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Abstract 

Current developments in technology and communications have created various types and new 

business opportunities, so it is very important for companies to carefully understand customer 

needs, discover people's desires, and be able to provide products or services to customers that 

meet people's demands or exceed people's expectations. This study aims to test and prove the 

factors that influence the use of mobile banking, which consists of the quality of information 

systems, trust, capability of individual operations, user attitudes, and intention to use. This study 

assesses the technology acceptance model (TAM) theory to develop variable relationships. The 

study population was active students of a university in East Java, and the sample was taken by 

purposive sampling with a total sample of 91 students. This research uses a quantitative approach 

and questionnaire data collection methods. Data analysis techniques using multiple linear 

analysis with SPSS 23 software. The results of this study indicate that trust, individual capability 

to operate, and intention to use affect mobile banking use. In contrast, the quality of information 

systems and user attitudes do not affect the use of mobile banking. This study suggests that mobile 

banking providers must maintain consumers’ trust, capability to operate, and attitude so that the 

use of mobile banking is increased. 

Keywords: individual capability to operate, information systems quality, intention to use, mobile 

banking, trust, user attitude. 

 

 

 
 

 

INTRODUCTION  
  

Banking in Indonesia is following technological and communication developments (Setiawan, 

2016). Banking institutions began internet-based banking activities in mid-1998 (Pertiwi & 

Ariyanto, 2017). E-banking is a banking service that uses electronic media as an intermediary. The 

existence of E-banking services makes it easy for customers to carry out banking transactions via 
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electronic media such as computers, laptops, cell phones, landlines, and so on. E-banking includes 

several services: ATM, internet banking, mobile banking, SMS banking, and telephone banking 

(Oktabriantono et al., 2017) 

Mobile banking services have attractive features and are comfortable to use and make it easy 

for customers to carry out financial transactions such as inter-bank transfers, credit card payments, 

electricity payments, telephone payments, cell phone bill payments, insurance payments, internet 

payments, flight ticket payments, and so on virtual accounts. Apart from that, the increasing 

popularity of online businesses (online shops) and the increasing number of smartphones have 

contributed to the growth of transactions via mobile banking (OJK, 2015). This popularity attracts 

customers not only from the business world but also from educational institutions such as students. 

In a survey conducted by the Association of Indonesian Internet Service Providers (APJII) in 2018 

(Figure 1), internet user penetration based on the latest education level shows that undergraduate 

students have a high percentage, namely 85.1%.  

 

 
Figure 1. Internet User Penetration Based on Education Level 
Source: APJII (2018) 

 

A survey conducted by the Association of Indonesian Internet Service Providers (APJII) in 2017 

(Figure 2) shows that the service with the lowest access via the Internet is the banking sector, with 

a percentage of 7.39%. This shows that many users have not maximized their gadgets or 

smartphones for banking transactions. Several factors that may influence the lack of mobile 

banking users include the learning curve associated with new technology, fear of possible security 

compromise, lack of knowledge to use technology, or not having access to the required device 

(Peker, 2021). 

However, although several factors may influence the lack of mobile banking users, statistics 

show that mobile banking usage continues to increase. A study shows that 97% of millennials and 
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89% of consumers rely on mobile banking applications. According to an article in International 

Finance (2021), Indonesia's population is predominantly young and increasingly urbanized. 

Therefore, there is an improving economy and high smartphone penetration, but many people do 

not yet have access to banking services. This makes Indonesia very suitable for digital banking 

penetration.  

 

 
Figure 2. Services Accessed via the Internet 
Source: APJII (2017) 
 

Students at Universitas Pembangunan Nasional Veteran Jawa Timur (UPNVJT) are also among 

the students who use banking services because they have a KTM (Student’ Identity Card), which 

can be used as an ATM card. One of the banking services that students can use is mobile banking 

(Govender & Sihlali, 2014). Even though mobile banking users obtain many benefits, this banking 

facility has not been utilized optimally. This can be seen from a survey conducted by APJII, which 

shows that banking has the lowest service access. Students should utilize banking services to make 

paying tuition fees, receiving scholarships, and saving money, business, investment, or personal 

consumption easier. Students come from outside the region and will routinely carry out financial 

transactions through the bank.  

Mobile banking is a banking service that can be accessed via a mobile device such as a cell 

phone or tablet. Technology Acceptance Model (TAM) is a theoretical model that explains the 
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factors influencing consumers' acceptance and use of technology. TAM was developed by Davis 

et al. (1989) based on the Theory of Reasoned Action (TRA) proposed by Fishbein and Ajzen in 

1975 (Ajzen, 1985; Fishbein & Ajzen, 2010).  

