
DAFTAR PUSTAKA

Adams, D.A., Nelson, R.R. and Todd, P.A. (1992). “Perceived usefulness, 
ease of use, and usage of information technology: a replication”. 
MIS Quarterly, Vol. 16, No. 2, pp 227-247.

Agarwal, R. & Prasad, J. (1999). “Are individual differences Germane to 
the acceptance of new information technologies?”. Decision 
Sciences, 30(2), 361–391.

Agarwal, R. and E. Karahanna, (2000) “Time Flies When You’re Having 
Fun: Cognitive Absorption and Beliefs about Information 
Technology Usage,” MIS Quarterly, Vol. 24, No. 4:665-694

Ajzen, I and Fishbein (1980), Understanding attitudes and predicting social 
behavior, Englewood Cliffs, NJ: Prentice-Hall

Ajzen, I. (1985). “From intentions to actions : a theory of planned 
behaviour: in action control: from cognition to behaviour”. kuhland, 
J., and Bechman, J. (Eds), Springer, Heidlberg, pp. 11-39.

Ajzen, I. (1991). “The theory of planned behaviour”. Organisational 
behaviour and human decision processes, 50, pp.179-211

Ajzen, I. and Madden, T.J. (1986). “Prediction of goal-directed behavior: 
attitudes, intentions, and perceived behavioral control”. Journal of 
Experimental Social Psychology, Vol. 22, No. 5, pp 453-474.

Alba, J. & Hutchinson, J.W. (1987). “Dimensions of Consumer Expertise”,
Journal of Consumer Research, Vol. 13(4) pp. 411-451

Amin, H., Baba, R. and Muhammad, M.Z. (2007), “An analysis of mobile 
banking acceptance by Malaysian customers”, Sunway Academic 
Journal, Vol. 4, pp. 1–12.

Amin, Hanudin. (2007). “Internet Banking Adoption Among Young 
Intellectuals”. Journal of Internet Banking and Commerce, Ottawa: 
Vol. 12, Iss. 3; pg. 1-13.

Anckar, B. and D'incau, D. (2002). “Value creation in mobile commerce: 
findings from a consumer survey”. Journal of Information 
Technology Theory and Application, Vol. 4, No. 1, pp 43-64.

Andersen, K.V., Fogeigren-Pedersen, A., Varshney, U. (2003). “Mobile 
organizing using information technology (MOBIT)”. Information 
Communication and Society, 6 (2), 211–228.



 
 

Anderson, J. C., & Narus, J. A. (1990). “Model of distributor firm and 
manufacturer firm working partnerships,” Journal of Marketing, 54, 
pp.42-58.

Anderson, J.G & D.W. Gerbing. (1991). “Structural Equation Modeling in 
Practice: A review and Recommended Two-step approach”. 
Psychological Bulletin. Vol. 103, 411-423.

Anderson, M.C., Banker, R.D., Ravindran, S. (2003).”The new productivity 
paradox”. Communications of the ACM, 46 (3), 91–94.

Assael, Henry.(1995). Consumer Behavior and MarketingAction 5th 
edition. USA: South-Western Publishing Company.

Ba, S. and Pavlou, P.A. (2002). “Evidence of the effect of trust building 
technology in electronic markets: price premiums and buyer 
behaviour”. MIS Quarterly, Vol. 26, No. 3, pp 243-268.

Babin Barry J., Lee Yong-Ki, Kim Eun-Ju and Griffin Mitch. (2005), 
“Modeling consumer satisfaction and word-of-mouth: restaurant 
patronage in Korea”, Journal of Services Marketing, Vol. 19 No.3, 
pp. 133–139

Babin, Barry J. and Jill S. Attaway, (2000) “Atmospheric Affect as a Tool 
for Creating Value and Gaining Share of Customer,” Journal of 
Business Research, Vol. 49 (2), pp. 91-99.

Bagozzi, R.P. (1981).”Attitudes, Intention and behavior: A test of some key 
hypothesis”, Journal of Personality and Social Psychological , Vol. 
41, p. 607 – 626.

Baker, Hunt & Scribner (2002). “The Effect ofIntroducing a New Brand on
Consumer Perceptions ofCurrent Brand Similarity: The Roles of 
Product Knowledge and Involvement”. Journal of Marketing Theory 
and Practice. Vol 10. Iss. 4. Page 45-57.

Bandura, A. (1982), "Self-efficacy mechanism in human agency", 
American Psychologist, Vol.37.

Bandura, A. (2001). “Social cognitive theory of mass communication”. 
Media Psychology, 3, 265–299.

Barber, N., Taylor, D.C. & Strick, S. (2009). “Environmental Concerns of 
Wine Consumers and Their Willingness to Purchase”. International 
Journal of Wine Research.



 
 

Barbin, Barry J., Darden, William & Griffin, Mitch (1994), “Work and/or fun: 
measuring Hedonic and Utilitarian Shopping value”. Journal of 
Consumer Research Vol. 20 March, pp. 644 – 656.

Batra, R & Athola, Olli T (1991). “Measuring hedonic and Utilitarian 
sources of Consumer Attitudes”, Marketing Letters Vo. 2 April pp. 
159 – 170.

Bauer, HH., T. Reichardt, S.J. Barnes and  M.M. Neumann (2005) “Driving 
Consumer Acceptance of Mobile Marketing: A Theoritical 
Framework and Empirical Study”. Journal of Electronic Commerce 
Research, Vol 6 No. 3.

Bauer, RA.,(1960) “Consumer Behaviour as Risk Taking”. Ed. D. F. Cox. 
1967. Risk Taking and Information Handling in Consumer Behavior,
Boston, MA: Harvard University Press: pp. 23-33

Ben-Ur. J, Winfield. C, (2000), “Perceived risk in the E-commerce 
environment”, 
http://www.sbaer.uca.edu/Research/2000/SWMA/00swma15.htm

Berkman, Harold W & Gilson, Christopher C. (1986) Consumer behavior: 
Concepts and strategies, Kent Pub. Co., Boston, Massachusett.

Berkowitz, Leonard (1972) Advances in Experimental Social Psychology,
Vol 6, Academic Press

Bettman,JR, (1973)  “Perceived risk and its components: A model and 
empirical test,” Journal of Marketing Research, vol. 10, no.2, pp. 
184-190.

Bharadwaj, A.S., (2000). “A resource-based perspective on information 
technology capability and firm performance: an empirical 
investigation”. MIS Quarterly ,24 (1), 169–196.

Bhatnagar, A., Misra, Sand Rao, H. R. (2000) “On risk, convenience and 
internet shopping behavior, association for computing machinery,” 
Communications of the ACM, vol. 43, no.11, pp. 98-105

Bhattacharya, R., Devinney, T., and Pillutla, M. (1998) “A Formal Model of 
Trust Based on Outcomes,” Academy of Management Review 
(23:3, pp. 459-472

Bilson Simamora (2004) Panduan Riset Perilaku Konsumen, Cetakan 
kedua, PT Sun, Jakarta



 
 

Birch, D., and Young, M. A.(1997), “Financial Services and the Internet: 
What Does Cyberspace Mean for the Financial Services Industry,” 
Internet Research Vol. 7,No. 2,pp. 120-128

Black NJ, Lockett A, Ennew C, Winklhofer H, McKechnie S (2002).
“Modelling consumer choice of distribution channels: an illustration
from financial services”. Int. J. Bank Mark. 20 (4): 161-173.

Blakney, V.L. and W. Sekely, (1994) “Retail Attributes: Influence on 
Shopping Mode Choice Behavior,” Journal of Managerial Issues,
Vol. 6, No. 1:101-118

Breckler, S. J. (1984). “Empirical validation of affect, behavior, and 
cognition as distinct components of attitude”. Journal of Personality 
and Social Psychology , 47 , 1191-1205.

Brown, R.T., Gatian, A.W., Hicks Jr., J.O., (1995). “Strategic information 
system and financial performance”. Journal of Information Systems
11 (4), 215–248.

Brown, S. P. and Stayman, D. M. (1992). "Antecedents and 
Consequences of Attitude Toward the Ad: A Meta-analysis", Journal 
of Consumer Research, vol. 19, no. 1, pp. 34-51.

Brucks, M. (1985). “The Effects of Product Class Knowledge on 
Information”, Journal of Consumer Research Vol. 12, No. 1 (Jun., 
1985), pp. 1-16

Bruner, G.C., and Kumar, A. (2005 ) “Explaining consumer acceptance of 
handheld internet devices,” Journal of Business Research, Volume 
58, Number 5, pp.553-558.

Burke, K. (1999) “Creating a compelling online experience”. CatAge Vol.  
16 August  p. 109.

Carlsson, C., and Walden, P. (2002), “Mobile Commerce: Some 
Extensions of Core Concepts and Key Issues”. Proceedings of the 
SSGRR 2002s Conference, L‘Aquila, Italy, July 29 - August 4, 
2002.

Carlsson, C., J. Carlsson, K. Hyvönen, J. Puhakainen, and P. Walden, 
(2006), “Adoption of Mobile Devices/Services: Searching for 
Answers with the UTAUT”. Proceedings of the 39th Annual Hawaii 
International Conference on System Sciences (HICSS'06), Track 6: 
1-10.



 
 

Cellular-news. (2009)."Vodafone Sees Loss of UK Market Share and 
Lower ARPUs". Cellular-news. 23. April. http://www.cellular-
news.com/story/37159.php [diakses pada 08 April 2011].

Charles E. Osgood, Method and Theory in Experimental Psychology,
Oxford University Press, 1956.

Chau, P.Y.K. (1996), “An empirical assessment of a modified technology 
acceptance model”, Journal of Management Information Systems,
vol. 13, no. 2, pp. 185–204.

Chauduri, A & Holbrook, M (2001), “The chain effect from brand trust and 
brand effect to brand performance: the role of Brand Loyalty”. 
Journal of Marketing Vol. 65 April pp. 81 – 93.

Chen YH, Barnes S (2007). “Initial trust and online buyer behaviour”. Ind.
Manage. Data Syst. 107 (1), 21-36.

Chen, Rong & Feng He (2003). “Examination of brand knowledge, 
perceived risk and consumers’ intention to adopt online retailer”. 
Total Quality Management & Business Excellence Volume 14 Issue 
6 page 677-693.

