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Abstract. This study aims to examine and analyze the factors that influence the adoption of M-

banking in Generation Z. Data was obtained through an online questionnaire to M-banking users 

with an age range of 18-24 years in Jabodetabek. The method used in sampling was the non-

probability sampling method, with a total sample of 250 respondents. The analytical method used 

in this research is the Structural Equation Model (SEM). The results showed a positive influence 

of Perceived Ability, Perceived Benevolence, Perceived Integrity, and   Perceived Ease and 

Usefulness on the Use of M-Banking Applications. Banks are expected to have the ability and 

expertise to provide m-banking application services that are trusted, easy to understand, and can 

assist users in using the m-banking application to manage Generation Z's finances. Through the 

adoption of the m-banking application, it is hoped that it will help Generation Z in controlling their 

financial income and expenditure, thus managing their finances better. 

Keywords: Generation Z, M-Banking, Perceived Ability, Perceived Benevolence, Perceived Ease 

and Usefulness, Perceived Integrity. 

 Introduction  

One of Indonesia's economic growth is influenced by the development of the banking sector. The era 

of digital transformation that is increasingly developing demands that the financial industry, especially in 

the banking sector, must follow this flow. Digitalization is needed so that conventional banks can 

compete with digital banking, which is multiplying today. M-banking gradually replaces traditional 

transactions because the application helps customers to do transactions fast, can be done anytime, 

anywhere, and reduces the impracticality of manual processes [1]. Through the m-banking application, 

customers can make various transactions such as mutation checks, transfers, bill payments, e-wallet top-

ups, cashless payments, and others more easily. 

Digital transformation in the banking sector is relatively rapid. In 2021, the Financial Services 

Authority (OJK) noted an increase in m-banking and internet banking by up to 300% caused by the 

effects of the COVID-19 pandemic and the massive development of digital banking product services. 

Internet-based banking has more functions and convenience in humans than traditional banking 

services. However, in the use of m-banking applications, the risk of human error is inevitable. There 

are still many customers who think that the use of m-banking has a high risk, causing doubts in 

customers [2]. 

According to [3], previous research found reasons why there are still those who still need to 

choose to use m-banking, including local network problems, lack of reading ability, and lack of trust in 

applications. This research focuses on the trust of young people, especially Generation Z, in using m-

banking applications, such as perceived ability, benevolence, and perception. 
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 Literature Review 

The use of m-banking applications is a behavior to use banking services in the form of applications 

provided by banks to make transactions through mobile phones [4]. According to [5], the use of 

[4][4][4][4]m-banking applications can be interpreted as actual conditions for the use of m-banking 

services by bank customers. Over the past decade, the growth in the use of mobile devices and their 

applications has increased along with the increase in products, services, and features on mobile 

devices, including m-banking applications. Using m-banking in banking is one of the important 

strategic channels for customers [6]. M-banking applications in their use have an unavoidable 

perception of risk, so there is a need for trust from m-banking application providers to their users [7]. 

Research by [8] conducted in Bangladesh stated that there is an influence of trust on the use of m-

banking as measured by perceived ability, perceived benevolence, and perceived integrity. Research 

conducted by [9] in China confirms that users can increase confidence in ability, benevolence, and 

integrity. The research states a significant positive influence of use on ability, benevolence, and 

integrity. 

Perceived ability is an individual perception that an m-banking application service provider 

company has the capability, capacity, and ability to understand the needs of its users in managing 

personal finances [10]. According to [11], Perceived ability is an ability that refers to skills, 

competencies, and characteristics. According to[12][12], Perceived Ability refers to consumer 

perceptions of the extraordinary ability and knowledge of m-banking service providers to customers in 

providing the expected service. Personal financial planning is the process of planning expenses, 

payments, and investment planning to maximize personal financial condition.  

Perceived benevolence is a situation in which a trustor believes that the trustee is paying attention 

to the interests of the trustor [13]. Perceived benevolence refers to the extent to which m-banking 

application service providers are willing and empathetic to their users, such as doing good faith to help 

solve problems in users and doing good to users in addition to pursuing corporate profits [12]. 

Perceived benevolence also means that service providers are not only concerned with their benefits but 

must also pay attention to the interests of their users [14]. 

