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ABSTRACT

This study examines the adoption of mobile banking
using the UTAUT3 model among Bank Syariah Indonesia
customers, particularly millennials in Semarang, Pekalongan,
and Solo, Central Java. Employing a quantitative approach,
data were collected via Google Forms questionnaires from
a purposive sample of 300 respondents. Variables studied
include Performance Expectancy, Effort Expectancy, Social
Influence, Facilitating Conditions, Hedonic Motivation, Price
Value, Habit, Personal Innovativeness, Behavioral Intention,
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INTRODUCTION

Rapid  technological  advances  have
streamlined economic activities and increased
reliance on digital services for daily needs, especially
in today’s high-mobility era (Lubis & Siregar, 2021).
Although the COVID-19 pandemic undermined
economies worldwide, it simultaneously pushed
companies to innovate for survival (Han & Qian,
2020); in Indonesia, the banking sector was among
the hardest hit, prompting Bank Indonesia to cut
its 2020 growth forecast to 2.5% from the initial
5% (Susilawati et al., 2020). To stabilize the system,
the Financial Services Authority (OJK) issued
five regulations under Government Regulation in
Lieu of Law No. 1/2020, including POJK No. 11/
POJK.03/2020, which enabled banks to restructure
loans for customers affected by the pandemic so
that non-performing financing ratios could remain
manageable despite falling revenues and persistent
overhead costs(Diba et al., 2020). The crisis also
slowed production and consumption, making
prudent money management essential; low financial
literacy can lead to poor economic decisions and
potential financial failure (Reza Adiyanto & Setyo
Dwi Purnomo, 2021).

Prior to the pandemic, programs such as
the 2017 National Strategy for Financial Literacy
(Revisit SNLKI) sought to strengthen financial
capability, foster prudent attitudes and behavior,
and improve access to financial service (Suryani,
2022). This need is especially critical for millennials:
OJK data show financial literacy levels of only
32.1% among those aged 18-25 and 33.5% among
those aged 25-35, even though the 2019 National
Survey of Financial Literacy and Inclusion recorded
a rise in the national literacy index to 38% and the
inclusion index to 76.19%. Millennials about 24% of
Indonesia’s population or roughly 64 million people
remain financially vulnerable, saving on average
just 10.7% of income, with only 35.1% owning a
home and around 51.1% spending most earnings
on monthly needs (Suryani, 2022). While mobile
banking applications offer greater convenience,
many banking services still require physical
presence; however, the pandemic accelerated the
adoption of digital banking innovations(Susilawaty
& Nicola, 2020), underscoring the expanding role
of digital technology in daily life and the growing
opportunities for Indonesia’s digital economy as
internet connectivity and public behavior continue
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to evolve (Lubis & Siregar, 2021).

A cashless society reflects the shift from cash
to digital transactions, driving rapid growth of
secure, OJK-supervised digital banking services
(Selvia, 2022; Renaningtias et al., 2024)(Selvia,
2022)(Renaningtias et al., 2024). Banks both
conventional and Islamic capitalize on this trend
through mobile banking, which enables remote
smartphone-based transactions for increasingly
tech-savvy users (Mutiasari, 2020; Tartila, 2022;
Mann et al., 2018) (Mutiasari, 2020)(Tartila, 2022)
(Mann et al, 2018). Despite an 11.8% drop in
Indonesia’s digital banking transaction value in
April 2023 from March and a 20.1% decline from
April 2022, the figure has surged 158% compared
to April 2018, reflecting normal vyear-to-year
fluctuations as many users access only selected
features like ATMs or EDC machines(Yunita & Budi
Rofelawaty, 2018). In this context, financial literacy
is crucial for sound economic decisions(Nasir Tajul
Aripin et al,, 2022). Islamic banks in Central Java
respond by offering literacy programs and mobile
banking services for millennials, covering bill
payments (electricity, tuition, insurance, internet,
BP]JS), zakat and infaq donations, prepaid vouchers,
online shopping via virtual accounts, loyalty points,
expanded payment features, and QRIS-based
merchant payments. While mobile banking has
become essential, especially during the COVID-19
pandemic, its ease can foster anxiety when balances
run low, particularly among users accustomed to
impulsive spending and facing income reductions
amid the pandemic’s ongoing economic impact.

Mobile banking in Islamic banking serves
as a key channel for expanding the industry’s
popularity, particularly during the pandemic, and
differs fundamentally from conventional banking
by eliminating riba (usury) and applying a halal
profit-sharing concept that ensures no party is
disadvantaged. Consumers with stronger religious
commitment demonstrate a higher intention to
purchase and use halal-labeled products or services,
especially when guided by crucial product attributes
such as a trusted halal certification (Muttagien
et al, 2023)(Muttagien et al., 2023). According
to Salman (2023)(Salman, 2023), several factors
influence the adoption of technology in Islamic
mobile banking, including hedonic motivation,
facilitating conditions, habit, and personal
innovativeness. This study aims to explore the role
of Islamic bank customers in adopting behavioral
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intentions and actual usage of mobile banking
services through the UTAUT3 model (Maharani
& Meiranto, 2024), analyzing the impact of each
core UTAUT3 factor on mobile banking usage
in Islamic banks across Central Java. Facilitating
conditions have been shown to positively influence
behavioral intention when users have adequate
access to mobile payment systems(Gunasinghe et
al., 2020). In this research, facilitating conditions
are examined in terms of control over mobile
payment systems and the availability of resources
such as smartphones and internet connectivity;
individuals who already possess these facilities tend
to show stronger behavioral intentions(Samsiar
Ilmananda et al., 2022). Therefore, this study seeks
to re-examine the relationship by collecting data
from respondents of diverse backgrounds such as
employment status and age—supporting previous
findings on the significant effect of facilitating
conditions on behavioral intention in mobile
payment adoption(Gunasinghe et al., 2020).

Previous studies consistently demonstrate
that hedonic motivation exerts a positive influence
on behavioral intention, although the magnitude
of this effect varies across research. Paudel and
Acharya (2024)(Paudel & Acharya, 2024) report
a positive impact of 7.72%, noting that it is not
the strongest predictor of behavioral intention,
whereas Maharani and Meiranto (2024)(Maharani
& Meiranto, 2024) find hedonic motivation to
be the most influential variable with an effect
size of 14.5%. Similarly, Dyna et al. (2018)(Dyna
et al., 2018) and Putri and Suardhika (2020)
(Nuraini & Andriani, 2020) confirm its positive
relationship with behavioral intention. In addition
to hedonic motivation, habit has also been found to
significantly affect behavioral intention: both Dyna
et al. (2018)(Dyna et al,, 2018) and Paudel and
Acharya (2024)(Paudel & Acharya, 2024) reveal a
strong influence of habit, with Paudel and Acharya
reporting an effect of 58.5%. Habit further shows
a positive association with use behavior (Manaf &
Ariyanti, 2017; Putri & Suardhika, 2020) (Pertiwi
& Ariyanto, 2017)(Limilia & Pratamawaty, 2020).
Moreover, individuals with a high level of personal
innovativeness tend to exhibit stronger intentions
to adopt new technologies, driven by the belief that
innovation brings tangible benefits and enhances
daily efficiency(Nuraini & Andriani, 2020). In line
with this, Almaududi Ausat et al. (2021)(Almaududi
Ausat et al, 2021) emphasize that the higher a
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person’s personal innovativeness, the greater the
likelihood of their intention to adopt new products
or technologies. Consequently, it is crucial for
service or product providers to understand users’
innovative characteristics to design more effective
marketing strategies and create offerings that meet
the expectations of innovation-oriented consumers.
This view is reinforced by Salman (2023)(Salman,
2023), who finds that personal innovativeness has a
significant positive impact on behavioral intention.