Cheong, J. H. and M.-C. Park,(2005) “Mobile internet acceptance in 
Korea,” Internet Research

Cheung, S.C., (2001) Understanding Adoption And Continual Usage 
Behaviour Towards Internet Banking Services In Hong Kong,
Abstract Thesis

Chin, W.W., and Todd, P.A. (1995). On the Use, Usefulness, and Ease of 
Use of Structural Equation Modeling in MIS Research: A Note of 
Caution. MIS Quarterly, 19. 237-246.

Chircu, A.M.; Davis, G.B.; and Kauffman, R.J. (2000) “Trust, expertise and 
ecommerce intermediary adoption”. In Proceedings of the Sixth 
Americas Conference on Information Systems. Long Beach, CA, 
August 3–5.

Condos, C., James, A., Every, P. and Simpson, T. (2002). “Ten usability 
principles for the development of effective WAP and m-commerce 
services”, Aslib Proceedings, Vol. 54, No. 6, pp 345-355.

Constantiou, I.D., Damsgaard, J., Knutsen, L. (2006). “Exploring 
perceptions and use of mobile services: user differences in an 



 
 

advancing market”. International Journal of Mobile 
Communications, 4 (3), 231–247.

Cooper dan Emory. (1998). Metode Penelitian Bisnis. Edisi Kelima. Jilid II. 
Eriangga, Jakarta.

Coursaris C, Hassanein K. (2002). “Understanding m-commerce a 
consumer centric model”. Q J Electronic Commerce, 3:247–271

Cunningham, SM (1967) “The Major Dimensions of Perceived Risk”. In 
D.F. Cox(ed), Risk Taking and Information Handing in Consumer 
Behavior, Boston: Harvard University Press: pp. 82-108.

Cyr, D., M. Head, and A. Ivanov. (2006). “Design Aesthetics Leading to M-
Loyalty in Mobile Commerce”. Information & Management, 43(8), 
pp. 950-963.

Dabholkar, Pratibha A.(1996). “Consumer Evaluations of New 
Technology-Based Self-Service Options: An Investigation of 
Alternative Models of Service Quality”.International Journal of 
Research in Marketing ,13 (1): 29–51.

Dai, H., and Palvia, P. (2009)  “Mobile Commerce Adoption in China and 
the United States: A Cross-Cultural Study.” The DATA BASE for 
Advances in Information Systems. Volume 40, Number 4, 
November.

Daniel, E. (1999), “Provision of electronic banking in the UK and the 
Republic of Ireland”. International Journal of Bank Marketing, Vol. 
17 No. 2, pp. 72-82.

Darden, William R.  & Reynolds, Fred D.  (1971). “Shopping Orientations 
and Product Usage Rates”, Journal of Marketing Research Vol. VIII
November pp. 505-508.

Davis, F. D. (1989). “Perceived Usefulness, Perceived Ease Of Use, and 
User Acceptance of Information Technology”, MIS Quarterly, 13, 
983-1003

Davis, F. D., Bagozzi, R. P., and Warshaw, P. R. (1989). “User 
Acceptance of Computer Technology: A Comparison of Two 
Theoretical Models”, Management Science, 35 (8), 982-1003.

Davis, F.D., Bagozzi, R.P. and Warshaw, P.R. (1992), "Extrinsic and 
intrinsic motivation to use computers in the workplace", Journal of
Applied Social Psychology, Vol. 22 No. 14, pp. 1111-32.



 
 

Davis, F.D., R.P. Bagozzi, and P.R. Warshaw, (1992) “Extrinsic and 
Intrinsic Motivation to Use Computers in the Workplace,” Journal of 
Applied Social Psychology, Vol. 22:1111-1132

Davis, FD (1993) “User acceptance of information technology: System 
characteristics, user perceptions and behavioral impacts,” 
International Journal of Man-Machine Studies, vol. 38, no.3, pp. 
475-487

Davis, G.B., (2002). “Anytime/anyplace computing and the future of the 
knowledge work”. Communications of the ACM, 45 (12), 67–73.

Deci, E. L. (1975). Intrinsic Motivation, Plenum Press, New York.

DeLone, W.H., McLean, E.R., (1992). “Information systems success: the 
quest for the dependent variable”. Information Systems Research 3
(1), 60–94.

Devaraj, S., Kohli, R., (2000).”Information technology payoff in the health-
care industry: a longitudinal study”. Journal of Management 
Information Systems ,16 (4), 41–67.

DH Park, J Lee, I Han (2007) “The effect of on-line consumer reviews on
consumer purchasing intention: The moderating role of 
involvement”, International Journal of Electronic Commerce, pp. 
234 -253

Dhabholkar, P.A. (1994). “Incorporating Choice into attitudinal Framework 
Analyzing models of Mental comparison process”, Journal of 
Consumer Research, Vol. 21, p. 100 – 118.

Dick, A.S. and K. Basu, (1994)  “Customer Loyalty: Toward an Integrated 
Conceptual Framework,” Journal of the Academy of Marketing 
Science, Vol. 22, No. 2:99-113

Dollin, B, Dillon, S, Thompson, Fand Corner,JL (2005) “Perceived risk, 
internet shopping experience and online purchasing behavior: A 
New Zealand perspective,” Journal of Global Information 
Management, vol. 13, no.2, pp. 66-88.

Doney, P. M., & Cannon, J. P. (1997). “An examination of the nature of 
trust in buyer-seller relationships,” Journal of Marketing, 61, pp. 35-
51.



 
 

Doney, P. M., Cannon, J. P., and Mullen, M. (1998) “Understanding 
National Culture on the Development of Trust,” Academy of 
Management Review, July, pp. 601-620.

Dowling, GR and Staelin,R (1994) “A model of perceived risk and intended 
risk handling activity,” Journal of Consumer Research, vol. 21, no.1, 
pp. 119-134.

Dwivedi, Y. K., Williams, M. D., Venkatesh, V. (2008). “Guest editorial: a 
profile of adoption of Information & Communication Technologies 
(ICT) research in the household context”. Information Systems 
Frontiers, 10(4), 385–390.

Edwards, A. L. Techniques of attitude scale construction. New York: 
Appleton-Century- Crofts, 1957.

Eighmey, J. (1997) “Profiling User Responses to Commercial Websites,” 
Journal of Advertising Research, Vol. 37, No. 3:59-66

Engel, J.F,. Miniard, PW & Blackwell, RD (2005) Consumer Behavior 10th

edition, South-Western College Publisher.

Erdmann, L. and Behrendt, S.(2003). “The future impact of ICT on
environmental sustainability”. Script (Second Interim Report). Berlin: 
Institute for Prospective Technological Studies ( IPTS).

Eriksson K, Kerem K, Nilsson D (2005). “Customer acceptance of internet 
banking in Estonia”, Int. J. Bank Mark. 23 (2), 200-216.

Fagan, Mary Helen, et al (2008). “Exploring the intention to use 
computers: an empirical investigation of the role of intrinsic 
motivation, and perceived ease of use”, Journal of Computer 
Information Systems, Spring 2008, pp. 31-37.

Fang, X., Chan, S., Brzezinski, J. and Xu, S. (2005), “Moderating effects of 
task type on wireless technology acceptance”, Journal of 
Management Information Systems, Vol. 22, No. 3, pp 123-157.

Featherman, Mauricio S., and Paul A. Pavlou. (2003). “Predicting E-
services Adoption : A Perceived Risk Facets Perspective”, 
International Journal of Human-Computer Studies, Vol 59, Page 
451-474.  

Ferdinand Augusty Tae (2006), Structural Equation Modelling Dalam 
Penelitian Manajemen, Edisi Keempat, Badan Penerbit Universitas 
Diponegoro, Semarang.



 
 

Fishbein, M., and Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: 
An Introduction to Theory and Rresearch, Reading, MA:Addison-
Wesley.

Forman, A.M. and V. Sriram, (1991) “The Depersonalization of Retailing: 
Its Impact on the ‘Lonely’ Consumer,” Journal of Retailing, Vol. 67, 
No. 2:226-243

Forsythe, S. and Shi, B. (2003), “Consumer patronage and risk 
perceptions in internet shopping”, Journal of Business Research,
Vol. 56 No. 11, pp. 867-75.

Gaeth, Gary J et. Al (1991) “Consumer evaluation of multi-product 
bundles: An information integration analysis”, Marketing Letters 
January, Volume 2, Issue 1, pp 47-57

Ganesan, S. (1994). “Determinants of long-term orientation in buyer-seller 
relationships,” Journal of Marketing, 58, pp. 1-19.

Gartner Group Dataquest (2009). Insight: Mobile Payment, 2007–2012. 
Gartner Group, Stanford, CT.

Gayeski, D.M., (2002). Learning Unplugged. American Management 
Association, New York, New York.

Gefen, D. (2000), “E-commerce: the role of familiarity and trust”, The 
International Journal of Management Science, Vol. 28 No. 5, pp. 
725-37.

Gefen, D., and Straub, D.W. (2003). “Managing user trust in B2C e-
services. e-Service Journal, Vol. 2, No. 2., pp. 7-24.

Ghozali, Imam, (2011). Model Persamaan Struktural: Konsep dan Aplikasi 
dengan Program AMOS 19.0, BPFE Universitas Diponegoro, 
Semarang.

Goh, H.P (1995). The Diffusion of Internet in Singapore, Academic 
Exercise, Faculty of Business Administration, National University of 
Singapore.

Goodhue, D.L., (1995). “Understanding user evaluations of information 
systems”. Management Science ,41 (12), 1827–1844. 

Goodhue, D.L., Thompson, R.L., (1995). “Task-technology fit and 
individual performance”. MIS Quarterly 9 (2), 213–236.



 
 

Grabner-Kra¨uter, Sonja & Faullant, Rita (2008). “Consumer acceptance of 
internet banking: the influence of internet trust”. International 
Journal of Bank Marketing Vol. 26 No. 7, pp. 483-504

Grabner-Krauter, S., & Kaluscha, A. (2003). “Empirical research in on-line 
trust: A review and critical assessment”. International Journal of 
Human–Computer Studies, 58(6), 783–812.

