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Muhammad Simba Sembiring (Indonesia), Sisi Maghfirah Rahmah Sembiring (Indonesia)

EXAMINING MOBILE BANKING

PERFORMANCE AMONG COLLEGE

STUDENTS IN INDONESIA

Abstract

The purpose of this study was to measure the performance of mobile banking by of-
fering an integration from the diffusion of innovation and service convenience mod-
els among college students in Indonesia. This study uses a cross-sectional design
with a survey study as a data acquisition strategy and the quantitative research type.
The questionnaire was completed by 202 respondents from the University of North
Sumatra, Telkom Mercubuana, Multimedia Nusantara, Bengkulu, Brawijaya, Katolik
Widya Mandala Surabaya, Negeri Jakarta, Tarumanagara, Trisakti, and Pembangunan
Nasional Veteran, due to their active use of mobile banking. Data analysis used the
partial least squares structural equation modeling approach, where the service conve-
nience model was analyzed in the second order and the diffusion of innovation model
was analyzed in the first order. The results prove that decision convenience, access con-
venience, transaction convenience, benefit convenience, and post-benefit convenience
are the determining dimensions of service convenience and have a significant positive
effect on mobile banking performance. In addition, compatibility also has a significant
positive effect on mobile banking performance. However, relative advantage and com-
plexity do not affect mobile banking performance.

Keywords service convenience, relative advantage, compatibility,
complexity, mobile banking performance
JEL Classification G21,033,121

INTRODUCTION

Mobile banking has become an important tool in the modern bank-
ing and competitive world, but poor performance can hinder user
experience and reduce usage rates. The growth of mobile banking in
Indonesia was significantly slow from 2015-2021. Transaction volume
only increased to 106% (Ahdiat, 2022). The percentage is meager com-
pared to Thailand and Malaysia. Both are growing rapidly. Findings
prove that the use of mobile banking has declined dramatically in 2022
(Dihni, 2022). During June 2024, the Financial Services Authority re-
ceived 6,289 complaints about financial technology (Muhamad, 2024).
The complaints occurred due to external fraud and transaction failures
(Muhamad, 2024). These problems indicate the weak performance of
mobile banking. Despite the decline in mobile banking performance
and usage, college students have the potential to consistently use the
app (Jahan & Shahria, 2022). Students are more accepting of technol-
ogy and have easy access to smartphones or the internet (Joia & Altieri,
2018). Accordingly, enhancing mobile banking performance among
college students is essential to resolve the downfall of mobile banking
users (Sembring et al., 2024).

Factors such as service convenience, complexity, relative advantage,
and compatibility play an important role in overcoming poor mobile
banking performance. The basis of this study is the underlying as-
sumption that service convenience in access and transactions makes
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it easier for customers to use mobile banking when anywhere and anytime thus mobile banking per-
formance meets customer expectations. Mobile banking that is easy to understand will minimize user
frustration, and the advantages of this application are better than traditional banking so that users are
more willing to use mobile banking (Khan & Alhumnoudi, 2022). By paying attention to these fac-
tors, banks can more effectively address poor performance and improve the overall user experience.
Therefore, it is important to understand user perceptions of convenience, relative advantage, complexity,

and compatibility to enforce better performance.

1. LITERATURE REVIEW

This study uses the integration of innovation diffu-
sion and service convenience theories, where the
integration is still limited. The diffusion of inno-
vation theory is a theoretical model related to the
acceleration of the implementation of a technolog-
ical innovation, which then leads to the good per-
formance of the technology. Rogers (2003) pointed
out that the diffusion of innovation is frequently
used in late-stage technology implementation
(Taghizadeh et al., 2022). The factors from the dif-
fusion of innovation are focused on accelerating
and extending the process of implementing tech-
nological innovation (Joia & Altieri, 2018; Moore
& Benbasat, 1991). The most influential factors are
relative advantage, compatibility, and complexity
(Chen et al., 2004).

