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and internet banking decisions. The research method is quantitative
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220 people, of which 110 people are for mobile banking research and
110 people are for internet banking research. The results of the study
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banking users is greater than internet banking users as evidenced by
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INTRODUCTION

The emergence of the Internet decades ago brought many changes in various fields. One
that utilizes the Internet is the banking industry in various countries worldwide by providing
Internet banking services. Krauter &; Faullant, (2008) stated that internet banking has
provided efficiency and convenience for many customers, because customers can transact
any service 24 hours a day, seven days a week without having to come to the bank
physically; allows them to conduct various transactions electronically anytime and
anywhere, faster, and at lower costs compared to traditional banking branches

Internet banking is an important banking service with many technological
improvements to increase the number of users. It can be defined as a banking practice that
allows customers to access and conduct financial transactions at their bank, view account
details, print customizations, print bank statements, and others. (lbok &; lkoh, 2013). Many
financial institutions use Internet banking to reduce the costs associated with having
personnel physically serve customers, shorten processing periods, increase speed, increase
flexibility of business transactions, and provide better overall service (Nasri, 2011).
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Currently, many banks use internet banking as one of their distribution channels because
internet banking services benefit both banks and their customers (Karjaluoto et al.zhou,
2003).

Internet banking refers to using a bank's website where customers access their
banking accounts, conduct financial transactions, and obtain general information about the
bank's products and services. It is a "virtual channel" form that allows customers to interact
with banks comfortably by allowing them to acquire banking services anytime and
anywhere (Arino et al., 2007). Indonesia as a country that has an internet network has had
internet banking services since two decades ago. Internet banking in Indonesia started in
2001 when Bank Central Asia (BCA) opened internet banking services with a
www.klikbca.com site which other major banks later followed.

With the rapid development of technology, supported by the millennial generation
who are now entering the 4.0 era generation where in this era the world is all digital, from
the old to children have been trained in using technology such as mobile phones or gadgets
(Sudarti &; Sari, 2020). The emergence of mobile phones that can access the internet is an
opportunity for banks in Indonesia to start the era of mobile banking. Therefore, the
banking sector has introduced mobile banking to enable users to conduct financial
transactions efficiently on mobile devices (Zhou, 2011). Mobile banking is one of the
technology-based financial services banks provide (Shaikh &; Karjaluoto, 2015). Mobile
banking allows customers to conduct banking transactions remotely through applications
and 24 hours (Oliveira et al.,, 2014). Mobile banking provides access to customers' bank
accounts through mobile devices to perform bank transactions such as checking account
status, transferring money, and others. (Tam &; Oliveira, 2017). Mobile banking is becoming
more common daily to the point where it has proven to be an integral constituent of how
businesses run today and is inseparable from businesses worldwide (Laforet & Li, 2005).

Mobile banking is a self-service delivery channel offering products and services with
ubiquitous access to financial or nonfinancial transactions using mobile devices (PUschel et
al., 2010). Cheng et al. (2006) say that technological developments have equipped the
banking industry with various electronic channels that drastically lower the significance of
traditional banking. Luo et al. (2010) said mobile banking is an innovative method to access
banking services through customer-place channels. Practitioners agree that mobile internet
is @ major growth opportunity for banks and financial service providers. The literature
focuses primarily on technology-based factors influencing consumer attitudes and
intentions towards mobile banking technology (Bhatt, 2016). Mobile banking in Indonesia
was also pioneered by Bank BCA in 2011 with m-BCA services and later also followed by
other banks.

According to Newzoo data (2021), smartphone users in Indonesia in 2020 are
estimated at 170.4 million people and rank fourth in the number of smartphone users
worldwide. This number is a very potential market for mobile banking services in Indonesia.
Suoranta & Mattila (2004) observed that people often choose mobile banking because they
like mobility. Although mobile banking is becoming a trend, bank customers still favor
internet banking. When Indonesia experienced the COVID-19 pandemic, many customers
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made cashless transactions using mobile and internet banking. According to Bank BCA
data in 2021, BCA mobile banking users accounted for 44% and BCA internet banking
users accounted for 29% of total digital banking customers. Based on data from Bank BNI
in 2021, BNI mobile banking users reached 4.2 million while internet banking users were
around 2 million. Likewise, in Bank Mandiri data, mobile banking users amounted to 5
million while internet banking users numbered 3.5 million. The three banks mentioned are
the 3 largest banks in Indonesia.