Behavioral intention is assessed through
mobile banking application performance, user
enjoyment, and hedonic motivation (Rachmadi
& Dwi Herlambang, 2020)(Rachmadi & Dwi
Herlambang, 2020), while use behavior is
evaluated based on system convenience, facilitating
conditions, and habitual use of the application
as indicators of mobile banking usage behavior
(Rachmadi & Dwi Herlambang, 2020)(Rachmadi
& Dwi Herlambang, 2020). This study focuses
on millennials, the generation most familiar with
technology, particularly mobile banking through
smartphones and internet connectivity, where
financial literacy in Indonesia can also be reflected
by their behavioral intention and actual use of
mobile banking (Fatahudin, 2014). The UTAUT3
model, an extension of the technology adoption
framework, refines and expands the key factors
introduced in the original UTAUT (Venkatesh et
al., 2003) and UTAUT2 (Venkatesh et al., 2012).
Based on this background, the present research is
titled “Adoption of the UTAUT3 Model By Mobile
Banking Users Of Bank Syariah Indonesia.

LITERATURE REVIEW AND HYPOTHESIS
DEVELOPMENT

Legitimacy theory

Legitimacy, defined as the alignment between
a company’s value system and the broader social
value system(Hayati Harahap & Nahwa Zainab
Marpaung, 2023), becomes threatened when a
discrepancy creates a “legitimacy gap” (Ghozali
& Khairi, 2007). Dowling and Pfeffer (1975)
introduced legitimacy theory as a social contract
in which legitimacy acts as a vital resource for
organizational survival, requiring companies to
meet societal expectations to secure acceptance
and continued social support. As noted by Syafis
(2022) (Syafis, 2022), firms reinforce legitimacy
by aligning activities with prevailing norms and
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disclosing social responsibility initiatives such as
sustainability reporting. In this study’s context,
financial institutions particularly Islamic banks with
significant environmental and social influence—
must sustain legitimacy by adapting operations to
societal values, one key approach being the adoption
of digital financial technologies that embody
transparency, efficiency, and accountability. Guided
by the UTAUT 3 framework, customer adoption of
mobile or digital banking is shaped by performance
expectancy, effort expectancy, social influence,
facilitating conditions, hedonic motivation, price
value, habit, and personal innovativeness, reflecting
Islamic banks’ efforts to meet public expectations
for convenience, usability, and Sharia compliance
in digital services; thus, applying UTAUT 3 to
technology adoption in Islamic banking represents
a relevant strategy for maintaining legitimacy in the
digital transformation era.

Stakeholder Theory

Stakeholder theory highlights that companies
are accountable not only to shareholders but to
all parties affected by their activities (Freeman &
McVea, 2001). Firms must balance self-interest with
broader objectives, including meeting stakeholder
expectationsand maintainingconsistent profitability
(Permatasari et al., 2019; Fuadah & Hakimi, 2020)
(Permatasari et al., 2019)(Fuadah & Hakimi, 2020).
Profitability thus reflects success in addressing
stakeholder needs. By disclosing economic, social,
and environmental initiatives, companies shape
stakeholder perceptions(Suryani, 2022). In Islamic
banking, adopting digital services through the
UTAUT-3 framework—encompassing performance
expectancy, effort expectancy, social influence,
facilitating conditions, hedonic motivation, price
value, habit, and personal innovativeness—ensures
technology adoption aligns with customer and
regulator expectations. UTAUT-3 emphasizes
ease of use, perceived benefits, social support, and
infrastructure readiness, demonstrating that digital
transformation not only enhances service efficiency
but also reinforces Islamic banks’ commitment to

tulfilling stakeholder needs.

Digital Banking Services at Islamic Banks

Indonesia’s Financial Services Authority(Diba
et al, 2020) defines digital banking as banking
services via electronic or digital media that let
customers independently access information,
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register, open or close accounts, and perform
banking or non-banking transactions such as
investments, financial advice, or e-commerce. For
Muslims, this technology streamlines financial
management and aligns with the Quranic principle
in Al-Jatsiyah (45:13) that Allah has subjected the
heavens and earth for human benefit, legitimizing
the use of technology to ease daily affairs. Strong
digital banking infrastructure lowers Islamic
banks’ operating costs because transactions rely on
customers’ own devices and internet connections,
while users value convenience over incidental
costs. To stay competitive amid rapid technological
change, Islamic banks have introduced mobile
banking, internet banking, SMS banking, electronic
money, and QR-code cashless payments. Mobile
banking, especially during the pandemic, enhances
bank visibility and differs from conventional
services by avoiding riba (usury) and applying a
halal profit-sharing model. As noted by Muttaqgien
etal. (2023)(Muttagien et al., 2023), higher religious
commitment strengthens Muslims™ intention to
adopt halal-certified products and services, making
the halal label a critical trust signal.

Islamic Mobile Banking and Its Growth Among
Millennials in Central Java

Information technology has transformed
Islamic banking by enabling Sharia-compliant
mobile services that allow customers to securely
conduct transactions anytime without relying on
branch hours (Triyanti et al., 2021; Paper & Buse,
2007; Tartila, 2022)(Triyanti et al., 2021)(Tartila,
2022). Unlike conventional banks that operate on
interest (riba), prohibited in Islam (Al-Quran Al-
Baqarah: 275; Shahih Muslim no. 1598), Islamic
banks provide financial solutions aligned with
religious principles (Muhri et al., 2022). Mobile
banking applications enable wusers to check
balances, view transactions, transfer funds, pay
bills, and top up mobile credit, secured through
OTPs and PINs. In Central Java, the growth of PT
Bank Syariah Indonesia Tbk (BSI) resulting from
the merger of BRI Syariah, Bank Syariah Mandiri,
and BNI Syariah reflects increasing demand for
Sharia-compliant services supported by technology
and promotion programs(Maryamah et al,
2023). Digitally savvy millennials, with strong
purchasing power and preference for practical,
technology-driven lifestyles, drive Islamic banks
to enhance features such as interbank transfers,
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bill payments, e-money top-ups, and rewards
programs (Sijarul, 2021; Ningtyas, 2019; Amanda
& Hidayat, 2023). Facing competition from fintech
and internet service providers, Indonesian banks
adopt advanced technologies like containerization,
software-defined networking, and network
function virtualization to reduce costs, strengthen
digital infrastructure, and position millennials as
key catalysts for next-generation Islamic mobile
banking innovation(Amanda & Hidayat, 2023).