Various researchers have widely applied and modified TAM to explain variations in 

consumer behavior in the context of information technology, including mobile banking. Some 

studies add other variables, such as trust, risk, service quality, and social factors, to expand the 

TAM and increase its explanatory power. However, little research still examines TAM in the 

context of mobile banking use by students in Indonesia. Students are a consumer group with special 

characteristics that can influence their behavior in using mobile banking. Therefore, this study 

aims to fill this gap by assessing the influence of TAM factors on students' use of mobile banking 

in Indonesia. It is hoped that the results of this research can provide theoretical and practical 

contributions to the development of science and the banking industry in Indonesia. 

The relationship between mobile banking and TAM is that many researchers use TAM as a 

framework for analyzing consumer behavior in adopting or using mobile banking (Souiden et al., 

2020). According to TAM, two main factors influence consumers' intentions to use technology: 

perceived usefulness and ease of use. Perceived usefulness is the extent to which consumers 

believe using a particular technology will improve their performance. Perceived ease of use is the 

extent to which consumers believe using a particular technology will not cause great difficulty or 

effort. Some studies also add other variables, such as trust, risk, service quality, and social factors, 

to expand the TAM and explain variations in consumer behavior in the context of mobile banking 

(Setyono, 2022; Suhartanto et al., 2019). 

Mobile banking is an innovation made in three technologies: SMS (Short Messaging 

System), Browser, and applications for software on customers' mobile phones (smartphones). 

Mobile banking will make it easier to carry out payment transactions, view balance information, 

and transfer between accounts and banks. Mobile banking is a good offer and opportunity for 

banks, whether it reduces costs, provides easy transaction services, or increases customers' savings  

(Fernos & Gietricen, 2020). 

 The use of mobile banking services on cell phones makes it easier for customers to carry 

out their banking activities without time and space limitations. Mobile banking services are 

expected to provide convenience and benefits for customers to access the bank without coming 

directly to the bank (Kurniawati et al., 2017). According to BNI (2019), mobile banking is a 

banking service facility that makes it easy to make transactions safely, easily, and quickly via 

smartphone. BNI Mobile Banking provides transaction services for balance information, transfers, 

telephone bill payments, credit card payments, airplane ticket payments, credit purchases, opening 

Taplus accounts, opening deposits, and others. BNI mobile banking can also be activated and used 

for transactions abroad. 

Akob & Sukarno's research was carried out by distributing questionnaires to 120 mobile 

banking customers from Bank BRI, Bank BNI, Bank BTN, and Bank Mandiri. This research shows 

that the quality of mobile banking services positively affects customer satisfaction and loyalty. In 

contrast, customer satisfaction has a significant effect on their loyalty. Apart from that, the quality 
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of mobile banking services also significantly affects loyalty, which is mediated by customer 

satisfaction (Akob & Sukarno, 2022). 

 The quality of information systems is one of the factors that can influence consumer 

acceptance and use of technology, including mobile banking. According to the Technology 

Acceptance Model (TAM), two main factors influence consumers' intentions to use technology: 

perceived usefulness and ease of use. Systems’ quality can influence these two factors because if 

the service provided by a mobile banking provider is quality, then consumers will feel that mobile 

banking is useful and easy to use. On the other hand, if the systems’ quality is low, consumers will 

feel that mobile banking does not provide added value and makes things difficult for them (Abu-

Taieh et al., 2022; Amelia et al., 2022; Purnomo & Ramadhani, 2022; Subowo, 2020). Good 

systems’ quality can increase perceived ease of use and usability, which in turn increases 

technology acceptance. Conversely, poor system quality can hinder the acceptance and use of 

technology. Therefore, the first hypothesis: 

H1: Information systems quality affects the students’ use of mobile banking. 

.  

Trust is one of the factors that can influence consumer acceptance and use of technology, including 

mobile banking. According to the TAM, there are two main factors that influence consumers' 

intentions to use technology, namely perceived usefulness and perceived ease of use. Trust can 

influence these two factors because if consumers have high trust in mobile banking providers, then 

they will feel that mobile banking is useful and easy to use. On the other hand, if consumer trust 

is low, they will feel that mobile banking does not provide added value and makes things difficult 

for them (Ajzen, 1985; Ardiyanto & Kusumadewi, 2020). Trust is an important factor influencing 

how individuals form their perceptions of technology, including whether they believe the 

technology is useful and easy to use. These trust and beliefs can then influence whether they will 

accept and use the technology. The second hypothesis: 

H2: Trust affects the students’ use of mobile banking. 

 

Yudha & Isgiyarta (2015) stated that an individual's ability to operate is the user's level of 

proficiency in operating a technology. The more skilled the user is in operating even complex 

technological devices, the easier the intensity of using mobile banking services will be. Likewise, 

the higher an individual's ability to operate a computer for banking customers, the higher the 

acceptance of Internet banking adaptation tends to be. In another study, Sugiantoro & Isharijadi 

(2015) discussed the influence of computer self-efficacy on perceived usefulness in Internet 

banking users. The research was conducted on BRI Bank Madiun branch customers. This research 

shows that computer self-efficacy influences the perceived usefulness of Internet banking users. 

