronic services that are relatively cheap and fast are 

used by the banking sector and other financial 

institutions [1]. Internet-based services, especially 

mobile-based services, have become the most important 

services provided by banking businesses and other 

financial institutions [2]. Electronic banking services 

provide many benefits and conveniences for banks and 

consumers. Bank managers can provide services to 

customers and related parties with a variety of features 

such as security and ease of use of banking services.  

[3] explains that electronic banking services will 

present a unique experience to customers. In addition, 

this service has reliability to monitor financial assets 

quickly and accurately. Bank managers also use 

electronic banking services to reduce operational costs 

and service coverage. Changes in the form of services 

used by banking managers will also have an impact on 

customers. This is driven by the habit of customers 

using conventional forms of banking services, where 

clients associate with and deal with employees of bank. 

[4] explained that electronic banking will have an 

impact on the risks faced by customers. [5] stated that 

the banking sector in the early days of business relied on 

manual activity for a little number of goods and merits. 

The need for automation comes with increased 

sophistication, data volume, complexity and cost 

benefits in a variety of products and services. The high 

demand for technology goods and merits encourages 

contention and lead deftness and retrenchment to regular 

bank output and services. Electronic banking services 

are generally believed to have a positive effect on 

profitability and performance but require large costs 

associated with technological infrastructure. The costs 

associated with electronic banking including 

infrastructure, ongoing maintenance and employee 

training are higher than income from electronic services 

[6]. 
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2. LITERATURE REVIEW 

Bank Credibility and Costumer Attitudes 

Credibility is related to individual perceptions that 

transactions and information privacy are managed safely 

and reliably and will encourage acceptance of 

technological systems [7]. Perceptions of credibility are 

believed to have an empirical impact on consumer 

acceptance [7]. [8] describes that security is related to 

the protection of information systems from unauthorized 

users. Privacy and security are an important part of 

credibility, and have become a study to measure the 

acceptance of banking technology [9]. The studies of 

[10], [11], and [12] found that credibility perception 

hold a good effect on the inclination of consumers to 

use and adopt electronic banking. A study by [13] 

explains that electronic banking customers want bank 

services to provide security guarantees in financial 

transactions and maintain the confidentiality of 

individual information. The results of [14] study also 

show that perceived credibility is well related to 

perceived benefits and perception ease of use. 

Service Convenience and Costumer Attitude 

[15] explained that service convenience is closely 

related to perceived benefits. However, other research 

on electronic banking adoption did not find a close 

relationship between concept of service convenience 

and the behavioral interest in using services. [16] 

explains that convenience is indirectly related to user 

behavior interest in adopting services through perceived 

ease of use. [17] stated that the service convenience 

factor attracts interest in using electronic payment 

services. 

3. METHODS 

Research population  

Population of recent study were customers from 4 banks 

in the city of Palembang, namely BNI, BRI, Bank 

Mandiri, and BCA. The selection of the 4 banks was 

based on the quality and variety of services based on 

electronic banking services provided to consumers and 

customers which were relatively complete. Purposive 

Sampling technique is used in this research to determine 

which customers will be research respondents. The 

respondents of this study were 164 customers of 4 banks 

conducting business activities in the city of Palembang.  

 Analysis of Data 

Analysis of statistical method use path analysis with 

SPSS for windows version 22.00. Path analysis is able 

to calculate the quantitative linear link among the 

variables of research. 

 

 

 

4. RESULTS 

Respondent Description 

Male respondents were 78 people or 47.6% and 

female respondents were 86 people or 52.4%. 

respondents age 17-24 years amounted to 3 people or 

1.8%, 3 people age 25-29 or 1.8%, 12 people age 30-35 

or 7.3%, ages 36-41 years 43 people or equal to 26.2%, 

and those age > 41 years were 103 people or 62.8%. 

Respondents with PNS jobs were 127 people or 77.4%, 

private employees were 13 people or 7.9%, 

entrepreneurial jobs were 7 people or 4.3%, student 

were 3 people or 1.8% and other jobs were 14 people or 

8.5%. respondents who used the service for <1 year 

were 13 people or 7.9%, 30 people used the service for 

1-3 years or 18.3%, and used the service for > 3 years 

121 people or 73.8% 

Validity and Reliability Test 

Based on data testing from the results of the 

questionnaire, it is known that each question item for 

each variable has r count > 0.1533 This indicates that all 

the question items tested are valid. Reliability test shows 

that the overall value of Cronbach α research variable is 

declared good, where the value is above 0.60 so that it 

can be stated that all indicators used are reliable. 

Path Analysis 

The results of data analysis on the bank credibility 

variable explained that the value of t count = -0.623 and 

β = -0.024 with a significance level of 0.534. This 

explains that statistically using a research value level of 

0.05, grade of 0.534 is higher than the 5% level, so it 

can be stated that bank credibility has no significant and 

positive impact on customer attitudes. This study is 

different from previous research conducted by [18]; [7]; 

[12]; [19]; [11]; [20] stated that bank credibility is the 

driving force for customer attitudes to use banking 

services. The originate in investigation explain that 

individual in using electronic banking services do not 

dominantly consider the good name of a bank. 

The results of data analysis on the service 

convenience variable explained that the t value = 5.307 

and β = 0.318 with a value level of 0.000. This explains 

that statistically using a research significance level of 

0.05, the significance grade of 0.000 is smaller than the 

5% level, so it can be stated that service convenience 

has a important and positive effect on individual 

attitudes. This study supports the research conducted by 

[21]; [22]; [23]; [15]; [24], which states that the 

convenience of service felt by bank customers will 

encourage customers to be better at using service of 

banking based on electronic. The outcome of research 

explained that higher the level of comfort felt by 

customers, the better the customer's attitude in using 

electronic banking services. 
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Table 1 validity measurement   

Variable  Ind  Validity  Statement    

Bank 

Credibility 

BC1 0.843 Valid 

BC 2 0.942 Valid 

BC 3 0.852 Valid 

BC 4 0.890 Valid 

Service 

Convenience 

SC1 0.878 Valid 

SC 2 0.887 Valid 

SC 3 0.838 Valid 

SC 4 0.818 Valid 

Costumer 
Attitude 

CA1 0.800 Valid 

CA 2 0.878 Valid 

CA 3 0.848 Valid 

Table 2 reliability measurement 

Variable Reliability  Statement  

Bank Credibility  0.897 Reliable 

Service 

Convenience 

0.875 Reliable 

Costumer Attitude  0.791 Reliable 

Table 3 path measurement  

Independent  Dependent  Β t-value Sig. 

Bank 
Credibility  

Costumer 
Attitude 

-0.024   -.623 0.534 

Service 

Convenience 

Costumer 

Attitude 

0.318 5.307 0.000 

Constanta = 2.506  

R.Square  = .683 

Adj. R.Square = .677 

F. statistic = 114.723 

Significance = 0.000 

 

 

 

 

 

 
Figure 1 Path Analysis Result 

5. CONCLUSIONS  

The study of bank clients explained that the linkage 

among bank credibility, service convenience and 

costumer attitude have different output. Outcome of the 

survey showed that the bank credibility has not a strong 

effect on costumer attitude. Then, service convenience 

has a strong effect on costumer attitude. Based on the 

proof, management of banks should have the capability 

to identify the element that could be a driver for 

customers’ attitude to use bank services. 
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