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Introduction

The development of banking services must be distinct from
one of its goals: providing services according to customer needs.
Banking institutions adopt information technology to develop their
services, especially the internet, which facilitates daily activity. This
opportunity is used by banks in Indonesia, both state and private
banks, to develop technology-based services (electronic
transactions). One is mobile banking which can be accessed via
cellphone (OJK, 2021). Mobile banking services are also an effort to
develop strategic banking service operations to win the competition
between banks. Innovation in banking services through mobile
banking technology can reduce transaction costs and queues at bank
offices. Concretely, customers can make non-cash transactions
quickly and conveniently by accessing them through mobile devices
(Bakar et al., 2017).

The convenience customers obtain with mobile banking
services is in the form of transaction time efficiency. Still, on the
other hand, it also provides additional risks to customers, such as
theft of customer data through skimming techniques or through
fraudulent modes with various offers that deceive customers, so
that customer accounts are hacked and exploited. by these parties or
what is called cybercrime. The total number of complaints related to
cybercrime through the cyber patrol portal from 2020 to March 2021
was 15,367, with a total loss of Rp 1.23 trillion (Barus, 2021). One of
the methods used by these criminals is to send malware through
social engineering, phishing, and trojans. In addition, the
cybersecurity report estimates that 2021 losses due to global
cybercrime attacks will reach USD 6 trillion, an increase of 2 times
from 2015. This increase occurs in line with the increasing number
of e-commerce players, including SMEs (Genik, 2020).

Risks in using mobile banking will impact customer choices in
choosing mobile banking services. If the customer feels the risk is
too significant compared to the benefits he will receive, the customer
will not choose to use the service. Research conducted by Lafraxo et
al. (2018) on bank customers in Morocco shows the effect of risk on
interest in mobile banking. The results of this study strengthen the
findings of Chavali & Kumar (2018), who found a negative influence
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of perception of risk on interest in using mobile banking. The risk of
banking services only sometimes comes from cyber criminals. Bank
systems and governance related to services are also vulnerable to
failures, such as server failures that cause customers to have
difficulty accessing mobile banking applications and transaction
failures. This disruption was experienced by Bank Mandiri and BCA
customers in 2020 when accessing mobile banking due to an
increase in traffic in the system and causing the service to stop for
some time (Laucereno, 2020; Tempo.co, 2020). Bank BRI has also
experienced such failures because the satellite connecting BRI Bank
experienced problems and recovered, causing all BRI Bank services
to stop for several days (Primadhyta, 2017).

Some problems in banking services only sometimes occur in all
banks, leading to different levels of customer trust towards certain
banks. This trust is essential because the bank needs customers to
run well and grow and develop. To increase the interest of
prospective customers to continue to use the services at the related
bank, some banks cannot only rely on remuneration to customers in
the form of interest payments, profit sharing, services, and so on.
More than that, the bank needs to increase customer confidence in
the bank. The high level of customer trust will impact the customer's
desire to use available services such as mobile banking.

Mobile banking services from banking are considered more
efficient than the old transaction model that involves interaction
between customers and bank officers at the service office—for
example, BRI and BNI. BRI launched a digital-based payment
service, MyQR, to develop SMEs (Nasrulhaq, 2018), while BNI has
the SME feature in its BNI Mobile Banking (Antara, 2021). Based on
the advantages of mobile banking, the bank is very interested in
encouraging customers to use mobile banking by increasing
customer trust in the related bank. Trust in terms of interest in
transacting using mobile banking can be formed through accurate,
effective, and efficient information provided by the bank. If
customers feel less confident with the bank, their interest in using
mobile banking will also decrease, and in the end, the commitment
to using the service will not appear (Ramos et al., 2018). On the other
hand, if the information provided by the bank impacts trust in
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customers, customers' interest in using it will grow, including
customers who are SME actors.