According to TAM, an individual's ability to operate technology can influence perceived 

usefulness and ease of use because if individuals have high ability, they will feel that the 

technology is useful and easy to use. On the other hand, individuals with low abilities will feel that 

the technology does not provide added value and makes things difficult for them. Therefore, in the 
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development and introduction of technology, it is important to consider the ability and experience 

level of the target users, as well as strive to make the technology as intuitive and simple to use as 

possible. The third hypothesis: 

H3: Individual capability to operate affects the students’ use of mobile banking. 

 

User attitude is one factor that influences consumer acceptance and use of technology, including 

mobile banking (Kemp et al., 2019). According to TAM, users' attitudes towards technology are 

determined by two main factors, namely perceived usefulness and perceived ease of use. Perceived 

usefulness is the extent to which consumers believe that using a particular technology will improve 

their performance. Perceived ease of use is the extent to which consumers believe that using a 

particular technology will not cause great difficulty or effort. Users' attitudes toward technology 

will influence their intentions to use it, influencing actual usage behavior (Tao et al., 2022). User 

attitudes can be influenced by various factors, including previous experience with similar 

technologies, personal beliefs, social views, and the information they receive about the technology. 

For example, suppose an individual has had positive experiences with similar products developed 

by a particular company. In that case, they may have a positive attitude toward new technologies 

introduced by the same company. The fourth hypothesis: 

H4: User attitude affects the students’ use of mobile banking. 

 

Prabawalingga & Yadnyana (2016) stated that there is a direct and significant relationship between 

interest in using information technology and the use of information technology. Apart from that, 

it also states that intention in using the Electronic Data Capture (EDC) system positively influences 

the behavior of using the EDC system. The emergence of individual behavior to use the EDC 

system is influenced by the emergence of initial intention in the EDC system. A positive initial 

intention will encourage greater behavior in using the EDC system. However, if the initial intention 

formed is negative, it will reduce a person's behavior using the EDC system. Therefore, individual 

EDC users will make transactions using EDC if they are interested in using EDC. This research 

also proves that the greater a person's intention to engage in a behavior, the greater the user's 

tendency actually to carry out that behavior. Intention to use is the first step that encourages 

someone to take real action in adopting technology (Ayaz & Yanartaş, 2020; Tao et al., 2022). 
When intention is high, individuals are more likely to take concrete steps to use the technology, 

such as downloading an app or initiating use. The fourth hypothesis: 

H4: Intention to use affects the students’ use of mobile banking. 

 

Figure 3 depicts the relationship between independent variables (information systems quality, 

trust, capability to operate, user attitude, and intention to use) and the dependent variable (students’ 
use of mobile banking). 

 



 

22 

 

 

 

 

Journal of Accounting and Strategic Finance 

Vol.6 No.1 June 2023, pp.16-34. 

 
Figure 3. Research Model 

 

 

RESEARCH METHOD 
 

Population and Sample 

The research object is the problem being studied. The objects of this research are the quality of the 

information system, trust, individual ability to operate, user attitudes, intention to use, and their 

influence on the use of mobile banking. The subjects of this research were active students at UPN 

Veteran East Java, totaling 11,631 students, consisting of 24 undergraduate and postgraduate study 

programs (BAKPK, 2021). The researcher chose UPN Veteran East Java students because UPN 

students had not yet utilized them optimally with minimal use of smartphones for banking purposes 

via mobile banking. The sampling technique used convenience sampling, and due to time 

constraints, the number of respondents who were successfully asked to fill out the questionnaire 

was 125 students. This follows the number of sample calculations according to Ferdinand (2014), 

namely, 25 times the number of variables (25 x 5 = 125). Of this number, only 91 questionnaires 

met the requirements for processing. 
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Operationalization of Variables 

The variables in this study include the independent variables (information systems quality, trust, 

capability to operate, user attitude, and intention to use) and the dependent variable (students’ use 
of mobile banking). Table 1 shows the operationalization of variables and the measurements. The 

Likert Scale indicates 1 for strongly disagreed and 5 for strongly agreed. 

 

Table 1. Variables Operationalization and Measurements 
No. Variables Definition Indicators Likert 

Scale Independent Variable 

1 Information 

Systems Quality 

Information system quality 

measures information system 

processes that focus on the 

results of interactions between 

users and the system. 