Development and Expansion of Information
Technology Acceptance Models

Since the 1990s, research on information
technology adoption has expanded, applying
behavioral theories such as TRA, TPB, Task-
Technology Fit, TAM, and UTAUT to understand
user adoption(Nasir, 2013). TAM (Davis, 1989)
emphasizes perceived usefulness and ease of use as
determinants of attitudes, intentions, and system
use, later extended into TAM2 and TAM3 to include
social influence and cognitive processes (Venkatesh
& Davis, 2000; Alomary & Woollard, 2015; Kamat
etal,, 2019)(Kamat et al.,2019). UTAUT (Venkatesh
et al, 2003) integrates prior models through
performance expectancy, effort expectancy, social
influence, and facilitating conditions, moderated
by demographics and experience (Mahendra &
Affandy, 2013). UTAUT?2 adds hedonic motivation,
price value, and habit to better predict adoption
across contexts, though it has limitations in
addressing individual responsibility, spirituality,
and organizational culture (Venkatesh et al., 2012;
Pertiwi & Ariyanto, 2017)(Pertiwi & Ariyanto,
2017). UTAUT3 further incorporates personal
innovativeness as a key determinant of intention
and usage, offering insights into users’ willingness
to adopt emerging technologies (Farooq, 2017;
Maharani & Meiranto, 2024)(Farooq et al., 2017)
(Maharani & Meiranto, 2024). Together, these
models provide a concise framework to understand
and predict technology adoption in areas such as
digital banking and organizational systems.

Key Constructs of UTAUT3

UTAUT3 identifies eight main constructs
influencing behavioral intention and use behavior:
performance expectancy, effort expectancy,
social influence, facilitating conditions, hedonic
motivation, price value, habit, and personal
innovativeness (Farooq et al., 2017). Performance
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expectancy reflects the belief that using a system
improves job performance, while effort expectancy
captures perceived ease of use. Social influence
measures the perceived pressure from important
others to adopt the system, and facilitating
conditions represent the belief that organizational
and technical support is adequate. Hedonic
motivation refers to the enjoyment gained from
using technology, and price value assesses the
cost-benefit trade-off. Habit indicates automatic
behaviors formed through repeated use, and
personal innovativeness reflects a user’s willingness
to experiment with new technologies. Behavioral
intention reflects the willingness to engage with the
system, and use behavior represents actual usage
frequency and intensity. Together, these constructs
provide a concise framework to explain and predict
technology adoption, including applications like
mobile banking.

HYPOTHESIS DEVELOPMENT

Performance expectancy influences behavioral
intentions.

Performance expectancy refers to an
individual's belief that wusing a technology
will enhance their job performance. When an
information system facilitates improved work
efficiency, it indicates a positive impact on its usage
(Venkatesh, 2003). Individuals who perceive that
a system simplifies their tasks are more likely to
intend to use it continuously. This is supported
by previous studies showing that performance
expectancy positively influences system usage
intentions (Venkatesh & Davis, 2000; Venkatesh et
al., 2012; Slade et al., 2015; Ramdhani et al., 2017).
In the context of this study, performance expectancy
implies that users anticipate mobile banking syariah
to be beneficial by providing convenience and
ease in transactions and payments. Based on this
rationale, the first hypothesis is proposed as follow:
H1: Performance expectancy has a influence on
behavioral intentions.

behavioral

Effort Expectancy influences

intentions.

Effort expectancy refers to the degree of ease
with which users can utilize an information system
(Taylor & Todd, 1995). A higher level of perceived
ease of useleads individuals to recognize the benefits
of the system, resulting in greater comfort during its
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use (Venkatesh & Davis, 2000). Studies have shown
that effort expectancy positively influences the
intention to use mobile shopping applications (Tak
& Panwar, 2016), as well as mHealth technology
and online ride-hailing applications (Hoque &
Sorwar, 2017; Mulyani, 2018). In this study, effort
expectancy implies that users anticipate Islamic
mobile banking to be beneficial, as it reduces the
effort, time, and energy required compared to using
cash or conventional payment methods. Based on
this rationale, Hypothesis 2 is proposed:

H2: Effort Expectancy has a influence on behavioral
intentions.

Social influence influences behavioral intentions.

Social factors refer to an individual’s level of
trust in others who encourage them to adopt a new
system (Venkatesh et al., 2003). When faced with
novel technologies, individuals tend to seek support
from others. Social influence has been identified asa
significant factor affecting an individual’s behavioral
intention to use new information systems (Taylor
& Todd, 1995). Empirical studies by Wulandari &
Yadnyana (2016), Tak & Panwar (2016), Gupta et al.
(2018), and Mulyani (2018) demonstrate a positive
effect of social factors on system usage intention.
This implies that the natural environment, social
environment, and prevailing societal values and
mindsets can shape the ultimate objectives achieved
by the system. Therefore, Hypothesis 3 is proposed
as follows:

H3: Social influence has a influence on behavioral
intentions.

Facilitating conditions influence behavioral
intentions.

Facilitating conditions refer to the extent to
which an individual believes that organizational
infrastructure supports the use of technology,
allowing them to use it comfortably and easily
(Diana, 2018). Gupta et al. (2018) note that
facilitating conditions reflect the influence of
necessary resources, such as internet access,
smartphone memory, hardware, and crucially,
knowledge, in enhancing technology usage
intention. Venkatesh et al. (2012) concluded
that facilitating conditions significantly affect
technology adoption intention. This is supported by
Waulandari & Yadnyana (2016) regarding e-Filing,
Khan et al. (2017) for online banking, and Kranthi
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& Ahmed (2018) for smartwatch usage. Therefore,
Hypothesis 4 is proposed as follows:

H4: Facilitating conditions has a influence
behavioral intention.

Hedonic motivation influences behavioral
intentions

Hedonic motivation is defined as the pleasure
or enjoyment derived from using technology and
has been shown to play a critical role in technology
acceptance and usage (Brown & Venkatesh,
2005). Studies in information systems, such as
Heijden (2004), found that hedonic motivation,
conceptualized as perceived enjoyment, directly
influences technology adoption. This finding is
consistent with El-Masri & Tarhini (2017), Auliya
(2018), and Sutanto et al. (2018). In this study,
hedonic motivation implies that users of Sharia
mobile banking benefit from not needing exact
cash for transactions, avoiding errors in calculating
change, and enhancing convenience. Thus, hedonic
motivation can influence users’ intention to adopt
Sharia mobile banking.

H5: Hedonic motivation has a affects behavioral
intention.

Price value influences behavioral intentions

Price value stems from perceived value and
is often considered an important predictor of
purchase behavior that can affect a company’s
competitive advantage. Traditionally, price value is
defined as the trade-off between perceived benefits
and costs (Ramdhani et al., 2017). When perceived
benefits outweigh costs, consumers are willing to
adopt certain technologies (Venkatesh et al., 2012).
Studies by Jung et al. (2016) and Mani & Chouk
(2017) found that price value positively affects
smartwatch system adoption. In this context, price
value implies that Sharia mobile banking offers
benefits over cash or non-cash payments, such as
discounts and cashback. Based on these theories
and prior studies, Hypothesis 6 is proposed:

H6: Price value has a affects behavioral intention.

Habits influence behavioral intentions.

Habit refers to the extent to which consumers
tend to use technology or automated products
through learning. It encompasses past behavior,
reflexive behavior, and individual experience
(Ramdhani et al., 2017). Venkatesh et al. (2012)
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demonstrated that consumer habits significantly
influence personal technology usage intention in
diverse and changing environments. This finding
aligns with Ain et al. (2016), Tak & Panwar (2016),
Pertiwi & Ariyanto (2017), and Gupta et al. (2018).
Based on this, the following hypothesis is proposed:
H7: Habit has a affects behavioral intention.

Personal innovativeness influences behavioral
intentions.