Relative advantage is an individual’s perception
that the innovation used is superior to the previ-
ous innovation (Rogers, 2003; Kyari & Hudithi,
2022; Lou et al., 2017). Relative advantage is the
extent to which a product innovation is per-
ceived to have greater benefits than its substitute
(Sultana et al., 2021; Yuen et al., 2021). Research
by Mahakittikun et al. (2020), Riquelme and Rios
(2010), and Xia et al. (2023) found that the rela-
tive advantage of payment technologies such as
mobile banking has a significant effect on improv-
ing performance compared to companies that do
not fully adopt these technologies. This relative
advantage results in good revenue, customer sat-
isfaction, and operational efficiency. This finding
is supported by Khan et al. (2021) who highlighted
relative advantage as one of the factors that ful-
fill technology performance in libraries. Relative
advantage can strengthen its user experience and
improve internal efficiency, all of which contrib-
ute to superior performance. Hanfield et al. (2022)
and Hashem and Aboelmaged (2023) proved that
the use of technology that has a relative advantage
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helps to achieve a significant competitive advan-
tage and adapt to dynamic market changes, result-
ing in improved long-term performance.

Compatibility is an individual’s assumption that
the innovation is appropriate and consistent with
past values, past experiences, and current needs
(Rogers, 2003). Shahid (2022) presented compati-
bility as the ability of innovation to honor the needs
and requirements of accelerated implementation.
Compatibility is the ability of mobile banking fea-
tures to meet the daily needs of users (Lin, 2013).
The study by Murthy et al. (2020) revealed that
system incompatibility can hinder performance
because it creates additional costs. Compatibility
plays a big role because companies do not need
to invest significant resources to harmonize in-
compatible systems. These findings align with Al-
Dmour et al. (2023), where application compatibil-
ity is the key factor that has the most influence on
improving bank performance. High compatibil-
ity results in real-time data collection and analy-
sis resulting in improved customer service, more
personalized product offerings, and better risk
detection (Winarti et al., 2021). The compatibility
of technology is closely linked to performance. A
study by Luthfi et al. (2022) found that compatibil-
ity is one of the factors that have the most signifi-
cant effect on technology performance in account-
ing activities. Compatibility leads to how well the
technology matches the needs, processes, and sys-
tems available. When the technology used is com-
patible, transaction-related systems will function
more efficiently resulting in consistently better op-
erational performance (Acikgoz et al., 2023; Lutfi
& Alqudah, 2023).

Complexity is defined as an individual’s belief that
the innovation used is considered complicated to
understand and apply (Rogers, 2003). The oppor-
tunity for technology implementation is higher
when the constructs are simple (Maroufkhani et
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al., 2023). Complexity is defined as how complicat-
ed the innovation is for users to evaluate, under-
stand, and use (Rahardja et al., 2023; Zoubi et al.,
2023). Lee (2020) proved that complexity not only
affects the strength of technology performance
but also the performance of a person’s activities.
The study found that the more complex the tasks
given to English language learners in Korea, the
better the participants’ ability to develop richer
vocabulary and language structures in writing.
Complexity also greatly affects the performance of
a company or organization (Alsetoohy et al., 2019).
This finding is supported by Liu et al. (2015) who
revealed that high complexity will reduce perfor-
mance. The results of this study indicate that the
key to maximizing a company’s technology per-
formance is to adjust its external challenges.

Technology that only undergoes accelerated im-
plementation is not sufficient to evaluate perfor-
mance (Khan & Alhumnoudi, 2022; Roy et al,
2016). Previous research has tried to integrate in-
novation diffusion with other theoretical models
to increase the predictive power of a construct
(Grantham & Tsekouras, 2005; Moore & Benbasat,
1991; Hsu et al., 2008). Seiders et al. (2007) sug-
gested that the service convenience dimension is
the most important factor in the post-adoption
evaluation of technology. Service convenience is
a theoretical model that reveals how a technology
service can provide convenience so that it shows
better technology performance. The dimensions
of service convenience are decision convenience,
access convenience, transaction convenience, ben-
efit convenience, and post-benefit convenience.

Decision convenience is understanding an indi-
vidual’s perception of the time and effort spent
deciding something (Berry et al., 2002; Seiders
et al., 2007). This concept encourages convenient
and efficient decision-making (Jiang et al., 2013).
Han and Lee (2011) identified that decision conve-
nience is a dimension of convenience and affects
company performance. The findings prove that a
high level of decision convenience in technology
results in better performance among B2B compa-
nies. Decision convenience reduces the burden and
time involved in deciding whether or not to adopt
technology. Thereby increasing trust and better
collaboration among the companies involved. The
finding is in line with Kaura (2013), where the de-
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cision convenience factor in mobile banking tech-
nology plays a role in driving bank performance.
Chang et al. (2010) prove that decision conve-
nience affects performance through the lack of
time and effort felt by customers in choosing the
technology used. The ease of decision perceived by
customers is key in building performance.