Green, R. (2000), “The Internet Unplugged”. eAI Journal, October 2000, 
pp. 82-86

Gremler, D.D. and Brown, S.W. (1996), “Service loyalty: its nature, 
importance, and implications”, in Edvardsson, B. (Ed.), Advancing 
Service Quality: A Global Perspective, International Service Quality 
Association, New York, NY, pp. 171-80.

Griffin, Jill, 1995, Customer Loyalty, How to Earn it; How to Keep It, New 
York: Lexington Books, The Free Press.

Gu JC, Lee SC, Suh YH (2009). “Determinants of behavioral intention to 
mobile banking”, Expert Systems with Applications, 36(9):11605-
11616.

Guriting P, Ndubisi NO (2006). “Borneo online banking: evaluating
customer perceptions and behavioural intention”. Manage. Res.
News. 29 (1/2), 6-15.

H. Nysveen, P. E. Pedersen, and H. Thorbjørnsen, “Explaining intention to 
use mobile chat services: moderating effects of gender,” Journal of 
Consumer Marketing, 2005.

Hackbarth, Gary et.al (2003) “Computer playfulness and anxiety: positive 
and negative mediators of the system experience effect on 
perceived ease of use”. Information and Management Vol. 40 Issue 
3 Januari, pp 221 -223

Hair, Joseph F., William C. Black, Barry J. Babin, Rudolph E. Anderson, 
and Ronal L. Tatham (2006), Multivariate Data Analysis, 6th Ed. 
New Jersey, Pearson Prentice Hall.

Hamlet C, Strube M (2000). “Community banks go online”. ABA Banking
Journal’s 2000 White Paper/Banking on the Internet, March, 61-65.

Haynes, R. M. &  Thies, E. A. (1991) “Management of Technology in 
Service Finns,” Journal of Operations Management (10:3), August, 
pp.388-397



 
 

Heijden VD, H &  Verhagen, T and Creemers, M (2003) “Understanding 
online purchase intentions: Contributions from technology and trust 
perspectives,” European Journal of Information Systems, vol. 12, 
no.1, pp. 41-48.

Heijden VD, H (2004),”User acceptance of hedonic information systems”. 
MIS Quarterly, 28(4): 695-704.

Heijden, VD. H., (2003), “Factors influencing the usage of websites: the 
case of a generic portal in The Netherlands”, Information & 
Management, 40 (6), pp. 541–549.

Henderson. R., Divett. M.J., (2003), “Perceived usefulness, ease of use 
and electronic supermarket use”, International Journal of Human-
Computer Studies 59(3), pp. 383–395.

Hendrickson, A.R. and Collins, M.R. (1996), “An assessment of structure 
and causation of IS usage”, The Database for Advances in 
Information Systems, Vol. 27 No. 2, pp. 61-7.

Hendrickson, A.R., Massey, P.D. & Cronan, T.P., (1993), “On the test 
retest reliability of perceived usefulness and perceived ease of use 
scales”, MIS Quarterly, 17(2), 227-230. 

Hernandez JMC, Mazzon JA (2007). “Adoption of internet banking:
proposition and implementation of an integrated methodology
approach”, International J. Bank Mark. 25 (2): 72-88.

Herzberg, A. (May 2003), “Payments and banking with mobile personal 
devices”. Commun. ACM 46, 5 , 53–58.

Hill, S.R., & Troshani, I. (2009), “Adoption of Personalisation Mobile 
Services: Evidence from Young Australians”, 22nd Bled 
eConference, eEnablement: Facilitating an Open, Effective and 
Representative eSociety ,June 14 - 17, 2009, Bled, Slovenia.

Hirschman, E.C., and Holbrook, M.B.(1982)  "Hedonic consumption: 
Emerging concepts, methods and propositions", Journal of 
Marketing Vol. 46 Summer, pp 92-101.

Hitt, L.M., Brynjolfsson, E., (1996). “Productivity, business profitability, and 
consumer surplus: three different measures of information 
technology value”. MIS Quarterly 20 (2), 121–141.

Hoehle,H and Huff, S.(2009). “Electronic Banking Channels and Task-
Channel Fit”. ICIS 2009 Proceedings, - aisel.aisnet.org.



 
 

Hoffman DL, Novak TP. (1996) “Marketing in hypermedia computer-
mediated environments: conceptual foundations”. Journal of  
Marketing  Vol. 60 July pp 50–68.

Hoffman, D.L.; Novak, T.P.; and Peralta, M. (1999), “Building consumer 
trust Online”. Communications of the ACM, 42, 4 pp. 80-85

Horst, Mark and Kuttschreuter, M and Gutteling, Jan M. (2007) “Perceived 
usefulness, personal experiences, risk perception and trust as 
determinants of adoption of e-government services in The 
Netherlands”. Computers in Human Behavior, 23 (4). pp. 1838-
1852

Howcroft B, Hamilton R, Hewer P (2002). “Consumer attitude and the
usage and adoption of home-based banking in the United 
Kingdom”. The Int. J. Bank Mark. 20(3): 111-121.

Hsu, CL and Lu, HP (2004) “Why do people play on-line games? An 
extended TAM with social influences and flow experience,” 
Information & Management, vol. 41, no.7, pp. 853-868.

Hu, P. J., Chau, P. Y. K., Sheng, O. R. L., & Tam, K. Y. (1999). 
“Examining the technology acceptance model using physician 
acceptance of telemedicine technology”. Journal of Management 
Information Systems, 16(2), 91–112

Huang,W., Schrank, H. and Dubinsky, A. J. (2004)  “Effect of brand names 
on consumers’ risk perceptions of online shopping,” Journal of 
Consumer Behavior, vol. 4, no.1, pp. 40-50.

Hung, S.Y., Ku, C.Y. and Chang, C.M. (2003), “Critical factors of WAP 
services adoption: an empirical study”, Electronic Commerce 
Research and Applications, Vol. 2, pp. 42–60.

Husein Umar, (1998), Riset Sumber Daya Manusia Dalam Organisasi,
Gramedia Pustaka Utama, Jakarta.

Igbaria, M., Guimaraes, T., & Davis, G. B. (1995). “Testing the 
determinants of microcomputer usage via a structural equation 
model”. Journal of Management Information Systems, 11(4), 87–
114.

Igbaria, M., Zinatelli, N., Cragg, P., and Cavaye, A. (1997)“Personal 
computing acceptance factors in small firms: A structural equation 
model,” MIS Quarterly, Volume 21, Number 3, pp.279-302.



 
 

Im I., Kim Y.and. Han, H.-J (2008), “The effects of perceived risk and 
technology type on users‘ acceptance of technologies”, Information 
& Management 45 (1) ,pp. 1–9.

Imam Ghozali, (2011), Aplikasi Analisis Multivariate dengan Program IBM 
SPSS 19, BP Universitas Diponegoro, Semarang.

InternetWorldStats. (2011). “Internet Usage Statistics: World Internet 
Users and Population Stats”. 31 Maret 2011. 
http://internetworldstats.com/stats.htm [diakses pada 20 September 
2011].

Jackson, C. M., Chow, S., & Leitch, R. A. (1997). “Toward an 
understanding of the behavioral intention to use an information 
system”. Decision Sciences, 28(2), 357–389.

Jahangir, Nadim & Begum, Norjahan (2008).  “The role of perceived 
usefulness, perceived ease of use, security and privacy, and 
customer attitude to engender customer adaptation in the context of
electronic banking”. African Journal of Business Management Vol.2 
(1), pp. 032-040.

Jari Salo and Heikki Karjaluoto (2007).”A conceptual model of trust in the 
online environment”. Online Information Review Vol. 31 No. 5, pp. 
604-621

Jarvenpaa, S.L. and P.A. Todd, (1997)  “Consumer Reactions to 
Electronic Shopping on the World Wide Web,” International Journal 
of Electronic Commerce, Vol. 1, No. 2:59-88

Jarvenpaa, S.L., and Tractinsky, N. (1999). “Consumer trust in an Internet 
store: A cross-cultural validation”. Journal of Computer-Mediated 
Communication, 5(2).

Jarvenpaa, S.L., Ives, B., (1990). “Information technology and corporate 
strategy: a view from the top”. Information Systems Research, 1 (4), 
351–376.

Jarvenpaa, S.L., Knoll, K. and Leidner, D. (1998), “Is anybody out there? 
of trust in global virtual teams”, Journal of Management Information 
Systems, Vol. 14 No. 4, pp. 29-64.

Jarvenpaa, S.L., Tractinsky, N. and Vitale, M. (2000), “Consumer trust in 
an internet store”, Information Technology and Management, Vol. 1 
No. 1-2, pp. 45-71.



 
 

Jayawardhena, C. & Foley, P. (2000). “Changes in the banking sector –
the case of Internet banking in the UK”, Internet Research: 
Electronic Networking Applications and Policy, Vol. 10, No. 1, pp. 
19-30.

Jiang, J.J., Hsu, M.K., Klein, G., Lin, B. (2000), “E-commerce user 
behavior model: an empirical study”, Human Systems Management,
vol. 19, no. 4, pp. 265–276.

Jogiyanto (2007) Sistem Informasi Keperilakuan, Penerbit Andi 
Yogyakarta.

Joreskog, K.G & Sorbom, Dag (1993). Lisrel 8: Structural Equation 
Modeling with the Simplis Command Language, Chicago, SSI Inc.

Kamis, A (2004). “Personalizing to product category knowledge: exploring 
the mediating effect of shopping tools on decision confidence”, 
System Sciences. Proceedings of the 37th Annual Hawaii 
International Conference.

Kannabiran, G. and Narayan, P.C. (2005). “Deploying internet banking 
and e-commerce - case study of a private-sector bank in India”. 
Information Technology for Development 11 (4), pp. 363–379.

Karahanna, E., D.W. Straub & N.L. Chervany (1999). “Information 
Technology Adoption Across Time: A Cross-sectional Comparison 
of Pre-Adoption and Post-Adoption Beliefs,” MIS Quarterly, 23(2), 
183-203.

Karjaluoto, H. (2001). “Measuring attitudes towards Internet banking: 
Empiricalevidence from Finland”, Proceedings of the European 
Marketing Academy Conference. Bergen, Norway, May 8-11, 2001.