1. easy to use 

2. reliability 

3. response time 

4. flexibility 

(Delone & McLean, 2003) 

1 – 5 

2 Trust Trust in the context of 

technology refers to an 

individual or entity's belief or 

confidence in the reliability, 

security, and quality of 

technology or systems 

1. information confidentiality 

2. transferred online security 

3. Privacy protection 

4. Multilevel and tested security 

system 

(Sohrabi et al., 2013) 

1 – 5 

3 Capability to 

operate 

The capability to operate is 

related to software packages 

and hardware programs that are 

supported by talent or by 

learning 

1. Able to use without instructions on 

how to use it 

2. Able to use even though you have 

never used it 

3. Able to use only have instructions 

for use 

4. Able to use after seeing other 

people use it 

(Tan & Teo, 2000) 

1 – 5 

4 User attitude Users' views, beliefs, feelings, 

and evaluations of a particular 

technology or technological 

innovation. 

1. Mobile banking is fun to use 

2. Mobile banking is good to use 

3. Mobile banking is important to use 

(Ajzen, 1985) 

1 – 5 

5 Intention to use An individual's drive or desire 

to use a particular technology or 

technological innovation 

1. Continue using 

2. According to needs 

3. Get support from family and 

friends 

4. Recommend to others 

(Arumi & Yanto, 2019) 

1 – 5 

Dependent Variable  

6 Use of mobile 

banking 

The actions or practices of 

individuals in utilizing 

technology or technological 

innovation to meet various 

needs, goals, or activities. 

1. Ease of use for online transactions 

2. Easy to understand 

3. Time efficiency 

4. System Accuracy 

5. System Security 

(Yusnaini, 2010) 

1 – 5 

Source: As stated in the table. 
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Analysis and Hypothesis Testing 

The analytical tool used in this research is multiple linear regression analysis with the help of the 

SPSS for Windows Version 25 program (Ghozali, 2018: 1). The reason for using linear regression 

analysis tools is that multiple regression is used to predict how high the value of the dependent 

variable will be if the value of the independent variable is manipulated (changed). Before testing 

the hypothesis, a data quality test consists of a validity and reliability test, a normality test, and a 

classical assumption test. 

Multiple linear regression analysis is used to predict the condition (up and down) of the 

dependent variable (criterium) if two or more independent variables as predictor factors are 

manipulated (increasing and decreasing their values) (Sugiyono, 2018, p. 305). The regression 

equation used in this research is as follows: 

 𝑌 = ∝ + 𝛽1𝑋1 + 𝛽2𝑋2 + 𝛽3𝑋3 + 𝛽4𝑋4 + 𝛽5𝑋5 + 𝑒 

 

Legend: 

Y = Student’ use of mobile banking 

α = Constant 
β = Regression coefficient 
X1 = information systems quality 

X2 = trust 

X3 = individual capability to operate  

X4 = user Attitude 

X5 = intention to Use  

e = error 

 

The F statistical test determines whether the independent variables jointly or simultaneously 

influence the dependent variable. This research uses a significance level of 0.05 or 5% to test 

whether the hypothesis proposed in this research is accepted or rejected. If the probability 

(significance) is ≥0.05, the independent variable simultaneously does not affect the dependent 

variable. Probability (significance) <0.05 means the independent variable simultaneously 

influences the dependent variable (Ghozali, 2018, p. 97). 

The determinant coefficient (R2) is used to test the goodness fit of the regression model. The 

coefficient of determination measures how far the model can explain variations in the dependent 

variable. The values of the coefficient of determination are zero and one. A small R2 value means 

that the independent variables are very limited in explaining the variance of the dependent variable. 

A value close to one means that the independent variables provide almost all the information 

needed to predict variations in the dependent variable (Ghozali, 2018, p. 96). 
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The t-statistical test shows how much influence an explanatory/independent variable has in 

explaining the dependent variable. The criteria used for the t-test are based on probability; if the 

probability (significance) is ≥0.05, then the independent variables do not affect the dependent 

variable. Probability (significance) <0.05 means the independent variable individually affects the 

dependent variable (Ghozali, 2018, p. 98). The formula used is as follows: 

H0: The independent variable does not influence the dependent variable.  

H1: There is an influence of the independent variable on the dependent 

 

 

RESULTS AND DISCUSSION 

 

Results 

Respondents Description  

Based on research data from distributing questionnaires to 91 students, data was obtained about 

majors, as seen in Table 2. Based on the data in Table 3, it can be seen that accounting majors 

dominate with 42 respondents or 46%, and second respondents majoring in management were 15 

students or 16%. The descriptive statistics for each variables are shown in the appendix. 

 

Table 2. Respondent Distribution Based on the Department 
Department Total Percentage 

1. Accounting 42 46,2% 

2. Management 15 16,5% 

3. Information Systems 6 6,6% 
4. Communication 5 5,5% 

5. Business Administration 5 5,5% 

6. Government Administration 4 4,4% 

7. Information Engineering 3 3,3% 

8. Architecture 3 3,3% 

9. Chemical Engineering 2 2,2% 

10. Civil Engineering 1 1,1% 

11. Law 1 1,1% 

12. Agribusiness 1 1,1% 

13. Agrotechnology 1 1,1% 

14. International Relation 1 1,1% 
15. Economics Development 1 1,1% 

Total 91 100,0% 

Source: Data collected 

 

A data quality test consists of a validity and reliability test, a normality test, and a classical 

assumption test have been done. The results indicate that the questionnaires are valid and reliable. 

