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ABSTRACT
This study aims to analyze the effect of perceived ease of use, perceived usefulness, and trust on interest in using mobile banking at Bank DKI Jakarta. This study uses a quantitative approach, survey type, and causal descriptive. The population in this study were all rupiah savings customers who have mobile banking facilities registered at Bank DKI Jakarta with a sample of 160 customers using simple random sampling technique, data collection using questionnaires, and data analysis techniques using path analysis using the SmartPLS 3.2 program. . The results of this study prove that the perceived ease of use and trust has a significant effect, but the perceived usefulness does not significantly affect the interest in using mobile banking. The novelty of the concept in this study is to develop the TAM theory with the addition of a trust variable and a focus on the intention to use mobile banking, which has not been found in previous studies.
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INTRODUCTION

Mobile banking better known as m-banking is a banking facility or service using mobile communication tools such as mobile phones, with the provision of facilities for banking transactions via SMS (short messages) on mobile phones (Mubiyantoro, 2013). With the existence of mobile banking services through mobile phones, banking transactions that are usually carried out manually, namely customer activities by visiting the bank can now be done without having to visit bank outlets, only using the customer's cellphone can save time and costs. Mobile banking services provide many benefits and conveniences for customers to perform banking transactions such as bill payments, balance checks, transfers between accounts, and others. In today's millennial era, Mobile banking is one of the most widely used banking applications because it offers a lot of convenience and speed of access to all banking transactions. 

Banking diversification services are increasingly important for banking companies that are trying to create a competitive advantage in the market, maintain their customer base and cut costs (Laukkanen, 2016). As smartphone prices are cheap and internet connections are getting faster and easier, the use of mobile banking applications has become mandatory. for customers. The presence of the mobile banking application provides innovation for banks to provide more diverse and innovative products to meet customer satisfaction
Bank DKI is a financial institution that provides services to the community in the form of collecting public funds and channelling them back in the form of a credit to achieve the welfare and prosperity of the community. PT. Bank DKI is a commercial bank whose share ownership is owned by the Provincial Government of DKI Jakarta (99.98%) and Perumda Pasar Jaya (0.02%). Bank DKI grew as one of the important pillars in the history of Jakarta's development as the nation's capital. Bank DKI is always focused and consistent to improve its performance to win public trust through a series of product innovations and services provided to the community. As a commercial bank that is committed to serving the entire community and the business world, Bank DKI provides various banking products and services that reach various segments of society. and the business world. It is important to understand the factors that influence customers to use bank services, and how they can be attracted to using online and offline services 

This research is based on the theory of TAM by explaining and predicting the acceptance of end-users or customers towards information systems. According to Cho (2015), the TAM method discusses behavioural intentions to use new technology, determined by an individual's attitude towards technology and has been widely applied in various situations including banking, information services, payment services and so on. Technology acceptance or interest in using it is influenced by behavioural intentions which are influenced by two things, namely perceived usefulness and ease of use. . 
Based on prior studies, inconsistent results exist in each predictor variable for decisions to use. (Rawashdeh, 2015) showed that perceptions of convenience and benefits significantly affect decisions to use internet banking. (Jamshidi et al., 2016)  found that perceptions of usefulness, benefits, and trust are essential and significant factors influencing people's intention to use Islamic credit cards. The same results from (Kiran J. Patel, 2018) showed that the intention to use internet banking is positively influenced mainly by perceived security. The other significant factors are perceived usefulness, perceived ease of use, and social influence. Meanwhile, (Bashir et al., 2015) research showed that perceived ease of use and perceived benefits did not significantly influence the decision to use internet banking.  Perceived pleasure and trust are direct and significant determinants of customer attitudes toward internet banking use. I.M. (Al-Jabri, 2015) findings revealed that perceived convenience and perceived benefits have no significant effect on interest in using mobile banking. In addition, (Muñoz-Leiva et al., 2017) showed that perceived benefits have no significant effect on decisions to use mobile banking.