Katz, D. & Stotland, E. A (1959) “A preliminary statement to a theory of
attitude structure and change”. Dalam S. Koch (Ed.), Psychology: 
A study of a science. New York: McGraw Hill

Kaufaris,M (2002)  “Applying the technology acceptance model and flow 
theory to online consumer behaviour”. Information Systems 
Research, vol. 13, no. 2, pp. 205-223.

Keen, P.G.W. (1999) Electronic Commerce Relationships: Trust by 
Design. Englewood Cliffs, NJ: Prentice-Hall.

Kerlinger, Fred N., (1995), Asas-asas Penelitian Behavioral , Yogyakarta: 
Gajah Mada University Press.



 
 

Kettinger, W.J., and Lee, C.C. (1997) "Pragmatic Perspective on 
Measurement of Information Service Quality," MIS Quarterly (21:2), 
pp 223-228.

Kim, C., Mirusmonov ,M., and Lee, I., (2010) ."An empirical examination of 
factors influencing the intention to use mobile payment," Computers 
in Human Behaviour, 26 ,310–322.

Kim, G., Shin, B., & Lee, H.G. (2009). “Understanding dynamics between 
initial trust and usage intentions of mobile banking”. Information 
Systems Journal, 19(3), 283–311.

Kim, H.-W., Chan, H.C. and Gupta, S. (2007) “Value-based adoption of 
mobile internet: an empirical investigation”. Decision Support 
Systems, Vol. 43, No. 1, pp 111-126.

Kim, M, Kim, W and Oh, S .(2006). “Past, Present and Future of e-
Business”, International Journal of Contents, Vol. 2, Iss. 1, pp 1-4.

Kohli, R., Devaraj, S., (2004). “Realizing the business value of information 
technology investment: an organizational process”. MIS Quarterly 
Executive 3 (1), 53–68.

Kotler, Philip & Amstrong, Gary (2004). Marketing: an Introduction, 10th ed, 
Prentice Hall, Pearson Education, Upper Saddle River, New Jersey.

Kotler, Philip & Keller, Kevin (2012). Marketing Management, 14th ed, 
Prentice Hall, Pearson Education, Upper Saddle River, New Jersey.

Koufaris, M. (2002) “Applying the Technology Acceptance Model and Flow 
Theory to Online Consumer Behavior,” Information Systems 
Research, Vol. 13, No. 2:205-223.

Kupper A, Gao J. (2007).”Special issue on m-commerce”. Journal of 
Theoretical & Applied Electronic Commerce Research; 2:1–2.

Laforet, S., & Li, X. (2005). “Consumers’ attitudes towards online and 
mobile banking in China”. International Journal of Bank Marketing,
23(5), 362–380.

Lagoutte, V. (1996). The Direct Banking Challenge, Middlesex University
England.

Lamb, Charles W., Joseph F. Hair, Carl D. McDaniel (2002). 
Marketing, South-Western, New Jersey



 
 

Langendoerfer, P. (2002), “M-commerce: Why it Does Not Fly (Yet?)”. 
Proceedings of the SSGRR 2002s Conference, L‘Aquila, Italy, July 
29 - August 4, 2002.

Laroche, Kim & Lianxi Zhou (1996). “Brand Famialirity and confidence as 
determinants of purchase intention: An empirical test in a multiple 
brand context”. Journal of Business Research Volume 37, Issue 2 
Pages 115-120.

Laukkanen, T. (2005). “Comparing consumer value creation in Internet 
and mobile banking”. Proceedings of the International Conference 
on Mobile Business (ICMB'05).

Laukkanen, T., & Cruz, P. (2009). “Comparing Consumer Resistance to 
Mobile Banking in Finland and Portugal”. e-Business and 
Telecommunications, Communications in Computer and 
Information Science, Volume 48. Springer-Verlag Berlin Heidelberg, 
p. 89.

Laukkanen, T., (2007). “Customer preferred channel attributes in multi-
channel electronic banking”. International Journal of Retail & 
Distribution Management 35 (5), 393-412.

Laukkanen, T., Pasanen, M. (2005).”Characterising The Users Of Mobile 
Banking: A Distinct Group Of Online Customers?”. ANZMAC 2005 
Conference: Electronic Marketing 35 (5), 393-412.

Lee, C-P., Mattila, M. and Shim, J-P. (2007), “An exploratory study of 
mobile banking systems resistance in Korea and Finland”, Americas 
Conference on Information Systems AMCIS 2007 Proceedings, 
August 9-12, Keystone, Vol. 9-12.

Lee, Eun-ju & Jeffrey W. Overby (2004). “Creating value for online 
shoppers: Implications for Satisfaction and Loyalty”. Journal of 
Consumer Satisfaction, Dissatisfaction and Complaining behaviour 
Vol. 17 pp. 54 – 67.

Lee, K. C., & Chung, N. (2009). “Understanding factors affecting trust in 
and satisfaction with mobile banking in Korea: A modified DeLone 
and McLean’s model perspective”. Interacting with Computers,
21(5), 85–392.

Lee, M. K. O., & Turban, E. (2001). “A trust model for consumer Internet 
shopping”. International Journal of Electronic Commerce, 6(1), 75–
91.



 
 

Lee, M. S. Y., McGoldrick, P. F., Keeling, K. A., & Doherty, J. (2003). 
“Using ZMET to explore barriers to the adoption of 3G mobile 
banking service”. International Journal of Retail & Distribution 
Management, 31(6), 340–348.

Lee, M.K.O., C.M.K. Cheung, and Z. Chen, (2005) “Acceptance of 
Internet-Based Learning Medium: The Role of Extrinsic and Intrinsic 
Motivation,” Information & Management, Vol. 42, No. 8:1095-1104

Lee, Thae Min (2005), “The impact of perceptions of interactivity on 
customer trust and transaction intentions in Mobile Commerce”, 
Journal of Electronic Commerce Research, Vol. 6 No. 3

Lepper, M. R. (1985). “Microcomputers in education: Motivational and 
social isues”. American Psychologist, 40, 1-18.

Lewis, W. et.al (2003) “Sources of influence on beliefs about information 
technology use: an empirical study of knowledge workers”, MIS
Quarterly, December, pp. 657 – 678.

lgbaria, M., livari, J. and Maragahh, H. (1995), "Why do individuals use 
computer technology? A Finnish case study", Information &
Management, Vol. 29, pp. 227-38.

Li, D., P.Y.K. Chau, and H. Lou, (2005) “Understanding Individual 
Adoption of Instant Messaging: An Empirical Investigation,” Journal 
of the Association for Information Systems, Vol. 6, No. 4:102-129

Li, Yong-Hui and Huang, Jing-Wen (2009). “Applying Theory of Perceived 
Risk and Technology Acceptance Model in the Online Shopping 
Channel”. International Journal of Social and Human Sciences, Vol. 
3 943 -959.

Liao Z, Cheung MT (2002). “Internet-based e-banking and consumer
attitudes: an empirical study”. Info. Manage. 39(4): 283-295.

Liao, C.H., Tsou, C.W., Huang, M.F. (2007), "Factors influencing the 
usage of 3G mobile services in Taiwan", Online Information Review,
Vol. 31 No.6, pp.759-74.

Likert, Rensis (1932). "A Technique for the Measurement of Attitudes". 
Archives of Psychology 140: 1–55.

Lin, Hsiu-Fen (2010). “An empirical investigation of mobile banking 
adoption: The effect of innovation attributes and knowledge-based 



 
 

trust”. International Journal of Information Management Vol.  31 pp. 
252–260

Lin, L., & Chen, C. (2006).”The Influence ofthe Country of Origin Image, 
Product Knowledgeand Product Involvement on Consumer Purhase 
Decision: An Empirical Study of Insurance and Catering Service in 
Taiwan”. Journal of Consumer Marketing.VoI23. Iss.5. Page 248-
265.

Lin, N.,& Lin, B (2007). “The Effect of Brand Image and Product 
Knowledge on Purchase Intention Moderated by Price Discount.” 
Journal of International Management Studies. pp 121-132.

Liu, X and Wei, K. K. (2003), “An empirical study of product differences in 
consumers’ e-commerce adoption behavior,” Electronic Commerce 
Research and Applications, vol. 2, no.5, pp. 229-239

Liu, Zhenhua, Min, Qingfei, Ji, Shaobo, (2009),"An Empirical Study on 
Mobile Banking Adoption: The Role of Trust," isecs, vol. 2, pp.7-13, 
Second International Symposium on Electronic Commerce and 
Security, 2009.

Lu, J., C.-S. Yu, C. Liu, and J.E. Yao, (2003). “Technology Acceptance 
Model for Wireless Internet”, Internet Research, Vol. 13, No. 3: 206 
– 222.

Luarn. P. and Lin.H.H. (2005). “Toward an understanding of the behavioral 
intention to use mobile banking”, Computers in Human Behavior 21 
(6), pp. 873–891.

Luo, X. (2002), “Trust production and privacy concerns on the internet: a 
framework based on relationship marketing and social exchange 
theory”, Industrial Marketing Management, Vol. 31 No. 2, pp. 111-
18.

Lyytinen K, & Yoo Y (2002), “Research commentary: the next wave of 
nomadic computing”. Inf Syst Res 13:377–388.

Mallat, N. (2007). “Exploring consumer adoption of mobile payments – A
qualitative Study”. Journal of Strategic Information Systems, 16, 
413–432.

Mallat, N., Rossi, M. and Tuunainen, V. (2004) “Mobile Banking Services“,
Communications of The ACM, 47 Association for Computing 
Machinery, New York.



 
 

Mallat, N., Rossi, M., Tuunainen, V. K. and Oorni, A. (2008). “An empirical 
investigation of mobile ticketing service adoption in public 
transportation”, Personal and Ubiquitous Computing, 12, 1, 57-65.

Mano, Haim & Oliver, Richard L (1993), “Assessing the Dimensionality and 
Structure of the consumption Experience: Evaluation, Feeling and 
Satisfaction”, Journal of Consumer Research Vol. 20 December pp. 
451 – 466.

Mars Research Specialist (2010) 
http://marsnewsletter.wordpress.com/2010/01/13/alasan-utama-
nasabah-menggunakan-mobile-banking/ [diakses pada tanggal 14 
Juni 2011].

Mathieson,K. (1991) “Predicting user intention: Comparing the technology 
acceptance model with theory of planned behavior,” Information 
Systems Research, vol. 2, no. 3, pp. 173–191.