One of the most well-known applied models of user acceptance and use of
technology is the Technology Acceptance Model (TAM) of Davis et al. (1989). TAM consists
of two important independent variables: Perceived Usefulness (PU) and Perceived Ease of
Use (PEOU). PU is the extent to which a person believes using a particular system will
improve his job performance. PEOU ease refers to the extent to which prospective users
expect a target system to be effort-free (Davis et al., 1989). Another factor considered by
mobile banking and internet banking customers is the Security Factor (SF) of their use.

Internet banking and mobile banking are generally considered as forms of electronic
banking that achieve the same goal (Sripalawat et al., 2011). Thus, internet and mobile
banking can be compared using TAM because both utilize internet technology. Based on
data from Bank BCA, Bank BNI, and Bank Mandiri, mobile banking users in Indonesia are
more than internet banking users. Thus, the purpose of this study is to: find out how much
influence TAM &; SF has on customers' decisions using mobile banking (R21). Find out how
much influence TAM &; SF has on customers' decisions to use internet banking (R22). And
prove if mobile banking users > internet banking users then R21 >R22.

METHODS
Conceptual Models and Hypotheses
From the literature review, researchers propose a conceptual model based on TAM &; SF
theory. TAM&SF will be tested for its effect on mobile and internet banking usage
decisions. Thus, the research conceptual model can be seen in figure 1 below.

PERCEIVE OF
USEFULNESS

USAGE RESULTS

Y

PERCEIVE OF EASE
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—1 SECURITY FACTOR [—

Figure 1. Research Conceptual Model
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Research on the effect of TAM on the use of mobile banking has been conducted by
several researchers, among others, Acturan & Teczan (2012), Puriwat & Tripopsakul
(2017), and Koenaite et al. (2019). The results showed a positive correlation between TAM
and the decision to use mobile banking so the researchers proposed hypothesis 1 (H1) as
follows: H1 : TAM &; SF influence the customer's decision to use mobile banking.

Research on the effect of TAM on the use of internet banking has been conducted by
several researchers, including Pikkarainen et al (2004), Kaouther (2016), and Vukovic et al
(2019). The results showed a positive correlation between TAM and the decision to use
internet banking so the researchers proposed hypothesis 2 (H2) as follows: H2 : TAM &; SF
influence the customer's decision to use internet banking.

Population &; Sample

The population in this study is customers of Bank BCA, Bank BNI, and Bank Mandiri
who use the service mobile banking and internet banking with active status. The
questionnaire was distributed to 220 Bank BCA, Bank BNI, and Bank Mandiri customers.
Number of respondents to answer statements about use mobile banking and internet
banking 110 people each. Respondents to mobile banking and internet banking is a
different person. The questionnaire was distributed through:

1. Whatsapp Group (WAG) in the form of Google form. WAG for mobile banking
respondents is different from WAG for internet banking respondents.

2. Several branches of Bank BCA, Bank BNI, and Bank Mandiri in Jakarta and Bandung.
Conducted face-to-face, respondents who filled out questionnaires for mobile
banking were also different from those who filled out questionnaires for internet
banking.

The questionnaires were distributed from December 10, 2021, to March 20, 2022,
when the Covid-19 positivity rate in Indonesia was declining.

Instruments and Measurements

ltem statements about PU and PEU based on theories from Davis et al. (1989). PU
consists of 5 statement items and PEU consists of 4 statement items. Based on one of the
MSQ dimensions created by Arcand, et al. (2017), the statement item about SF consists of
3 statement items. Statement items on use decisions based on purchase decision theory
from Kotler & Keller (2016, consisting of 5 statement items. All statement items were
measured using a 5-point Likert scale, ranging from strongly disagree to agree strongly.
Hypothesis Testing

Hypothesis testing using F test on questionnaire data mobile banking and internet
banking which is done using SPSS 25 software. Test F is conducted to determine the
magnitude of each TAM &; SF influence on customer decisions using mobile banking and
internet banking.