The study by (Namahoot et al., 2018) showed that service quality, risk perception, and trust significantly affect behavioral intentions to use internet banking. (Ben Mansour, 2016) found that trust does not significantly affect decisions to use internet banking in Tunisia. (Ahmed et al., 2017) showed that trust has no significant effect on decisions to use MMT. Perceived usefulness, subjective norms, and satisfaction significantly contribute to MMT consumers' sustained intention. The inconsistency of the research results became the basis for the researchers in conducting this study by using behavior intention as an intervention. 
The importance of perceived ease of use, perceived usefulness that is balanced with the trust obtained by customers is very important for interest in using mobile banking services. Banks must know the level of customer confidence in the acceptance of information technology, it will be very helpful for the development of information technology products in the future. Likewise, with the usefulness and convenience obtained from information technology from banking, it will greatly assist the development and improvement of product services in the field of information technology in the future as well as knowing how the attitude of information system users towards their interest in using it. Therefore, this study reviews the existing literature on mobile banking and proposes a conceptual model to empirically investigate the factors that influence customer interest and use of mobile banking at Bank DKI Jakarta based on perceived ease of use, perceived usefulness, and trust.
LITERATURE REVIEW 
Technology Acceptance Model (TAM)

One approach used to see the ease of technology is the Technology Acceptance Model (TAM). TAM was first introduced by (Davis, 1989b) which was developed based on the theory of reasoned action introduced by Ajzen and Fishbein in 1980. The basic difference between TRA and TAM is the placement of attitudes from TRA.

TAM introduces two key variables, namely perceived usefulness and perceived ease of use, which have relevance for predicting user acceptance of technology (Acceptance of IT). In this case, TAM offers a strong and simple explanation for the acceptance of technology and the behaviour of its users (Manan et al., 2019).
Intention to Use

A technology that is developed successfully or not to improve services will depend on its users. Technology will be successful if the number of users (users) is increasing and continues to be used. Therefore, a person's interest in using technology is an important factor. The behavioural intention according to (Jogiyanto, 2007) is a person's desire or interest to perform a certain behaviour. Interests are related to behaviours or actions, but interests can change over time, the wider the time interval, the more likely it is that changes in a person's interests will occur
Perceived Ease of Use

According to (Jogiyanto, 2007) perceived ease of use is defined as the extent to which a person believes that using technology will be free of effort (“is the extent to which a person believes that using a technology will be a free effort”). Ease of use is perceived as a person's level of belief that in using a particular system there is no need to use hard effort.

Ease of use is another benefit associated with apps for mobile banking. The ease of use construct is associated with user perception and ease of navigation on the interaction platform with the bank (Chawla et al., 2019). In certain retail bank studies, perceived ease of use directly affects mobile banking adoption (Zhang et al., 2018). Advances in mobile services have contributed to the spread of perceived ease of use (Tran et al., 2016), and customers are increasingly appreciating these benefits associated with using banking applications on their mobile phones(Alalwan et al., 2015).
Perceived Usefulness 

Perceived usefulness is a condition in which individuals believe that the use of a particular technology will improve their performance. According to (Jogiyanto, 2007), perceived usefulness is the extent to which a person believes that using technology will improve his work performance. (Davis, 1989a) defines perceived usefulness as "the degree to which a person believes that using a particular system would improve his or her job performance”, which is the degree to which a person believes that using a particular system will improve their job performance.
Trust
Trust is the degree to which a person believes that another person will live up to his/her expectations and will not gain undue advantage from the situation, is one of the most frequently discussed external factors hindering technology adoption. One of the reasons why people choose not to adopt M-Banking & I-Banking is the issue of privacy and confidentiality that governs this new electronic channel offered by financial institutions and banks (Mazhar, 2014).

Trust is an individual’s perception that service will consistently meet his/her expectations, and it demonstrates an individual’s likelihood to continuously rely upon service and its characteristics (Farah et al., 2018). Trust is developed based upon three distinct characteristics: a service’s ability to accomplish the required tasks, integrity to fulfil its claims ethically with no deception, and benevolence to care about customers’ needs (Zhou, 2011).
Hypothesis
H1: Perceived ease of use can positively and significantly influence the intention to use mobile banking.
H2: Perceived usefulness can positively and significantly influence the intention to use mobile banking.