Personal innovativeness refers to an
individual’s ability and willingness, which are crucial
for adopting and using new technology. These
variables interact and can serve as a foundation for
developing more accurate and effective models for
predicting technology acceptance and utilization
(Kurniawan et al., 2025). Wardana L.K. (2023)
found that personal innovativeness influences
the intention to use digital banking at Bank Raya
Indonesia. In this study, personal innovativeness
implies that Sharia mobile banking users benefit
compared to non-cash or conventional payment
methods, such as receiving discounts or cashback.
Based on theory and previous research on the
effect of personal innovativeness on information
system usage intention, the following hypothesis is
proposed:

HS8: Personal innovativeness has a affects behavioral
intention.

Facilitating conditions influence usage behavior.

Facilitating conditions directly influence
technology usage by acting as a behavioral control
and a direct influence on actual behavior (Sutanto
et al,, 2018). According to Venkatesh et al. (2003),
facilitating conditions refer to the extent to which
an individual believes that organizational and
technical infrastructure supports system usage.
Venkatesh et al. (2012) concluded that facilitating
conditions positively affect information system
usage, though not always significantly. This finding
aligns with Sutanto et al. (2018) and Auliya (2018).
HO9: Facilitating conditions has a affect use behavior.

Habits have a significant influence on usage
behavior.

Habit refers to the extent to which consumers
tend to use technology or automated products
through learning, encompassing past behavior,
reflexive behavior, and individual experience
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(Ramdhani et al., 2017). Venkatesh et al. (2012)
showed that consumer habits significantly influence
personal technology usage in diverse and changing
environments. This result is consistent with Ain et
al. (2016), Tak & Panwar (2016), Pertiwi & Ariyanto
(2017), and Gupta et al. (2017).

H10: Habit has a affects use behavior.
influences

Personal innovativeness

behavior.

usage

Personal innovativeness, as an individuals
ability and interest in adopting new technology, is
essential for technology usage and adoption. These
factors can provide a foundation for developing
more precise predictive models for technology
acceptance (Kurniawan et al., 2025). Wardana
L.K. (2023) found that personal innovativeness
influences the actual usage behavior of digital
banking at Bank Raya Indonesia. In this study,
personal innovativeness implies that Sharia mobile
banking provides more benefits than non-cash or
conventional payment methods.

H11: Personal innovativeness has a affects use
behavior.

Behavioral intention influences use behavior.

The Theory of Reasoned Action (TRA) states
that an individual’s intention to perform or refrain
from a behavior is the direct determinant of that
behavior. Individuals will perform a behavior only
if they have the intention (behavioral intention)
to do so (Sutanto et al., 2018). Davis (1989) posits
that perceived benefits increase users’ intention to
use information systems. Empirical studies, such
as Khan et al. (2017) on online banking, Hoque &
Sorwar (2017) on mHealth, and Auliya (2018) on
e-tickets, show that behavioral intention positively
influences actual usage behavior.

H12: Behavioral intention has a affects use behavior.

RESEARCH METHODS

This study employs a quantitative research
method, which is based on the philosophy
of positivism and is used to examine specific
populations or samples. Data collection is
conducted using research instruments, and analysis
is quantitative or statistical, aimed at testing
predetermined hypotheses (Sugiyono, 2013). The
study analyzes the UTAUT3 model in the context
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of mobile banking usage among Bank Syariah
Indonesia customers, specifically millennials
residing in Semarang, Pekalongan, and Solo, Central
Java. The population consists of all Bank Syariah
Indonesia customers in these cities, who share
common goals in using mobile banking services.
The sample is drawn purposively, using a saturated
sampling method where all population members
are included, in line with recommendations for item
response theory requiring at least 200 respondents
(Crocker & Algina, 1986; Wright & Stone, 2004).
Data collection is conducted through a structured
questionnaire distributed via Google Forms, with
questions measured on a five-point Likert scale
ranging from 1 (strongly disagree/very rarely) to
5 (strongly agree/very often), designed to capture
respondents’ attitudes, opinions, and perceptions
regarding the studied variables (Sugiyono, 2013;
2015).

Operational definitions specify concepts or
variables in measurable terms by examining their
dimensions or indicators (Noor, 2012:97). This
study, titled “Adoption of the UTAUT3 Model
among Bank Syariah Indonesia Mobile Banking
Users Post-COVID-19, examines ten variables,
each measured using Likert scales with specific
indicators. Performance Expectancy (X1) includes
perceived usefulness, job fit, and relative advantage
(Venkatesh et al,, 2003). Effort Expectancy (X2)
encompasses perceived ease of use and complexity
(Venkatesh et al., 2003; Venkatesh et al., 2012).
Social Influence (X3) covers subjective norms and
social factors (Venkatesh et al., 2003; Venkatesh
et al., 2012). Facilitating Conditions (X4) include
perceived behavioral control, facilitating conditions,
and compatibility (Venkatesh et al., 2003; Venkatesh
et al., 2012). Hedonic Motivation (X5) is measured
by fun and enjoyment (Venkatesh et al., 2003;
Venkatesh et al., 2012). Price Value (X6) includes
perceived value and service quality (Venkatesh
et al., 2003; Venkatesh et al., 2012). Habit (X7) is
assessed through habit and dependency (Venkatesh
et al., 2012). Personal Innovativeness (X8) includes
interest in and willingness to use new technology
(Hurt et al,, 1977; Agarwal & Prasad, 1998, in
Zhou & Feng, 2017). Behavioral Intention (Y1)
measures intentions to reuse, consistently use, and
plan frequent use of the system (Venkatesh et al.,
2003; Venkatesh et al., 2012). Use Behavior (Y2) is
assessed through usage frequency (Venkatesh et al.,
2012) (Sugiyono, 2015).
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Data quality testing is essential in qualitative
research using primary data to ensure that the
questionnaire is valid and reliable as a data
collection instrument. This involves validity testing,
which assesses whether each questionnaire item is
appropriate using the Pearson Product-Moment
correlation, where an item is considered valid if the
correlation coeflicient exceeds the critical value or
if the significance is below 0.10 (Ghozali & Latan,
2015), and reliability testing, which evaluates the
consistency and accuracy of the instrument using
Cronbach’s alpha, with values above 0.7 indicating
high reliability (Sambas & Maman, 2017). Data
analysis in this study was conducted using SmartPLS
SEM (Partial Least Squares - Structural Equation
Modeling), which allows simultaneous evaluation
of relationships among variables through outer
(measurement) and inner (structural) models
(Ghozali, 2016). The outer model was assessed
for convergent validity (standardized loading
factors > 0.7), discriminant validity (cross-loadings
indicating constructs are distinct), composite
reliability (> 0.7 for internal consistency and
Cronbach’ alpha), and Average Variance Extracted
(AVE 2 0.5) (Wong in Furadantin, 2018). The inner
model was evaluated through R-square values
for dependent constructs, with criteria of 0.51-
0.99 (strong), 0.26-0.50 (moderate), and < 0.25
(weak) (Chin, 1998 in Kurniati, 2020), as well as
t-statistics from path coeflicients to test hypotheses
using bootstrapping, which does not require
normal distribution assumptions or large samples
(minimum 30). Hypotheses were accepted if
t-statistics > 1.96 or p < 0.05, indicating significant
relationships between constructs.