The challenge often faced by SMEs, apart from capital, needs
to be more tidy and well-organized financial records. Usually, they
only record based on memory, so miscalculation and recording are
risky. Meanwhile, financial institutions score credit for prospective
debtors to determine the feasibility of obtaining a loan. From the
credit scoring, financial institutions will seek information related to
the financial condition of prospective debtors, one of which is
detailed income data. Using the mobile banking system, SME actors
also have credit scoring information based on alternative digitally
owned data, opening access to financial services, including
providing business capital loans from financial institutions. In
addition, based on data from the Ministry of Cooperatives and
SMEs, SME players who use digital technology in new sales
transactions are only around 13% of SME players nationally.
Another challenge comes from the low penetration of banking
services in Indonesia. The portion of the Indonesian population who
does not have a bank account reaches 66%. Technology can be a
solution to various problems of SMEs. Technology will help SMEs
increase profits by expanding markets, increasing productivity and
business efficiency (Rachmawati, 2020).

Research related to mobile banking has been carried out by
Ayoobkhan (2018), Baabdullah et al. (2019), and Boonsiritomachai
and Pitchayadejanant (2019). Research conducted by Baabdullah et
al. (2019) also found that the perception of the benefits obtained by
customers is a factor that also influences the use of mobile banking
and the risks that may arise from these activities. In contrast to
Baabdullah et al. (2019), Boonsiritomachai and Pitchayadejanant
(2019) added hedonic behavior factors in their research, which were
proven to influence the use of mobile banking, and risk perception
had a negative impact on the wuse of mobile banking
(Boonsiritomachai & Pitchayadejanant, 2019). Ayoobkhan (2018),
who examines customer behavior, also finds an influence of
perceived ease of use and institution-based trust on customers'
desire to use mobile banking. Hence, parties need to understand
customer desires regarding the development of the application and
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as part of the bank's promotion. Unlike previous research, this
research aims to determine the relationship between perceived risk,
perceived ease of use and institution-based trust on transaction
intentions of mobile banking with a focus on SME customers
considering the importance of using these services for business
development as discussed previously.

Literature Review

Technology Acceptance Model (TAM)

Technology Acceptance Model (TAM) is used to understand
the factors influencing user adoption or acceptance of information
technology. This model was first introduced by Fred Davis in 1986.
The relationship between constructs in the TAM model was based
on the Theory Reasoned Action (TRA) model developed by Fishbein
and Ajzen. TAM is often considered a significant research stream to
explore the determinants of the behavior of receiving and using
information systems (Cheong & Park, 2005). The benefits of TAM
include being a reliable instrument with excellent measurement
properties, brevity, and empirical power.

Although TAM has classically focused more on perceived
usefulness and perceived ease of use, security or risk factors have
also been expanded and included in a more holistic understanding
of technology adoption. When users feel that technology has a high
level of security, they tend to have a more positive perception of
usability and a higher perceived ease of use. In this context, security
can cover several aspects, such as data security, user privacy,
protection against cyber threats, and system reliability. Users tend
to accept and use technology more if they feel that their information
and data will be secured appropriately and security risks are
minimal (Luarn & Lin, 2005, Mohammadi, 2015). In addition to
security risks, a bank's reputation can increase the intention to use
mobile banking (Ayoobkhan, 2018).

Perceived Risk

Along with the increasing popularity of information
technology applications, consumer concerns are increasingly
connected with the risks involved in online transactions and
activities (Yang et al., 2013). This is because mobile phones usually
store crucial personal information, posing security and privacy risks
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in transactions. Perceived risk refers to how consumers perceive
possible losses that can be caused due to the uncertainty of using m-
banking. Losses include unfavorable consequences for consumers
(Yang et al.,, 2013). Perceived risk refers to all risks related to
financial, social, and products or services perceived by consumers
entering some online transactions (Wu & Wang, 2005). According to
Pavlou and Gefen (2004), perceived risk is a perception of
uncertainty and undesirable consequences in carrying out certain
activities. The risks referred to here are associated with the
authorization of mobile banking applications, personal data
security, and transaction data security in mobile banking.
Perceived Ease of Use

