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Abstract: The rapid development of information
technology has accelerated the growth of digital banking
services, particularly mobile banking, in Indonesia.
Despite its widespread adoption, challenges related to
service quality and customer trust remain critical issues
affecting customer satisfaction. This study aims to
analyze the effect of mobile banking services and trust on
customer satisfaction. A quantitative approach with an
associative research design was employed. The data were
collected from 68 respondents who use BRImo mobile
banking services at BRI Unit UNISMA Malang through a
structured questionnaire using a Likert scale. The data
were analyzed using multiple linear regression with
SPSS.

The results show that mobile banking services and trust
have a positive and significant effect on customer
satisfaction, both partially and simultaneously. Mobile
banking services enhance customer satisfaction through
ease of use, accessibility, security, and convenience, while
trust strengthens the relationship between customers
and the bank by reducing perceived risk and uncertainty.
These findings indicate that improving service quality
and maintaining customer trust are essential strategies
for increasing customer satisfaction in the digital
banking era.

This study provides empirical evidence that both
technological and relational factors play a crucial role in
shaping customer satisfaction in digital financial
services. Therefore, banks are encouraged to
continuously improve mobile banking performance and
strengthen customer trust to achieve long-term customer
relationships.
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INTRODUCTION

The rapid advancement of information technology has significantly transformed the
banking industry, particularly through the development of digital financial services such as mobile
banking. In Indonesia, this transformation has been strongly supported by the increasing number
of internet users, which has reached more than 220 million people, reflecting the country’s high
digital penetration and readiness for financial technology adoption (Asosiasi Penyelenggara Jasa
Internet Indonesia, 2024). In line with this trend, the use of digital banking services continues to
grow rapidly. Data from Bank Indonesia show that mobile banking transactions reached
approximately 2.29 billion transactions in June 2025, representing a 27.68% increase compared
to the previous year (Bank Indonesia, 2025). This significant growth indicates that mobile banking
has become one of the main channels for financial transactions in Indonesia.

Furthermore, the broader digital financial ecosystem is also expanding. Digital payment
systems such as QRIS have reached nearly 60 million users, demonstrating the increasing
acceptance of digital financial services among the Indonesian population (Bank Indonesia, 2025).
In addition, banking institutions continue to develop their digital platforms, as reflected in the
rapid growth of digital banking services driven by technological innovation and regulatory
support from the Otoritas Jasa Keuangan (0]K, 2024).

However, despite this rapid growth, several challenges still persist. Mobile banking users
often experience technical issues such as system disruptions, transaction failures, and application
errors. In addition, concerns regarding data security and privacy remain a major issue in the
adoption of digital banking services. These challenges highlight that technological advancement
alone is not sufficient; service quality and trust are critical factors that determine customer
satisfaction.

The increasing competition among banks in providing digital services also forces financial
institutions to continuously improve their service quality. The emergence of digital banking
platforms has intensified competition, requiring banks to not only provide functional services but
also deliver superior customer experiences (Otoritas Jasa Keuangan, 2024). Therefore, customer
satisfaction has become a key indicator of success in the digital banking era. Satisfied customers
are more likely to continue using the service and develop long-term relationships with the bank.
On the other hand, dissatisfaction may lead to customer switching behavior, especially in a highly
competitive digital environment.

Based on these phenomena, it is important to examine the factors influencing customer
satisfaction, particularly mobile banking services and trust. Although the adoption of mobile
banking continues to increase significantly, issues related to service quality and trust remain
critical challenges. Therefore, this study aims to analyze the effect of mobile banking services and
trust on customer satisfaction in order to provide empirical insights for improving digital banking
services in Indonesia.

Literature Review

Mobile Banking Services

Mobile banking services are an innovation in the banking sector that utilize digital
technology to facilitate financial transactions. According to Angella Tiosanna et al. (2023), mobile
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banking is a service that allows customers to perform various transactions such as checking
balances, transferring funds, and making payments via smartphones without having to visit a
bank. Similarly, Riswandi (2016) defines mobile banking as a banking service that can be accessed
through cellular networks (GSM/CDMA) using data services provided by telecommunications
operators.