Access convenience is an Individual’s perception
of the time and effort spent accessing a service
(Berry et al., 2002; Seiders et al., 2007). Access
convenience is the ease with which individuals
consider using the service (Colwell et al., 2008).
Individuals need direct interaction with technol-
ogy or service providers to access after making
a decision (Seiders et al., 2007). The findings of
Jiang et al. (2013) show that access convenience is
part of the ease of financial technology in online
shopping applications, which affects satisfaction
and indicates the level of technology performance.
This performance is often associated with the level
of comfort and satisfaction when accessing. This
finding is in line with the results of research by
Khazaei et al. (2014), where customers who easily
access mobile banking technology tend to have a
positive behavioral response to banks. Benoit et
al. (2017) prove that the convenience of access to
technology in the retail sector includes product in-
formation, stock, and digital positioning of goods.
This convenience forms the overall convenience of
the service thus encouraging performance.

Transaction convenience is an individual’s view
of the time and effort spent conducting a service
transaction (Berry et al., 2002; Seiders et al., 2007).
Transaction convenience is gained when mobile
banking users have selected the service, used the
service, and completed the transaction (Chang &
Polonsky, 2012). Complicated and time-consuming
processes lead to a decrease in convenience and us-
ers not completing transactions (Shankar & Rishi,
2020). Research conducted by Kaura et al. (2014),
Chang et al. (2010), and Colwell et al. (2008) found
that the ease with which customers can complete
payment transactions, transfers, and other activi-
ties through mobile banking can indicate good
bank performance. If transactions are done quickly,
easily, and efficiently, then it reinforces the positive
experience and fulfills customer expectations of
mobile banking performance. This finding is in line
with Shankar and Rishi (2020) that mobile banking
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Figure 1. Research model for examining the mobile banking performance
among college students in Indonesia

customers complete transactions quickly and safely,
tending to use the service consistently due to per-
ceived convenience. Apart from banking technol-
ogy, the ease of transactions can also be felt in food
home delivery technology in Pakistan (Mehmood
& Najmi, 2017). The study found that the payment
process can be done immediately when the order-
ing process is in progress. The smoothness of the
payment process forms the overall convenience of
the transaction and shows good performance.

According to service convenience theory, benefit
convenience is defined as an individual’s percep-
tion of the time and effort needed to obtain the
benefits of using a service (Berry et al., 2002;
Seiders et al., 2007). Benefit convenience indicates
the time and effort required to derive benefits
from the core service (Jebarajakirthy & Shankar,
2021). Lai et al. (2014) found that benefit conve-
nience is a dimension of service convenience that
has a significant influence on e-commerce tech-
nology performance. Benefit convenience includes
how easily and quickly customers make payments
and receive purchased products. This finding is in
line with Salehi et al. (2012), where the technol-
ogy provides convenience benefits such as accu-
rate product information and supports efficient
delivery processes due to digitalization. Based on
benefits, this technology shows good performance.
Furthermore, Roy et al. (2018) also proved that if
customers can easily and quickly receive the ben-
efits of the service, it creates a more positive per-
ception of service performance.

http://dx.doi.org/10.21511/bbs.19(4).2024.11

Post-benefit convenience is an individual’s
sense of the time and effort spent after perceived
benefits (Berry et al., 2002; Seiders et al., 2007).
This is attributed to individuals who constant-
ly need effective and quick solutions to address
problems after using the service (Duarte et al,,
2018; Jiang et al., 2013). Research by Kashif et al.
(2023) found that post-benefit convenience (ease
of product returns, after-sales service, and post-
purchase support) can improve performance
more than just speed or timeliness of home deliv-
ery technology in Karachi. Technology perfor-
mance improvement can focus on the customer
experience after all the usage processes are com-
pleted, not just during delivery (Shahijan et al.,,
2018). The results of this study are in line with
Vyas and Band (2021), it is proven that good per-
formance is shown by a better and more sustain-
able relationship with customers through post-
benefit convenience. Meanwhile, Jebarajakirthy
and Shankar (2021) found that post-benefit con-
venience plays an important role in improving
the performance of mobile banking technology
through responsive customer support.