Mattila, M. (2003). “Factors Affecting the Adoption of Mobile Banking 
Services”, Journal of Internet Banking and Commerce, 8(1), URL: 
http://www.arraydev.com/commerce/jibc/articles.htm [diakses pada
20 September 2011]

May, P. (2001). Mobile Commerce: Opportunities, Applications, and 
Technologies of Wireless Business. Cambridge University Press.

McCloskey, Donna Weaver (2006) “The Importance of Ease of Use, 
Usefulness, and Trust to Online Consumers: An Examination of the 
Technology Acceptance Model with Older Customers”. Journal of 
Organizational and End user Computing Volume 18, Issue 3. 19 
pages.

McCole, P. (2002). “The role of trust for electronic commerce in services,” 
International Journal of Contemporary Hospitality Management, 14, 
pp. 81-87.

McKnight, D. H., Cummings, L. L., & Chervany, N. L. (1998). Initial trust 
formation in new organizational relationships. Academy of 
Management review, 473-490.

McKnight. HD, Choudhury V, Kacmar C .(2002). “Developing and 
validating trust measures for e-commerce: an integrative typology”. 
Inf Syst Res 13:334–359.



 
 

Melville, M.N., Kraemer, K., Gurbaxani, V., (2004). “Review: information 
technology and organizational performance: an integrative model of 
IT business value”. MIS Quarterly 28 (2), 283–322.

Mitchell, VW (1999) “Consumer perceived risk: Conceptualizations and 
models,” European Journal of Marketing, vol. 33, no.1, pp. 164-196.

Moh. Nazir, (1988), Metode Penelitian, Jakarta: Ghalia Indonesia

Moon, J.W., and Kim, Y.G. (2001 )“Extending the TAM for a world-wide-
web context,” Information & Management, Volume 38, Number 4, 
pp. 217-230.

Moore, G. & Benbasat, I., (1991) ”Development of an instrument to 
measure the perceptions of adopting an information technology 
innovation” . Information Systems Research 2 (3), pp. 192–222

Morgan, R. & Hunt, S. (1994), “The commitment-trust theory of 
relationship marketing”, Journal of Marketing, Vol. 58 No. 3, pp. 20-
38.

Morris, Michael and Dillon, Andrew. 1997. The Influence of User 
Perceptions on Software Utilization : Application And Evaluation of 
A Theoretical Model of Technology Acceptance,
www.ischool.utexas.edu/~adillon/publications/influence.pdf,  
[diakses pada 20 September 2011].

Mowen, JC, & Minor, M, (2002) Consumer Behavior 5th Edition, Prentice 
Hall, New Jersey

Mukhopadhyay, T., Kekre, S., Kalathur, S., (1995). “Business value of 
information technology: a study of electronic data interchange”. MIS 
Quarterly 19 (2), 137–156.

Nehmzow, C. (1997). “The Internet will Shake Banking Medieval 
Foundations,” Journal of Internet Banking and Commerce, Vol 2, 
No.2

Nelson, D. L. (1990). “Individual adjustment to information-driven 
technologies: A critical review”. MIS Quarterly, 14(1), 79–98.

Nirwana SK Sitepu, (1994), Analysis Jalur, Bandung: Unit Pelayanan 
Statistika Jurusan Statistika FMIPA UNPAD.



 
 

Nysveen, H., Pedersen, P.E. and Thorbjornsen, H. (2005a), “Explaining 
intention to use mobile chat services: moderating effects of gender”, 
Journal of Consumer Marketing, Vol. 33 No. 5, pp. 247–256.

Nysveen, H., Pedersen, P.E., and Thorbjornsen, H. (2005b). “Intention to 
Use Mobile Service: Antecedents and Cross-Service Comparisons”. 
Journal of the Academy of Marketing Science. Vol. 33, No. 3, pp. 
330–346.

Oskamp, Stuart (1977) Attitudes and opinions, Prentice-Hall, Englewood 
Cliffs, N.J.

Palmer, J.W.; Bailey, J.P; and Earaj, S. (2000). “The role of intermediaries 
in the development of trust on the WWW: The use and prominence 
of trusted third parties and privacy statements”. journal of Computer 
Mediated Communication, 5( 3).

Paridon, T., Carraher, S.M., & Carraher, S.C. (2006). “The income effect in 
personal shopping value, consumer selfconfidence, and information 
sharing (word of mouth communication) research”. Academy of 
Marketing Studies Journal, Vol. 10 (2), pp. 107-124.

Park & Kim (2008) “The effects of consumer knowledge on message 
processing of electronic word-of-mouth via online consumer 
reviews”, electronic Commerce Research and Applications 7
January pp. 399–410

Park, C. W., & Moon, B. J. (2003). “The Relationship Between Product 
Iwolvernent and Product Knowledge: Moderating Roles of Product 
Type and Product Knowledge Type”. Journal Psychology and 
Marketing. Vol 23. No.11. Page 977-993.

Park, J., S.J. Yang, and X. Lehto, (2007). “Adoption of Mobile 
Technologies for Chinese Consumers”, Journal of Electronic 
Commerce Research, Vol. 8, No. 3:196-206.

Perry, M, et al (2001) “ Dealing with mobility: understanding access 
anytime, anywhere”, ACM Transactions on Computer-Human 
Interaction, vol. 8, no. 4, pp. 323-347

Peter, J.P & Olson, J.C. (1999). Consumer Behavior and Marketing
Strategy. 3rd Edition. Homewood, IL: Irwin.

Petrova, K. & Qu, H. (2006). “Mobile gaming: a reference model and 
critical success factors”. In M. Khosrow-Pour (Ed.), Emerging 
Trends and Challenges in Information Technology Management. 



 
 

Proceedings of the 2006 Information Resources Management 
Association Conference, Washington DC, 1, 228-231.

Petrova, K. (2004). “Mobile Commerce Adoption: End-User/Customer 
Views”. In Delener, N. & Chao, C.-N (Eds.). Navigating Crisis and 
Opportunities in Global Markets: Leadership, Strategy and 
Governance. Proceedings of the 2004 GBATA International 
Conference, 604-615.

Petrova, K. (2005). “A Study of the Adoption of Mobile Commerce 
Applications and of Emerging Viable Business Models”. In M.
Khosrow-Pour (Ed.). Managing Modern Organizations with 
Information Technology. Proceedings of the 2005 Information 
Resources Management Association International Conference, San 
Diego, California, USA, 1133-1135.

Petty, R. E., & Cacioppo, J. T. (1981). Attitudes and Persuasion: Classic 
and Contemporary Approaches. Dubuque, IA: Wm. C. Brown.

Phau & Suntornnond (2006). “Dimension of Consumer Knowledge and its
Impacts on Country of Origin Effects Among Australian Consumers: 
A Case of Fast-Consuming Product”. The Journal of Consumer 
Marketing. Vol 23. Iss.l. Page 34-42.

Pikkarainen, T., Pikkarainen, K., Karjaluoto, H.,Pahnila,S., (2004), 
“Consumer acceptance of online banking: an extension of the 
technology acceptance model”, Internet Research, Volume 14 · NO. 
3, pp. 224–235

Pires, G, Stanton, J and Eckford, A. (2004) “Influences on the perceived 
risk of purchasing online,” Journal of Consumer Behavior, vol. 4, 
no.2, pp. 118-131.

Polatoglu VN, & Ekin S (2001). “An empirical investigation of the Turkish
consumers' acceptance of internet banking services”. International 
J. Bank Mark. 19(4): 156-165.

Polo, Y. and Cambra, J.J. (2007), “Importance of company size in long-
term orientation of supply function: an empirical research”, Journal 
of Business & Industrial Marketing, Vol. 22 No. 4, pp. 236-48.

Pontoh, Grace T. (2010). Pengaruh Norma Subyektif, Persepsi 
Kesenangan dan model penerimaan teknologi terhadap niat 
menggunakan system ERP dengan budaya sebagai Variabel 
Moderator. Disertasi tidak dipublikasikan, Program Pascasarjana 
Universitas Airlangga, Surabaya.



 
 

Porter, M.E., & Millar, V.E., (1985). “How information gives you competitive 
advantage”. Harvard Business Review July-August, 149–160.

Pride, William M & Ferrell, O.C. (1997) Marketing: Concepts and 
strategies, Houghton Mifflin, Boston.

Pritchard, M.P. and D.R. Howard, (1999) “Analyzing the Commitment-
Loyalty Link in Service Contexts,” Journal of the Academy of 
Marketing Science, Vol. 27, No. 3:333-348

Pura, M. (2005). “Linking perceived value and loyalty in location-based 
mobile services”, Managing Service Quality, Vol. 15, No. 6, pp 509-
538.

Quelch, J.A. and Klein, L.R. (1996), “The internet and international 
marketing”, Sloan Management Review, Vol. 37 No. 3, pp. 60-75.

Rahman, M.M. (2009). “E-Banking in Bangladesh: Some Policy 
Implications”, Bangladesh Bank Quarterly, Vol. VI, No.3, Dhaka: 
Bangladesh Bank.

Rajecki, D. W. (1982) Attitudes, themes and advances, Sinauer 
Associates, Incorporated

Ramayah, T. and Suki, N.M. (2006), “Intention to use mobile PC among 
MBA students: implications for technology integration in the learning 
curriculum”, UNITAR e-Journal, Vol. 1 No. 2, pp. 1–10.

Rao, A.R. and W.A. Sieben (1992) “The Effect of Prior Knowledge on 
Price Acceptability and the Type of Information Examined,” Journal 
of Consumer Research, Vol.19, No.2, pp.256-270.

Ratnasingham, P. (1998). “The importance of trust in electronic 
commerce,” Internet Research: Electronic Networking Applications 
and Policy, 8, pp. 313-321.

Ray, G., Barney, J.B., Muhanna, W.A., (2004). “Capabilities, business 
processes, and competitive advantage: choosing the dependent 
variable in empirical tests of the resource-based view”. Strategic 
Management Journal 25 (1), 23–37.

Rayport, J.F., Jaworski, B.J. (2001). E-Commerce, New York: McGraw-
Hill/Irwin.

Reichheld, F.F. and Schefter, P. (2000), “E-loyalty: your secret weapon on 
the web”, Harvard Business Review, Vol. 78 No. 4, pp. 105-13.