Perceived ease of use refers to how users perceive a technology
or system as easy and uncomplicated. From this definition, ease of
use is also a belief about decision-making. According to TAM,
perceived ease of use plays a role in influencing the intention to use
technology. Banks should continue to develop more user-friendly
system interfaces and make it simpler to use mobile banking
services (Cheah et al., 2011). Customers are more likely to accept
mobile banking when they feel it is simpler to comprehend and use
(Saleem & Rashid, 2011). Perceived ease of use is usually measured
by the ease of learning, understanding to operate, and the power of
application design). assert that people will adopt a certain
technology if they believe it will help them execute a daily task and
will only adopt it if it makes these chores easier.
Institution-Based Trust

Trust is believing in others and hoping that others will not
behave opportunistically. This is a belief that the other party will act
according to social ethics, and there is a belief that the trusted party
will fulfil commitments. Trust is an important factor in mobile
banking because it happens online and involves money (Lee &
Chung, 2009). In this case, institution-based trust is the willingness
of individuals or groups to trust or believe certain parties
(institutions) are supported by good intentions, honesty,
competence, openness, and reliability to overcome various
consequences with various risks that arise.
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Institution-based trust (IBT) illustrates that the selection of
customers in banking institutions is based on or begins with a sense
of trust. According to earlier research Jayashankar et al., (2018) and
Kumar and Prakash (2020), IBT is a significant element influencing
consumers' intentions to accept technology-based goods or services.
IBT alludes to the sensation of assurance and confidence
experienced when utilizing mobile banking (Masrek et al., 2012).
According to Hanafizadeh et al. (2014), IBT is the conviction that
using mobile banking services voluntarily is good. Trust is
influenced by positive experiences that are consistent in the past for
one individual or group to foster confidence and trust in future
relationships.

M-Banking Transaction Intention

Interest is a desire to perform a particular behavior.
Transaction interest in using technology in someone can be
predicted from the user's attitude and attention to the technology.
Interest in user behavior is a form of attitude or behavior that tends
to keep using a technology. This opinion shows a relationship
between interest in using technology and the behavior itself.
According to Jogiyanto (2007), behavioral interest is a desire to
perform a particular behavior. The term interest is a terminology
aspect of personality that describes the will, the urge (force) that
arises within the individual to choose another similar object. Interest
in transacting using m-banking is a person's tendency to behave
towards an activity related to using the mobile banking application
that comes from within a person without coercion from outside
parties that are considered beneficial for him/herself.

Method

This study uses a quantitative approach with a sample of 100
SMEs in Surabaya. Data was collected by distributing
questionnaires to SME customers in Surabaya from November to
December 2019. Of the 100 respondents who had filled out the
questionnaire, it was found that the majority of respondents in this
study were dominated by men (57 %) with an average age of 26 years
and over (68%). They are SME owners engaged in the convection,
construction, culinary, handicraft, agribusiness, services, and
beauty businesses. Most of them come from business backgrounds

80



in the convection and culinary fields. Of the 100 respondents, most
used mobile banking owned by BCA (59%), followed by mobile
banking owned by Mandiri (21%). The questionnaire was
distributed using a Likert scale of 1 (strongly disagree) to 5 (strongly
agree). This study used multiple linear regression techniques with
SPSS software to collect and analyse data.
Results and Discussion
Coefficient of Determination

The regression coefficient test (R?) aims to determine the
relationship of all independent variables to the dependent variable
of mobile banking transaction intention.

Table 1. Coefficient of Determination

Model Summary®
Model R RSquare  Adjusted R Std. Error of
Square the Estimate
1 0,9642 0,929 0,927 1,6025
The value of R? in this study is 0.929, which means that the
independent variable of the study can explain the relationship of
92.9% to the dependent variable of mobile banking transaction
intention. Variables outside the survey demonstrate the remaining
7.1%.
Model Feasibility Test
This study also carried out A model feasibility test to measure
the accuracy of the sample regression function in estimating the
actual value statistically. If the significance value is <0.05, then the
model is suitable for use in the study. The results of the F-test in
Table 5 itself show a significance value of 0.000 so that the model
can be declared suitable for use.
Table 2. Model Feasibility Test

Model Sum of df  Mean F Sig.
Squares Square
1 Regression 3218471 3  1072,824 417,764 0,000°

Residual 246,529 96 2,568
Total 3465,000 99
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Hypothesis Testing

Hypothesis testing in this study using t-test. Based on the test
results, perceived risk affects mobile banking transaction intention.
The sig value from the perceived risk t-test results is 0,000 (below
0,05), so hypothesis 1 is accepted. The perceived risk coefficient
value of 0,756 indicates that every increase in one output in the
perceived risk variable will increase the mobile banking transaction
intention by 75,6%. Furthermore, perceived ease of use and
institution-based trust affect the mobile banking transaction
intention (significance 0,046 and 0,043). The direction of the
relationship between the two is positive. The effect of each on the
intention to use mobile banking is 7,2% and 15,4 %.