Based on the review that has been described,
it is concluded that the dimensions of service
convenience (decision convenience, access con-
venience, transaction convenience, benefit con-
venience, and post-benefit convenience), rela-
tive advantage, compatibility, and complexity
greatly encourage performance improvement
on various technologies. Not only on mobile
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banking technology but also other technologies
that support the competence of companies and
individuals.

Therefore, the purpose of this study is to measure
the effect of decision convenience, access conve-
nience, transaction convenience, benefit conve-
nience, post-benefit convenience, relative advan-
tage, compatibility, and complexity on mobile
banking performance. Thus, banks can overcome
indications of declining mobile banking perfor-
mance and increase competitiveness in the era of
digital transformation. Furthermore, the hypoth-
eses are formulated as follows (see Figure 1):

HI: Relative Advantage positively affects mobile
banking performance.

H2:  Compatibility positively affects mobile bank-
ing performance.

H3: Complexity negatively affects mobile bank-
ing performance.

H4:  Service convenience positively affects mobile
banking performance.

2. METHODOLOGY

AND DATA

This study used a cross-sectional design with a sur-
vey study. The research data were taken by distrib-
uting questionnaires because the type of data used
was primary. This type of research is quantitative
to measure the effect of the dimensions of service
convenience, relative advantage, compatibility, and
complexity on mobile banking performance. The
questionnaire was distributed to college students in
Indonesia via social media with the accidental sam-
pling technique. It is not known how many college
students in Indonesia use mobile banking so this
study uses accidental sampling.

The collected data were analyzed using the PLS-
SEM approach. The analysis was conducted in two
stages. The first stage is the outer model performed
on the PLS algorithm. This stage is carried out to
see the validity and reliability of each measure-
ment item. Meanwhile, the second stage is the in-
ner model conducted on bootstrapping. This stage
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is carried out to test the proposed hypothesis. The
conceptual framework in this study is considered
based on previous researchers, where the service
convenience model was analyzed in the second or-
der (Chang et al., 2010; Benoit et al., 2017; Shahijan
et al., 2018) and the diffusion innovation model was
analyzed in the first order (Cooper & Zmud, 1990).
The research indicators were adapted by Al-Jabri
and Sohail (2012), Doll et al. (2004), and Seiders et
al. (2007). In terms of performance measurement,
this study used indicators and constructs by Doll et
al. (2004). This measure is used to explain perfor-
mance or success in most studies (Hsu et al., 2008).

Based on 300 questionnaires distributed, 202 re-
turned answers from respondents. The respon-
dents were students of universities in Indonesia,
such as the University of North Sumatra, Telkom
Mercubuana University, Multimedia Nusantara
University, Bengkulu University, Brawijaya
University, Katolik Widya Mandala Surabaya
University, Jakarta State University, Tarumanagara
University, Trisakti University, and Veteran
National Development University.

Table 1 summarizes the results of the respondents’
demographics. Based on the data collected, it was
concluded that the majority of respondents were
female, with a proportion of 75.2% of the total re-
spondents, while males were only 24.8%. This
shows that women tend to utilize mobile banking
services compared to men. Convenience in using
technology, or transaction needs could be the rea-
son why more women use mobile banking. In terms
of age, the majority of respondents are between 20
to 21 years old, accounting for 54.0% of the to-
tal respondents. This is followed by the age group
above 22 years old at 34.2%, and the youngest age
group (18-19 years old) at only 11.9%. The data illus-
trate that mobile banking usage is more dominant
among students who are at the end of their stud-
ies, possibly with more complex financial trans-
action needs as financial independence increases.
Most of the respondents are from North Sumatra,
with the percentage reaching 60.4%. Jakarta is the
second largest domicile with 19.3% of respondents,
followed by East Java with 6.9%. The dominance
of these respondents is due to the ease of reaching
students in the North Sumatra region. Finally, BCA
Mobile is the most popular among students, used
by 30.7% of respondents. This was followed by BNI
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Mobile (26.7%) and BRImo (20.8%). The popular-
ity of these apps from major banks shows that stu-
dents tend to favor mobile banking services that are
well-established and offer features that suit their
needs. On the other hand, other apps such as BSI
Mobile, Jenius, and Wap banking have far fewer us-
ers, which may reflect a preference for larger, more
widely recognized banks.