Perceived integrity raises the user's impression that the m-banking application company is fair and 

honest and complies with the terms and conditions of the usual transactions [12]. Perceived integrity in 

banking refers to the bank's honesty in dealing with its customers, being willing to commit, behaving 

ethically, and the bank's ability to fulfill promises to provide secure virtual banking services. Perceived 

integrity rules in m-banking include providing reliable and accurate information, maintaining customer 

obligations, and protecting the confidentiality of customer personal information [15]. 

Perceived usefulness is an individual's belief in technology that is believed to be beneficial for 

those who use it, while perceived ease of use is a personal belief that technology is easy to understand 

[16]. In using m-banking, perceived usefulness can be defined as m-banking applications that can be 

accessed anywhere and can be used with any mobile phone, while perceived ease of use is an easy-to-

use m-banking application in both interfaces, systems, and procedures [17]. Research conducted by 

[18] in the United Arab Emirates with a sample of 215 respondents stated that there is a significant 

favorable influence of perceived ease and usefulness on the use of m-banking applications; according 

to him, perceived ease and usefulness is an important factor that determines the use of m-banking 

applications. 

Trust in banking services and the security of m-banking transactions illustrate one of the most 

influencing causes among online banking users [8] [10]. Previous research by [8] examined the belief 

in using m-banking applications in Bangladesh. The results stated that trust, including perceived 

ability, perceived benevolence, and perceived integrity, has a positive impact on the use of m-banking 

applications. Research conducted by [18] examined that there are other factors related to the use of m-
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banking applications, such as perceived ease and usefulness. According to him, these two factors are 

important for the success of m-banking. 

 

 

 

 

 

 

Fig. 1. Frame of conceptual framework chart. 

Research conducted by [8] states that there is a positive impact of perceived ability on the use of 

m-banking applications. According to [19], their research also stated that there is a significant positive 

influence of perceived ability on the use of m-banking applications. This research is in line with [12] 

that there is a positive and significant influence of perceived ability on the use of m-banking 

applications. Based on this, the first hypothesis is formulated as follows: 

H1: There is an influence of perceived ability on the use of m-banking applications 

Research conducted by [8] states a positive impact of perceived benevolence on the use of m-

banking applications. This research is in line with [12], who stated that there is a positive and 

significant influence of perceived benevolence on the use of m-banking applications. According to [9], 

there was a significant positive influence of use on perceived benevolence. Based on this, the second 

hypothesis is formulated as follows: 

H2: There is an influence of perceived benevolence on the use of m-banking applications 

Research conducted by [8] states that there is a positive impact of perceived integrity on the use of 

m-banking applications. According to [10], in his research, there is a positive and significant influence 

of perceived integrity on the use of m-banking applications. This research is in line with research 

conducted by Van Deventer [20], which states that there is a significant positive influence of perceived 

integrity on the behavior of using m-banking applications. Based on this, the third hypothesis is 

formulated as follows: 

H3: There is an influence of perceived integrity on the use of m-banking applications 

Research conducted by [18] and [21] states a significant positive influence of perceived ease and 

usefulness on the use of m-banking applications. Research conducted by [12] states a positive and 

significant influence of perceived usefulness and perceived ease of use on m-banking applications. 

This research is in line with [22] and [23], who stated that there was a significant positive influence of 

perceived usefulness on the decision to use m-banking applications. Based on this, the fourth 

hypothesis is formulated as follows: 

H4: There is an influence of perceived ease and usefulness on the use of m-banking applications 

 Research Methods 

1. Variables and Variable Measurements 

The variables in this study aimed to measure whether there is an influence of independent variables on 

dependent variables. The measurement scale in this study was measured using a Likert scale where 

scale 1 strongly disagrees and scale 5 strongly agrees. 
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Table 1. Variables and measurements. 

Variable 

Type 

Variable 

Name 

Indicator Source 

Dependent 

Variables 

Use of M-

Banking 

Application 

1. I am using the m-banking app 

2. Most likely, I will use the m-banking app in the future 

3. I believe that it is beneficial for me to use m-banking 

applications 

Khan, M. R., Rana, 

S., & Hosen, M. I. 

([8] 

Independent 

Variables 

 

Perceived 

Ability 

1. I think m-banking companies can understand my 

needs in managing my finances. 

2. I think m-banking companies have the expertise to 

understand my needs in managing my finances. 