Thus, mobile banking can be defined as a digital banking service that provides ease of
access, time efficiency, and flexibility to conduct transactions anytime and anywhere. Mobile
banking offers numerous advantages that enhance customer convenience and efficiency in
conducting financial transactions. It allows users to access banking services anytime and
anywhere, supported by wide network coverage. The features provided are generally simple and
easy to understand, making them user-friendly for customers. In addition, mobile banking
services are relatively low in cost compared to traditional banking channels. A high level of
security is also implemented to protect user data and transactions. Furthermore, mobile banking
provides easier access to banking services and is available 24 hours a day, enabling customers to
perform transactions without time limitations.

Despite its numerous advantages, mobile banking also presents several potential risks.
These include transaction risk, which arises from system errors or fraudulent activities that may
disrupt financial transactions. In addition, reputation risk may occur when service failures
negatively impact the bank’s image and customer trust. There is also outsourcing risk, as banks
often rely on third-party service providers, which may lead to operational disruptions.
Furthermore, credit risk can emerge, particularly in relation to digital lending services, where
there is a possibility of default or misuse of credit facilities. The indicators of mobile banking usage
include: Ease of application use, High accessibility, System security, User convenience, and
Operational simplicity

Trust

Trust is an important factor in long-term relationships between customers and banks.
According to Bodet (2020), trust differs from customer satisfaction as it is more long-term
oriented and related to confidence in the service provider. Trust also functions to reduce
uncertainty and risk in the use of technology, particularly in digital services such as mobile
banking (Pranidana, 2011). With trust, customers feel more secure and comfortable in conducting
transactions.

According to Akhlaq and Kiran (2022), trust can be measured through several key
indicators. First, benevolence refers to the belief that the bank acts in the best interest of its
customers. Second, integrity reflects the honesty and consistency of the bank in fulfilling its
commitments. Third, ability represents the bank’s capability in delivering reliable and effective
services. Lastly, willingness to depend indicates the customer’s readiness to rely on the bank and
accept potential risks associated with its services.

Customer Satisfaction

Customer satisfaction is an important indicator in evaluating the success of a company’s
services, particularly in the banking sector. According to Philip Kotler and Kevin Lane Keller
(2009:138), customer satisfaction is defined as the level of a person’s feelings after comparing the
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perceived performance (or outcome) with their expectations. If the performance falls below
expectations, customers will feel disappointed; if it meets expectations, customers will feel
satisfied; and if it exceeds expectations, customers will feel highly satisfied or even delighted. In
addition, customer satisfaction can also be understood as an emotional and cognitive response to
the consumption experience that occurs after using a product or service (Fauzi et al., 2023). Thus,
customer satisfaction reflects a comprehensive evaluation of the experience perceived when
using a service.

Based on these definitions, it can be concluded that customer satisfaction is the result of
the comparison between expectations and perceived performance, which influences customer
attitudes and behavior toward the service used.

Customer satisfaction indicators can be understood through several important aspects
that help explain how customers evaluate their experiences. First, stability, which refers to
whether the cause of satisfaction is temporary or permanent. If customer satisfaction is driven by
consistent and sustainable factors, it is more likely to last in the long term. On the other hand, if it
is influenced only by temporary factors, the satisfaction tends to be unstable. Second, locus of
causality, which relates to the source of satisfaction—whether it originates from internal factors
within the company, such as service and product quality, or from external factors such as market
conditions or influences from other parties. Understanding this aspect is important for companies
to determine the extent of their direct role in creating customer satisfaction. Third, controllability,
which refers to whether the causes of satisfaction can be controlled by the company or not. If the
causes are controllable, the company has a greater opportunity to maintain and improve customer
satisfaction. Conversely, if the causes are beyond the company’s control, alternative strategies are
needed to sustain a positive customer perception.