Table 1. Respondent demographics of mobile
banking users

Description Total Percentage
 Male 50 24.8%
Female 152 75.2%
Cc2years 69 342%
Age 18-19years e AL3%
20-21 years 54.0%
Bl 05
Banten 0.5%
Bengkulu o 20%
Jakarta 39 0..193%
West Java 8 4.0%
Centrallava A4 20%
o East Java 6.9%
West Kalimantan 1 0.5%
Lampung L 08%
Southsulawesi {2 i 0%
West Sumatra L O5%
North Sumatra 122 60.4%
Yogyakarta 3 15%
AGI Mobile T2 I
BCA 30.7%
BN LL28T%
Types BRIMO e 208%
of mobile : BSI Mobile L
banking Jenius BTPN L0
Livin 18.3%
SumutMobile 1 05%
i Wap banking ; 1 0.5%
3. RESULTS

The analysis findings show that each questionnaire
statement item has an average factor loading that
is much greater than 0.60, indicating each item is
valid (Table 2) (Hair et al., 2022). In addition to
factor loading, data validity is also seen from the
average variance extracted which has a value of
more than 0.50 (Hair et al., 2022). Then reliability
can be seen from the composite reliability value,
which is greater than 0.70, and the Cronbach’s al-
pha value above 0.60 (Hair et al., 2022; Sekaran &
Bougie, 2016).

http://dx.doi.org/10.21511/bbs.19(4).2024.11
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Based on data processing on the PLS algorithm, it is
evident that each performance statement item has
a factor loading of 0.72 to 0.85, Average Variance
Extracted is 0.66, Composite Reliability is 0.95, and
Cronbach’s Alpha is 0.94. These results indicate
that performance has high validity and reliability
despite its low Average Variance Extracted.

Relative advantage has a validity value that is quite
higher than the minimum limit specified, which
is around 0.75 to 0.84 on factor loading and 0.63
on Average Variance Extracted. The same applies
to reliability, which shows Composite Reliability
and Cronbach’s Alpha close to 0.9. Compatibility
shows a small factor loading value, which is
around 0.60 to 0.85. Cronbach’s Alpha is also on-
ly worth 0.59, and the validity of compatibility is
small. However, compatibility shows strong reli-
ability, where Composite Reliability is 0.87 and
Cronbach’s Alpha is 0.82.

Each complexity statement item has very high va-
lidity, where the factor loading is 0.78 to 0.95 and
the Average Variance Extracted is close to 0.8.
Complexity is very reliable because Composite
Reliability reaches a value of 0.91 and Cronbach’s
Alpha is 0.88. Decision convenience has medium
validity and reliability. Factor loading is 0.82 to
0.86. The same applies to Cronbach’s Alpha, which
is 0.80, and Composite Reliability is 0.88. Almost
all values are in the 0.8 range except the Average
Variance Extracted value, which is 0.71.

Besides decision convenience, access convenience
also has almost the same validity and reliability
values. The factor loading for access convenience
is 0.83 to 0.86, but the Average Variance Extracted
is 0.72. As for reliability, Composite Reliability and
Cronbach’s Alpha have quite high values, name-
ly 0.88 and 0.81. Each statement item on transac-
tion convenience has a fairly small validity. There
is a factor loading of 0.71 to 0.86 and an Average
Variance Extracted of only 0.66. Meanwhile, reli-
ability is quite high on Composite Reliability which
is worth 0.85 but Cronbach’s Alpha is worth 0.74.

Benefit convenience has a medium factor loading
value, which is 0.81 to 0.86. While the Average
Variance Extracted is worth 0.70, which means
that the measurement items are quite valid.
Similar to reliability, Composite Reliability and
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Cronbach’s Alpha values show medium values,

around 0.87 and 0.79. Validity and reliability on
post-benefit convenience are very high. Factor

loadings have very high values, around 0.86 to

0.90. However, the Average Variance Extracted is
only 0.78. Post-benefit convenience is very reliable,

where the Composite Reliability value reaches 0.91
and Cronbach’s Alpha is 0.86.