The data has passed the test of normality and classical assumption (multicollinearity and 

heteroskedasticity). 
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Hypothesis Testing 

Table 3 describes the hypothesis test, which consists of the t-statistical test, F-statistical test, 

determinant coefficient (R2), and regression testing. 

 
Table 3. Hypothesis Testing Results 

  

Variable β t count Sig. Conclusion 

Constant 4,272 2,476 0,015  

Information systems quality 0,124 0,938 0,351 H1 rejected 

Trust 0,205 2,149 0,034 H2 accepted 

Individual capability to operate 0,204 2,416 0,018 H3 accepted 

User attitude 0,277 1,563 0,122 H4 rejected 

Intention to use 0,319 2,589 0,011 H5 accepted 

F value 22,726   

 F Significance      0,000 

R Square      0,572 

   

 

Source: Data processed SPSS 

 

Multiple linear regression testing explains the relationship between more than one dependent and 

independent variable. Based on Table 3, the results of the regression analysis can be seen through 

the beta (β) value, so that the multiple regression equation is as follows: 

 𝑌 = 4.272 + 0.124𝑋1 + 0.205𝑋2 + 0.204𝑋3 + 0.277𝑋4 + 0.319𝑋5 

 

The interpretation of the regression equation model: 

1. The constant of 4.272 states that if the information system quality, trust, individual capability 

to operate, user attitude, and intention to use are ignored or equal to zero, then the student’s 

use of mobile banking is positive. 

2. The regression coefficient of the information system quality variable (X1) 0.124 is positive, so 

it can be said that the better the information system quality in mobile banking service products, 

the more it will influence the use of mobile banking. 

3. The regression coefficient value on the trust variable (X2) of 0.205 is positive, so it can be said 

that the better the trust in mobile banking service products, the more it will influence the use 

of mobile banking. 

4. The regression coefficient on the individual capability to operate variable (X3) of 0.204 is 

positive, so it can be said that the better the individual's ability to operate the mobile banking 

service product, the more it will influence the use of mobile banking. 
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5. The regression coefficient of user attitude (X4) of 0.277 is positive, so it can be said that the 

better the user's attitude towards mobile banking service products, the more it will influence 

the use of mobile banking. 

6. The regression coefficient value on the intention to use a variable (X5) of 0.319 is positive, so 

it can be said that the better the intention in using mobile banking service products, the more 

it will influence the use of mobile banking. 

7. The analysis results show that the most influential independent variable is the intention to use, 

with a coefficient value of 0.319. In contrast, the variable with the lowest influence is the 

information system quality, with a coefficient value of 0.124. 

 

Table 3 of the F statistical test shows a probability level value (Sig) of 0.000 < α = 0.05, meaning 

that statistical hypothesis H1 was accepted. This shows that the variation in the student’ use of 
mobile banking is influenced by the variation of information system quality, trust, individual 

capability to operate, user attitudes, and intention to use. 

Based on Table 3, the determinant coefficient (R2) value is 0.572 or 57.2%. The large value 

of the determinant coefficient shows that the independent variable consisting of the information 

system quality, trust, individual capability to operate, user attitude, and intention to use can explain 

the dependent variable, the use of mobile banking by 57.2%. In comparison, the remaining 42.8% 

is explained by other variables not included in this study. 

 

Discussion 

The effect of information systems quality (X1) on the student's use of mobile banking (Y) 

Research results show that information system quality does not affect the use of mobile banking 

since the significance value obtained is 0.351 > 0.05 and the regression coefficient value is positive 

0.124, so it does not have a significant effect. This means that this research shows an insignificant 

condition, which means that the higher the quality of the information system does not mean it is 

unrelated but does not always increase the use of mobile banking. This could be because the quality 

of the information system in mobile banking services requires a long time to find the information 

needed. After all, it is relatively difficult to understand, and risks and errors sometimes occur. 

The results of this research support previous research conducted by Suhendro (2017), which 

showed that information system quality does not significantly influence user satisfaction with the 

implementation of information technology of cooperation in Pematangsiantar. Likewise, this study 

did not support the research of Akob & Sukarno (2022). Concerning the TAM theory, the quality 

of information systems can influence perceived usefulness and ease of use, which will influence 

intentions and behavior of technology use. If the quality of the information system is high, 

consumers will feel that the technology is useful and easy to use. On the other hand, if the quality 

of the information system is low, consumers will feel that the technology does not provide added 

value and makes things difficult for them. However, the results of this research cannot support the 

TAM theory. 
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The effect of trust (X2) on the student's use of mobile banking (Y) 

This research result shows that trust affects the use of mobile banking because a significant value 

of 0.034 <0.05 is obtained, and the regression coefficient value is positive, namely 0.205, so the 

effect is positive. This means that if trust increases, the use of mobile banking will increase, and 

vice versa. If trust decreases, the use of mobile banking will also decrease. Some forms of trust 

given by banks to increase the use of mobile banking are by increasing privacy protection with a 

multi-level and tested security system for mobile banking services. 