RESULTS AND DISCUSSION
Mobile Banking
The first part of the discussion is TAM and SF's influence on customers' mobile
banking decisions.
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Table 1. Profile Responden Mobile Banking
Gender Man 59 53.6 %
Woman 51 46.4%
Age (years) <18 7 64%
18-28 27 245 %
29-38 35 318%
>38 41 373 %
Work Private employees 61 554 %
Civil State Officer 15 136%
Entrepreneurial 17 155%
Student 10 9.1%
Other 7 64%
Education Senior High School 15 136%
Diploma 19 173 %
Undergraduate 61 555%
Post Graduate 15 13.6%
Income < 5,000,000 11 100%
(Rupiah) 5,000,000-10,000,000 10 9.1%
10,001,000-15,000,000 12 109%
15,001,000-20,000,000 40 36.4%
> 20,000,000 37 336%
Long time mobile banking user <3 26 23.6%
(year) 3-5 56 50.9 %
6-8 19 173 %
>8 9 82%

Source : Questionnaire

To prove hypothesis 1, namely TAM &; SF, affects customers' decisions to use mobile
banking, researchers take the following steps.
1. Test Validity
a. TAM &; SF Variable Validity

Tabel 2. Correlations

tota

x01 x02 x03 x04 x05 x06 x07 x08 x09 x10 x11 x12 L

x0 Pearson 1 42 43 41 53 45 42 43 34 35 35 46 .63

1 Correlatio ™ 7% o* 3* & 2 9" 0o° o* o* 8 o
n

Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0

tailed) 01 01 01 01 01 O1 O1 01 O1 01 01 01

N 110 110 110 110 110 110 110 110 110 110 110 110 110
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x0 Pearson 42 1 46 32 49 46 31 24 48 45 45 44 62

> Correlatio 1 ™ 9" & 1" 8 4 7 & a4* v g°
n
Sig. (2- <,0 <0 <0 <0 <0 <0 01 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 o1 0O 01 01 01 01 o01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 43 46 1 81 67 38 51 38 43 59 60 .56 .77
3 Correlatio 7 2™ R e TN P SRR CR
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 O1 O1 01 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 41 32 81 1 60 32 45 34 29 53 51 .44 .68
4 Correlatio 0" 9% 4~ 9" 3" 7 §" B* v 3% 4v 3"
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 .00 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 o01 2 01 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson b3 49 67 .60 1 59 61 51 47 61 58 57 .82
5 Correlato  3° 6% 9 o 3 & 1° 8 4° 0" &° 2"
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 01 01 O1 01 01 oO01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 45 46 38 32 59 1 43 46 56 53 56 57 .72
6 Correlato 6 1% 7 3" 3" 3 8" 1t v 3t o4t 17
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 O01 01 01 01 O1 01 01 o012
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 42 31 51 45 61 .43 1 64 39 66 .63 .59 .74
7 Correlatio 2* 8 2 7% &* 3" ™ 4t 1t 4" e o
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 01 01 01 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 43 24 38 34 51 46 .64 1 51 49 52 43 .66
8 Corelatioc 9" 4° 2 & 1 8§ 2o~ g* 7% % 5v gn

n
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Sig. (2- <0 .01 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 0O 01 01 01 01 01 01 01 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 34 48 43 29 47 56 39 b1 1 48 53 .50 .67
9 Correlatic 0" 7% 4" 5* 8 1* 4" 8" 1" 7 9" &
n
Sig. (2- <0 <0 <0 .00 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 2 01 01 01 o1 01 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x1 Pearson 35 45 59 53 61 .53 .66 .49 .48 1 91 77 .84
0 Correlatio 0" 6 7% 2% 4% 2% 1% 7 1v R T
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 O1 01 o01 01 01 o01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x1 Pearson 35 45 60 bH51 58 56 63 52 53 91 1 .78 .84
1 Corelatic 0" 4 & 3" 0 3" 4% 2% 7 4~ 3 7
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 O1 01 01 01 oO1 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x1 Pearson 46 44 56 44 57 57 59 43 560 .77 .78 1 .82
> Correlatioc 8° 2" 3* 4" 6° 4 6&° 5* 9o° 7% 3* o™
n
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 01 O1 O1 01 o012 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110

