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Abstract: Purpose – The m-banking service is a long-distance transaction platform that is innovative and strategic product 

provided by financial institution. It has succeeded in removing physical limitation of banking activities through the use of 
mobile device by customers. Support for the advance in internet technology bringing about considerable and continuous 
changes in banking operational have enabled customers to connect with business world and make transaction at any time, so 

that it also changes how customers use banking services. The World’s Best Bank has positioned BCA as a bank capable of 
adapting to pandemic situation because its banking services related to technology is considered as the best. Therefore, this 
research recognizes the need for testing factors affecting BCA customers to adopt and continue to use BCA m-banking service.  

Design/methodology/approach – the conceptual relationship of behavior intention on the acceptance and the use of information 
technology in this research used UTAUT2 model. Primary data were processed using SEM method with SMART-PLS 
software collected from survey questionnaires carried out to 400 respondents having BCA accounts and using BCA m-banking 
in the last 3 months.  

Findings – the main factors such as habit, hedonic motivation and facilitating condition were found to provide significant effect 
on behavior intention of customers to adopt and use BCA m-banking service.  

Practical implications – the findings are expected to educate public about m-banking service capable of facilitating banking 
transaction and recommending banking system to provide a safe m-banking service and it also requires sustainable 

development. 
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1. Introduction  

The advance in internet technology brings about considerable changes in banking operational, for example, the 

use of m-banking service as the innovative service providing additional values (Tiwari & Buse, 2007) to improve 

life quality and efficiency offered by bank (Malaquias and Hwang, 2016). It also allows the customers to make 

banking transaction via smartphone (Riswandi, 2005).  The recent advance in the field of cellular technology also 

makes a considerable and continuous change in using m-banking in the financial sector (Alalwan, Dwivedi, & 

Rana, 2017; Gupta, 2019; Lin, 2011; Rana, Dwivedi, Lal, Williams, & Clement, 2017; Shaikh & Karjaluoto, 

2015; Zhang, Weng, & Zhu, 2018; Zhou, 2012) 

M-banking has uniqueness because it has different system quality, information, and services, but it is more 

advanced compared to the previous e-banking service such as computer, kiosk and laptop (Tam & Oliveira, 2017). 

M-banking is a platform facilitating banking transaction via mobile phone connected to internet (Lin, 2011). 

Therefore, m-banking allows its customers to be connected to business world at any time and make transaction at 

the same time and in turn; it has changed the used of banking services (Aboelmaged & Gebba, 2013). 

Identification of factors affecting the level of the use of technology has been considered as the important objective 

to change characteristic of technology service, so that its adoption can be more interesting (Baabdullah, Alalwan, 

& Al Qadi, 2018; Kuisma, Laukkanen, & Hiltunen, 2007). Based on the reasons, people tend to adopt and switch 

to use m-banking service.  

M-banking is m-commerce application provided by the financial institution or bank and by using mobile 

device such as cellular phone or smartphone, customers can enter into long-distance financial transaction (Al-Jabri 

& Sohail, 2012). Traditional bank service is limited to physical canal such as bank branch and Automatic Teller 

Machine (ATM), whereas m-banking has removed the physical limitation from daily banking activities. In 

addition to innovative and strategic character, m-banking services also allow lower operation costs (Baptista & 

Oliveira, 2015), and higher quality in services offered (Moser, 2015). The organization ability to make innovation 

is considered as significant to develop and maintain competitive advantage in this technology era (Tiddet et al, 

2001). According to Forbes and Statista, BCA Bank operating in Indonesia is in the first position of The World’s 

Best Banks because BCA bank is able to adapt to pandemic situation, then it is considered to have fulfilled five 

assessment sub-dimensions, such as trust, terms and conditions, customer service, digital service, and financial 

advice, where its banking solution and services related to technology is considered as the best. The aim of this 

research is to find factors affecting BCA customers to adopt and keep using BCA m-banking services. 
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The research about the acceptance of m-banking in several developing countries showing factor affecting the 

acceptance of m-banking reveals inconsistent results. The research about m-banking adoption in Ghana performed 

by Kwateng et al, (2018) showed that the main motivation to adopt and to use m-banking service were habit, price 

value, and trust factors. Model construction, performance expectancy, effort expectancy, social influence and 

hedonic motivation factors did not provide significant effects on consumers’ behavior intention to adopt and use 

technology (Kwateng et al, 2018). Another research in Saudi Arabia performed by Baabdullah et al, 2018 showed 

the result of m-banking adoption was significantly affected by performance expectancy, facilitating conditions, 

price value, hedonic motivation, habit, system quality, and service quality. In the other hand, there was a research 

showing different results, especially in social influence, effort expectancy variables that provided significant 

effects on technology adoption. Research performed in Pakistan showed that m-banking adoption was 

significantly affected by price value felt, performance expectancy, habit, social influence, effort expectancy, 

hedonic motivation, including risk and trust felt. All predictor behavior use provided significant effects, yet 

consumer adoption intentions did not provide significant effects on facilitating conditions (Farah et al, 2018). 