Furthermore, discriminant validity has a square
root of the Average Variance Extracted value,
and cross-loading is greater than all correlations

Table 2. Reliability and convergent validity for variables affecting mobile banking performance

. Average
. . Factor : Cronbach’s | Composite i &
Variables Indicators Loadines . Aloha . Reliabilit Variance
: & P v Extracted
i Accuracy of information
Performance 0.9428 0.9513 0.6618
Relative 0.8578 0.8978 06377
Advantage
Compatibility 0.8295 0.8799 0.5977
Complexity 0.8820 0.9189 0.7918
Decision Ease and speed of determining mobile banking 0.8025 0.8831 07158
Convenience services and features ’ ’ ’
Access 0.8140 0.8897 0.7289
Convenience
JEN 08561 ‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘
Transaction Speed of mobile banking in settling various 0.8617 0.7433 0.8531 0.6611
Convenience | payments ' ' ' '
Benefit ‘rjding mobile banking f 07934 0.879 07078
Convenience i Ease of the entire mobile banking implementation ' ) '
; 0.8486
L0860
Post Benefit ; Mobile banking customer service response Speed i 08847 0.8649 0.9173 0.7872
Convenience  :speed of resolution of mobile banking transaction ' ’ '
o 0.9095
................................... failures
service - - 0.9211 09338 0.5852

Convenience
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Table 3. Result of Fornell-Larcker for variables affecting mobile banking performance

Variables Compatibility Complexity Performance Servi.ce Relative
Convenience Advantage
Lompatibility e 0T T T
Complexity i 00609 08898 ' -
Performance O O 45 e J83S L B
Service C CO”VE”'ence o 06380 D 2296 et 06168 0765
Relative Advantage ' 0.6233 . _oo0182 ' 0.4153

among other variables (Table 3). Based on the cri-
teria of Fornell-Larcker, compatibility is 0.7731,
complexity is 0.8898, performance is 0.8135, ser-
vice convenience is 0.765, and relative advantage is
0.7986. Thus, the discriminant validity is properly
validated and meets the criteria (Sekaran & Bougie,
2016).

The inner model analysis includes the test and
hypothesis testing with bootstrapping pls. The
coefficient of determination, which has a value
of around 0.67, means strong, 0.33 means moder-
ate, and 0.19 means weak (Vincenzo, 2010). Table
4 shows that the adjusted r-square value on the
performance variable is 0.4598 (45.9%). Therefore,
this research model effectively explains 45.9% of
the performance variable. This value is catego-
rized as moderate (Vincenzo, 2010).

Table 4. Coefficient of determination
for variables affecting mobile banking performance

Variable R Square Adjusted R Square

Performance 0.4705 0.4598

After calculating the coeflicient of determina-
tion, the hypothesis testing is completed with
the path coeflicient. Suppose the t-statistic value
is larger than 1.64, and the p-value at 5% sig-
nificance is less than 0.05. In that case, the re-
sult implies that a variable has an effect, and the

Table 5. Result of bootstrapping from SmartPLS

hypothesis is accepted. The opposite is equally
true (Band, 2006).

The summary of Table 5 highlights the t statistic of
relative advantage is 0.7867 < 1.64, the p-value is
0.4319 > 0.05, and the standard deviation is 0.0561.
T statistic of compatibility is 2.0178 > 1.64, the p-
value is 0.0388 < 0.05, and the standard deviation
is 0.1751. T statistic of complexity is 0.3539 < 1.64,
the p-value is 0.7235 > 0.05, and the standard devi-
ation is 0.0636. T statistic of service convenience is
2.1482 > 1.64, the p value is 0.0322 < 0.05, and the
standard deviation is 1685. These results indicate
that compatibility and service convenience are
more critical factors in improving performance
than relative advantage or level of complexity.