tot Pearson 63 62 77 68 .82 72 74 66 .67 .84 .84 .82 1
al Correlato 0* 8° 5~ 3 2" 1 9° 47 6" 3© 77 07
n

Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 O1 O1 01 01 01 O1 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110

** Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tailed).
Sumber : Output SPSS
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b. Validity of Mobile Banking Usage Decision Variables
Tabel 3. Correlations

Y01 Y02 Y03 Y04 Y05 total

YO1 Pearson 1 486" 494" 592" 643" 751"

Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110
Y02 Pearson 486" 1 725" .580™ 667" .852"

Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110
YO3  Pearson 494 25 1 .632" .548™ .845™

Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110
Y04  Pearson 592" .580" .632" 1 .735" 841"

Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110
Y05 Pearson .643" .667" 548" 735" 1 .853™

Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110
total Pearson 751" .852" .845™ 841" 853" 1

Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110

**_Correlation is significant at the 0.01 level (2-tailed).
Sumber: Output SPSS

Based on the data in tables 2 and 3, significance values for TAM & SF variables and
mobile banking usage decisions all < 0.05. Thus all statement items are said to be valid.
2. Reliability Test

Tabel 4. Reliability Statistics TAM & SF
Cronbach's Alpha N of ltems
925 12
Sumber : Output SPSS
Tabel 5. Reliability Statistics UD
Cronbach's Alpha N of ltems
.882 5
Sumber : Output SPSS
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Based on the data in tables 4 and 5, it is known that Cronbach's Alpha values for
TAM &; SF variables are 0.925 and the decision to use mobile banking 0.882 is greater than
0.6, so all statement items are declared reliable.

Tabel 6 ANOVAs
Model Sum of df Mean F Say.
Squares Square
1 Regressio 754.795 3 251.598 43551 <,001b
n
Residual 612.377 106 5.777
Total 1367.173 109

a. Dependent Variable: MPD
b. Predictors: (Constant), SF, PEU, PU
Sumber: Output SPSS

Tabel 7. Model Summary
Model R R Square  Adjusted R Square Std. Error of the Estimate
1 .743a 552 .539 2.404
a. Predictors: (Constant), Security, PU, PEU
Sumber : Output SPSS

Based on the ANOVA output in table 6, it is known that the significance value in the F
test is 0.001 < out of a probability of 0.05. It can be concluded that TAM & SF variables
simultaneously influence customers' decisions to use mobile banking. Based on the output
of the summary model in table 7, it is known that the value of the coefficient of
determination (R 2) is 0.552 or 55.2%. The figure shows that TAM & SF influence 55.2% on
customers' decisions to use mobile banking.

Internet Banking

The second part of the discussion is the influence of TAM and SF on customers'
decisions to use internet banking.

Table 8. Profile responden internet banking

Gender Man 61 55.5 %
Woman 49 445 %
Age (years) <18 4
18-28 23
29-38 45
>38 38
EmploymentEducation Private employees 58 52.7 %
Civil State Officer 19 173 %
Entrepreneurial 14 12.7 %
Student 12 109 %
Other 7 6.4 %
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Education Junior High School 2 1.8%
Senior High School 20 182 %
Diploma 27 24.5 %
Undergraduate 49 446 %
Post Graduate 12 109 %
Income < 5,000,000 9 82 %
5,000,000-10,000,000 15 13.6 %
10,001,000-15,000,000 30 273 %
15,001,000-20,000,000 36 32.7 %
> 20,000,000 20 18.2 %
Long time internet <3 9 82 %
banking user 3-5 31 282 %
(year) 6-8 33 30.0%
> 8 37 33.6 %