Based on Table 3, each research variable's constant values and
regression coefficients are reflected in the equation below.

Y = 0,322 +0,756X1 +0,072X2 +0,154 X5

Table 3. t-Test

Model Unstandard.Coe.  Standard. T Sig.
Coef.
B Std. Beta
Error
1 (Const) 0,322 0,931 0,346 0,730
X1 0,756 0,064 0,800 11,853 0,000
X2 0,072 0,035 0,065 2,044 0,044
X3 0,154 0,077 0,141 2,013 0,047
Discussion

Perceived Risk and Mobile Banking Transaction Intention
Innovation in banking services through mobile banking
technology is expected to increase customer transactions, especially
SME customers. This is based on the advantages of mobile banking,
which can reduce transactional costs and queues at bank offices.
Concretely, customers can make non-cash transactions quickly and
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conveniently by accessing them through their mobile devices
without needing time and costs as in conventional services. For
respondents in this study, transactions using m-banking services are
relatively easy and offer convenience and security where their
personal information will not be leaked. The comfort customers
obtain with mobile banking services, such as transaction time
efficiency, also provides additional risk to customers.

The test results found that the knowledge of SME customers
on risk can increase the interest in using mobile banking in the
financial transaction activities of SME customers. Customers with
more information about the advantages of m-banking will assume
that the risk is low. This study's results align with the results of
research conducted by Chavali and Kumar (2018) , which shows that
the risks that may occur when transacting using mobile banking
encourage customers to be selective in choosing the available mobile
banking. Risks to financial security are the focus of customer
attention. When using mobile banking applications, a good
authority system can increase security perceptions and reduce
customer risk. This finding aligns with the research results
conducted by Ramos et al. (2018), which divides the risk into
transaction security system factors and customer personal data
recorded in each mobile banking transaction. Customer perceptions
of transaction security guarantees through detailed reports in each
transaction and the bank's commitment to personal data included in
each application make customers feel comfortable and not worry
about the risks.

Perception of risk when using mobile banking applications for
SME actors is essential, considering that SME actors' financial
transactions have a value above non-SME account financial
transaction. This significant value is due to the types of transactions
for buying and selling SME products/services that differ from non-
SME transactions or individuals limited to daily needs with a
specific value. The security of authorization, the protection of
personal data listed in the mobile banking application, and the
safety of financial transaction data can ultimately affect SME
customers' interest in wusing mobile banking, including
recommending it to others.

83



Perceived Ease of Use and Mobile Banking Transaction Intention

The interest in transacting using mobile banking from SMEs is
also influenced by the perceived ease of use related to the interest in
mobile banking transactions. This convenience encourages SME
customers to use mobile banking instead of manual transactions,
such as visiting the bank office. The success of mobile banking can
be measured by three types of measures: user satisfaction, ease of
application performance system when used, and speed. This is
measured and used to measure the success or perceived ease of use
of mobile banking in this study. The utilization of the mobile
banking technology system shows that the individual's decision to
use or not to use it in completing a series of financial transactions is
the goal of developing perceived ease of use in mobile banking
applications.

The results of this hypothesis test indicate a positive influence
between perceived ease of use on the transaction interest of SME
customers using mobile banking. Each increase in the perceived
ease of use of the application will increase the mobile banking
transaction intention of SME customers by a rise of 7.2% if the bank
continues to design attractive applications and update several
components that form perceptions of ease-of-use customers. The
results of this study are in line with the results of research conducted
by Mufioz-Leiva et al. (2010) and Ramos et al. (2018), which showed
the importance of perceived ease of use for a customer and, in the
end, became one of the considerations for interest in transacting
using mobile banking or otherwise chose the transaction manually.