H3: Trust can positively and significantly influence the intention to use mobile banking.
H4: Perceived ease of use can positively and significantly affect behaviour intention in mobile banking.
H5: Perceived usefulness can positively and significantly affect behaviour intention in mobile 

H6: Trust can positively and significantly affect behaviour intention in mobile banking 

H7: Behaviour intention can positively and significantly influence to intention to use mobile banking.
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Figure 1. Hypothesis Framework
METHODS
In this research, the approach used is quantitative research. The population in this study are all rupiah savings customers who have mobile banking facilities registered at Bank DKI Jakarta. The sample in this study was 160 respondents. The technique used in sampling is probability sampling. Data collection techniques in this study were questionnaires and interviews. The data measurement technique used in this study used a Likert scale (scale 1-5).

RESULT AND DISCUSSION 
Table 1. Summary of Respondent Characteristics

[image: image2.png]~anable 2
Gender Male s1.88
Female 38.13
Age 1725 25 15.63
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Table 2. Composite Reliability & AVE
[image: image3.emf]Construct Composite RealibilityAverage Variance Extracted

Perceived Ease of Use (X1) 0.856 0.597

Perceived Usefulness (X2) 0.909 0.696

Trust (X3) 0.925 0.664

Behaviour Intention (Y1) 0.873 0.636

Intention to Use (Y2) 0.912 0.685

Note : n = 160


Based on the measurement results listed in Table II above, it can be seen that the convenience perception variable (X1) has an AVE value of 0.597; the perceived benefit variable (X2) has an AVE value of 0.696; the confidence variable (X3) has an AVE value of 0.664; interest variable (Y1) has an AVE value of 0.636; The decision variable (Y2) has an AVE value of 0.685. Because the AVE value of each of the above variables is greater than 0.5, it can be concluded that all of these variables have good construct validity. From the results of the reliability test, it was found that all the values of the research variables resulted in Cronbach's alpha values > 0.6 so that it could be concluded that all of the research instruments were reliable.
Table 3. R Square
[image: image4.emf]Variable R Square

Behaviour Intention (Y1) 0.651

Intention to Use (Y2) 0.658

R Square Testing


The output results of the R Square test can be seen in Table 3. Based on the data in Table 3 above it is known that the value of R Square on the interest variable (Y1) is 0.651 or 65.1% so that the variable perception of convenience (X1), perceived benefits (X2) and trust (X3) simultaneously has a significant effect on interest in using (Y1) by 65.1% while the remaining 34.9% is influenced by other factors outside the research model.

The value of R Square on the decision variable (Y2) is 0.658 or 65.8% so that the perceived convenience variable (X1), perceived usefulness (X2) and trust and interest in using (Y1) simultaneously have a significant influence on the decision to use (Y2 ) of 65.8% while the remaining 34.2% is influenced by other factors outside the research model.
The results of the hypothesis analysis for each path obtained using SmartPLS 3.2 are as follows:
Table 4. Hypothesis Testing
[image: image5.emf]Hypothesis

Estimated path Path Coefficients p-values Supported/rejected

H1

Perceived Ease of Use (X1---> Intention to Use 2,172 0,030 Supported

H2

Perceived Usefulness (X2)---> Intention to Use 1,061 0,289 Rejected

H3

Trust (X3)---> Intention to Use 2,459 0,014 Supported

H4

Perceived Ease of Use (X1)---> Behaviour Intention 7,674 0,000 Supported

H5

Perceived Usefulness (X2)---> Behaviour Intention 0,846 0,398 Rejected

H6

Trust (X3)---> Behaviour Intention 5,220 0,000 Supported

H7

Behaviour Intention (Y1)---> Intention to Use 3,532 0,000 Supported

Hypothesis Testing
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Figure 2. Model Construct
The data in Table V and Figure 2  above shows that the largest path coefficient value is indicated by the effect of perceived ease of use of 7,674 followed by the influence of trust on behaviour intention of 5,220, the influence of behaviour intention on intention to use is 3,532, the influence of trust on intention to use is 2,459, the effect of perceived ease of use on intention to use is 2,172, the effect of perceived usefulness on intention to use is 1.061 and the smallest effect is shown by perceptions of usefulness to the intention to use of 0.846

The results of testing the direct influence of the hypothesis in table 5 show H1, H3, H4, H6 and H7 showing the results of t-statistics > 1.96 and p-values < 0.05, meaning that the hypothesis is accepted. H2 and H5 hypotheses are rejected because the results of t-statistics <1.96 and p-values> 0.05