Therefore, it is concluded that the compatibility vari-
able and the service convenience dimension affect
mobile banking performance. In contrast, the rela-
tive advantage and complexity variables do not affect
mobile banking performance. Decision convenience,
access convenience, transaction convenience, ben-
efit convenience, and post-benefit convenience have
exceptionally good t-statistics and p-values. Thus,
the dimensions of service convenience can strongly
form a service convenience construct. The service
convenience model is integrable with the diffusion
of innovation variable, namely compatibility. Based
on the results of hypothesis testing, H2 and H4 are
accepted while HI and H3 are rejected (Table 6).

Relationship Standard Deviation T Statistic P Values

Access Convenience - Service Convenience 0.0211 15.9058 0.0000
Benefit Convenience - Service Convenience e 00177 205216 00000
Compatibility > Performance 0.1751 2.0718 0.0388
Complexity > Performance R 0063 03539 07235
Decision Convenience - SerV|ce Convenience o L .
Pos-Benefit Convenience - Service Convenlence 2 2949 0.0222
Service Convenience - Performance - L2148 0032
_Transaction Convenience - Service Coﬂr)‘\'/‘enlence """ 132792 ¢ 0.0000
Relative Advantage - Performance 0. 7867 0.4319
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Table 6. Hypothesis results to test each variable on mobile banking performance

Hypothesis Relationship T Statistic P Values Result
H1 .. i Relative Advantage > Performance - S
H2 S
3 B NS
H4 Service Convenience - Performance S

4. DISCUSSION

The results showed that relative advantage does
not affect mobile banking performance. The rela-
tive advantages offered by mobile banking, such as
time efficiency and convenience, are perceived as
basic needs rather than additional benefits by stu-
dents who are already familiar with digital technol-
ogy. The world of technology is no longer foreign to
students. Therefore, students see no significant dif-
ference between one mobile banking platform and
another. The relative advantage of mobile banking
is not very prominent; therefore, the relative advan-
tage does not result in improved performance. The
results of this study confirm the research results of
Taghizadeh et al. (2021) which found that relative
advantage does not affect online learning perfor-
mance in Oman. Lutfi et al. (2022) also found that
relative advantage does not affect the performance
of digital accounting systems in SMEs in Jordan.
The traditional system is favored by the majority
so that the relative advantage is not felt. Hlee et al.
(2016) confirm this result, where the relative advan-
tage in visual analytics applications has no direct
effect on student performance.

The findings of this study indicate that compatibil-
ity has a significant influence on mobile banking
performance. The majority of respondents strongly
agreed that mobile banking is compatible with fi-
nancial management and work style. In addition, a
large number of respondents strongly agreed that
mobile banking is compatible with new technolo-
gies, innovations, and lifestyles. Mobile banking
services that are highly compatible with respon-
dents’ needs and lifestyles have a greater chance of
generating good performance. The results of the
study confirm Hashem and Aboelmaged (2023)
who found compatibility greatly affects the per-
formance of manufacturing companies in Egypt.
Then these results are supported by Winarti et al.
(2021) and Zhang and Chan (2021), where mobile
banking that suits the needs can drive performance
improvement through user satisfaction and loyalty.
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The research findings indicate that complexity does
not affect mobile banking performance. Based on
the alignment of mobile banking services with the
daily needs of students, the application continues
to be used regardless of complexity, implying that
system complexity does not explain poor mobile
banking performance. Furthermore, the purpose
of mobile banking is to offer greater ease and con-
venience for users. These results confirm the find-
ings of Joia and Altieri (2018), who revealed that the
complexity of E-Hailing Apps does not impact the
performance of those applications. The findings are
also consistent with those of Mahakittikun et al.
(2020) and Taghizadeh et al. (2022), which suggest
that mobile banking is essential for fulfilling stu-
dents’ lifestyle needs (such as online shopping) and
daily necessities. The study also corroborates the
findings of Ahmad et al. (2016), which show that
complexity does not influence the performance of
business intelligence deployment.