3. I think the m-banking company has good knowledge 

of the whole procedure 

[8] 

Perceived 

Benevolence 

1. I think the m-banking company puts my interests first 

2. If I need help, I believe that the m-banking company 

will do its best to help me 

3. I think the m-banking company is interested in my 

well-being, not just its well-being 

[8] 

 Perceived 

Integrity 

1. I think the m-banking company is honest 

2. I think m-banking companies will keep their 

commitments 

3. I think m-banking companies provide unbiased 

information about banking transactions 

[8] 

Perceived 

Ease and 

Usefulness 

1. The app makes banking fast 

2. The app makes banking efficient 

3. The app is user-friendly 

4. The app is easy to learn with users 

5. The app is easy to navigate 

[18] 

1. Sampling Methods 

The data in this study was obtained by distributing questionnaires to respondents online through 

Google Forms. The sampling technique in this study used a nonprobability sampling technique where 

not all individuals could be selected as samples. The number of samples uses the Hair formula so that 

the minimum number of samples is 17 x 10, which is 170. The criteria for the respondents that can be 

used as a sample are: 

1. Generation Z aged 18-22 years 

2. Domicile in Jabodetabek 

3. Using M-banking apps 

From the distribution of the questionnaire, 297 samples were collected. However, only 250 

samples could be used because 14 samples did not meet the criteria, and 33 samples tended only to 

answer one scale, so they could not be used. 

Table 2. Demographics of respondents. 

Demography  Number of 
Respondents 

Percentage (%) 

Gender 
Man  62 24,8% 
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Demography  Number of 
Respondents 

Percentage (%) 

Woman   188 75,2% 
Total  250 100% 

Age  
18-20 50 20,0% 
20-22 144 57,6% 
22-24 56 22,4% 
Total  250 100% 

Domicile  
Jakarta 92 36,8% 
Bogor 30 12,0% 
Depok 21 8,4% 

Tangerang 76 30,4% 
Bekasi 31 12,4% 
Total 250 100% 

Employment Status 
Student 217 86,8% 

Self-employed 5 2,0% 
Private Employees 24 9,6% 

Others 4 1,6% 
Total 250 100% 

Marital Status 
Unmarried 236 94,4% 

Married 14 5,6% 
Total 250 100% 

Monthly Expenses 
< Rp 1.000.000 93 37,2% 

Rp 1.000.000 – Rp 2.000.000 88 35,2% 
Rp 2.000.000 – Rp 3.000.000 36 14,4% 

> Rp 3.000.000 33 13,2% 
Total  250 100% 

Source: Data processed using SPSS 

 

Based on Table 2 concluded that the study respondents were dominated by women, with as many 

as 188 respondents (75.2%). Age was dominated by 20-22, as many as 144 respondents (57.6%). 

Domiciles are mainly in Jakarta, with as many as 92 respondents (36.8%). Employment status was 

dominated by students as many as 217 respondents (86.8%) with unmarried marital status as many as 

236 respondents (94.4%). Monthly expenses are dominated by a range of < Rp 1,000,000 for as many 

as 93 respondents (37.2%). 

 Results and Discussion 

1. Descriptive Statistics 

Descriptive statistical analysis provides a general overview of the characteristics of each research 

variable by looking at the mean value and standard deviation. The mean value shows the average 

respondent's assessment for each variable under study, and the standard deviation indicates the 

diversity of respondents' answers [24]. If the standard deviation is away from zero, then the 

respondent's answer is more diverse; on the other hand, if the standard deviation is close to zero, then 

the respondent's answer is less diverse. 
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Table 3.

 

Descriptive statistical analysis

. 

Variable  Mean  Standard 

Deviation 

Use of M-Banking Application 4,777 0,4533 

Perceived Ability 4,377 0,6753 

Perceived Benevolence 4,252 0,7515 

Perceived Integrity 4,344 0,6383 

Perceived Ease and Usefulness 4,622 0,5576 

Source: Data processed using SPSS 

 

Based on Table 3, the m-banking application has a mean value of 4.777. These results indicate that 

respondents feel that using the m-banking application can be helpful for consumers, and thus, 

consumers will continue to use it in the future. The standard deviation of 0.4533 indicates that the 

answers of the respondents varied because they were away from the number 0.  

The perceived ability has a mean value of 4.377. These results indicate that respondents feel that m-

banking companies have the ability and expertise to understand consumer needs in managing their 

consumers' finances. In addition, respondents also feel that m-banking companies have good 

knowledge of the entire m-banking application procedure. The standard deviation value of 0.6753 

indicates that the answers of the respondents varied because they were away from the number 0.  