Research Framework
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Figure 1. Conceptual Framework

Mobile banking services and trust are important factors influencing customer satisfaction.
High-quality mobile banking services enhance user experience through ease of use, accessibility,
speed, and security, which ultimately lead to higher customer satisfaction. Ease of use, speed, and
security are key elements in shaping positive perceptions of the service. In addition, trust
strengthens the relationship between customers and the bank. Customers who believe in the
reliability and integrity of the bank are more likely to feel satisfied and develop loyalty. Therefore,
mobile banking services and trust are two key determinants of customer satisfaction in the
context of digital banking.
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METHOD

This study employed a quantitative approach with an associative research design aimed
at examining the relationships and effects between independent and dependent variables. The
independent variables in this study are mobile banking services (X1) and trust (X2), while the
dependentvariable is customer satisfaction (Y). The population of this study consists of customers
who use the BRImo mobile banking service at BRI Unit UNISMA Malang. The sampling technique
used is non-probability sampling with an incidental sampling approach, where respondents are
selected based on their availability and suitability with the research criteria. A total of 68
respondents were included in this study. The data used in this research are primary data collected
directly from respondents through a structured questionnaire distributed via Google Forms. The
measurement scale applied is a Likert scale ranging from 1 (strongly disagree) to 5 (strongly
agree).

Data analysis was conducted in several stages. First, instrument testing was carried out
using validity and reliability tests to ensure that the measurement items were appropriate and
consistent. Second, classical assumption tests were performed, including normality,
multicollinearity, and heteroscedasticity tests.

To examine the effect of independent variables on the dependent variable, multiple linear
regression analysis was employed with the following equation:

Y=a+blX1l+b2X2+e

Where:
Y = Customer Satisfaction
X1 = Mobile Banking Services
X2 = Trust
a = Constant
b1, b2 = Regression coefficients
e = Error term

Hypothesis testing was conducted using the t-test to determine the partial effect of each
independent variable on the dependent variable. In addition, the coefficient of determination (R?)
was used to measure how much variation in customer satisfaction can be explained by the
independent variables. All statistical analyses were performed using SPSS software.

Table 1. Operational Definition of Variables

Measurement

Variable Definition Indicators
Scale

1. Stability of
Customer The level of customers’ feelings after comparing satisfaction
Satisfaction (Y) perceived performance with expectations 2. Locus of causality
3. Controllability

Likert Scale (1-5)

1. Ease of use
2. Accessibility

Mobile Banking Banking services that allow customers to perform 3. Security Likert Scale (1-5)
Services (X1) financial transactions via mobile devices 4. Convenience
5. User-friendly
system
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Variable Definition Indicators Measurement
Scale
1. Benevolence
e oy ree s . .. ||2. Integrity
Trust (X2) Customer b(lellefm Fh.e rehabl_hty, integrity, and ability 3. Ability Likert Scale (1-5)

of the bank in providing services -
4. Willingness to
depend

FINDINGS AND DISCUSSION
Findings
Instrument Testing

The validity test results indicate that all questionnaire items have correlation values
greater than the critical value, meaning that all items are valid. This can be demonstrated through
Tables 2, 3, and 4, which show that the calculated r-values (r-count) are greater than the r-table
values. Therefore, it can be concluded that all questionnaire items are valid. The reliability test
shows that all variables have Cronbach’s Alpha values greater than 0.60, indicating that the
instruments used in this study are reliable and consistent, this can be demonstrated by table 5.