RESULTS AND DISCUSSION

Overview of Indonesian Sharia Banks as Research
Objects

The development of Islamic financial
institutions in Indonesia has evolved over several
decades, beginning with the recognition of Islamic
banking under Law No. 7 of 1992, which allowed
profit-sharing banking activities. While banking
deregulation in 1983 created opportunities, growth
was initially hindered by restrictions on branch
openings. Subsequent regulations, including Pakto
1988, Law No. 7 of 1992, Bank Indonesia regulations
(PBI No. 6/24/2004 and No. 6/17/2004), and Law

No. 21 of 2008, established a solid legal foundation
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for the industry (Yudhira, 2023). In line with this
development, the merger of three state-owned
Islamic banks PT Bank BRI Syariah, PT Bank
Syariah Mandiri, and PT BNI Syariah formed Bank
Syariah Indonesia (BSI), officially operational on
February 1, 2021, after licenses were issued by the
Financial Services Authority on January 27, 2021
(Dianita, 2021). The merger aimed to strengthen
Islamic banking, improve operational efficiency,
expand market reach, and support national
economic growth (Republika, 2020). By December
2020, BSI’s assets reached IDR 239.56 trillion,
ranking it seventh among Indonesian banks, with
February 2021 financial statements showing assets
and liabilities/equity of IDR 236.11 trillion and net
income of IDR 479.56 billion, confirming sufficient
capital to operate as a major Islamic bank and
broaden its market presence. As one of Indonesia’s
top ten banks, BSI offers diverse Sharia-compliant
products, enhancing convenience and benefits for
customers (Dianita, 2021).

Data Collection Results

Table 1. Questionnaire Summary

No Description Total Percentage (%)
1. Questionnaires 315 100%
distributed
2. Questionnaires that do 15 4.8%
not meet the criteria
3.  Questionnaires that can 300 95%

be processed

Source: Processed primary data, 2025

Based on table 5, it can be concluded that
all the questionnaires distributed to Bank Syariah
Indonesia customers who use mobile banking can
be processed as many as 300 questionnaires.

Descriptive Statistics
Respondent Characteristics

Table 2. Respondent Characteristics
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Table 1. (continued)

Characteristic Category  Frequency Perc(c;zl)tage
36 5 1.6
37 7 2
38 3 1
39 6 2
40 11 3.6
41 5 1.6
42 3 1
43 5 1.6
44 3 1
Residence Semarang 102 34
Solo 100 33.3
Pekalongan 98 32.6
Gender Male 145 48
Female 155 52
e Vs <1 Year 55 18
1-2 Years 117 39
3-4 Years 84 28
>5 Years 44 15

Source: Processed primary data, 2025

The table shows that most active BSI mobile
banking users are millennials aged 29-30 years,
representing 23% each. Regarding residence,
users are fairly evenly distributed across Semarang
(34%), Solo (33.3%), and Pekalongan (32.6%).
Gender distribution indicates slightly more female
users (52%) than male users (48%). In terms of
mobile banking experience, the majority have been
using the service for 1-2 years (39%), followed by
3-4 years (28%), less than 1 year (18%), and more
than 5 years (15%). These findings suggest that the
primary user base consists of young adults with
moderate experience in mobile banking, slightly
skewed towards female users, and geographically
concentrated in central Java cities.

Respondent’s Answer Description

The respondents’ answers were collected
through questionnaires distributed to Bank Syariah
Indonesia (BSI) mobile banking users in Central
Java, particularlyin Semarang, Solo,and Pekalongan.
Respondents rated their agreement on a five-point
scale ranging from Strongly Agree to Strongly
Disagree. Based on the analysis, the results indicate
that respondents perceive the mobile banking
service positively across multiple dimensions. In
terms of Performance Expectancy, the highest-rated
item was “Using BSI mobile banking provides faster

Characteristic Category  Frequency Perc(;?)tage
Age (Millennials) 29 70 23
30 70 23
31 23 7.6
32 27 9
33 28 9
34 12 4
35 22 7
Adoption of...
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and more flexible transaction access,” indicating that
users recognize the efficiency and convenience of
the application. For Effort Expectancy, respondents
reported minimal difficulty in using the features,
reflecting ease of use. Social Influence showed that
respondents are influenced by recommendations
from important people around them. Regarding
Facilitating  Conditions, the application is
considered compatible with users’ devices, while
Hedonic Motivation results suggest that users feel
safe and secure conducting transactions. The Price
Value dimension highlighted that users perceive the
service as providing fast and accurate transactions,
and Habit revealed that many respondents
routinely rely on BSI mobile banking for their
financial activities. Personal Innovativeness showed
that users are attracted to the platform due to its
transactional ease, enhancing engagement and
willingness to explore the features.

Additionally, the
dimension demonstrated that respondents are
motivated to consistently use mobile bankingin their
daily transactions, while Use Behavior confirmed
that users actively utilize the application for routine
financial operations. Overall, the descriptive results
indicate strong positive perceptions, high usability,

Behavioral Intention

and frequent engagement with BSI mobile banking.
Respondents demonstrate not only confidence
in the systems performance and ease of use but
also security, convenience, and habitual reliance,
reflecting a well-established user base with both
practical and hedonic motivations to continue using
the service in everyday financial management.

JURNAL Riset Akuntansi dan Keuangan Indonesia

PLS-SEM Result

Figure 1. Test Results of 300 Respondents

Outer Model Evaluation
Financial Report Quality (Y)
Convergent Validity

The value of convergent validity measurement
can be seen through the correlation between the
construct score (loading factor) and the indicator
score, with results above 0.70 as the criterion
for valid loading factors, and a p-value <0.05 is
considered significant (Nuryanti, 2020). This study
set a validation level of 0.70 to ensure the validity of
the questionnaire instrument. The following are the
results of the outer loading of each exogenous and
endogenous variable indicator obtained through
the SmartPLS program in a table presentation.

Table 3 Outer Loading
X1.PE X2.EE X3.SI X4.FC 1)1(15\/[ X6.PV X7.H X8.PI BI UB Keterangan
X1.1 0.774 Valid
X1.2 0.786 Valid
X1.3 0.824 Valid
X1.4 0.848 Valid
X1.5 0.831 Valid
X1.6  0.803 Valid
X2.1 0.812 Valid
X2.2 0.832 Valid
X2.3 0.855 Valid
X2.4 0.845 Valid
X2.5 0.841 Valid
X2.6 0.816 Valid
X3.1 0.833 Valid
X3.2 0.860 Valid
X3.3 0.859 Valid
X34 0.806 Valid
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Table 2. (continued)
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X1.PE X2.EE X3.SI X4.FC EISVI X6.PV X7.H X8.PI BI UB Keterangan
X4.1 0.830 Valid
X4.2 0.841 Valid
X4.3 0.856 Valid
X4.4 0.874 Valid
X4.5 0.865 Valid
X4.6 0.801 Valid
X5.1 0.823 Valid
X5.2 0.836 Valid
X5.3 0.868 Valid
X5.4 0.838 Valid
X6.1 0.840 Valid
X6.2 0.873 Valid
X6.3 0.859 Valid
X6.4 0.830 Valid
X7.1 0.849 Valid
X7.2 0.863 Valid
X7.3 0.869 Valid
X7.4 0.819 Valid
X8.1 0.828 Valid
X8.2 0.859 Valid
X8.3 0.883 Valid
X8.4 0.795 Valid
Y1.1 0.793 Valid
Y1.2 0.841 Valid
Y13 0.824 Valid
Y1.4 0.739 Valid
Y15 0.797 Valid
Y1.6 0.754 Valid
Y2.1 0.914 Valid
Y2.2 0.902 Valid
Source: Processed primary data, 2025
Based on the outer loading results, all Table 4. (continued)
indicators for each construct yielded values above Average variance extracted  Description
0.7, meeting the requirements for convergent (AVE) -
validity and thus considered valid. This indicates X2.EE 0695 Valid
T . . X3. 81 0.705 Valid
that each indicator consistently represents its .
. .1 X4.FC 0.713 Valid
respective construct. Convergent validity can also _
. . X5.HM 0.708 Valid
be assessed using the Average Variance Extracted ,
. X6. PV 0.724 Valid
(AVE), with a recommended threshold of 0.50. ,
X7.H 0.723 Valid
The AVE test results confirmed that all constructs X8, P 0.709 valid

meet this criterion, demonstrating that each latent
variable adequately explains the variance of its
indicators, and therefore, the research instrument
is valid for further analysis :