This research supports previous research conducted by Yudha & Isgiyarta (2015) and 

Setiawan (2016). The research results show a positive and significant influence on the use of 

mobile banking services. In the context of TAM, individuals' beliefs about a technology's 

usefulness and ease of use play an important role in determining whether they will accept or reject 

the technology (Ajzen, 1985). The higher this trust, the more likely a person will accept the 

technology. TAM has become an important framework for understanding technology acceptance 

in various contexts, such as software adoption, website use, and acceptance of technological 

innovation (Ardiyanto & Kusumadewi, 2020). 

 

The effect of individual capability to operate (X3) on the student's use of mobile banking (Y) 

This research result shows that an individual's ability to operate influences the use of mobile 

banking. A significance value of 0.018 <0.05 and a regression coefficient value of 0.204 are 

obtained, so the effect is positive. This means that if the individual's ability to operate increases, 

the use of mobile banking will increase, and vice versa. If the individual's ability to operate 

decreases, the use of mobile banking will also decrease. Because students' individual operating 

abilities show that if there is no one around to show them how to use mobile banking, students can 

operate mobile banking services. 

This research supports previous research conducted by Yudha & Isgiyarta (2015) and 

Sugiantoro & Isharijadi (2015). The research results show that an individual's ability to operate a 

computer positively and significantly affects the acceptance of Internet banking. According to 

TAM, an individual's ability to operate technology can influence factors in TAM because if 

individuals have high ability, then they will feel that the technology is useful and easy to use. On 

the other hand, if individuals have low abilities, they will feel that the technology does not provide 

added value and makes things difficult for them. An individual's ability to operate technology can 

also be influenced by other factors such as digital literacy, ethics, and skills. 

An individual's technological capabilities may influence the extent to which a person believes 

using the technology will be easy (perceived ease of use). Individuals with high technological 

abilities tend to feel more comfortable and confident in dealing with new or complex technology 

(Fareri et al., 2020). Therefore, they may have a more positive perception of the ease of use of 

technology and be more likely to accept the technology. An individual's technological capabilities 

can also influence the extent to which a person understands and appreciates the benefits that can 

be derived from that technology (perceived usefulness). Individuals with higher technological 
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abilities may be better able to understand the potential of technology in assisting them in their 

tasks. This may increase the perceived usefulness of the technology and, consequently, influence 

its acceptance. 

 

The effect of user attitude (X4) on the student's use of mobile banking (Y) 

This research result shows that user attitude has no effect on the use of mobile banking, with a 

significance value of 0.122 > 0.05, and the regression coefficient value is positive, namely 0.277, 

so it does not have a significant effect. This means that this research shows that the condition is 

not significant, which means that the higher the user's attitude does not mean it is unrelated but 

does not always increase the use of mobile banking. This could be because, according to students, 

the user's attitude towards mobile banking services when using this type of service is not based on 

whether they are happy or not, whether they need it or not, and is related to considering whether 

they need to use it. 

This research result aligns with Sugiantoro & Isharijadi (2015), which shows that usage 

attitudes do not affect Internet banking usage behavior. From a TAM perspective, users' attitudes 

toward technology can influence the extent to which they find it easy to use (Kemp et al., 2019; 

Tao et al., 2022). If someone has a positive attitude towards technology, they will likely believe 

using it will be easy. Conversely, if they have a negative attitude towards technology, they may 

have a lower perception of its ease of use. Attitude does not affect intention to use and, finally, the 

use of mobile banking because attitude is an indirect or mediating variable between perceived 

usefulness, perceived ease of use, and intention to use. In other words, attitude does not 

significantly influence intention to use if controlled by perceived usefulness and perceived ease of 

use. This is based on the assumption that attitudes are a function of beliefs, so beliefs that are more 

specific and relevant to behavior will influence intentions more strongly than attitudes that are 

more general and abstract (Ardiyanto & Kusumadewi, 2020; Davis et al., 1989). 

 

The effect of intention to use (X5) on the student's use of mobile banking (Y) 

This research shows that intention to use influences the use of mobile banking because a 

significance value of 0.011 <0.05 is obtained, as well as a regression coefficient value of 0.319, so 

the effect is positive. This means that if the intention to use increases, students' use of mobile 

banking will increase, and vice versa. If intention to use decreases, students' use of mobile banking 

will also decrease. The form of student interest that exists among students is being able to access 

mobile banking anywhere and anytime and making banking transactions easier. 