Table 2. Validity Test of Mobile Banking Services (X1)

No | Indikator rhitung rtabel keterangan
1| X1.1 0,670 0,2387 VALID
2| X1.2 0,668 0,2387 VALID
3]X13 0,706 0,2387 VALID
4| X14 0,666 0,2387 VALID
5| X1.5 0,594 0,2387 VALID

Source : SPSS,2025
Table 3. Validity Test of Trust (X2)

No | Indikator rhitung ttabel keterangan
1]X21 0,764 0,2387 VALID
2| X222 0,732 0,2387 VALID
31]X23 0,810 0,2387 VALID
4| X2.4 0,743 0,2387 VALID

Source : SPSS,2025
Table 4. Validity Test of Customer Satisfaction (Y)

No | Indikator rhitung ttabel keterangan
11Y11 0,692 0,2387 VALID
2|Y12 0,769 0,2387 VALID
31Y13 0,799 0,2387 VALID

Source : SPSS, 2025
Table 5. Reliability Test

() ev-zn |
Ciptaan disebarluaskan di bawah Lisensi PERCIPIENCE ]0urnal ~ 2 5

Creative Commons Atribusi-BerbagiSerupa 4.0 Internasional.



Martins, Aquiles Da Costa

variable cronbach’s alpha Description
X1 0,673 Realibel
X2 0,757 Realibel
Y 0,622 Realibel

Source : SPSS,2025

Classical Assumption Tests

The normality test results show that the data are normally distributed. The
multicollinearity test indicates that there is no multicollinearity among independent variables, as
the tolerance values are above 0.10 and VIF values are below 10. Furthermore, the
heteroscedasticity test confirms that there is no heteroscedasticity problem in the regression
model. This can be demonstrated by the following table

Table 6. Normality Test

One-Sample Kolmogorov-Smirnov Test

Unstandardi
zesd

Ressidu
N al 68
Normal Mean .0000000
Parameters®®  Std. Deviation 78329852
Most Extreme  Absolute 126
Differences Positive 126
Negative -.101
Test Statistic 126
Asymp. Sig. (2-tailed) .009¢
Monte Carlo Sig. 215¢

a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

d. Based on 10000 sampled tables with starting seed 2000000.

Source: Data processed using SPSS, 2025

Based on the results of the Kolmogorov-Smirnov normality test using SPSS, the test

statistic value is 0.126, which is greater than the significance level of 0.05. Therefore, it can be
concluded that the data are normally distributed.

Table 6. Multicollinearity Test

COLLINEARITY
Model STATISTICS
Tolerance VIF
1|Xx1 0.430 2.325
X2 0.350 2.854

26 ~Vol. 5 | No. 2 | March 2026

(oc) REN

Ciptaan disebarluaskan di bawah Lisensi

Creative Commons Atribusi-BerbagiSerupa 4.0 Internasional.



Mobile Banking Service Quality and Trust as Determinant of Customer Satisfaction in The Digital...

Source: Data processed using SPSS, 2025

Based on the coefficient table output, the tolerance values for all variables (X1) 0.430 and
(X2) 0.350 are greater than 0.10. In addition, the VIF values for all variables (X1) 2.325 and (X4)
2.854 are less than 10. Therefore, in accordance with the multicollinearity test criteria, it can be
concluded that there is no multicollinearity problem in the regression model.

Table 7. Heteroscedasticity Test

Heteroscedasticity Test

Variable SIG. Conclusion
X1 0.870 |There is no indication of heteroscedasticity.
X2 0.267 |There is no indication of heteroscedasticity.

Source: Data processed using SPSS, 2025

Based on the table above, it can be seen that the mobile banking service variable (X1) has
a significance value of 0.870 for the absolute residual, which is greater than 0.05, indicating that
there is no heteroscedasticity problem. The trust variable (X2) has a significance value of 0.267 (>
0.05), which also indicates the absence of heteroscedasticity in the model.

Multiple Linear Regression Analysis

The results of multiple linear regression analysis indicate that both independent variables,
mobile banking services and trust, have a positive effect on customer satisfaction. The regression
model can be interpreted as follows: improvements in mobile banking services and higher levels
of trust will lead to increased customer satisfaction.

Table 8. Multiple Linear Regression Analysis

Unstandardised
Coefficient Standardized
model coefficients
B Std. Error Beta
1 (Constant) 1.634 1.146
X1 0.186 0.075 0.267
X2 0.355 0.079 0.534

Source: Data processed using SPSS, 2025

Based on Table 8 above, the regression equation can be expressed as:
Y =1.634 +0.186X1 + 0.355X2 +e.