SME customers with the characteristics of using financial
transactions based on working relationships or buying and selling
products/services have different needs from non-SME customers,
especially in terms of ease of use. The ease of learning to use and
operate the mobile banking application and its attractive design can
increase interest in using the application for SME customers. They
even tend to inform other people about the benefits of m-banking.
The problem of time constraints and the demands for the speed of
mobility of SME customers to achieve their goals, especially in
competition, also affect mobile banking. SME customers are
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unlikely to be interested in using a mobile banking application if
learning and using it will waste time, making them lose potential
income.

Institution-Based Trust and Mobile Banking Transaction Intention

Trust in bank institutions has also influenced interest in
transacting using mobile banking. The concept of trust here means
that customers trust the security and confidentiality of data. Trustis
also an assessment of customer relationships with other people who
will carry out certain transactions and becomes the basis for
customers to trust the reliability of the bank. Meanwhile, security
means that the use of the information system is safe. In the end,
institution-based trust describes the behavior of selecting customers
in banking institutions based on or starting from a sense of trust.
Institutions that can be trusted are considered predictable
institutions that can appoint parties deemed competent to
communicate, especially when making commitments by keeping
promises.

This study's results align with research conducted by
(Ayoobkhan, 2018), which shows that the trust factor affects the
desire for transactions through mobile banking. In this study, trust
in bank institutions can influence the willingness of SME customers
to continue to transact using mobile banking. This result can impen
the bank to increase customer confidence in the institution. SME
customers must be understood as customers with a particular
behavior, namely a customer who chooses a bank because it is
related to the convenience and fulfilment of its business objectives
to minimize potential financial risks due to bank errors in their
financial transactions. The study results indicate that SME
customers trust their chosen bank institution. This means that SME
customers have knowledge and experience related to the bank's
ability, credibility, and integrity, which has been the medium for
their financial transactions. This trust can also be an advantage for
SME customers regarding business security. SME customers in this
study understand the importance of trust in mobile banking
transactions because they use banks in every financial transaction
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with outside parties, such as partners and make sales and purchases
with SME customers.

Conclusion

Transaction intentions using mobile banking by SME
customers are based on risk perception factors, perceptions of ease
of use, and trust in bank institutions. Security factors such as
authority locks and data confidentiality, comfort and convenience
of use, and efficiency of transaction time have made SMEs decide to
continue transacting using m-banking. Not only that, but they also
tend to inform the benefits of m-banking and refer it to their
colleagues.

In this study, it is proven that mobile banking is a service that
can provide efficiency in banking operational costs while at the
same time providing convenience in financial transactions for SME
customers. Thus, the bank needs to improve mobile banking
services such as speed and security when using mobile banking. For
example, if there is access to SME customer accounts from other
devices even though there has not been a transaction, the automatic
blocking system is much safer. The bank must also socialize how to
use and benefit from mobile banking to attract SME transactions to
use mobile banking.

This research is limited to testing perceived risk, perceived
ease of use, and institution-based trust in understanding the mobile
banking transaction intention of SME customers in Surabaya, so it
cannot be generalized. Research related to a larger number of
respondents and additional variables can also be considered for
further study. In addition, further research can be concentrated on
one particular sector so that research results can be more focused.
References

Afshan, S., & Sharif, A. (2016). Acceptance of mobile banking
framework in Pakistan. Telematics and Informatics. Telematics
and Informatics, 33, 370-387.

Antara. (2021, May 23). BNI catat kenaikan transaksi mobile banking
50%. Medcom.Id.
https:/ / www.medcom.id /ekonomi/keuangan/yKXjyzDb-

86



bni-catat-kenaikan-transaksi-mobile-banking-50

Ayoobkhan, A. L. M. (2018). Factors contributing to the adoption of
mobile banking in Sri Lanka: Special reference to Sampath Bank
in Ampara District. International Journal of Latest Engineering and
Management Research (I[LEMR), 03(08), 47-57.