Perceived benevolence has a mean value of 4.252. These results indicate that respondents feel that 

m-banking companies can prioritize the interests of their consumers and believe that m-banking 

companies will do their best if consumers need help. Respondents also feel that m-banking companies 

are not only interested in the welfare of their companies but also interested in the welfare of their 

consumers. The standard deviation value of 0.7515 indicates that the answers of the respondents 

collected are increasingly diverse because they are away from the number 0.  

Perceived integrity has a mean value of 4.344. These results indicate that respondents feel that m-

banking companies are honest and maintain a commitment to their customers. Respondents also feel 

that m-banking companies provide unbiased information in conducting banking transactions. The 

standard deviation value of 0.6383 indicates that the answers of the collected respondents varied 

because they were away from the number 0. 

Perceived ease and usefulness have a mean value of 4.622. These results indicate that respondents 

feel that the m-banking application can make banking transactions fast and efficient. Respondents also 

feel that the m-banking application is user-friendly so that it is easy to learn and easy to navigate by 

users. The standard deviation value of 0.5576 indicates that the respondents' answers varied because 

they were away from the number 0. 

2. Hypothesis Test 

Hypothesis testing in this study uses the Structural Equation Model (SEM) method with the following 

decision-making basis: 

1. If the p-value ≤ 0.05, then Ho is rejected (Ha is accepted), meaning that there is a significant 

influence between the two variables tested 

2. If the p-value ≥ 0.05, then Ho is accepted (Ha is rejected), meaning that there is no significant 

influence between the two variables tested. 

Table 4. Hypothesis test. 

Hypothesis Estimate p-value Decision 

H1: There is an influence of perceived ability on 0,287 0,014 Ho rejected  
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the use of m-banking applications (significant 

positive) 

H2: There is an influence of perceived 

benevolence on the use of m-banking 

applications 

0,211 0,038 Ho rejected  

(significant 

positive) 

H3: There is an influence of perceived integrity 

on the use of m-banking applications 

0,325 0,008 Ho rejected  

(significant 

positive) 

H4: There is an influence of perceived ease and 

usefulness on the use of m-banking applications 

0,300 0,029 Ho rejected  

(significant 

positive) 

Source: Data processed using AMOS 

 

Based on Table 4, it can be seen that the first hypothesis has a p-value of 0.014 ≤ 0.05. It can be 

concluded that there is a positive influence of perceived ability on the use of m-banking applications. 

This research is in line with research [8], [19], [12]. 

The second hypothesis has a p-value of 0.038 ≤ 0.05, so it can be concluded that there is an 

influence of perceived benevolence on the use of m-banking applications. This research is in line with 

research conducted by [8], [9], [12]. 

The third hypothesis has a p-value of 0.008 ≤ 0.05, so it can be concluded that there is an influence 

of perceived integrity on the use of m-banking applications. This research is in line with the research 

conducted by [8], [20], [12]. 

The fourth hypothesis has a p-value of ≤ 0.05, so it can be concluded that there is an influence of 

perceived ease and usefulness on the use of m-banking applications. This research is in line with the 

research conducted by [18], [23], [12]. 

 Conclusion 

Banking is expected to improve perceived ability where companies have the ability and expertise in 

providing m-banking application services that can help their users use m-banking applications as a 

means to manage their finances. Increasing perceived benevolence by being willing to help users when 

users experience difficulties in transacting so that banks are expected to not only attach importance to 

their profits but also be able to prioritize the interests of their users by providing the best service. 

Improving Perceived Integrity by providing honest and trusted services to its users means that m-

banking companies are trustworthy in carrying out their duties. That way, users will feel safe and 

comfortable using m-banking applications, especially in managing personal finances. Improving 

Perceived Ease and Usefulness by providing accessible and understandable m-banking application 

services to help banking transactions become fast and efficient. 

Generation Z, especially students, is expected to be able to use the m-banking application to help 

manage student finances. By doing good financial management, students can plan their finances for the 

future, one of which can make investments that are assisted by using the m-banking application. The 

m-banking application can also help students control their finances so as not to be wasteful by 

monitoring the flow of financial income and expenses through account mutations in the application 

that can be accessed anytime and anywhere. 
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NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.
        The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.
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