This equation can be interpreted as follows. The constant value of 1.634 indicates that if
the variables of service quality and trust are equal to zero, the level of customer satisfaction is
1.634. The regression coefficient of the service quality variable (X1) is 0.186, which means that
when service quality increases by one unit, customer satisfaction will increase by 0.186 units.
Furthermore, the regression coefficient of the trust variable (X2) is 0.355, indicating that when
trust increases by one unit, customer satisfaction will increase by 0.355 units.

Hypothesis Testing (t-test)
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Table 9. t-test

Modesl T sig.
1 | (Constant) 1.425 0.159
X1 Mobile Banking Services 2471 0.016
X2 Trust Perception 4.464 0.000

Dependen: Customer Satisfaction (Y)
Source: Data processed using SPSS, 2025

The results of the t-test indicate that mobile banking services have a positive and
significant effect on customer satisfaction. This suggests that improvements in the quality of
mobile banking services lead to higher levels of customer satisfaction. In addition, trust is also
found to have a positive and significant effect on customer satisfaction, indicating that customers
who have greater trust in the bank tend to feel more satisfied with the services provided. These
findings are supported by the significance values of both variables, which are below 0.05,
confirming that the effects are statistically significant.

Table 10. f-test

Model Sum of Squares  [Df Mean Square F Sig.

1  |Regression 89.171 4 22.293 34.165 .000P
Residual 41.108 63 0.653
Total 130.279 67

a. Dependent Variable: Customer Satisfaction (Y)

b. Predictors: (Constant), Mobile Banking Services ( X1), Trust Perception (X2)

Source: Data processed using SPSS, 2025

The results of the F-test shown in the table above indicate that the calculated F-value is
34.165, while the F-table value is 2.52, with a significance level of 0.000. Since the calculated F-
value is higher than the F-table value and the significance level is below 0.05, it can be concluded
that mobile banking services (X1) and trust (X2) simultaneously have a significant effect on
customer satisfaction (Y).

Discussion
The Effect of Mobile Banking Services on Customer Satisfaction

The results of this study indicate that mobile banking services have a positive and
significant effect on customer satisfaction. This finding suggests that the better the quality of
mobile banking services—such as ease of use, accessibility, security, and convenience—the higher
the level of customer satisfaction. These results are consistent with previous studies which state
that digital banking services that are user-friendly and efficient significantly enhance customer
experience. The ability to conduct transactions anytime and anywhere provides added value for
customers, leading to higher satisfaction levels. In the context of this study, respondents perceived
mobile banking as a practical solution that simplifies financial transactions. Therefore, improving
system quality, minimizing errors, and ensuring service availability are essential strategies for
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increasing customer satisfaction.

The results of the discussion above indicate that mobile banking services, according to
Angella Tiosanna, Isfenti Sadalia, and Chairul Muluk (2023), are innovative services that enable
customers to perform various banking transactions, such as checking balances and transferring
funds, through smartphones without the need to visit a bank, thereby saving time and costs. These
services utilize modern technology by turning mobile phones into transaction tools, allowing
customers to conduct transactions anytime and anywhere through applications or SIM Toolkit
menus. Banks provide these services to enhance customer satisfaction and increase the number
of customers.

Based on respondent characteristics, mobile banking users generally demonstrate a high
level of satisfaction, as they tend to have higher levels of literacy and are accustomed to using
technological devices. This is because they expect services that are fast, easily accessible, and
efficient. In terms of education level, the majority of respondents hold a bachelor’s degree (S1),
with 61 respondents (90%). This indicates that mobile banking users tend to have relatively high
educational backgrounds. Based on age, most respondents fall within the range of 17-23 years,
totaling 51 respondents (75%), followed by those aged 24-30 years with 16 respondents (24%).
These data suggest that the majority of users are within the productive age group and are more
familiar with accessing technology.