The Influence of Perception of Ease of Use on Intention to Use

The results showed that the perception of Ease of Use had a significant effect on the intention to use. This research is in line with and supports previous research conducted by (Rawashdeh, 2015) who found that perceived convenience had a significant effect on intentions to use mobile banking. Research by (Jamshidi et al., 2016) also obtained significant results between perceived ease of use on intentions to use mobile banking and research by (Kiran J. Patel, 2018) showed that perceived ease of use had a significant effect on intentions to use mobile banking. Fast, accurate, responsive and maximum mobile banking services must be provided by Bank DKI to its customers to be able to satisfy customers. Ease of use of mobile banking is very much needed by customers in carrying out daily banking transactions such as mobile banking applications that are easy to learn, understand and operate. Then Bank DKI's mobile banking must be designed to be user friendly to make it easier for customers to transact, the instructions in Bank DKI's mobile banking must also be clear and understandable and customers must get clear and accurate information about their banking transactions. With optimal and best service, customer loyalty in using Bank DKI's mobile banking will always be maintained and increased.

 The instructions in Bank DKI's mobile banking must also be clear and understandable and customers must obtain clear and accurate information about their banking transactions. With optimal and best service, customer loyalty in using Bank DKI's mobile banking will always be maintained and increased. The instructions in Bank DKI's mobile banking must also be clear and understandable and customers must obtain clear and accurate information about their banking transactions. With optimal and best service, customer loyalty in using Bank DKI's mobile banking will always be maintained and increased.
The Influence of Perceived Usefulness on Intention to Use

The results of the study show that perceived usefulness has a positive and insignificant effect on intentions to use mobile banking. This research is in line with and supports the previous research conducted by (Bashir et al., 2015) which found that perceived Usefulness had no significant effect on intentions to use mobile banking. Research from (Al-Jabri, 2015) also shows that there is no significant effect between perceived usefulness on intentions  to use mobile banking. Then research from (Muñoz-Leiva et al., 2017) also found that perceived usefulness had no significant effect on intentions to use mobile banking. The low level of education and socialization from Bank DKI regarding the many uses that can be obtained when using mobile banking can be seen from the results of research which show that the perceived benefits of using mobile banking are not significant. The lack of promotion and advertisement for Bank DKI's mobile banking products also has an impact on the low number of mobile banking users. Bank DKI must always provide education, socialization, knowledge and insight to its customers about the many benefits that can be obtained when using Bank DKI mobile banking. The many benefits that customers get when using mobile banking in carrying out banking transaction activities such as using Bank DKI mobile banking will increase the effectiveness and productivity of customer banking transactions,
The Influence of Trust on Intention to Use

Based on the results of the study, trust is proven to have a positive and significant influence on intentions to use mobile banking. Trust is a descriptive idea held by someone about something (Kotler, P. dan Keller, 2012). The customer doubts the aspect of trust in the bank's security and confidentiality policies. Trust has a significant influence on the customer's desire to engage in online financial transactions and the provision of confidential information (such as the confidentiality of user id and password, personal accounts, etc.). This research is in line with and supports previous research conducted by (Bashir et al., 2015) which found that trust has a significant effect on intentions  to use mobile banking. (Jamshidi et al., 2016) also obtained significant results between trust in intentions  to use mobile banking and research by (Namahoot et al., 2018) showed that trust had a significant effect on intentions  to use mobile banking. Banking is a business of trust which is the most important factor in running its business. Bank DKI must ensure that quality services will be obtained by all its customers, can meet customer expectations and satisfaction, can provide benefits and many benefits to its customers, Bank DKI must be able to convince customers about transaction security and confidentiality of customer data and strive to optimally maintain its existence and reputation. DKI must equip its banking system with sophisticated security,
The Influence of Perception of Ease of Use on Behaviour Intention

The results of the study show that usage is proven to have a positive and significant effect on interest in using mobile banking. This research is in line with and supports previous research conducted by (Koksal, 2016) in Lebanon showing that perceived ease of use significantly influences interest in using mobile banking. Then the results of research by (Alalwan et al., 2016) which alsos that the perception of ease of use has a significant effect on the interest in adopting mobile banking applications. Bank DKI must always be able to provide the best and optimal service to customers for the use of mobile banking with ease and speed of access. , a system that doesn't always crash.
The Influence of Perceived Usefulness on Behaviour Intention