Source : Questionnaire

To prove hypothesis 2, namely TAM & SF, affects customer decisions using internet
banking, researchers perform the same steps as mobile banking.
1. Test Validity
a. TAM &; SF Variable Validity
Tabel 9. Correlations
tota
x01 x02 x03 x04 x05 x06 x07 x08 x09 x10 x11 x12 |
x0 Pearson 1 46 36 35 42 33 38 .39 44 28 33 39 .62

1 Correlati 4 5" o " 4" 3% 7% 4% 5" o~ gv g”
on
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 .00 <0 <0 <0
tailed) 01 01 01 01 01 O1 O1 o012 3 01 01 o1
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson .46 1 36 .44 48 37 30 53 38 30 39 .37 .66
> Correlati 4™ e e S O TN RN TR I
on
Sig. (2- <0 <0 <0 <0 <0 .00 <0 <0 00 <0 <0 <0
tailed) 01 01 01 01 01 1 01 01 1 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson .36 .36 1 84 52 46 32 44 43 37 42 44 74
3 Correlati 5 4™ 9 9 3" 3" & 9° 5* g gv 4"
on
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 O1 O1 01 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
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x0 Pearson .35 .44 84 1 59 47 34 42 46 43 .44 40 .76

4 Corelati 2° 4 9" 4~ 3" 2" 0" o* o0° 5 4* &
on
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 01 O1 01 O0O1 01 oO01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson .42 .48 52 B9 1 36 .27 41 43 .40 .44 47 71
5 Correlati 0™ 2% 9% 4~ 5 8" o9o° & 7 0" 4" &5
on
Sig. (2- <0 <0 <0 <0 <0 .00 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 3 01 01 01 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 33 .37 .46 .47 .36 1 31 43 40 30 31 .34 .61
6 Correlati 4™ 7% 3* 3" 5* 1% o 7m 7 g ogr g
on
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 .00 <0 <0 <0
tailed) 01 01 01 01 O1 01 01 01 1 01 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson .38 .30 .32 .34 .27 31 1 53 39 30 29 31 .56
7 Correlati 3 7% 3* 2% g% 1v o g et Be gt 7
on
Sig. (2- <0 00 <0 <0 .00 <0 <0 <0 .00 .00 <0 <0
tailed) 01 1 01 01 3 01 01 oO01 1 2 01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson 39 53 44 42 41 43 53 1 50 32 32 39 .68
8 Correlati 7 4™ 6° 0" 9% 2% o~ I I D L =
on
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 01 01 01 01 01 oO01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x0 Pearson .44 38 .43 46 .43 .40 .39 K0 1 36 34 38 .66
9 Correlati 4™ 4% 9* 0" & 7% 7 o~ 7% 4 1t o
on
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 O1 01 01 01 01 01 o01
N 110 110 110 110 110 110 110 110 110 110 110 110 110
x1 Pearson .28 30 .37 .43 .40 30 .30 .32 .36 1 79 .66 .68
0 Correlati 5 9 5 0" 7% 7 & 7 7* o 1 7
on
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Sig. (2- .00 00 <0 <0 <0 .00 .00 <0 <0 <0 <0 <0

tailed) 3 1 01 01 O01 1 1 01 01 01 01 o1

N 110 110 110 110 110 110 110 110 110 110 110 110 110
x1 Pearson 33 39 42 44 44 31 29 32 34 .79 1 74 72
1 Correlati 2" 4™ 9" 5" 0" 4" 5* 7% 4% g~ 1" 6"

on

Sig. (2- <0 <0 <0 <0 <0 <0 .00 <0 <0 <0 <0 <0

tailed) 01 01 01 01 01 01 2 01 01 01 01 01

N 110 110 110 110 110 110 110 110 110 110 110 110 110
x1 Pearson 39 37 44 40 47 34 31 39 38 .66 .74 1 .73
5> Correlati 8 2% 9% 4" 4% g° 8 2% 1 1~ 1" 5

on

Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0

tailed) 01 01 01 01 01 O1 O1 O1 01 01 oO1 01

N 110 110 110 110 110 110 110 110 110 110 110 110 110

tot Pearson 62 66 .74 .76 71 61 56 68 .66 .68 .72 .73 1
il Correlati 4™ 1™ 4" & 5* 7% 7 7 9* 7" g 5"

on
Sig. (2- <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0 <0
tailed) 01 01 01 01 01 01 01 01 01 01 o01 01
N 110 110 110 110 110 110 110 110 110 110 110 110 110