Baabdullah, A. M., Alalwan, A. A., Rana, N. P., Patil, P., & Dwivedi,
Y. K. (2019). An integrated model for m-banking adoption in
Saudi Arabia. International Journal of Bank Marketing, 37(2), 452~
478. https:/ /doi.org/10.1108/IJBM-07-2018-0183

Bakar, R. A., Aziz, N. A, Muhammud, A., & Muda, M. (2017).
Perceived ease of use, security and privacy of mobile banking.
International Journal of Business, Economics and Law, 13(2
(August)). https:/ /ijbel.com/wp-
content/uploads/2017/09/BUS-93.pdf

Barus, K. (2021, March 15). Sunggguh mengerikan! Sejak 2020 polri
sebut total kerugian kejahatan siber mencapai 1,23 triliun.
Industry.Co.Id.
https:/ /www.industry.co.id/read /82142 /sunggguh-
mengerikan-sejak-2020-polri-sebut-total-kerugian-kejahatan-
siber-mencapai-123-triliun

Boonsiritomachai, W., & Pitchayadejanant, K. (2019). Determinants
affecting mobile banking adoption by generation Y based on
the unified theory of acceptance and use of technology model
modified by the technology acceptance model concept.
Kasetsart ~ Journal — of  Social ~ Sciences, 4(2), 349-358.
https:/ /so04.tci-
thaijo.org/index.php/kjss/article/ view /242160

Chavali, K., & Kumar, A. (2018). Adoption of mobile banking and
perceived risk in GCC. Banks and Bank Systems, 13(1), 72-79.
https:/ /doi.org/10.21511/bbs.13(1).2018.07

Cheah, C.-M., Teo, A, Jia Jia, S., Kam, H., Oon, K. H., & Tan, B.
(2011). Factors affecting Malaysian mobile banking adoption:
An empirical analysis. International Journal of Network and Mobile

Technologies, 2.
Cheong, H. J., & Park, M. C. (2005). Mobile internet acceptance in
Korea. Internet Research, 15, 125-140.

https:/ /doi.org/10.1108 /10662240510590324

87



Genik, L. (2020). Kerugian akibat cybercrime di 2021 diprediksi akan
tembus 6 triliun USD. Tribunnews.
https:/ /www.tribunnews.com/techno/2020/11/20/kerugian
-akibat-cybercrime-di-2021-diprediksi-akan-tembus-6-triliun-
usd

Ghozali, 1. (2005). Aplikasi Analisis Multivariate dengan SPSS. Badan
Penerbit UNDIP.

Hanafizadeh, P., Behboudi, M., Abedini Koshksaray, A., & Jalilvand
Shirkhani Tabar, M. (2014). Mobile-banking adoption by
Iranian bank clients. Telematics and Informatics, 31(1), 62-78.
https:/ /doi.org/https:/ /doi.org/10.1016/j.tele.2012.11.001

Jayashankar, P., Nilakanta, S., Johnston, W. J., Gill, P. S., & Burres,
R. (2018). IoT adoption in agriculture: The role of trust,
perceived value and risk. Journal of Business \& Industrial
Marketing.

Jogiyanto, H. M. (2007). Sistem Informasi Keperilakuan (Revition).
Andi Offset.

Kumar, K., & Prakash, A. (2020). Managing sustainability in
banking: Extent of sustainable banking adaptations of banking
sector in India. Environment, Development and Sustainability: A
Multidisciplinary Approach to the Theory and Practice of Sustainable
Development, 22(6), 5199-5217.
https:/ /ideas.repec.org/a/spr/endesu/v22y2020i6d10.1007_s
10668-019-00421-5.html

Lafraxo, Y., Hadri, F., Amhal, H., & Rossafi, A. (2018). The effect of
trust, perceived risk and security on the adoption of mobile
banking in Morocco. ICEIS.
https:/ / www.semanticscholar.org/paper/ The-Effect-of-
Trust%2C-Perceived-Risk-and-Security-on-Lafraxo-
Hadri/264{c8bd050f284474e76a3e991e0946c6311ac3

Laucereno, S. F. (2020, December 4). Waduh, m-banking BCA eror!
DetikFinance. https:/ / finance.detik.com/moneter/ d-
5281131 /waduh-m-banking-bca-eror

Lee, K., & Chung, N. (2009). Understanding factors affecting trust in
and satisfaction with mobile banking in Korea: A modified
DeLone and McLean’s model perspective. Interacting with
Computers, 21(5-6), 385-392.