This research result aligns with (Prabawalingga & Yadnyana, 2016), who show that intention 

to use positively influences usage behavior. From the TAM point of view, usage intention 

influences usage behavior because usage intention is a measure of the consumer's motivation or 

desire to use technology. Intention to use will determine how often and for how long consumers 

use the technology. Usage behavior is the real action taken by consumers in using technology. 

Usage behavior can be measured using frequency, duration, volume, and depth of use indicators 

(Arumi & Yanto, 2019). According to TAM, there is a positive and significant relationship 

between usage intention and usage behavior, meaning that the higher the usage intention, the 
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higher the usage behavior. Therefore, it is important to understand the factors influencing usage 

intentions to improve consumer technology usage behavior (Ayaz & Yanartaş, 2020; Tao et al., 
2022). 

 

 

CONCLUSIONS 

 

Based on the research results and the previously stated discussion, it can be concluded that trust, 

the individual's ability to operate, and intention to use influence the use of mobile banking. This 

indicates that trust, individual ability to operate, and intention to use UPN Veteran East Java 

students can increase the use of mobile banking. On the other hand, the quality of the information 

system and attitude towards its use do not influence students' use of mobile banking. This indicates 

that the quality of the information system and the attitude of use for UPN Veteran East Java 

students do not increase the use of mobile banking. 

The results of this research cannot prove the influence of information system quality and 

user attitudes on mobile banking use. According to the Technology Acceptance Model (TAM), 

attitude does not influence intention to use because attitude is an indirect or mediating variable 

between perceived usefulness, perceived ease of use, and intention to use. In other words, attitude 

does not significantly influence intention to use if controlled by perceived usefulness and perceived 

ease of use. Future research can add moderating or mediating variables to ensure the relationship 

between variables. 

Apart from that, the limitations of this research lie in the survey method of distributing 

questionnaires, which has inherent weaknesses. The weaknesses of the questionnaire method 

include that respondents often do not read the questions carefully or answer them carelessly. 

Therefore, further research can apply other methods, such as interviews, to ascertain respondents' 

opinions about mobile banking. 

The implication is that mobile banking service providers must carry out strategies to increase 

trust, individual ability to operate, and intention to use mobile banking so that students or other 

customers use mobile banking more. The strategies implemented include providing 

recommendations or testimonials from other customers who have used mobile banking 

successfully and safely, increasing digital financial literacy, as well as developing digital ethics 

and digital skills. The government's role in increasing digital financial literacy is to issue 

regulations that support the development of innovative, inclusive, and safe digital financial 

products and services. The government must also ensure these regulations comply with 

international standards and protect consumer rights. Carrying out educational campaigns to 

increase public awareness, knowledge, and skills in using digital financial services. The 

government must also work with the banking sector and other financial institutions to provide 

consumer training and guidance. From an educational perspective, it is necessary to integrate 

digital financial literacy into the academic curriculum, from high school to university. 
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Appendix 

 

 

Descriptive Statistics  
The descriptive statistics of variables with the frequency of its questionnaires are as follows: 
 

Table 1. Respondents’ Questionnaire Result for Accounting Systems Quality 

Item Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

 

X1 F % F % F % F % F % N 

1 65 71.4% 21 23.1% 5 5.5% 0 0% 0 0% 91 

2 59 64.8% 28 30.8% 4 4.4% 0 0% 0 0% 91 

3 15 16.5% 28 30.8% 36 39.6% 10 11% 2 2.2% 91 

4 38 41.8% 35 38.5% 15 16.5% 3 3.3% 0 0% 91 

Source: Questionnaire data processed 

 

Table 2. Respondents' Questionnaire Result for Trust 
Item Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

 

X2 F % F % F % F % F % N 

1 35 38.5% 38 41.8% 16 17.6% 2    2.2% 0 0% 91 

2 37 40.7% 35 38.5% 16 17.6% 3    3.3% 0 0% 91 

3 40 44% 38 41.8% 11 12.1% 2 2.2% 0 0% 91 

4 32 35.2% 39 42.9% 17 18.7% 2  2.2% 1 1.1% 91 

Source: Questionnaire data processed 

 

Table 3. Respondents’ Questionnaire Result for Individual Capability to Operate 

Item Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

 

X1 F % F % F % F % F % N 

1 37 40.7% 28 30.8% 19 20.9% 4 4.4% 3 3.3% 91 

2 26 28.6% 34 37.4% 19 20.9% 11 12% 1 1.1% 91 

3 30 33% 41 45.1% 15 16.5% 5 5.5% 0 0% 91 

4 26 28.6% 42 46.2% 17 18.7% 6 6.6% 0 0% 91 

Source: Questionnaire data processed 

 

Table 4. Respondents’ Questionnaire Result for User Attitude 

Item Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

 

