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ABSTRACT 

This research aim to determine effect of perceived usefulness, perceived ease of use, perceived of security and trust to 

customer adoption to mobile banking service. This research involved 100 bank customer that used mobile banking 

service. This research used Statistical Product Program. The population in this study are the mobile banking user in 

Palembang. This research sample consist 100 respondents. The result showed that perceived usefulness, perceived ease 

of use, perceived of security and trust have significant effect to customer adoption to mobile banking service. Partially 

variable of perceived usefulness, perceived of security and trust have positive effect to customer adoption to mobile 

banking service, but perceive of ease of use has negative effect. Banks should build customer trust and communicate 

the usefulness of mobile banking to customer. Banks should increase customer perceive of easy to use by communicate 

the way to use mobile banking, make the mobile banking appearance simple and easier to use.  
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1. INTRODUCTION 

Banking which is included in the financial services 

sector has a major role in the Indonesian economy. 

Banking as a business entity in charge of collecting funds 

from the public in the form of savings and rent back by 

credit and other forms in order to improve the standard of 

living of the community. 

The rapid development of technology and 

information currently greatly affects banks in innovating 

electronic banking products and services. Various 

technology-based banking services are known as 

financial technology. Management's ability to adopt new 

technology will determine the success rate in the 

development of innovation and services   

Adoption of financial technology systems in banking 

services, including the use of Automated Teller Machines 

(ATMs), service centre (call centre), internet banking (e-

banking), telephone banking, mobile banking (m-

banking), video banking , Direct Selling Agents (direct 

selling agents, DSA) and so on. Banking services are 

offered to support the smooth collection and distribution 

of funds, both directly and indirectly related to deposit 

and credit activities, such as deposit services, payment 

services, transfer services, billing services, credit and 

debit services, and others [1]  

Financial technology-based banking services 

commonly used are ATM machines. Almost all banking 

customers have a debit card to withdraw funds or save at 

an ATM machine. In line with the next stage of 

development of financial technology, it is expected that 

it will become commonplace to use internet banking and 

mobile banking services [2]  

Mobile banking service or commonly abbreviated as 

m-banking is a service system from bank financial 

institutions to carry out a number of financial transactions 

that can be accessed directly by customers through 

mobile devices such as cell phones. Using mobile 

banking, customers can access their own accounts such 

as checking balances, viewing mutation lists, transferring 

books, making various payments such as electricity, 

water, credit cards, online shopping, telephone and cell 
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phone bills and so on, except those that directly involve 

cash such as deposits and withdrawals [3]     

Various features of mobile banking services are felt 

to provide benefits in carrying out banking transactions 

by prioritizing one-handed mobility anywhere and 

anytime for customers [1] . However, the use of mobile 

banking technology in various commercial banks shows 

an uneven comparison, where there are still some banks 

whose comparison of mobile banking usage is still low 

[2]. This raises a problem where the growth in the number 

of customers is not accompanied by the growth of digital 

banking users, namely internet banking and mobile 

banking. The financial services industry currently has an 

increasingly subtle dividing line between banking, 

financing, insurance, fund management and other 

industrial sub-sectors that will continue to disappear, so 

it is very important for banks to find new ways to 

differentiate themselves [4]     

The banking industry, especially mobile banking 

services, requires efforts to change the paradigm and 

perspective of customers to realize the benefits offered 

by mobile banking services, namely helping perform 

banking transactions by prioritizing one-handed mobility 

anywhere and anytime. If customers feel the benefits of 

mobile banking services offered, interest in mobile 

banking products will also increase [5]. If someone 

believes that the use of a particular technology will 

improve the person's work performance. This is called 

perceived usefulness. Various studies have proven that 

perceived usefulness has an effect on interest in using 

mobile banking [1] [2]     

Otherwise, the use of technology gave negative 

impact such is security [6]. Bank customers need 

confidence that by using mobile banking services, 

banking transactions are safe and free from risk. 

Customers need confidence that using mobile banking 

services can detect and prevent fraud in information-

based systems. If customers feel safe using the service, 

they will be interested in using banking services.  

The goal in marketing services is usually so that 

service products can be widely accepted and as quickly 

as possible. Especially in the banking industry, which has 

a high level of competition, it often demands a fast 

adoption rate to be able to penetrate the market and 

immediately build market leadership [7].  Understanding 

the process of adopting a product will make it easier for 

banks as financial technology service providers to 

understand changes in customer behavior and lifestyle. 

Understanding customer behavior is a strength in 

providing better customer service which leads to market 

leadership. 

Based on the description above, the problem in this 

research is how to determine effect of perceived 

usefulness, perceived ease of use, perceived of security 

and trust to customer adoption to mobile banking service. 

2. LITERATURE REVIEW 

2.1. Mobile Banking 

Mobile banking (m-banking) is a service that allows 

customers to conduct banking transactions via mobile 

phones or smart phones. It is one of the electronic 

banking or internet banking services. Mobile banking 

services can be used using existing services such as 

USSD (Unstructured Supplementary Service Data) or 

through applications that can be downloaded and 

installed by customers. This mobile banking service is 

mobile or data is used wherever and whenever desired. 