 
 

Rifon, N.J., LaRose, R. and Choi, S.M. (2005), “Your privacy is sealed: 
effects of web privacy seals on trust and personal disclosures”, The 
Journal of Consumer Affairs, Vol. 39 No. 2, pp. 339-62.

Ring, P.S., and Van de Ven, A.H. (1994) “Developing processes of 
cooperative inter-organizational relationships”. Academy of 
Management Review, 19 ed.  pp. 90–118.

Roboff G, Charles C (1998). “Privacy of financial information in
cyberspace: banks addressing what consumers want”. J. Retail 
Bank. Service. XX (3): 51-56.

Rogers, E.M. (1995 ) Diffusion of Innovation. 4th edition, New York : The 
Free express.

Rose, Janelle and Fogarty, Gerard J. (2006).”Determinants of perceived 
usefulness and perceived ease of use in the technology acceptance 
model: senior consumers‘ adoption of self-service banking 
Technologies”. In: 2nd Biennial Conference of the Academy of 
World Business, Marketing and Management Development, 10-13 
July 2006, Paris, France

Roslina  (2009). “Pengaruh Pengetahuan Produk dan Citra Merek 
Terhadap Pembelian Produk”. Jurnal Bisnis & Manajemen,
September 2009 Vol. X No. 2, Hal.200-215

Rousseau , D. J., Sitkin, S. B., Burt, R. S., and Camerer, C. (1998) “Not So 
Different After All: A Cross-Discipline View of Trust,” The Academy 
of Management Review, July, pp. 393-404.

Ryan, S.D., Harrison, D.A., (2000). “Considering social subsystem costs 
and benefits in information technology investment decisions: a view 
from the field on anticipated payoffs”. Journal of Management 
Information Systems 16 (4), 11–40.

Saeed, K.A., Hwang, Y., Yi, M.Y., (2003). “Toward an integrative 
framework for online consumer behavior research: a meta-analysis 
approach”. Journal of End User Computing .Vol.15, No.4, Page 1–
26.

Saifuddin Azwar (2009). Penyusunan Skala Psikologi. Yogyakarta: 
Pustaka Pelajar

Salehi, M., Alipour, M., (2010). “E-Banking in Emerging Economy: 
Empirical Evidence of Iran”. International Journal of Economic and 
finance Vol.2 , No.1.



 
 

Sambandam, R. & Lord, R. K. (1995). "Switching Behavior in Automobile 
Markets: A Consideration-Sets Model," Journal of the Academy of 
Marketing Science Vol. 23, 57-65.

Santhanam, R., & Hartono, E., (2003). “Issues in linking information 
technology capability to firm performance”. MIS Quarterly 27 (1), 
125–153.

Sarker, S. and Wells, J. (2003). “Understanding Mobile Handheld Device 
Use and Adoption”, Communications of the ACM, 46(12): 35 – 40.

Sathye M (1999). “Adoption of Internet banking by Australian consumers: 
an empirical investigation”, Int. J. Bank Mark. 17(7): 324-334.

Schaefer, Anja. (1995). “Consumer Knowledge and Country of Origin
Effects”.European Journal of Marketing. Vol. 31 No. 1. Pp. 56-72.

Schiffman, Leon G & Kanuk, Leslie L (2004) Consumer Behavior, Prentice 
Hall, Pearson Education, Upper Saddle River, New Jersey.

Schumaker, R.E & Lomax, Richard G. (1996). A beginner’s guide  to SEM,
New Jersey: Lawrence Erlbaum Associates, Inc.

Segars, A.H. & Grover, V. (1993). “Re-examining perceived ease of use 
and usefulness: a confirmatory factor analysis”. MIS Quarterly, 17, 
517–525.

Shaw, Michael, Blanning. R, Strader. T, Whinston. A, (2000). Handbook 
on Electronic Commerce. New York: Springer.

Sheng .H., Siau .F., Nah, K. (2005 ).”Strategic Implications of Mobile 
Technology: A Case Study Using Value-Focused Thinking”. Journal 
of Strategic Information Systems, vol.14, no. 3, pp. 269-290.

Shih Y., Fang K. (2004). “The Use of a Decomposed Theory of Planned 
Behavior to Study Internet Banking in Taiwan”. Internet Research
14(3):213–223.

Shin, D. H. (2007) “User acceptance of mobile Internet: implication for
convergence technologies,” Interacting with Computers, vol. 19, no. 
4, pp. 472-483.

Siau, K., & Shen, Z. (2003). “Building customer trust in mobile commerce”. 
Communications of the ACM, 46(4): 91-94.



 
 

Siau, K., Sheng, H., Nah, F., Davis, S., (2004). “A qualitative investigation 
on consumer trust in mobile commerce”. International Journal of 
Electronic Business, 2 (3), 283–300.

Singh, A.M. (2004), “Trends in South African internet banking”, Aslib 
Proceedings, Vol. 56 No. 3, pp. 187-96.

Smith, J., and Barclay, D. (1997) “The Effects of Organizational 
Differences and Trust on the Effectiveness of Selling Partner 
Relationships,” Journal of Marketing (61), pp. 3-21.

Solimun, (2008) Memahami Metode Kuantitatif Mutakhir Structural 
Equation Modelling & Partial Least Square, Program Studi Statistika 
FMIPA, Universitas Brawijaya Malang.

Spangenberg, Eric R., Voss, Kevin E, & Crowley, Ayn E. (1997), 
“Measuring the hedonic and Utilitarian Dimensions of Attitude: A 
Generally Applicable Scale”. Advanced in Consumer Research Vol 
24 pp. 235 -241.

Stewart, D.W.; Pavlou, P.A.; and Ward, S.(2002). “Media influences on 
marketing Communications”. Dalam J. Bryant and D. Zillmann 
(eds.) Media Effects: Advances in Theory and Research. Hillsdale, 
NJ: Eribaum, pp. 353-396

Stewart, K. (2003), “Trust transfer on the World Wide Web”, Organization 
Science, Vol. 14 No. 1, pp. 5-17.

Stone, R. N. and Barry Mason, J. (1995) “Attitude and risk: Exploring the 
relationship”. Psychology and  Marketing Vol.  12 Issue 2 March pp. 
135–153

Strahilevitz, M.A., and Myers, J.G. (1998). "Donations to Charity as 
Purchase Incentives: How Well They Work May Depend on What 
You Are Trying to Sell", Journal of Consumer Research Vol. 24
March, pp 434-446.

Succi, M.J. and Walter, Z.D. (1999), “Theory of user acceptance of 
information technologies: an examination of health care 
professionals”, Proceedings of the 32nd Hawaii International 
Conference on System Sciences (HICSS), pp. 1-7.

Sugiono (1998), Metode Penelitian Administrasi, Bandung: CV. Alpabeta

Suh, B and Han,I (2003a) “The impact of customer trust and perception of 
security control on the acceptance of electronic commerce,” 



 
 

International Journal of Electronic Commerce, vol. 7, no.3, pp. 135-
161.

Suh, B and Han,I (2003b), “Effect of trust on customer acceptance of 
internet banking,” Electronic Commerce Research and Applications,
vol. 1, no.2, pp. 247-263.

Sun, Heshan & Ping Zhang (2006)”Causal relationship between perceived 
enjoyment and perceived ease of use: An Alternatif Approach”. 
Journal of the Association for Information Systems 7(9), pp. 618 –
645.

Sunarto. (2003). Perilaku konsumen. Penerbit Amus: Yogyakarta

Suoranta, M. (2003). Adoption of Mobile Banking in Finland. Doctoral 
dissertation. Jyväskylä University Printing House, Jyväskylä and 
ER-paino, Lievestuore.

Szajna, B. (1994). "Software Evaluation and Choice: Predictive Validation 
of the Technology Acceptance Instrument," MIS Quarterly (18:3), pp 
319-324.

Tan M, Teo TSH (2000). “Factors influencing the adoption of internet
banking”. J. Assoc. Info. Syst. 1(5): 22-38.

Tan, SJ (1999) “Strategies for reducing consumers’ risk aversion in 
internet shopping,” Journal of Consumer Marketing, vol. 16, no.2, 
pp. 163-180, 1999.

Tarasewich, P., Nickerson, R., and Warkentin, M. (2002). “Issues In 
Mobile E-Commerce”. Communications of the Association for 
Information Systems. Vol. 8, 46-64.

Tatik Suryati (2008). Perilaku Konsumen: Implikasi pada Strategi 
Pemasaran, Graha Ilmu, Jogjakarta

Taylor, S. and Todd, P.A. (1995). “Understanding information technology 
usage: a test of competing models”, Information Systems Research,
Vol. 6, No. 2, pp 144-176.

Teo & Liu (2005) “Consumer trust in e-commerce in the United States, 
Singapore and China”, International journal of Management
Science, Omega March pp. 22 – 38

Teo T. (2001) “Demographic and motivation variables associated with 
Internet ,usage activities”. Internet Res Vol 11(2) pp 125–37.



 
 

Teo, T.S.H. and Pok, S.H. (2003). “Adoption of WAP-enabled mobile 
phones among Internet users”, Omega: The International Journal of 
Management Science, Vol. 31, No. 6, pp 483-498.

Teo, T.S.H., Lim, V.K.G. and Lai, R.Y.C. (1999), "Intrinsic and extrinsic 
motivation in Internet usage", Omega, International Journal of 
Management Science, Vol. 27, pp. 25-37.

Tero et al., 2004. “Costumer acceptance of online banking: an extension 
of the technology acceptance model”, Internet research, Vol 14 No 
3, Page 224-235.

Thurstone, L. L. (1928). Attitudes can be measured. American Journal of 
Sociology, 33, 529-54.

Tiwari, R. & Buse, S. (2007). The Mobile Commerce Prospects: A 
Strategic Analysis of Opportunities in the Banking Sector. Hamburg: 
Hamburg University Press.

Triandis, H.C. (1971), Attitude and Attitude Change, John Wiley, New 
York, NY.

Triandis, H.C. (1980), ``Values, attitudes and interpersonal behavior’’, in 
Nebraska Symposium on Motivation, Beliefs, Attitudes and Values,
University of Nebraska Press, Lincoln, NE

Tung, L.L. (2004), “Service quality and perceived value’s impact on 
satisfaction, intention and usage of short message service (SMS)”, 
Information System Frontiers, Vol. 6, pp. 353-368.