Different results of these research took our attention, given that social influence that was the preference and social 

values, including family members, friends, relatives, neighbors, and other technology users usually tend to 

drastically change users’ perception and point of view (Alsheikh & Bojei, 2014; Rana, Dwivedi, & Williams, 

2015). Especially in social media era today, where words of mouth dominated cyber world (Dwivedi et al., 2018; 

Kapoor  et  al.,  2018;  Roy,  Singh,  Baabdullah,  Kizgin,  &  Rana,  2018). The positive role of social influence in 

the use of m-banking was also emphasized by Al-Husein & Sadi (2015) in the Saudi Arabia context. Meanwhile, 

effort expectancy was how users feel to be connected to convenient and easy to use technology (Alalwan et al., 

2017; Ozturk, Bilgihan, Nusair, & Okumus, 2016; Shareef, Dwivedi, Kumar, & Kumar, 2017). Easy technology 

accessibility tended to motivate users in adopting technology (Dwivedi, Rana, Janssen et al., 2017; Oliveira et al., 

2014). However, only Farah et al, 2018 research found that both variables (social influence and effort expectancy) 

provided significant effects on technology adoption, in this case, m-banking, while two other research revealed 

that both variable did not provided significant effects. 

Based on the discussion above, it shows that several previous research had enough evidence to prove that this 

topic still needs to be addressed. There are still many inconsistent/contradictive findings/unresolved 

argumentation related to the questioned topic. We find different effects among several variables such as effort 

expectancy and social influence on behavior intention of m-banking users, therefore, it is important to perform 

further research on the effect of the variables in Indonesia, especially factors affecting the use of BCA m-banking. 

Many factors affect the adoption of the use of m-banking, but they are by using UTAUT2 model. The 

objective of this research is to find which key factor in Indonesian people significantly affects the adoption of m-

banking use, especially BCA consumers. As a result, this research will provide contribution to find what factors 

from variables in UTAUT2 model, Performance Expectancy, Effort Expectancy, Social Influence, Facilitating 

Condition, Hedonic Motivation, Price Value and Habit affecting the use of m-banking in Indonesia, especially 

BCA BANK. 

2. Literature Review 

There are quite a lot of studies related to m-banking (for example, Al-Jabri & Sohail, 2012; Baptista & 

Oliveira, 2015; Choudrie, Junior, McKenna, & Richter, 2018; Lee & Chung, 2009; Yu, 2012; Zhou, 2011) in 

various contexts (for example, Saudi Arabia, South Korea, Taiwan, and Mozambique) testing variables that might 

affect the use of m-banking. Several researches performed during 2017 to 2018 examined the main factor and 

aspects predicted to affect intentions, behavior, and attitude to m-banking (Asongu & Nwachukwu, 2018; 

Malaquias, Malaquias, & Hwang, 2018; Mehrad &Mohammadi, 2017; Sampaio, Ladeira &Santini, 2017; Singh & 

Srivastava,2018; Shareef, Baabdullah, Dutta, Kumar, & Dwivedi, 2018; Tam & Oliveira, 2017; Warsame & Ireri, 

2018). This explains that m-banking still becomes subject that is worth to be scrutinized and learnt. Malaquais et 

al, (2018) convinced the importance of tracking fluctuations of the level of the use of m-banking from time to 

time. Based on the results found in the longitudinal research performed by Malaquais et, al (2018), it was also 

added that by spending time using m-banking, the Brazilian banking customers tended to have positive 

perspective regarding particular aspects, such as trust, performance, expectancy, performance expectancy and 

perceived ease of use. Mehrad and Mohammadi (2007) had performed a research on the effects of 

recommendation and advice from people around the customers able to predict their intention to use m-banking. It 

turns out that words of mouth have been proven to provide significant effects on the customers attitude that 

eventually will affect actual use behavior.  