Based on the results of the study, perceived usefulness has a positive and insignificant effect on interest in using mobile banking. This research is in line with and supports the research conducted by (Bashir et al., 2015) which found that perceived usefulness did not have a significant effect on interest in using internet banking. The biggest challenge for Bank DKI is to educate and conduct socialization to customers continuously and provide understanding, knowledge and insight about the many benefits received when using mobile banking with various features that have much usefulness and are useful according to customer needs in carrying out their banking transactions.
Notes: It is better to explore more why the perceive usefulness is in insignificant effect on intention to use mobile banking. Give Explanation, Why?.
The Influence of Trust on Behaviour Intention

The results show that trust has a positive and significant effect on interest in using mobile banking. This research is in line with and supports the research conducted by (Bashir et al., 2015) in their research finding a significant influence between trust and interest in using internet banking in India. Furthermore,(Chawla et al., 2019) also found a significant influence between trust and interest in using mobile banking. based on the expectation that the other party will perform an important action for the trusted party, regardless of the ability to monitor or control the other party. Customer trust in using mobile banking cannot be separated from the credibility of the institution or financial institution that has the facility, in this case ,Bank DKI. When confidence in an institution is positively strengthened, that belief directly affects the intentions and trust of customers thereby strengthening their attitude in determining the banking system to be used.(Ramos, Fernanda Leao ; Jorge Brantes Ferreira, 2018) say that if customers have positive beliefs about their bank, then they will show an intention to trust mobile banking and positively influence customer intention to use the system. In addition to mobile banking issuing institutions, The company's brand image also supports the reliability of the system or not. Online transactions through mobile banking will run smoothly and safely if they are supported by hardware and software as well as the latest and modern technology that is used to secure customer transactions.
The Influence of Behaviour Intention on Intention to Use
Based on the results of the study, interest in using has a positive and significant effect on intentions to use mobile banking. The research is in line with and supports the research conducted by (Alalwan et al., 2016) in Jordan found that interest in using has a significant effect on intentions to use mobile banking. (Makanyeza, 2017) also finds that interest in using has a big influence on usage intentions. Then the results of the same study were also carried out by (Farah et al., 2018) which states that interest in using has a significant effect on intentions to use mobile banking.

The higher a person's interest in mobile banking, it can be said that the higher their intentions to use this system. Bank DKI's mobile banking has many features that are used to transact online and make it easy and useful for customers to carry out their banking transactions. In the digital age where the technology offered by banking is increasingly sophisticated and modern, customers will look for products that are easy and useful for their banking transactions and use these products regularly and regularly. Bank DKI has a role to provide education, understanding and knowledge to customers to conduct online banking transactions with mobile banking rather than conventionally.
CONCLUSIONS 

This study investigates the behavior behaviour 
of the customer, perceived ease of use, perceived usefulness, and trust in the use of mobile banking services at Bank DKI Jakarta. The results of the study prove that the perception of ease and trust has a positive and significant influence on behaviour intention and intention to use mobile banking at Bank DKI. This study validates empirical findings that claim the positive impact of perceived ease and trust (Rawashdeh, 2015). Although the perceived usefulness does not have a significant influence on the behaviour intention of the customer and intention to use mobile banking according to the results of the study (Bashir et al., 2015)
Bank DKI management must always play an active role and routinely provide education and socialization to customers in the form of information, knowledge, and insight about the many benefits that can be obtained when using mobile banking compared to the conventional way of coming directly to the bank in conducting banking transactions. Customers get many benefits when using Bank DKI's mobile banking such as saving time and costs and conducting banking transactions that do not have to come to the bank, can increase the effectiveness and productivity of customer banking transactions, increase experience in transactions through mobile banking, and the mobile banking system can be accessed anytime.
Notes: it is better to explain more the limitation of this research  and how the future research should be conducted to develop the TAM theory with Trust, Does the findings imply the perceived Risk will be included in the future research that will be examined, related with the Trust Implication finding.  
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