Table 4. Average Variance Extracted (AVE)

Source: Processed primary data, 2025

From Table 3 above, it can be seen that the
AVE values for each variable are greater than
0.5, indicating that all latent variables meet the
requirements for convergent validity. This means
that the latent variables adequately represent the
indicators within their respective blocks to achieve
the required convergent validity, as reflected by
AVE values exceeding 0.5.

Average variance extracted Description
(AVE)
BI 0.627 Valid
UB 0.824 Valid
X1.PE 0.659 Valid
Adoption of...
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Discriminant Validity Based on the presentation in Table 5, it can be

Based on the cross-loading analysis, each indicator concluded that the Cronbach’s alpha values for
demonstrates a higher loading on its respective  all constructs performance expectancy, effort
construct compared to other constructs, indicating ~ eXpectancy, social influence, facilitating condition,
that the indicators are distinct and measure what they ~ hedonic motivation, price value, habit, personal
are intended to measure. This pattern confirms that ~ innovativeness, behavioral intention, and use
the measurement items exhibit discriminant validity, behavior exceed 0.6, indicating acceptable internal
ensuring that the constructs in this study are empirically ~ consistency and reliability.
distinguishable from one another. Overall, the results ~ Inner Model Evaluation
show that the instruments used are appropriate and ~ R-Square
reliable for capturing the intended variables, supporting

the validity of the research model. Table 7. R-Square
Variable R-square Criteria
Reliability Test BI 0.954 Strong
. T B .82
Composite reliability U 0.823 Strong

Source: Processed primary data, 2025

Table 5. Composite Reliability

Based on Table 6, the Behavior Intention

Construct Composite reliability B Y
B 0.887 variable has a value of 0.954, indicating a “strong
UB 0.789 ability to explain 95% of the variance in Behavior
PE 0.898 Intention, with the remaining 5% influenced by
EE 0.913 other factors. Similarly, the Use Behavior variable
SI 0.862 has a value of 0.823, also categorized as “strong,’
FC 0.920 explaining 82% of the variance, while the remaining
HM 0.863 18% is affected by other factors.
PV 0.873
H 0.873 Hypothesis Testing:
PI 0.866
Source: Processed primary data, 2025 Table 8. Bootstrapping
Original Sample Standard T statistics P
. . . sample mean deviation (Jos
Based on the presentation in Table 4, it can (0) (M) (STDEV) STDEV)) values
be concluded that the composite reliability for each x7pg >
e e ; 0.187 0.183 0.053 3.535 0.000
construct exceeds 0.60, indicating that respondents = YL.BI
answered consistently and that all constructs X?{'fif 0318 0318  0.080 4.002 0.000
demonstrate good reliability. X3.51 -5
¥ 0.053 0.052 0.052 1.016 0.309
Y1.BI
)
Cronbach’s alpha X;*{'f(él' 70122 0118 0.042 2889  0.004
X5.HM
Tabel 6. Cronsbach’s Alpha > Y1BI 0.007 0.012 0.032 0.221 0.825
Construct Cronbach’s alpha 5%11)\1;1 0202 0205  0.063 3211 0.001
BI 0.881 . :
UB 0.787 X;iHB_I> 0104 0100  0.044 2362 0.018
PE 0.896 -
Xg‘lpéf 0.020 0.025 0.037 0.535 0.592
EE 0.912 :
X4.FC ->
SI 0.861 Y2.UB 0.228 0.222 0.074 3.073 0.002
FC 0.919 X7.H ->
) 0.296 0.298 0.072 4.119 0.000
HM 0.863 Y2.UB
X8.PI ->
PV 0.873
Y2.UB 0.155 0.159 0.067 2.321 0.020
H 0.872
Y1.BI ->
PI 0.862. Y2.UB 0.263 0.262 0.083 3.149 0.002
Source: Processed primary data, 2025 Source: Processed primary data, 2025

302 Widyadana et al.



| JURNAL Riset Akuntansi dan Keuangan Indonesia

The hypothesis testing results indicate that
Performance Expectancy, Effort Expectancy,
Facilitating Conditions, Price Value, Habit, and
Behavioral Intention have significant positive
effects on either Behavioral Intention or Use
Behavior of Bank Syariah Indonesia (BSI) mobile
banking users, as evidenced by T-statistics greater
than 1.96 and P-values below 0.05. Specifically,
Performance Expectancy and Effort Expectancy
positively  influence  Behavioral Intention,
suggesting that users’ perception of efficiency and
ease of use drives their intention to engage with the
application. Facilitating Conditions significantly
affect both Behavioral Intention and Use Behavior,
indicating that system compatibility and supportive
infrastructure encourage adoption and routine
usage. Price Value positively impacts Behavioral
Intention, reﬂecting that users perceive the service
as providing accurate and efficient transactional
value. Habit also shows a significant influence
on both Behavioral Intention and Use Behavior,
demonstrating that repeated reliance reinforces both
intention and actual usage. Additionally, Behavioral
Intention significantly predicts Use Behavior, while
Personal Innovativeness significantly affects Use
Behavior but not Behavioral Intention. Conversely,
Social Influence and Hedonic Motivation do not
exhibit significant effects on Behavioral Intention,
implying that peer influence and enjoyment factors
are less critical in shaping users’ intention to use BSI
mobile banking. Overall, these findings highlight
that practical perceptions, habitual usage, and
system facilitation play dominant roles in driving
both the intention and actual usage of mobile
banking services among respondents.

DISCUSSION

The Influence of Performance Expectancy
on Behavioral Intention in the Use of Mobile
Banking at Bank Syariah Indonesia.

The research results indicate that Performance
Expectancy significantly influences Behavioral
Intention, meaning that higher Performance
Expectancy enhances users’ intention to use Bank
Syariah Indonesia’s mobile banking. This effect is
particularly strong among millennial customers,
whose high interest in mobile banking increases
their ability to complete transactions efficiently.
These findings align with the research of Alfattaah
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et al, (2024) which explains that Performance
Expectancy has a positive effect on Behavioral
Intention. Quoting from Merhi et al, (2019)
Performance Expectancy appears to be a strong
predictor of behavioral intention to use mobile
banking applications in Lebanon. Research by
Hariyanti et al. (2020) with similar results shows
that performance expectancy has a significant effect
on the interest in using Bank Jatim mobile banking
in Pasuruan. Alalwan et al. (2017) also described
that customer interest in adopting mobile banking
services at banks in Jordan was significantly and
positively influenced by performance expectations.
This research finding is also supported by Heryanto
& Tjokrosaputro (2021), who explained that
performance expectations have a positive and
beneficial effect on behavioral intentions to use
mobile banking.