Many methods are used to test the acceptance of technology, one of which is UTAUT2. UTAUT was used 

because it is a further development of UTAUT considered as acceptance model and technology use combining the 

best features from other eight existing acceptance model theories. UTAUT was first introduced by Venkatesh et 

al, (2003). This model was introduced after comparing several previously existing theories and models, such as 
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Technology Acceptance Model (TAM); Motivational Model (MM); the Theory of Reasoned Action (TRA); the 

Theory of Planned Behavior (TPB); Combined TAM and TPB (CTAM-TPB); Social Cognitive Theory (SCT); 

Innovation Diffusion Theory (IDT); the Model of PC Utilization (MPCU); the Unified Theory of Acceptance and 

Use of Technology (UTAUT). At the beginning, the UTAUT model had 4 independent variables that were always 

used, such as gender, age, experience, and voluntaries. In contrast, Venkatesh et al, (2012) introduced UTAUT2 

with 3 additional variables on UTAUT model, which were price value, hedonic motivation, and habit to improve 

the strength of model measurement. In addition, there were also only 3 moderating variables used, which were 

age, experience and gender to develop UTAUT2, so it can be applied in the context of consumers’ use. UTAUT2 

has been widely used and adopted in around the world to predict technology acceptance and use (Abushanab & 

Pearson, 2007; Oliveira et al., 2014; Baptista & Oliveira, 2015; Tarhini et al., 2016; Gupta et al., 2019), 

Performance expectancy was defined as in what extent the use of technology would provide benefits for 

consumers and perform activities (Venkatesh et al, 2003). Performance expectancy measured to what extent 

someone believed that using m-banking service would help them in making banking transaction (Tarhini et al., 

2016). Oliveira et al., (2014) and Sarfaraz (2017) concluded that performance expectancy totally affected behavior 

intention to use m-banking. Baptista & Oliveira (2015) and Basri (2018) empirically showed that the use of m-

banking believed that performance expectancy was one of the most important antecedents from behavior 

intention. In the other hand, research performed by Owusu Kwateng et al, (2018) showed that performance 

expectancy did not provide effects on behavior intention. Based on the arguments above, this research formulated 

hypothesis stating that: 

H1: performance expectancy provides positive and significant effects on behavior intention. 

Venkatesh et al, (2003) stated that effort expectancy was an ease level related to system use. The easier the use 

of m-banking was, the higher the possibility of users to use it to make their banking transaction. In their research 

Bankole et al, (2011) exploring m-banking antecedents in Nigeria, had proved that effort expectancy provided 

positive effect on behavior intention to use m-banking service. Bhatiasevi (2016) drew the same conclusion in the 

research performed to identify factors affecting m-banking adoption in Thailand. It was the same with Albashrawi 

et al, (2017), by observing sample of bank consumers in US. However, the research performed by Baabdullah et 

al, (2019) showed different results, where effort expectancy did not provide effects on m-banking in Saudi Arabia 

and it was also supported by research performed by Owusu Kwateng wt al, (2018) showing that effort expectancy 

did not provide effects on behavior intention. Based on the above arguments, this research formulated hypothesis 

stating that: 

H2: effort expectancy provides significant and positive effects on behavior intention. 

Social influence was opinion and expectation appearing from users’ social environment, including families, 

friends, or colleagues and it significantly formed their behavior intention to use a technology (Venkatesh et al, 

2012). This correlation has proven to be statistically significant in the context of m-banking (Talukder et al., 2014; 

Goncalves et al., 2018), and it also has proven to be increased as users’ age. Older people were more susceptible 

to the opinions of others than their younger counterparts (Venkatesh et al., 2003). It was also associated with the 

increasing need for affiliation in general related to age (Morris and Venkatesh, 2000). The positive role of social 

influence in using m-banking was highlighted by Al-Husein and Sadi (2015) in the context of Saudi Arabia. In 

contrast, the research results in Saudi Arabia performed by Baabdullah et al, (2019) showed that social influence 

did not provide substantial effects on the use of m-banking. Based on the above arguments, this research 

formulated hypothesis stating that: 

H3: social influence provides positive and significant effects on behavior intention. 