X1 F % F % F % F % F % N 

1 38 41.8% 41 45.1% 12 13.2% 0 0% 0 0% 91 

2 32 35.2% 46 50.5% 13 14.3% 0 0% 0 0% 91 

3 37 40.7% 30 33% 19 20.9%   5 5.5% 0 0% 91 

Source: Questionnaire data processed 

 

 

 

 



Table 5. Respondents’ Questionnaire Result for Intention to Use 

Item Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

 

X1 F % F % F % F % F % N 

1 50 54.9% 29 31.9% 9 9.9% 3 3.3% 0 0% 91 

2 55 60.4% 29 31.9% 5 5.5% 2 2.2% 0 0% 91 

3 15 16.5% 31 34.1% 27 29.7% 14 15.4% 4 4.4% 91 

4 31 34.1% 32 35.2% 22 24.2% 5  5.5% 1 1.1% 91 

Source: Questionnaire data processed 

 

Table 6. Respondents’ Questionnaire Result for Students’ Use of Mobile Banking  
Item Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 

 

X1 F % F % F % F % F % N 

1 56 61.5% 32 35.2% 3 3.3% 0 0% 0 0% 91 

2 42 46.2% 34 37.4% 14 15.4% 1    1.1% 0 0% 91 

3 48 52.7% 33 36.3% 9 9.9% 1 1.1% 0 0% 91 

4 50 54.9% 33 36.3% 7 7.7% 1 1.1% 0 0% 91 

5 31 34.1% 38 41.8% 15 16.5% 4 4.4% 3 3.3% 91 

Source: Questionnaire data processed 

 

Data Analysis 

Before testing the hypothesis, a data quality test was done, consisting of the validity and 
reliability test, the normality test, and the classical assumption test (multicollinearity and 
heteroskedasticity). 
 

Table 7. Validity Test Results 

Variables Correlations 2-tailed Validity 

Information Systems 

Quality 

X1.1 0.767** 0.000 Valid 

X1.2 0.679** 0.000 Valid 

X1.3 0.798** 0.000 Valid 

X1.4 0.788** 0.000 Valid 

Trust X2.1 0.933** 0.000 Valid 

X2.2 0.910** 0.000 Valid 

X2.3 0.817** 0.000 Valid 

X2.4 0.926** 0.000 Valid 

Individual 

Capability to 

Operate 

X3.1 0.803** 0.000 Valid 

X3.2 0.840** 0.000 Valid 

X3.3 0.736** 0.000 Valid 

X3.4 0.642** 0.000 Valid 

User Attitude X4,1 0.817** 0.000 Valid 

X4.2 0.850** 0.000 Valid 

X4.3 0.852** 0.000 Valid 

Intention to Use X5.1 0.765** 0.000 Valid 

X5.2 0.613** 0.000 Valid 

X5.3 0.630** 0.000 Valid 

X5.4 0.791** 0.000 Valid 



Variables Correlations 2-tailed Validity 

Students' Use of 

Mobile Banking 

Y1 0.739** 0.000 Valid 

Y2 0.792** 0.000 Valid 

Y3 0.854** 0.000 Valid 

Y4 0.810** 0.000 Valid 

Y5 0.725** 0.000 Valid 

Source: Data processed 

 

Table 7. Reliability Test Results 

Variables 
Cronbach's 

Alpha 

Reliability 

Standard 
Reliability 

Information Systems Quality 0.844 0.70 Reliable 

Trust 0.851 0.70 Reliable 

Individual Capability to Operate 0.871 0.70 Reliable 

User Attitude 0.842 0.70 Reliable 

Intention to Use 0.847 0.70 Reliable 

Students' Use of Mobile Banking 0.833 0.70 Reliable 

Source: Data processed 

 

Table 8. Normality Test Results 

Kolmogorov-Smirnov Unstandarized Residual 

Kolmogorov-Smirnov Score 0.200 

Significance Standard 0.50 

Source: Data processed 

 

Table 9. Multicollinearity Test Results 

Variables 
Collinearity Statistics 

Conclusion 
Tolerance VIF 

Information Systems Quality 0.471 2.121 No-Multicollinearity 

Trust 0.553 1.808 No-Multicollinearity 

Individual Capability to Operate 0.718 1.393 No-Multicollinearity 

User Attitude 0.368 2.714 No-Multicollinearity 

Intention to Use 0.457 2.190 No-Multicollinearity 

Source: Data processed 

 

Table 10. Glesjer Test for Heteroskedasticity Results 

Variables 
Cronbach's 

Alpha 
Conclusion 

Information Systems Quality 0.413 No-Heteroskedasticity 

Trust 0.676 No-Heteroskedasticity 

Individual Capability to Operate 0.924 No-Heteroskedasticity 

User Attitude 0.354 No-Heteroskedasticity 

Intention to Use 0.571 No-Heteroskedasticity 

Source: Data processed 

  