The Effect of Effort Expectancy on Behavioral
Intention in Using Bank Syariah Indonesia
Mobile Banking

The research results ACCEPTED  that
Effort Expectancy significantly affects Behavioral
Intention. This indicates that higher Effort
Expectancy enhances users’ intention to use Bank
Syariah Indonesia mobile banking. Millennial
consumers are particularly attracted to the service
due to its ease of use, clear guidance, and easy access
to desired features, which efficiently support their
tasks through technology. This finding aligns with
research by Alfattaah et al., (2024) which explains
that Effort Expectancy has a positive effect on
behavioral intention. Gupta et al. (2019) with their
research explains that effort expectancy is agreed
to have a significant impact on interest in adopting
bank payment services in India. Research by
Herlambang and Dewanti (2018) shows that effort
expectancy influences interest in using BRI mobile
banking according to the amount of user effort.
Anjani (2022) showed that the test results showed
that the effort expectation variable significantly and
positively influenced the Behavioral Intention to
use BRI mobile banking. Quoting from Heryanto &
Tjokrosaputro (2021), behavioral intention towards
using mobile banking was positively influenced by
effort anticipation. According to research (Putri &
Jumhur, 2019), behavioral intention on the Blibli.
com application was significantly influenced by
effort expectancy.

Adoption of...
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The Effect of Social Influence on Behavioral
Intention in Using Bank Syariah Indonesia
Mobile Banking

The research results REJECTED that Social
Influence significantly affects Behavioral Intention.
This implies that social influence does not play
a significant role in shaping millennial users’
intention to use Bank Syariah Indonesia mobile
banking, as they tend to use the service based on
personal needs rather than the behavior of others.
This finding is consistent with Azizah (2025)
research, which showed that hedonistic motivation
does not significantly influence Mobile Banking
usage. This means that the use of this service is not
based on pleasure or emotional satisfaction, but
rather on rationality and necessity. Nabila (2024)
research also shows that social influence is not a
factor triggering behavioral interest or behavioral
intention. According to Bajunaied et al. (2023),
in their research, there is no significant influence
between social influence and behavioral intention
towards FinTech services. Chaidir (2021) research
also revealed in his research that the hypothesis
does not significantly influence social influence
on behavioral intention. The results of this study
indicate that hedonistic motivation does not
influence usage intention because most people
intend to use technology out of necessity and many
supporting factors.

The Effect of Facilitating Conditions on
Behavioral Intention in Using Bank Syariah
Indonesia Mobile Banking

ACCEPTED  that
Facilitating ~ Conditions  significantly  affect
Behavioral Intention. This means that better

The research results

facilitating conditions increase users intention
to use Bank Syariah Indonesia mobile banking.
Millennial users, who are generally active in using
technology, are influenced by adequate facilities,
sufficient knowledge, and compatibility with their
devices. This finding is in line with Ningsih (2023)
research, which explains that her research related
to (Facilitating Conditions) significantly influences
behavioral intention (Behavior Intention). These
findings indicate that customers perceive positively
related to ease of access and efficiency of mobile
banking services. The results of this study are also
in line with research by Al-Okaily et al. (2022) on
the likelihood of an event and how concerned an
individual is with the consequences or impacts of
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the event. Facilitating conditions are defined as a
person’s subjective assessment of the likelihood of
an event and how concerned an individual is with
the consequences or impacts of the event. Similarly,
Ferghyna and Herlambang (2020) showed that
facilitating conditions have an influence on the
behavior of using BNI Mobile Banking in banking
transactions by customers. Rachmawati et al. (2020)
demonstrated that facilitating conditions impact
mobile banking usage behavior in Malang City.
Anjani (2022) revealed that facilitating conditions
can positively and significantly influence BRI
mobile banking usage behavior.

The Effect of Hedonic Motivation on Behavioral
Intention in Using Bank Syariah Indonesia
Mobile Banking

The research results REJECTED that Hedonic
Motivation  significantly  affects  Behavioral
Intention. This indicates that the enjoyment or
pleasure derived from using mobile banking
does not significantly influence millennial users’
intention to use Bank Syariah Indonesia service.
Users consider other factors, such as Behavioral
Intention and Facilitating Conditions, more than
hedonic enjoyment for subsequent use. This is
supported by the questionnaire, where the lowest
mean score was for the statement “Using Bank
Syariah Indonesia mobile banking is very enjoyable
for me,” suggesting that enjoyment alone does
not drive continued use. . This finding is in line
with Mandatra (2019) that customers hedonic
motivation in using Bank Mandiri M-banking still
does not provide a sense of enjoyment and can
provide entertainment for customers. Mustofa’s
research (2018) also shows that hedonic motivation
has an insignificant effect and a negative perceived
risk on behavioral intention. The results of this study
are inconsistent with the basic concept underlying
the user acceptance model in UTAUT-3 developed
by Farooq et al., (2017), where individual reactions
to using information technology have both direct
and indirect influences on actual use of information
technology. This indirect influence is mediated
by customer interest in using mobile banking at
Indonesian Islamic banks. Recent research and
results from this study indicate that hedonic
motivation does not influence usage intentions, and
that a person’s usage intentions can be influenced
by many other factors.
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Effect of Price Value on Behavioral Intention in
Using Bank Syariah Indonesia Mobile Banking

The results indicate that Value
significantly affects Behavioral Intention, meaning
that the perceived value of using Bank Syariah
Indonesia mobile banking strongly influences
customers’ intention to use the service. This effect
is particularly evident among millennial users
who value efficiency and perceive the benefits and
services received as commensurate with the cost.
These findings align with Ningsih (2023) research
that Price Value influences Behavioral Intention.
Price Value is one of the important elements that
determine Behavioral Intention. These findings
indicate that customers perceive positively related
to cost efficiency and service value of using mobile
banking, because customers perceive equivalent
benefits and value obtained in using the Bank
Syariah Indonesia mobile banking application.
These results are also in line with research by Daulay
(2024), which shows that price value is proven
to significantly increase behavioral intention in
mobile banking users because customers believe
that the benefits they receive, such as convenience
and easy accessibility, outweigh the costs they pay.
This research is also supported by research by Irfan
(2020) and Hasibuan (2021), which found different
results where price value has a significant positive
effect on the intention to use new technology,
which in turn influences price value on behavioral
intention. The results of this study are in line with
what was stated by Venkatesh et al. (2012) that
effort expectancy has a positive effect on behavioral
intention. Thus, our findings can provide new
practical insights in understanding the relationship
between effort expectancy, facilitating conditions,
price value, and behavioral intention.

Price

Effect of Habit on Behavioral Intention in Using
Bank Syariah Indonesia Mobile Banking

The study shows that Habit significantly
influences Behavioral Intention, indicating that
millennial users’ intention to use mobile banking
is shaped by their habitual use of technology and
trust in the service. This finding is consistent with
Daulay’s (2024) research, which states that habits
influence behavioral intentions in mobile banking
users, where users can easily conduct financial
transactions anytime and anywhere using their
mobile devices, without having to go to a bank or
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ATM. This is also supported by research by Merhi
et al. (2019), which also shows that behavioral
habits have a significant influence on behavioral
intentions. According to Gardner & Rebar (2019),
the habit factor significantly influences the intention
to use digital banking because habits are automatic
responses that lead to certain goals. Habits are
created when people continuously perform the
same actions and without spending much thought
or rational analysis. The results of this study are also
supported by research by Anggraeni et al. (2021),
which found results that habits have a significant
influence on the intention to use new technology.
Research by Irfan (2020) and Vally, et al, (2020) also
suggests that behavioral habits have an influence on
behavioral intentions.