Facilitating conditions are defined as a security to consumers because facilities and supporting system to use 

technology innovation were available (Venkatesh et al., 2003 in Owusu Kwateng  et al., 2018). The use of mobile 

and internet banking still existed, and it was strongly related various resources and infrastructures, such as 

smartphone and internet connection (Tarhini et al., 2016 in Merhi et al., 2020). In general, the existing users had 

tendency to face more challenges in processing new and complex information, so it affected their learning about 

new technology (Morris et al., 2005; Plude & Hoyer, 1985 in Owusu Kwateng et al., 2018). The research 

performed by Baabdullah et al, (2019) found that facilitation conditions provided positive and significant 

correlation with the use of m-banking in Saudi Arabia. However, in some research performed by Owusu Kwateng 

er al, (2018) Farah et al., 2018 and El-Masri et  al., 2017, it was found that facilitating conditions did not provide 

significant effects on behavior intention. Based on the above arguments, this research formulated hypothesis 

stating that: 

H4: facilitation condition provides positive and significant effects on behavior intention. 

In the consumers’ context, hedonic motivation became defining factor for the acceptance and the use of 

technology (Brown & Venkatesh, 2005; Childers et al., 2001). Hedonic motivation was “a pleasure and enjoyment 
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obtained by the use of technology” (Venkatesh et al., 2012). When the consumers found that technology, they 

used provided them pleasure, enjoyment, comfort and satisfaction, they would tend to not change technology they 

used into other competitor technology (Alalwan, Rana, Dwivedi, Lal, & Williams, 2015; Baabdullah, 2018; 

Koenig-Lewis et al., 2010). An individual was motivated to adopt m-banking service that met their aesthetic and 

emotional needs (Li et al, 2012). The research have shown that the use of interactive service, such as m-banking 

application, was not only based on functional motivation, but it was greatly motivated by hedonic needs and 

values (Malaquias & Hwang, 2016). The effect of hedonic motivation on the use of m-banking has been 

mentioned in several studies (e.g Alalwan et al., 2017; Dwivedi, Rana, Janssen et al., 2017; Dwivedi, Rana, 

Jeyaraj et al., 2017; Zhou et  al.,  2010;  Yu,  2012). However, in the research performed by Merhi et al, (2019) in 

Lebanon and England, it was found that hedonic motivation did not provide significant effects on behavior 

intention. Based on the above arguments, this research formulated hypothesis stating that: 

H5: hedonic motivation provides positive and significant effects on behavior intention. 

Price value was defined as price value that was in accordance with benefits felt by the users from a technology 

compared to costs related to its use (Brown & Venkatesh, 2005 in Merhi et al, 2000), how prices and costs affect 

the consumers to use a technology. For example, in the marketing research, to test the value attached to 

product/service, price/cost analysis was generally considered in relation to the quality of product/service 

(Zeithaml, 1988 in Owusu Kwateng et al., 2018). Users tended to use the desired technology with sufficient 

benefits to offset the monetary costs required (Oliveira et al., 2014 in Merhi et al., 2020). In the context of m-

banking, the price value can be explained by the trade-off between the costs incurred for downloading, installing 

and using the application without taking into account the perceived value of its use (Thusi & Honey, 2020). 

Moreover, perceptions of price value were suggested to be adjusted with social roles (which vary according to 

age), a theory which was then validated in the context of the IS study (Venkatesh et al., 2012 in Merhi et al., 

2020). Research performed by Owusu Kwateng et al., 2018; Merhi et al., 2020 and Alalwan et al., 2018 stated that 

price value provided significant effect on behavior intention. However, research performed by El-Masri & Tarhini 

(2017) and Thusi & Maduku (2020) found the opposite, where price value did not provide significant effect on 

behavior intention. Based on the above arguments, this research formulated hypothesis stating that: 

H6: price value provides positive and significant effects on behavior intention. 

Habit was defined as the extent to which a person performed certain behaviors automatically and repeatedly 

based on experience and knowledge gained from time to time (Alalwan et al., 2015). A consumer found it difficult 

to change habits and therefore, was likely to reject new and unfamiliar interactions with his bank (Chemingui & 

Hajer, 2013). This in turn raised consumers' doubts about adopting new applications and services such as m-

banking (Antón et al., 2013). In fact, past experiences and habits tended to be subconscious elements that can 

significantly hindered consumers' desire to learn new methods because they tended to rely on past experiences 

when making decisions rather than using cognitive reasoning (Venkatesh et al., 2016; Zhang et al., 2017). 