Mobile banking services allow customers to check 

balances and history of banking transactions, pay for 

financial transactions from person to person, provide 

information on the location of the nearest ATM or bank 

branch office, provide reports and summaries of financial 

activities according to customer requests, inform 

financial transaction activities and provide payment 

services. electronic billing or other multi payments. 

2.2. Perceived of usefulness 

Perceived of usefulness is a person's level of 

confidence in using a system that will facilitate various 

jobs so that work can be done more quickly [8] Where 

the perceived usefulness identify the various benefits or 

advantages that users receive by using the internet to 

conduct transactions.  

There are importance influence of perceived 

usefulness consists of the following dimensions: [9] 

1) The use of the system can improve individual 

performance 

2) Able to increase the level of productivity 

3) Able to increase the effectiveness of individual 

performance 

4) Able to provide benefits for individual users. 

In contrast to previous research, provide following 

dimensions of perceived usefulness: [8] 

1) Able to increase productivity 

2) Make work faster 

3) Support activities 

4) Effective 

5) Helpful 

 

2.3. Perceived Ease of Use 

Perception of ease of use is the extent to which a 

person believes in using a system and feels that he will 

be free from an attempt to use it [10] Perceived ease of 

use can be defined as the degree to which a person trusts 

the use of a particular system and is perceived to reduce 

the effort or ease someone in doing something [5]     
Several dimensions of perceived ease are [11]   

1) Individual interaction with the system is clear and 

easy to understand 

2) It doesn't take much effort to interact with the system. 

3) Easy to use 

4) Easy to operate the system according to what the 

individual wants to do 
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2.4. Adoption 

The main issue in marketing and consumer behavior 

is acceptance of a new product or service. Researchers 

specializing in the deployment of innovations are 

particularly interested in understanding the deployment 

process and the adoption process. The adoption process 

is a micro-process that focuses on the stages that 

individual users go through when deciding to use or reject 

a new product [5]     
The assumption underlying the adoption process is 

that users are engaged in an in-depth information search. 

The adoption process consists of stages of awareness, 

interest, assessment, trial and use. Although the 

traditional adoption process looks simple, it is not enough 

to fully describe the complexity of the process of 

adopting a product to consumers  [5 

Adoption of some products and services may have 

minimal consequences, whereas the adoption of an 

innovation may lead to major behavioral and lifestyle 

changes. This study seeks to provide data on whether the 

use of mobile banking services is a form of adoption of 

innovations that have a major impact on society 

3. RESEARCH METHODOLOGY  

This research include to causal research that seek 

relationship above independents and dependent variable. 

Population of this research are users of mobile banking 

in Palembang. Sample is a part of population that has 

same characteristics and represent population. This 

research involved 84 samples.  

Table 1. Validity & Reliabilty Test 

The research method used survey method. The survey 

method is a data collection method based on questions 

submitted to respondents designed to obtain information 

from respondents. The data collection procedure used in 

this study is structured data collection through a 

questionnaire. The scale that used is 4 points of likert 

scale. This study uses a statistical program (SPSS). First 

step to know the reliability test and validity test. The 

research instrument can be said to be valid if  r arithmetic 

> r table. All the indicator are valid and reliable. The data 

collect were normal so that can calculated used of 

regression analysis.  

 
Figure 1. Normality Test 

4. FINDINGS  

Respondents of this research dominant gender is 

male (54,7%). Respondents are consumer of Bank 

Mandiri (39,5%), BNI (19,8%), Other banks (17,4%). 

Respondents use mobile banking to transfer, payment of 

online shopping, monthly expensive payments, etc.  
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Figure 2. Respondent’s Gender 

 

Table 2. Respondent’s Name of Bank  

Name of Bank Percent 

Bank Mandiri 39,5 

BRI 9,3 

BNI 19,8 

BCA 5,8 

Bank Danamon 1,2 

Others 17,4 

Missing system 7 

 100 

 

 
Figure 3. Use of mobile banking 

 

This research finding that perceived usefulness, 

perceived ease of use, perceived of security and trust has 

a strong effects to customer adoption to mobile banking 

service. 

 

Table 3. Model Summary 

 

 

 

Table 4. Coefficients 

 

As coefficient table, the regression formula as 

Y = 0,143 - 0,101 perceived of ease of use + 0,531 

perceive of useful + 0,082 perceived of safety + 0,504 

trust.  

The result showed that perceived usefulness, 

perceived of security and trust have significant effect to 

customer adoption to mobile banking service. The 

dominant variable that affect customer adoption is 

perceived of useful. Respondents agree that mobile 

banking made transaction more effective and quicker. So 

mobile banking represents customer needs of financial 

service in banks.  

But perceive of ease of use has negative effect. 

Respondents perceived that mobile banking still 

complicate and hard to understand. Respondents hope 

that the appearance of mobile banking more simple and 

easy to understand.  

Banks should build customer trust and communicate 

the usefulness of mobile banking to customer. Banks 

should increase customer perceive of easy to use by 

communicate the way to use mobile banking, make the 

mobile banking appearance simple and easier to use.  
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