Turban, Efrain (2006). Information technology for management: 
transforming organizations in the digital economy. J. Wiley & Sons.

Ujang Sumarwan (2003). Perilaku Konsumen: Teori dan Penerapannya 
dalam Pemasaran, Ghalia Indonesia, Jakarta.

Varshney, U. & Vetter, R. (2002). “Mobile Commerce: Framework, 
Applications and Networking Support”. Mobile Networks and 
Applications. Vol. 7, no. 3, 185–198.

Venkatesh V (2000). “Determinants of perceived ease of use: integrating
control, intrinsic motivation, and emotion into the technology
acceptance model”. Info. Syst. Res. 4(4): 342-365.



 
 

Venkatesh V., Morris M.G., G.B. Davis, F.D. Davis, (2003), “User 
acceptance of information technology: toward a unified view”, MIS 
Quarterly, vol. 27, no 3, pp. 425–478.

Venkatesh, V (1999). “Creation of favorable user perceptions: Exploring 
the role of intrinsic motivation.” MIS Quarterly, Vol. 23 No. 2, 239-
260

Venkatesh, V. (2000) “Determinants of Perceived Ease of Use: Integrating 
Control, Intrinsic Motivation, and Emotion into the Technology 
Acceptance Model,” Information Systems Research, Vol. 11, No. 
4:342-365

Venkatesh, V. and Morris, M.G. (2000) ‘Why don’t men ever stop to ask for 
directions? Gender, Social Influence and  Their Role in Technology 
Acceptance and Usage Behavior, MIS Quarterly Vol. 24 No. 1, pp. 
115-139

Venkatesh, V., Speier, C. and Morris, M.G. (2002), “User acceptance 
enablers in individual decision making about technology: toward an 
integrated model”, Decision Sciences, Vol. 33 No. 3, pp. 297-316.

Venkatesh,Viswanath and Davis ,Fred D. (2000). “A Theoretical Extension 
of the Technology Acceptance Model: Four Longitudinal Field”. 
Management Science, Vol. 46, No. 2, pp. 186-204 Published by: 
INFORMS Stable .

Vijayasarathy, L. R.  and J. M. Jones,(2000) “Print and internet catalog
shopping: Assessing attitudes and intentions,” Internet Research,
vol. 10, no.3, pp. 191-202

Vittet-Philippe, P. and Navarro, J.M. December 6, (2000). “Mobile E-
Business (M-Commerce): State of Play and Implications for 
European Enterprise Policy, European Commission Enterprise 
Directorate-General E-Business Report, No. 3,.Available at: 
www.ncits.org/tc_home/v3htm/ v301008.pdf

Voss, K.E., Spangenberg, E.R., and Grohmann, B. (2003) "Measuring the 
Hedonic and Utilitarian Dimensions of Consumer Attitude", Journal 
of Marketing Research Vol. XI August, pp 310-320.

Vrechopoulos, A.P., Constantiou, I.D., Mylonopoulos, N and Sideris, I. 
(2002), “Critical Success Factors for Accelerating Mobile 
Commerce Diffusion in Europe”, Proceedings of the 15th Bled 
Electronic Commerce Conference, June 17-19, 2002, Bled, 
Slovenia.



 
 

Wah, L. (1999). “Banking on the Internet”. American Management 
Association Vol. 88, No. 11, pp.44-48.

Wang Y, Wang Y, Lin H, Tang T (2003). “Determinants of user
acceptance of internet banking: an empirical study”. Int. J. Service.
Ind. Manage. 14(5), 501-519.

Wang. X., & Yang, Z. (2008). “Does Country of Origin Matter In The 
Relationship Between Brand Personality And Purchase Intention In 
Emerging Economies? Evidence From China's Auto Industry”.
International Marketing Review. Vol 25. No.4. Page 458-474.

Wei, T. T., Marthandan, G., Chong, A. Y.-L., Ooi, K.-B., & Arumugam, S. 
(2009). “What drives Malaysian m-commerce adoption? an 
empirical analysis”. Industrial management & data systems, 109(3), 
370-388.

Wendy W.N. Wan, Chung-Leung Luk, Cheris W.C. Chow, (2005) 
"Customers' adoption of banking channels in Hong Kong", 
International Journal of Bank Marketing, Vol. 23 Iss: 3, pp.255 –
272

Wessels, l., Drennan,J., (2009), “An Investigation of Consumer 
Acceptance of M-Banking in Australia”. ANZMAC 2009.

Wixom, B.H., and Todd, P.A. (2005). “A Theoretical Integration of User 
Satisfaction and Technology Acceptance”. Information Systems 
Research. Vol. 16, No. 1, pp. 85–102.

Wong, C.C. and Hiew, P.L. (2005), “Diffusion of mobile entertainment in 
Malaysia: drivers and barriers”, Enformatika, Vol. 5, pp. 263-6.

Wood, Stacy L. and Swait . J. (2002). “Psychological Indicators of 
Innovation Adoption:Cross-Classification Based on Need for 
Cognition and Need for Change”. Journal of Consumer Psychology,
12 (1): 1-13.

Wu and Liu (2007) “The Effects of Trust and Enjoyment on Intention to 
Play Online Games”, Journal of Electronic Commerce Research,
Vol. 8, No 2, pp. 128-140.

Wu JH, & Wang SC.(2005). “What drives mobile commerce? An empirical 
evaluation of the revised technology acceptance model”. 
Information & Management. 42(5):719–29.



 
 

Wu, IL and Chen, JL., (2005) “An extension of trust and TAM model with 
TPB in the initial adoption of on-line tax: An empirical study,” 
Human-Computer Studies, vol. 62, no.6, pp. 784-808.

Yang, K. (2005), “Exploring Factors Affecting the Adoption of Mobile 
Commerce in Singapore”, Telematics and Informatics, Vol. 22, No. 
3, 257- 277.

Yao, Y., and Murphy, L. (2007), "Remote electronic voting systems: an 
exploration of voters' perceptions and intention to use," European 
Journal of Information Systems (16:2) pp 106-120.

Yi, M. Y., and Hwang, Y. (2003). “Predicting the use of web-based 
information systems: Self-efficacy, enjoyment, learning goal 
orientation, and the technology acceptance model”. International 
Journal of Human-Computer Studies, 59(4), 431–449.

Yu, J., Ha,I., Choi, M and Rho, J(2005) “Extending the TAM for a t-
commerce,” Information & Management, vol. 42, no.7, pp. 965-976.

Zeithaml, VA (1988) “Consumer perceptions of price, quality and value: a 
means-end model and synthesis of evidence”. Journal of Marketing 
Vol. 60 April pp 31 - 46.

Zmud, R. V. (1979). “Individual differences and MIS success: A review of 
the empirical literature”. Management Science, 25(10), 966–979.



 
 

Halaman 1 dari 6 
 

KUESIONER PENELITIAN 

No.           (kosongkan) 

Kepada Yth. Nasabah Bank 

Nama saya Abdul Razak Munir, mahasiswa Program Doktor Ilmu Ekonomi 
kekhususan Manajemen pada Fakultas Ekonomi Universitas Hasanuddin. 
Sehubungan dengan penelitian Disertasi yang saya lakukan, saya 
membutuhkan pendapat nasabah mengenai layanan mobile banking yang 
disediakan oleh perbankan. Oleh karena itu saya membutuhkan bantuan 
bapak/ibu/saudara(i) agar bisa memberikan pendapatnya mengenai hal 
tersebut. Pernyataan dan data nasabah hanya akan digunakan untuk keperluan 
penelitian dan sangat dijaga kerahasiaanya. Terima kasih atas bantuan dan 
kerja samanya. 
 
Hormat saya, 
Peneliti 
 
BAGIAN I 
CARA PENGISIAN 
Pilihlah salah satu nilai dari 1 sampai 5 (dengan tanda O, V, atau X) sebagai 
jawaban atas tiap pertanyaan di bawah ini 
 
Keterangan Jawaban : 
  1 = Sangat Tidak Setuju 
  2 = Tidak Setuju 
  3 = Netral 
  4 = Setuju 
  5 = Sangat Setuju 
 
 
PENGETAHUAN (KNOWLEDGE) 
Saya mengetahui manfaat layanan mobile banking yang ditawarkan oleh bank. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya mengetahui cara menggunakan layanan mobile banking 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya mengetahui biaya yang timbul untuk menggunakan layanan mobile 
banking. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya mengetahui tentang fasilitas mobile banking yang ditawarkan oleh bank. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
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KEPERCAYAAN (TRUST) 
Saya percaya  transaksi mobile banking akan sesuai keinginan saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya  percaya dengan reputasi bank yang menawarkan layanan mobile 
banking. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya percaya menggunakan layanan mobile banking mempermudah transaksi 
perbankan saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya percaya pada manfaat layanan mobile banking bank saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
 
PERSEPSI KENYAMANAN (PERCEIVED ENJOYMENT) 
Saya merasa menggunakan mobile banking adalah menyenangkan 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya menikmati bertransaksi menggunakan mobile banking  
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Bertransaksi menggunakan mobile banking bisa kapan saja dan dimana saja 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Kebutuhan perbankan saya terpenuhi oleh mobile banking 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
 
PERSEPSI RESIKO (PERCEIVED RISK) 
Menurut saya Penggunaan mobile banking adalah beresiko. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Menggunakan mobile banking akan membuang waktu saya secara percuma. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Penggunaan mobile banking akan membuat informasi pribadi saya  tersebar ke 
pihak yang tidak berkepentingan. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Pihak bank tidak menjamin Mobile banking tidak bisa digunakan selain saya 
sendiri. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
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ATITUDE (SIKAP) 
Menurut saya  lebih praktis menggunakan layanan mobile banking dibanding 
mendatangi kantor cabang 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya menyukai menggunakan layanan mobile banking. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya merasa penggunaan layanan mobile banking adalah keputusan yang 
tepat. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya merasa layanan mobile banking memberikan control yang lebih luas bagi 
transaksi perbankan saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
 