Likewise, consumers who took advantage of offline banking were familiar with the habits and abilities needed to 

make offline transactions while, they needed to develop new habits and skills to take advantage of the m-banking 

application (Hanafizadeh et al., 2013). Therefore, previous research has identified habits as one of the main 

barriers to individual adoption of new technologies as they provided significant effects on consumer preferences 

and intentions (Moorthy et al., 2017). Repeated use of m-banking gradually increased the activity in using this 

service compared to e-banking (Huili & Zhong 2011). However, in a research performed by Mahfuz et al., 2016, 

there were different results where habit did not provide significant effects on behavior intention. Based on the 

above arguments, this research formulated hypothesis stating that: 

H7: habit provides positive and significant effects on behavior intention. 

3. Methodology 

The population of this study was account owners and users of m-banking services in Indonesia from various 

socio-cultural and economic backgrounds with the growth of smartphones and internet use who had businesses or 

jobs in both the formal and informal sectors. This research used a non-probability sampling method of m-banking 

users at BCA in Indonesia. With a purposive sampling approach, the researcher selected respondents having the 

ability and experience in various perspectives on m-banking (Denzin & Lincoln, 2005), with the criteria that 

respondents had a BCA savings account connected to m-Banking facilities and had used BCA m-banking at least 

3 last month. Researchers wanted to obtain more accurate and reliable information about the material under study 

and seek the most appropriate sampling method for this study, so the purposive sampling approach was considered 

to be the most appropriate. Researchers used primary data collected from a survey with questionnaires of 400 

respondents having accounts at BCA and using BCA m-banking. The number of samples were 400, determined 

using the Lemeshow formula, given that the total population was not exactly known. Following is the 

calculations: 
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n = z1-α/2P(1-P) 

              d² 

n = 1.96².0.5 (1 - 0.5) 

             0.0025 

n = 3.8416. 0.25 

         0.0025 

n = 384.16 = 400 

n = number of sample 

z = z score at confidence of 95% = 1.96 

P = maximum estimation = 0.5 

D = alpha (0.05) or error sampling = 5% 

Data processing method used in this research was SEM method using SMART-PLS 3.0 software for windows 

to test the measurement model (outer model),to determine the validity and reliability of the model and the 

structural model (inner model), to determine the relationship between variables and hypothesis testing. 

4. Results and Discussion 

From a total of 413 respondent data, the demographic distribution was dominated by male respondents, which 

were 229 respondents (55.4%), while female respondents were 184 (44.6%). The age of respondents was 

dominated by the millennial generation 25-32 years old, which was 122 (29.5%), followed by 17-24 years old, 

which was 106 (25.7%), 41-48 years old, which was 77 (18.6%), 49-56 years old, which was 71 (17.2) %), 33-40 

years, which was 34 (8.2%) and at least was 3 people whose ages were over 57 years old (0.7%). This showed that 

banking transactions through m-banking were more attractive to young people. The most recent education level of 

respondents was bachelor’s degree level with 257 (62.2%), followed by Senior High School with 97 (23.5%), D3 

with 24 (8.8%), and master’s degree with 35 (8.5%). These results also showed that transactions made using m-

banking was found to be higher on people with higher levels of education. 

By using the SMART PLS 3.3 software, the measurement model testing was carried out by analyzing several 

indicators including convergent validity, discriminant validity, and reliability tests. Convergent validity was 

assessed based on the outer loadings of each indicator or questionnaire item for each variable, namely 

Performance Expectancy (PE), Effort Expectancy (EE), Social Influence (SI), Facilitating Conditions (FC), 

Hedonic Motivations (HM), Price Value (PV), Habit (HT) and Behavior Intentions (BI). The results of the 

analysis showed that there were two items that did not meet the validity criteria set for the FC latent variable (FC3 

and FC6 indicators). Therefore, the next analysis did not include these two indicators. As for other variables, all 

indicators showed that the factor loading met the specified criteria (factor loading> 0.7). After performing re-

analysis by excluding the FC3 and FC6 indicators, the results of the analysis showed that each indicator in each 

variable met the criteria. 

After being stated as valid and reliable, the next analysis was structural model analysis. The analysis carried 

out included the interpretation of the R2 value, the path coefficient, and the t-value of the regression analysis 

carried out. The results of the analysis showed that the regression model tested can predict the dependent variable 

very well or moderately, it tended to be strong, with R2 = 0.679. This meant that 67.9% of the variance of the BI 

score can be predicted from all the independent variables tested, the remaining 32.1% was affected by other 

factors. 