This finding is consistent with the study by Siahaan et al. (2024), which shows that mobile
banking services that are efficient, easily accessible, and secure significantly contribute to
customer satisfaction. If mobile banking services are able to meet customer needs based on these
characteristics, the level of customer satisfaction will increase significantly.

Therefore, it can be concluded that mobile banking services have a positive and significant
effect on customer satisfaction. Ease of access, service speed, user-friendly interface design, and
transaction security are the main factors that enhance user satisfaction. Similar findings were
reported by Soumokil et al. (2024), whose study revealed that mobile banking services
significantly influence customer satisfaction at PT. Bank Pembangunan Daerah Papua, KCU
Jayapura.

The Effect of Trust on Customer Satisfaction

The findings also reveal that trust has a positive and significant effect on customer
satisfaction. This indicates that customers who have higher trust in the bank tend to feel more
satisfied with the services provided. Trust plays a crucial role in digital banking, particularly due
to concerns related to data security and transaction safety. Customers need assurance that their
personal information and financial transactions are well protected. When banks are able to
maintain integrity, reliability, and transparency, customer trust increases, which in turn enhances
satisfaction.

This result supports the theory that trust is a fundamental factor in building long-term
relationships between customers and financial institutions. Customers who trust the service
provider are more likely to continue using the service and develop loyalty. Overall, this study
confirms that both mobile banking services and trust are key determinants of customer
satisfaction. These two variables complement each other: high-quality services create a positive
user experience, while trust strengthens the emotional bond between customers and the bank.
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From a managerial perspective, banks need to continuously improve their mobile banking
systems by enhancing usability, security, and service reliability. At the same time, building and
maintaining customer trust through transparent communication and strong security systems is
equally important.

The results of the discussion above indicate that perceived trust is an important
component in building long-term relationships between users and service providers. Unlike
customer satisfaction, which represents a short-term response to usage experience (Bodet, 2020),
trust is deeper and more sustainable in nature. In the context of information technology, trust is
essential to enhance individual performance and reduce social complexity in dealing with risks
and uncertainties (Gefen and Straub, 2003).

Based on the characteristics of respondents in this study, the majority are within the age
range of 17-23 years (75%), followed by those aged 24-30 years (24%). In addition, the level of
trust among respondents is relatively high, with 62 respondents (91%) indicating a strong
perception of trust toward satisfaction in using BRImo mobile banking services. These findings
are consistent with the study by Munfaqiroh et al. (2025), which shows a positive and significant
relationship between perceived trust and mobile banking usage. Furthermore, research by
Soerianto (2017) demonstrates that customer trust directly enhances satisfaction and loyalty in
the context of mobile banking, particularly during the pandemic. Masrek et al. (2018) also confirm
that credibility, including perceived trust, significantly influences user satisfaction with mobile
banking services.

Therefore, it can be concluded that perceived trust has a positive and significant effect on
customer satisfaction. This indicates that users believe that mobile banking services are reliable
in maintaining the confidentiality of personal data, ensuring security in every transaction, and
providing convenience in carrying out daily banking activities. Similar findings were reported by
Masrek et al. (2018), which show that perceived trust significantly influences user satisfaction
with mobile banking services.

Conclusion

This study aims to examine the effect of mobile banking services and trust on customer
satisfaction. Based on the results of data analysis, it can be concluded that both mobile banking
services and trust have a positive and significant effect on customer satisfaction. Mobile banking
services play an important role in enhancing customer satisfaction by providing ease of use,
accessibility, convenience, and security in financial transactions. The better the quality of the
mobile banking services offered, the higher the level of customer satisfaction achieved. In
addition, trust is proven to be a crucial factor influencing customer satisfaction. Customers who
have confidence in the reliability, integrity, and ability of the bank tend to feel more secure and
satisfied when using mobile banking services. Trust not only affects satisfaction but also
contributes to building long-term relationships between customers and the bank. Overall, this
study highlights that improving service quality and maintaining customer trust are essential
strategies for increasing customer satisfaction in the digital banking era.
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