**_Correlation is significant at the 0.01 level (2-tailed).
Source: Output SPSS

Tabel 10. Correlations

YO1 Y02 Y03 Y04 Y05 total

YOl Pearson 1 .582" 449™ .545™ 577" .749™
Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110

Y02 Pearson .582" 1 .766" .540™ 677" .872"
Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110

YO3  Pearson 449™ .766™ 1 599" 637" .854™
Correlation

Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001

N 110 110 110 110 110 110

Y04  Pearson .545™ .540™ .599™ 1 716" .801™

Correlation
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Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001
N 110 110 110 110 110 110
YO5 Pearson 577" 677" .637" 716" 1 .865™
Correlation
Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001
N 110 110 110 110 110 110
total Pearson .749” .872" .854™ .801™ .865" 1
Correlation
Sig. (2-tailed) <,001 <,001 <,001 <,001 <,001
N 110 110 110 110 110 110

**_ Correlation is significant at the 0.01 level (2-tailed).
Sumber: Output SPSS

Based on the data in tables 9 and 10, significance values for TAM & SF variables and
internet banking usage decisions were all < 0.05. Thus all statement items are said to be
valid.

b. Reliability test
Tabel 11. Re liability Statistics TAM & SF
Cronbach's Alpha N of ltems
.897 12

Tabel 12. Reliability Statistics UD
Cronbach's Alpha N of ltems
.882 5

Based on the data in tables 11 and 12, it is known that Cronbach's Alpha value for
the TAM &; SF variables is 0.897 and the decision to use 0.882 in internet banking is
greater than 0.6, so all statement items are reliable.

Tabel 13. ANOVA

Model Sum of Squares df Mean Square F Say.
1  Regression 432.399 3 144,133 29.880 <,001b
Residual 511.319 106 4.824
Total 943.718 109

a. Dependent Variable: IPD
b. Predictors: (Constant), SF, PEU, PU

Tabel 14. Model Summary
Model R R Square  Adjusted R Square Std. Error of the Estimate
1 .677a .458 443 2.196
a. Predictors: (Constant), SF, PEU, PU
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Based on the ANOVA output in table 13, it is known that the significance value in the
F test is 0.001 < out of a probability of 0.05. It can be concluded that TAM & SF variables
simultaneously affect customer decisions using internet banking. Based on the output of
the summary model in table 14, the coefficient of determination (R2) is 0.458 or 45.8%.
The figure shows that TAM & SF influence 45.8% on customers' decisions to use internet
banking.

CONCLUSION

The results of data analysis show that Technology Acceptance Model (TAM) and Service
Quality (SF) have a significant influence on customer decisions in using mobile banking and
internet banking. Support for hypotheses 1 and 2 corroborates that TAM and SF factors can
be proven to influence customer decisions regarding both services. The influence of TAM
and SF on mobile banking usage decisions (R21) was 55.2%, while the influence on
internet banking (R22) reached 45.8%. This confirms that aspects of technology and service
quality play an important role in shaping customer preferences regarding digital banking
services. However, there is attention to other factors that influence customer decisions,
especially related to the selection of the bank where to open an account. Customer
decisions in using mobile banking or internet banking are often influenced by the policies
and services of the bank. Cases of break-ins at major banks show that reputation does not
always reflect the quality of digital banking services. Therefore, suggestions are conveyed
to the host banks to improve the performance of their products in the TAM and SF aspects.
Thus, it is expected that the influence of these internal factors can become more dominant,
strengthen customer trust, and direct their decisions based on the quality of technology and
services provided by banks providing mobile banking and internet banking services.
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