The significance of the role of each independent variable in the regression model can be seen from the value of 

the path coefficient (β). The analysis results showed that of the 7 latent variables tested, only 3 of which had a 

significant unique contribution, where the highest effect was Habit, which was shown from the highest path 

coefficient (β = 0.616, t = 8.384, p <0.01). This meant that H7 was accepted, which was, habit (HT) was proven to 

provide positive and significant effects on behavior intention. The behavior of respondents in using m-banking 

occurred automatically and repeatedly based on experience and knowledge gained from time to time (Alalwan et 

al., 2015). This was in line with previous research that has identified habits as one affecting consumer preferences 

and intentions (Moorthy et al., 2017). This also supported research (Huili & Zhong 2011) which concluded that 

repeated use of m-banking gradually increased activity in using m-banking services. The next supported 

hypothesis was H5, meaning that hedonic motivation was proven to provide significant effect on behavior 

intention. This was indicated by the results of Hedonic Motivation (HM) with a value (β = -0.148, t = 3.242, p 

<0.05). The results of this research indicated that the motivation of customers to use m-banking was not because 
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they obtained pleasure, enjoyment, comfort, and satisfaction from using m-banking (Alalwan, Rana, Dwivedi, Lal, 

& Williams, 2015; Baabdullah, 2018; Koenig-Lewis et al., 2010) but because it has become a habit. These results 

support a number of previous studies (eg Alalwan et al., 2017; Dwivedi, Rana, Janssen et al., 2017; Dwivedi, 

Rana, Jeyaraj et al., 2017; Zhou et al., 2010; Yu, 2012). The third hypothesis which was supported was H4, where 

the facilitation condition was proven to provide positive and significant effects on behavior intention with the 

result (β = 0.132, t = 2.070, p <0.05). This mean that customer interest in using m-banking depended on the 

availability of facilities, internet connection, resources and infrastructure such as smartphones. These results 

support the research performed by Rahi et al., (2019) and Baabdullah, et al., (2019) which concluded that 

facilitation conditions provided positive and significant relationship to the use of m-banking in Saudi Arabia. 

Meanwhile, 4 other latent variables showed insignificant contributions, namely PE (β = 0.28, t = 0.596), EE (β = 

0.094, t = 1.853), SI (β = 0.070, t = 0.330) PV (β = 0.79, t = 1.457), and all p> 0.05). 

From the overall results of data analysis, it can be concluded that hypothesis 4, hypothesis 5, and hypothesis 7 

were accepted and supported by the data. Meanwhile, other hypotheses were rejected because they were not 

supported by data. 

Figure 1. Results Model 

5. Conclusions 

The results of this research can answer the researcher's question that the factors affecting customers to adopt 

and use BCA m-banking services were Habit, Hedonic Motivation and Facilitating Condition. Portraits of 

respondents who were dominated by young people ranging in age from 17 to 23 years old in this study tended to 

use m-banking automatically and repeatedly so that it formed a habit which was shown from the results of 

hypothesis testing where habit provided positive and significant effects on the use of m-banking. However, it was 

also found that BCA customers in this research used m-banking was not because they were motivated to obtain 

pleasure and comfort, it can be seen from the results of hypothesis testing where Hedonic Motivation provided 

negative and significant effects. This was supported by the results of the Facilitating Condition hypothesis test 

providing positive and significant effects on the use of m-banking, where the interest of BCA customers in using 

m-banking was also affected by the availability of facilities, resources, and infrastructure such as smartphones, 

internet connection and accompanying technological innovations. 

The implication of this research is expected to provide insight and contribution for the development of 

knowledge in the field of information systems, especially in the behavior of using m-banking. Given the 

limitations of this study, it is expected that further research related to the interest and behavior of using m-banking 

can be developed with more complex factors so that this research can be used on a broader scale. For business 

actors in the banking sector, especially BCA, this study is expected to provide information on the interests and 

behavior of m-banking users that can be used as a consideration for decision making in banking strategies, 

particularly to improve the quality of m-banking services for customers. This research is also expected to educate 

the public about m-banking services that can provide convenience in making banking transactions. We 

recommend banking business actors, especially BCA, to provide safe m-banking services for customers related to 
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the security risks of the m-banking application and the need to continuously develop m-banking features and 

benefits such as one smartphone that can be connected to several accounts, using additional security with face id 

or touch id, developing deposit and investment account opening through m-banking and extending account 

mutation history inquiry to 1 year according to the suggestions of several respondents in this study.  
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