88



https:/ /doi.org/10.1016/j.intcom.2009.06.004

Luarn, P., & Lin, H.-H. (2005). Toward an understanding of the
behavioral intention to use mobile banking. Computers in
Human Behavior, 21(6), 873-891.
https:/ /doi.org/https:/ /doi.org/10.1016 /j.chb.2004.03.003

Masrek, M., Uzir, N., & Khairuddin, I. (2012). Trust in mobile
banking adoption in Malaysia: A conceptual framework. Mobile
Technologies, Knowledge & Society, 2012.
https:/ /doi.org/10.5171/2012.281953

Mohammadi, H. (2015). A study of mobile banking loyalty in Iran.
Computers n Human Behavior, 44, 35-47.
https:/ /doi.org/https:/ /doi.org/10.1016/j.chb.2014.11.015

Mufioz-Leiva, F., Luque-Martinez, T., & Sanchez-Fernandez, J.
(2010). How to improve trust toward electronic banking. Online
Information Review, 34(6), 907-934.
https:/ /doi.org/10.1108/14684521011099405

Nasrulhagq, F. (2018, December 19). BRI akan genjot produk layanan
digital untuk nasabah UMKM. DetikFinance.
https:/ / finance.detik.com/moneter/d-4351528 / bri-akan-
genjot-produk-layanan-digital-untuk-nasabah-umkm

OJK. (2021). Yuk! Ketahui Perkembangan Layanan Perbankan di Era
Serba Digital.
https:/ / sikapiuangmu.ojk.go.id /FrontEnd / CMS/ Article/206
60

Pavlou, P. A, & Gefen, D. (2004). Building effective online
marketplaces with institution-based trust. Information Systems
Research, 15(1), 37-59. http:/ /www jstor.org/ stable /23015898

Primadhyta, S. (2017, July 4). Gagal transaksi, BRI kena gangguan
sistem. CNN Indonesia.
https:/ /www.cnnindonesia.com/ekonomi/20170704170013-
78-225716/ gagal-transaksi-bri-kena-gangguan-sistem

Rachmawati, A. R. (2020, July 2). Masih rendah, baru 16,33 persen
UMKM vyang adopsi teknologi digital. Pikiran Rakyat.
https:/ /www.pikiran-rakyat.com/ekonomi/ pr-
01583158 / masih-rendah-baru-1633-persen-umkm-yang-
adopsi-teknologi-digital

Ramos, F. L., Ferreira, J. B., de Freitas, A. S., & Rodrigues, J]. W.

89



(2018). The effect of trust in the intention to use m-banking.
Brazilian Business Review, 15(2), 175-191.
https://doi.org/10.15728 /bbr.2018.15.2.5

Saleem, Z., & Rashid, K. (2011). Relationship between customer
satisfaction and mobile banking adoption in Pakistan.
International Journal of Trade, Economics and Finance, 2(6), 537-
543.

Tempo.co. (2020). Gangguan jaringan, mobile banking bank
mandiri tak bisa diakses sejak pagi Ini. Tempo.
https:/ /bisnis.tempo.co/read/1390029/ gangguan-jaringan-
mobile-banking-bank-mandiri-tak-bisa-diakses-sejak-pagi-
ini/ full&view=o0k

Wu, J.-H., & Wang, S.-C. (2005). What drives mobile commerce?: An
empirical evaluation of the revised technology acceptance
model.  Information &  Management, 42(5), 719-729.
https://doi.org/10.1016/j.im.2004.07.001

Yang, B, Kim, Y., & Yoo, C. (2013). The integrated mobile
advertising model: The effects of technology- and emotion-
based evaluations. Journal of Business Research, 66(9), 1345-1352.
https:/ /doi.org/10.1016/j.jbusres.2012.02.035

90