Effect of Personal Innovativeness on Behavioral
Intention in Using Bank Syariah Indonesia
Mobile Banking

The results show that Personal Innovativeness
doesnotsignificantly influence Behavioral Intention
or actual usage of mobile banking. This indicates
that higher levels of personal innovativeness among
millennial users do not necessarily increase their
intention to use the service; rather, their behavior is
driven more by necessity. This is supported by the
lowest mean score in the questionnaire statement,
“I'will choose to use Bank Syariah Indonesia mobile
banking over other banking services” This finding
is consistent with the research of Fatahudin (2020),
which shows that there is no significant influence of
personal innovation on the intention to use mobile
banking. The results of this study are inconsistent
with research on the basic concepts underlying the
user acceptance model in UTAUT-3 developed by
Farooq et al., (2017), where individual reactions
to using information technology have direct and
indirect influences on actual use of information
technology. This indirect influence is mediated by
customer interest in using Bank Syariah Indonesia
mobile banking. This study is inconsistent with
the research of Venkatesh (2012), which shows
a positive influence on personal innovation in
technology use. This shows that the latest research
on the intention to use technology is not influenced
by personal innovation and the use of technology;,
especially mobile banking, does not have to come
from personal innovation but can come from other
factors that can influence use.
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Effect of Facilitating Conditions on Use Behavior
in Bank Syariah Indonesia Mobile Banking

The research confirms that Facilitating
Conditions significantly affect Use Behavior,
suggesting that millennial users’ mobile banking
usage is influenced by smartphone availability
and technological literacy, which drive continued
engagement with the service. This aligns with
Daulay (2024) research, which states that
facilitating conditions influence use behavior in
Islamic banking mobile banking users. Facilitating
conditions also include ease of access and use
of technology. These results are also supported
by Putri (2024) research, which shows that
facilitating conditions have a significant influence
on use behavior. Alim (2024) research shows that
partially the facilitating condition variable has no
significant effect on the interest variable in using
mobile banking technology. According to Wardana
LK (2023) research, facilitating conditions are
also shown in factors that directly influence
users. Ferghyna (2020) research also shows that
the facilitating condition variable has a positive
influence on user behavior in using BNI bank
mobile banking. According to Venkatesh (2012),
facilitating conditions refer to the level of individual
confidence in the availability of organizational and
technical infrastructure that supports system use.
As facilitating conditions increase in a user, user
behavior also tends to increase.

Effect of Habit on Use Behavior in Bank Syariah
Indonesia Mobile Banking

The results indicate that Habit significantly
influences Use Behavior, showing that millennial
users’ mobile banking usage is driven by established
habits and comfort in using the service. This is
consistent with Shafly (2020) research, that habits
have a significant influence on usage behavior.
The use of mobile banking has become a habit
and an activity carried out without thinking for
the majority of respondents. These results are
also supported by research conducted by Daulay
(2024) that habits influence usage behavior, when
facilitating conditions such as stable internet access,
adequate mobile devices, and good technological
infrastructure are available, users will find it easier
to access mobile banking services. This ease of
access encourages users to actively use the service.
According to Roufi (2025) research, habits also show
a significant positive influence on usage behavior.
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Thaker et al (2019) which shows that habits have
a significant influence on adopting positive Sharia
mobile banking. Rahmansyah (2023) research also
shows a significant positive influence on habits with
usage behavior.

The Effect of Personal Innovativeness on Use
Behavior in Using Bank Syariah Indonesia’s
Mobile Banking

The research results confirm that Personal
Innovativeness significantly affects Use Behavior,
indicating that customers with higher levels of
personal innovativeness are more likely to actively
use Bank Syariah Indonesia’s mobile banking. This
suggests that technological advancements in the
mobile banking application encourage especially
millennial customers to engage continuously with
the platform. These findings are consistent with
Wardana LK (2023) which shows that Personal
influences usage behavior in
digital banking at Bank Raya Indonesia. This is
also supported by research by Daulay (2024),
which states that personal innovations do not
affect user behavior in mobile banking users of
Islamic banking. Users who have a high level of
personal innovation tend to be interested in new
technology and innovation in the banking industry.
They are more open to trying new services such as
mobile banking and have a strong desire to adopt
them. According to research by Maharani (2024),
personal innovation has a positive and significant
effect on e-wallet usage behavior. This research is
also in line with the results of research by Bhatnagr
and Rajesh (2023), Farooq et al. (2017) which also
showed a positive influence of personal innovation
on technology usage behavior.

Innovativeness

The Effect of Behavioral Intention on Use
Behavior in Using Bank Syariah Indonesia’s
Mobile Banking

The study also confirms that Behavioral
Intention significantly influences Use Behavior,
indicating that the intentions of millennial
customers strongly affect their repeated use of
Bank Syariah Indonesia’s mobile banking according
to their transactional needs. This aligns with Putri
(2024) research, which shows that behavioral
intention has a significant impact on usage behavior.
Therefore, the more users are willing to use the
service, the greater the use of the service in the
future. This is also supported by Fatahudin (2020)
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research that there is a significant positive influence
on Behavioral Intention with usage behavior. So
it can be concluded that there is a relationship
between Behavioral Intention and Usage Behavior.
The emergence of a strong intention to use Islamic
banking mobile banking services then encourages
customers to use these banking services. Wardana
LK (2023) shows the results that behavioral
intention has a positive effect on the use of Bank
Raya Indonesia’s digital banking. According to
Maharani (2024) research, behavioral intention has
a positive and significant effect on e-wallet usage
behavior. Bhatnagr and Rajesh (2023) research is
also in line with the results showing that there is an
influence of behavioral intention on usage behavior.

CONCLUSION

Based on the research findings, H1 and
H2 are supported, showing that Performance
Expectancy and Effort Expectancy significantly
influence Behavioral Intention toward using
Bank Syariah Indonesia’s mobile banking. H3 is
rejected, indicating that Social Influence does
not significantly affect Behavioral Intention. H4,
H6, and H7 are accepted, demonstrating that
Facilitating Conditions, Price Value, and Habit
positively impact Behavioral Intention, while H5
and HS are rejected, showing Hedonic Motivation
and Personal Innovativeness do not significantly
influence Behavioral Intention. Regarding Use
Behavior, H9, H10, H11, and H12 are supported,
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indicating that Facilitating Conditions, Habit,
Personal Innovativeness, and Behavioral Intention
significantly affect users’ actual usage of the mobile
banking application

Although this study was conducted rigorously
following scientific guidelines, it has several
limitations. First, it relied solely on a survey using
Google Forms, meaning the results are based on
respondents’ perceptions without support from
other data sources. Second, the study did not include
other variables that could potentially influence the
use of Bank Syariah Indonesia mobile banking
beyond those examined. Third, the researcher did
not document respondents’ actual mobile banking
usage to maintain privacy. Accordingly, future
research is recommended to combine surveys with
triangulation methods to reduce reliance on a single
approach, include additional variables to provide
a more comprehensive understanding of factors
affecting mobile banking usage, and implement a
documented mechanism with respondents’ written
consent if actual usage data is collected, ensuring
both data security and accuracy.
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