The results showed that all dimensions of service
convenience have a significant influence on mo-
bile banking performance such as decision conve-
nience. Each mobile banking or mobile payment
application has its unique advantages that cater to
the needs and lifestyles of students. Based on these
advantages, students can comfortably select the
services and applications they wish to use, thereby
encouraging even better performance. These re-
sults align with the study by Mehmood and Najmi
(2018), which found that decision convenience af-
fects the performance of home delivery services
in Pakistan. The shift from direct ordering to on-
line ordering has occurred, allowing customers to
make decisions more comfortably, as they recog-
nize the superiority of online ordering compared
to previous methods. The research findings con-
firm the results of Benoit et al. (2017), who stated
that decision convenience significantly improves
company performance in the UK, and Khazaei et
al. (2014), who demonstrated that this convenience
enhances bank performance due to increased cus-
tomer satisfaction in Iran.
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The results showed that all dimensions of service
convenience have a significant influence on mo-
bile banking performance such as access conve-
nience. This result is consistent with the study by
Kaura (2013), where students can have financial
limitations that lead to mobile banking becoming
the affordable alternative since it does not require
significant additional costs when access. Therefore,
convenient access will maintain mobile banking
performance. These findings confirm the results of
Khazaei et al. (2014), which state that access con-
venience in all services has the potential to consis-
tently enhance bank performance. The result was
also supported by Benoit et al. (2017) who demon-
strated that access convenience has the most sig-
nificant impact in improving performance.

The results showed that all dimensions of service
convenience have a significant influence on mo-
bile banking performance such as transaction
convenience. Students, particularly those with
irregular schedules, often prioritize convenience
and speed in their transactions. Therefore, trans-
actions that can be conducted in remote areas and
outside of operational hours will foster this conve-
nience, thereby reflecting strong mobile banking
performance. These findings confirm the results
of Kaura (2015) and Colwell et al. (2008), which
state that the speed and security of electronic pay-
ment transactions enhance customer convenience,
thereby strengthening the performance of the ap-
plication. Jebarajakirthy and Shankar (2021) sup-
port these findings, stating that transaction con-
venience has a strong influence on satisfaction,
which ultimately leads to improved mobile bank-
ing performance.

The results showed that all dimensions of service
convenience have a significant influence on mo-
bile banking performance such as benefit con-
venience. These findings confirm the results of
Salehi et al. (2012) and Roy et al. (2018), which sug-
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gest that when a product is beneficial and provides
convenience from its utility, it will significantly
impact the company’s performance. Mehmood
and Najmi (2018) also found that the benefit con-
venience enhances the performance of online or-
dering applications through consistent customer
satisfaction.

The results showed that all dimensions of service
convenience have a significant influence on mo-
bile banking performance such as post-benefit
convenience. Students prefer everything to be do-
ne quickly and instantly (Sembiring et al., 2024).
Therefore, responsive assistance provided during
obstacles or transaction failures will create conve-
nience and demonstrate the strong performance
of the mobile banking application. These findings
confirm the study by Jebarajakirthy and Shankar
(2021), which states that post-benefit convenience
from experiences will be strongly encouraged
if the failure is resolved quickly and selectively.
These results are in line with research conducted
by Vyas and Band (2021) and Chang et al. (2010)
who stated that post-benefit convenience has an
influence and is significant.

This study has limitations regarding the data col-
lection process, such as the possibility of respon-
dents completing the questionnaire dishonestly
or insincerely, as interviews were not conducted.
The study only integrates the theory of innova-
tion diffusion and service convenience to measure
performance. Based on these limitations, future
research could conduct brief interviews to ensure
honesty in questionnaire responses. Future stud-
ies are also expected to expand the integration
model with other theories and specific measure-
ments, such as electronic service quality, for mo-
bile banking performance. Additionally, future
research could incorporate age or education level
as mediating factors in the development of this in-
tegration model.

CONCLUSION

This study investigates the impact of various dimensions of service convenience on mobile banking
performance, focusing on decision convenience, access convenience, transaction convenience, benefit
convenience, and post-benefit convenience. The findings reveal that all these dimensions of service con-
venience significantly and positively influence mobile banking performance. Moreover, compatibility
is shown to have a notable impact on performance, whereas relative advantage and complexity do not
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exhibit significant effects. The critical role of convenience in determining mobile banking performance
underscores the need for continuous improvements in both system functionality and transaction-re-
lated services. Enhancing these aspects can help mobile banking platforms better meet the evolving
needs and preferences of users. Furthermore, by aligning services more closely with modern lifestyles
and technological trends, mobile banking can maintain its competitive edge in the fast-paced, digitally
driven financial sector. Consequently, regular updates and innovations in mobile banking services are
essential for sustained performance improvement and long-term success in the industry.
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