PERSEPSI KEMUDAHAN (PERCEIVED EASE OF USE)  
Saya  merasa mudah bagi saya menguasai penggunaan mobile banking 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya merasa mudah menggunakan mobile banking untuk kebutuhan 
perbankan saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya merasa mempelajari penggunaan mobile banking adalah mudah 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya merasa mobile banking mudah untuk diakses. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
 
PERSEPSI KEGUNAAN (PERCEIVED USEFULNESS) 
Menggunakan mobile banking akan mempercepat kegiatan perbankan saya 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Menggunakan mobile banking akan mengefisienkan kegiatan perbankan saya 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Menggunakan mobile banking akan mengefektifkan kegiatan perbankan saya 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
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Saya merasa mobile banking membantu dalam urusan perbankan saya 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
 
MAKSUD/NIAT/INTENSI  
Saya akan merekomendasikan layanan mobile banking kepada teman atau 
keluarga. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Menggunakan layanan mobile banking adalah penting bagi saya untuk 
perbankan saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya akan lebih sering menggunakan layanan mobile banking untuk kegiatan 
perbankan saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
 
Saya akan menggunakan layanan mobile banking untuk kegiatan perbankan 
saya. 
Sangat Tidak Setuju 1 2 3 4 5 Sangat Setuju 
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BAGIAN II 
DATA PELANGGAN 
(Data Hanya Untuk Kepentingan Penelitian) 
 
 
 
Jenis Kelamin : 

1. Laki-laki 
2. Perempuan 

 
 
 
Usia : 

1. Di bawah 18 tahun 
2. 18 tahun sampai di bawah 25 tahun 
3. 25 tahun sampai di bawah 35 tahun 
4. 35 tahuh sampai di bawah 45 tahun 
5. 45 tahun lebih 

 
 
 
Pekerjaan : 

1. Mahasiswa 
2. Ibu Rumah Tangga 
3. Pegawai Negeri 
4. Karyawan Swasta 
5. Wiraswasta 
6. Profesional 
7. Lainnya 

 
 
Pendapatan/bulan : 

1. Di bawah 1 juta 
2. 1 juta sampai di bawah 2,5 juta 
3. 2,5 juta sampai di bawah 5 juta 
4. 5 juta sampai di bawah 7,5 juta 
5. 7,5 juta sampai di bawah 10 juta 
6. 10 juta ke atas 

 
 
Lamanya menjadi nasabah bank : 

1. Kurang dari 1 tahun 
2. 1 tahun sampai kurang dari 3 tahun 
3. 3 tahun sampai kurang dari 5 tahun 
4. 5 tahun lebih 
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Pengalaman menggunakan Mobile banking 
1. Belum pernah 
2. 1 – 5 kali 
3. 6 – 10 kali 
4. Lebih 10 kali 

 
Pendidikan Terakhir : 

1. SD 
2. SMP 
3. SMA/SMU/SMK 
4. D3 
5. S1 
6. S2 
7. S3 

 
Nasabah di bank: 

1. BNI 
2. Mandiri 
3. BCA 
4. Lainnya 

 
Fasilitas yang dimiliki oleh Ponsel anda : 

1. Java 
2. Non Java 

 
 
 
 

TERIMA KASIH 



Reliability 
 
Scale: X1 
 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.852 4 

 
Item Statistics 

 Mean Std. Deviation N 

x11 3.7667 .89763 30 

x12 3.7333 .90719 30 

x13 3.8000 .92476 30 

x14 4.0667 .78492 30 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

x11 11.6000 5.007 .690 .813 

x12 11.6333 4.930 .703 .807 

x13 11.5667 4.737 .744 .789 

x14 11.3000 5.597 .639 .834 

 
 

Scale Statistics 

Mean Variance Std. Deviation N of Items 

15.3667 8.585 2.93003 4 



 
Scale: X2 
 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.838 4 

 
Item Statistics 

 Mean Std. Deviation N 

x21 4.1000 .84486 30 

x22 3.9333 .94443 30 

x23 3.9667 1.09807 30 

x24 4.1667 .94989 30 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

x21 12.0667 6.685 .597 .827 

x22 12.2333 6.323 .588 .831 

x23 12.2000 5.200 .719 .777 

x24 12.0000 5.517 .804 .736 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 

16.1667 10.006 3.16319 4 

 

 



 
Scale: X3 
 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.803 4 

 

 
Item Statistics 

 Mean Std. Deviation N 

x31 4.1333 .77608 30 

x32 4.2333 .85836 30 

x33 4.0333 .85029 30 

x34 4.2333 .89763 30 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

x31 12.5000 4.603 .601 .762 

x32 12.4000 4.041 .703 .709 

x33 12.6000 4.317 .613 .755 

x34 12.4000 4.317 .558 .784 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 



16.6333 7.206 2.68435 4 

Scale: X4 
Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.946 4 

 

 
Item Statistics 

 Mean Std. Deviation N 

x41 3.4667 1.52527 30 

x42 3.4333 1.40647 30 

x43 3.4000 1.63158 30 

x44 3.5333 1.73669 30 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

x41 10.3667 19.826 .898 .921 

x42 10.4000 22.317 .757 .962 

x43 10.4333 18.530 .937 .907 

x44 10.3000 18.010 .904 .920 

 

 
Scale Statistics 

Mean Variance Std. Deviation N of Items 



13.8333 34.351 5.86094 4 

 
Scale: Y1 
 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.907 4 

 

 
Item Statistics 

 Mean Std. Deviation N 

y11 4.1667 .87428 30 

y12 4.0333 .88992 30 

y13 4.0667 .98027 30 

y14 4.0667 .90719 30 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

y11 12.1667 6.075 .835 .864 

y12 12.3000 6.217 .772 .885 

y13 12.2667 5.720 .801 .876 

y14 12.2667 6.202 .755 .891 

 

 
Scale Statistics 



Mean Variance Std. Deviation N of Items 

16.3333 10.437 3.23060 4 

Scale: Y2 
Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.592 4 

 

 
Item Statistics 

 Mean Std. Deviation N 

y21 3.9000 .95953 30 

y22 3.8333 .87428 30 

y23 4.0000 .78784 30 

y24 4.0000 .87099 30 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

y21 11.8333 3.109 .438 .466 

y22 11.9000 3.610 .342 .544 

y23 11.7333 3.857 .334 .550 

y24 11.7333 3.513 .380 .515 

 

 
Scale Statistics 



Mean Variance Std. Deviation N of Items 

15.7333 5.513 2.34790 4 

 
Scale: Y3 
 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.792 4 

 

 
Item Statistics 

 Mean Std. Deviation N 

y31 3.9667 .76489 30 

y32 4.2000 .84690 30 

y33 3.9333 .73968 30 

y34 3.9333 .90719 30 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

y31 12.0667 4.133 .600 .742 

y32 11.8333 3.868 .600 .742 

y33 12.1000 4.507 .487 .793 

y34 12.1000 3.334 .733 .668 

 

 



Scale Statistics 

Mean Variance Std. Deviation N of Items 

16.0333 6.585 2.56614 4 

Scale: Y4 
 

Case Processing Summary 

 N % 

Cases 

Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 
Reliability Statistics 

Cronbach's Alpha N of Items 

.762 4 

 

 
Item Statistics 

 Mean Std. Deviation N 

y41 4.1667 .64772 30 

y42 4.1667 .74664 30 

y43 4.2000 .84690 30 

y44 4.2000 .76112 30 

 

 
Item-Total Statistics 

 Scale Mean if 

Item Deleted 

Scale Variance if 

Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's Alpha 

if Item Deleted 

y41 12.5667 3.702 .475 .749 

y42 12.5667 3.220 .571 .700 

y43 12.5333 2.602 .727 .603 

y44 12.5333 3.361 .489 .744 

 
Scale Statistics 



Mean Variance Std. Deviation N of Items 

16.7333 5.306 2.30342 4 
 



Resiko

Pengetahuan

Kepercayaan

Kesenangan

x11
.36

e1

.60
x12

.50

e2

.71
x13

.33

e3

.57
x14

.32

e4

.57

x44
.41

e16

.64

x43
.40

e15

.63

x42
.43

e14

.66

x41
.31

e13

.56

x24e8

.84x23e7

.90
x22e6 .56

x21
.33

e5
.57

x34e12

.49x33e11

.54
x32e10 .78

x31
.60

e9
.77

.29

.29

-.11

.29

.01

-.01

Chi Square =147.730
Probabilitas =.001

Chi Square/df =1.507
GFI =.916

AGFI =.884
RMSEA =.050

TLI =.925
CFI=.939



Kemudahan

Kegunaan

Intensi

Sikap

y41
.42

e29.65

y42
.43

e30.66

y43
.62

e31
.78

y44
.47

e32

.69

y11
.55

e17

.74
y12

.64

e18

.80
y13

.68

e19

.83
y14

.57

e20

.76

y34
.48

e28

.69

y33
.43

e27

.66

y32
.45

e26

.67

y31
.35

e25

.59

y24
.55

e24

y23
.40

e23

y22
.35

e22

y21
.40

e21

.64

.74

.63

.59

.51

.68

.67

.55

.63

.37

Chi Square =183.388
Probabilitas =.000
CMIN/DF =1.871

GFI =.894
AGFI =.852

RMSEA =.066
TLI =.912
CFI =.928



Kemudahan
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Kegunaan

.43
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.16 .19
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y13
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.82
y14

.58

e20
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y34
.46

e28

.68

y33
.40

e27

.63

y32
.48

e26

.69

y31
.38

e25

.62

y24
.54

e24

y23
.40

e23

y22
.35

e22

y21
.40

e21

x11
.40

e1

.63
x12

.50

e2

.71
x13

.33

e3

.57
x14

.28

e4

.53

x44
.40

e16

.63

x43
.40

e15

.64

x42
.44

e14

.66

x41
.31

e13

.55

x24e8

.84x23e7

.92
x22e6 .53

x21
.29

e5
.54

x34e12

.53x33e11

.58
x32e10 .75

x31
.56

e9
.75

z1

z2

z3

z4

.14

.17

.63 .74

.64 .59

Chi Square = 596.283
Chi Square/df = 1.368

Probabilitas = .000
GFI = .846

AGFI = .814
RMSEA = .043

CFI = .926
TLI = .916

-.03

-.01

-.11

.29

.29

.30

.00

-.01

.41


